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OUR PRODUCTS

We're Champion Building
Products®

And every product we
have lives up to our name.

That means lumber,
plywood, particleboard,
paneling, siding, hardboard
and other fine products you
can trust. For construction,
industry and home use.

It means brand names
like Weldwood® Duraply®
Novoply® and Decolam®/hpt,
to name a few.

Behind these quality
products stand a lot of
Champion people. In our
forests, our manufacturing
plants, and our sales,
distribution, and technical
center.

But in a way, our
products stand behind our
people too. Because our
products are something to be
proud of. And when people
believe in the products they
represent, everybody
benefits. We do. They do.
And most of all, you do.

Champion Building
Products. People, resources
and ideas working to make
your business more profitable.

@ Champion
Building Products’

Champion International Corporation

© Champion International Corporation, 1979,
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Build in sales appeal ... build in profit with

The New
Nulone

Al Central
- 11 Cleaning

- System

it's the cleanability

up front that separates
cleaning systems.




Built-In Cleaning

The Custom Touch
1980 Homebuyers Hope to Find

Homebuyers know that NuTone Central
Cleaning Systems are engineered for
excellence. Our new Model 353. backed
up by a powerful three-impeller motor,
delivers more vacuum suction than any
other system on the market. When com-
paring water lift, CFM, air power. the
NuTone system proves superior in every
test standard for cleanability.

Find out more about NuTone's power-
packed Central Cleaning Systems, the
new Model 353 and the time-tested Model
350. Both Models
are backed by the
NuTone warranty
and a coast-to-
coast network of
Service Centers.
For the name of
the NuTone Dis-
tributor closest

to you, DIAL FREE
800/543-8687 in
the continental
U.S.¥* or write:

Options include cleaning tools
in caddy and flexible hose
with hanger.

Nulone
T I L

Dept. HH-11, P.O. Box 1580
Cincinnati, OH 45201

*Ohio residents call 800/582-2030. In Canada write
NuTone Electrical, Ltd., 2 St. Lawrence Avenue, Toronto, Ontario M8Z 5T8. Form 5773
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Superhomes

of the future
are already

here!

The Landmark Mark Il — one of Viceroy's great designs for the 1980s.

Only Viceroy Homes

When we call the new Viceroy superhomes
“the most energy-efficient homes in America”,
we do not choose these words lightly. With the
introduction of these superb homes Viceroy has
achieved significant breakthroughs in window
manufacture, wall and roof framing and passive
solar heating. For many years the name Viceroy
has been synonymous in Canada for quality of
the highest order. We are now building satellite
plants across the U.S. Our Georgia plant, serv-
ing the Southeast, opens in March.

We are now looking for builders of established
reputation to represent us. This will be a great

opportunity for you to increase your profits, for QUADRA-PANE STEEL-WEBBED
these homes are not expensive. Because we WINDOWS ROOF TRUSSES
manufacture our own thermal glass, windows, Viceroy’s exclusive Qua- Viceroy has engineered
doors, skylights, etc., we eliminate wholesalers ~ dra Pane® casement win- ~ a powerful 15" steel-
dows constitute a com- webbed flat truss for

and middlemen. You're buying direct.

Write us to-day for more information.
Send $5.00 for catalogues
and supporting literature to:

Viceroy Homes,
30 Melford Dr.,

Scarborough,

Ontario, Canada

M1B 124
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pletely new dimension in
window design. These
outstanding windows fea-
ture two double thermal
sealed glass units (4 panes
of glass) with a 38" air
space separating them.
The heat loss factor is 42%
less than even triple-sealed
windows.

sloping ceilings that can
contain 8” of batt insulation
with a 6” air space. This
eliminates the problem of
condensation in cathedral
ceilings. These trusses
are stronger, lighter and
easier to install than con-
ventional framing.

Zce 7'0)’ The Most Energy
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AIR TIGHT DOOR
ENTRY SYSTEM

The new Viceroy entrance
door system uses an in-
sulated steel door with a
complete weatherstrip-
ping system on both sides
and top. The specially de-
signed aluminum sill inter-
locks with a neoprene
compression seal mounted
to the bottom of the door,
providing a complete wa-
ter and air tight seal.

SUPER STRENGTH
6” WALLS

The Viceroy superhomes
are framed with 2" X 6" @
16” o.c. on the outside
walls, instead of the tra-
ditional 2" x 4" studding.
These walls can contain
50% more batt insulation
than conventional fram-
ming. The load bearing
capacity of these walls is
315% greater than con-
ventional construction.

SKYLIGHTS AND
GREENHOUSE
WINDOWS

Viceroy has developed a
series of beautiful sky-
lights and greenhouse
windows, all triple-sealed
and all framed in solid,
clear California redwood.
Not only are these win-
dows extremely beautiful,
they are also very easy to
install and are guaranteed
to be totally leak-proof.

Efficient Homes in America

TRIPLE-SEALED
SLIDING DOORS

All of the sliding doors in
every Viceroy home are
triple-sealed for superior
insulation and are framed
in clear solid California
Redwood, an excellent
natural insulator. The in-
genious locking systems
on these doors are of such
security that even the
most professional burglar
couldn’t jimmy them open.
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“THIS GE MICROWAVE IS CALLED THE
SPACEMAKER. YOU MAY SOON BE CALLING IT
THE SALESMAKER? © oo

“Here’s General Electric’s biggest news in cooking since we invented the P-7°
Self-Cleaning Oven.

“The Spacemaker™ is a built-in microwave oven that takes up no counter space
because it’s located where the range hood used to be. And it has its own 2-speed
exhaust vent just like a regular hood to take away kitchen smoke and fumes. Plus a
fluorescent light for lighting the cooktop.

“Now you can offer a built-in microwave as standard or optional in even the
smallest kitchen.

“You can install it against a wall, over an island, or over the pass-through above a
peninsula. Just slide it into its own sleeve. It takes up only 30"

“It complements perfectly GE’s line of 30" slide-in ranges that have the controls
up front for easy viewing and operating convenience.

“The Spacemaker™ is a microwave oven for builders that offers flexibility in your
kitchens that can help sell your homes.

“Naturally, it’s protected by GE’s Customer Care® service. Repairs are made
promptly and you won’t have to worry about getting involved in appliance service.”

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

GENERAL @3 ELECTRIC
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Post-election outlook:
A ‘fragile’ recovery on its
‘wobbly’ way

— By the time you read this, you'll know whether it
' will be Reagan or Carter for the next four years.
“ What, you may ask, will be the effect on

¢  construction—and housing in particular—in
: é 19812 The answer seems pretty clear: Not much.

4 It was a campaign of “economic me-too-ism”
in the words of George A. Christie, chief economist of the
McGraw-Hill Information Systems Company. “Both candi-
dates are economic conservatives,” Christie told the forty-first
Building Products Executives Conference in Washington on
October 23. *Both consider inflation the nation’s top economic
problem . . . promise a tight rein on federal spending . . . sup-
port monetary restraint . . . have a prominent seat on the rein-
dustrialization bandwagon.”

That point struck a chord with me. So did Christie’s
view of housing’s prospects in the coming months. Herewith
some Christie remarks that should interest everyone in
homebuilding:

“The first thing that hits you,” he said, “is that we’ve been
there before—as recently as five years ago” (when housing
came out of its last recession). “The second thing that should
hit you is how different conditions are today.”

Housing demand is stronger, and supply is tighter. But,
Christie warned, the current recovery is “fragile.” It begins
with inflation at 10%, not 6%; with mortgage rates averag-
ing 13%, not 9%; with government policy that's restrictive,
not stimulative.

“Our most immediate risk,” said Christie, “is that the recent
increase of interest rates will reverse the housing recovery. If it
does, it could have a domino effect on many other building
markets. You can’t quarantine something like this.”

In fact, Christie added, “housing and credit are already on a
collision course, and it is probably too late to avoid a tempo-
rary homebuilding setback.” But, he said, “itisnor too late™ to
let rates subside in the coming months—and thus to avoid the
domino effect and get housing back on the track.

With that expectation, Christie predicted that 1) construc-
tion will regain its momentum after a pause in the current
quarter; 2) housing will lead the comeback; 3) housing starts
will total 1.65 million in’81.

Despite all the qualifications . . . and no matter who sits in
the White House—construction recovery, said Christie, *“is on
its wobbly way.” —JOHN GOLDSMITH

housing 11/80 7



“Carrier heat pumps helped
homes win the first ‘Super Saver
- Award’ inthe entireTVA area!”




Wlped us make
e ene -emﬂrand keep..

adds Mr Enﬁnger “and
Carnet had *he most en

1 reader service card

m among several possnbﬂ'ﬂes
"Our latest project—a series of town-
- hc:uses—ls also a ‘Super Saver Award’
- winner,” concludes Mr. Enfinger. “Our
-energy-saving package featuring
Carrier heat pumps helped us market the
first 30 units in just 75 days!"
3 Let Carrier help make your next project
awinner. Callyour Carrier »
distributor or write;
“ Carrier Air Condmonmg, :
- PO.Box 4808,
' 'Syracuse,NY 13221




___ PenPly saves labor beautifully.

‘ ‘ You can slash your siding manhours dramatically with PenPly Western Red Cedar 303
e : exterior plywood siding. . - i ]
| Just ask builder Mike Arvidson of Excelsior, Minn. He estimates that using PenPly T-1-11
: to side this innovative house saved him 50 per cent of the labor cost of board siding.
; Why did he choose PenPly? “PenPly is a good, quality product,” Arvidson said. “You get
il | what you pay for. And I've found the houses are easier to sell to homeowners.”
| This house makes imaginative use of energy saving and cost efficient construction
T techniques you'll be seeing more of in the 1980’s.
1 It's a passive solar house. That means it collects sunlight, stores its warmth, and
} distributes it as needed without a lot of extra equipment.
A | S PenPly, the leading producer of quality cedar plywood siding, has published a free brochure.
It contains floor plans to this house, design details and facts. Send for a copy of that brochure.
|, For more information about PenPly, contact your wood products distributor, or see
Sweet's General Building and Light Residential Files under Siding/Cladding Section (7.6 Pen).

E : .“ » P P | ‘\‘
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NEWS/MONEY

Unions increase investments in mortgages

Pension funds aim to hold loans targeted at lower-priced housing

A combination of pressures from
unions, social activists and federal and
state governments is likely to produce
a large infusion of pension fund monies
into the mortgage market over the next
decade.

Much of this money—estimated to
run into the billions of dollars—will
come with strings attached: It will
have to be used for “worker” —in other
words, for low- and middle-income—
housing.

‘Worker control.” The reason for
this new interest is a policy begun two
years ago by unions, which wanted to
use pension fund assets to further their
social and political views.

The biggest push comes from the
AFL-CIO and member unions. At first
the Amalgamated Clothing and Tex-
tile Workers insisted on more control
over joint labor-management trusteed
pension funds to keep its dollars from
being invested in stocks of anti-union
companies.

Now the movement has grown. At
an AFL-CIO meeting August 21 in Chi-
cago, first the industrial union depart-
ment, and then the federation’s execu-
tive council, called for several steps to
take charge of the funds, “to advance
social purposes such as worker housing
and health centers,” among other
things.

One such step was to expand partici-
pation in the AFL-CIO Mortgage
Investment Trust (MIT). Founded in
1964, the MIT is an investment compa-
ny registered with the Securities and
Exchange Commission. It recently
applied to become an ‘“‘open-ended”
investment company, so that unions
and their trust funds could put money
in and take it out at will. But it is still
awaiting clearance from the Internal
Revenue Service before it goes out to
seek additional funds.

The MIT’s loan portfolio has $75.2
million in assets: $46.8 million in FHA-
insured construction loans, $26 million
in FHA multifamily mortgages, and $2
million in FHA/VA single family mort-
gages. As projects are completed, the
money is reinvested. In the quarter
ended Sept. 30, the MIT put $28 mil-
lion into five projects in California and
Ohio. Recent annual return on invest-
ment has been “in excess of 9%” to
member-union participants, says the
AFL-CIO.

Declaration. The AFL-CIO, in its
declaration from the August 21 meet-
ing says that affiliated unions of the
AFL-CIO “should be encouraged to set
aside” some pension funds for invest-

ment in housing
and other social
projects —assum-
ing compliance
with the Employ-
ment Retirement
Income Act of
1974 (ERISA). ER-
ISA requires pen-
sion administra-
tors to give higher
priority to safe
and reasonable re-
turn on investment
than to such con-
siderations as job
production or so-
cial betterment.

The Labor
Dept. is studying
the legal angles of
this declaration, but Secretary Ray
Marshall has made no secret of his
sympathy to the union.

In the political arena, at least on the
Democratic side, there are signs of
support at both national and state lev-
els. President Carter in August urged
his newly formed Economic Revitali-
zation Board to recommend an indus-
trial development authority to channel
resources —including pension assets—
“to help revitalize American industry
in areas most affected by economic
dislocations or by industrial bottle-
necks.”

Although Carter’s statement does
not address itself directly to housing,
residential revitalization would be part
of any “area” revitalization.

States, notably California, are tak-
ing a new view of pension funds. Said
Governor Brown at the Democratic
National Convention in August, “It is
time to redirect the vast pension funds
of this nation to more socially respon-

ATIEANNOA VZI'T ‘NOLLVYISNTTI

sible objectives.” California is looking
hard at new uses of the funds, and has
a commission investigating using the
funds in home mortgages and other
areas of social betterment.

Brown and governors including New
York’s Hugh Carey and Illinois’ James
Thompson have made it clear to the
Carter Administration and others that
they intend to have a say in any “revi-
talization” or “reindustrialization”
programs.

Pressures on politicians are being
generated by social activists who see
pension funds as an economic and
political tool that has not been used for
any other purpose than corporate
finance for far too long.

This combination of pressures will
most likely result in an increase in the
amount of pension funds used deliber-
ately for purposes other than strictly
high yields for fund managers and
beneficiaries. —PETER GALL

McGraw-Hill World News, Washington

How much money do pensions
hold? Estimates vary. The AFL-CIO
uses the total figure of $565 billion
for all private and public pension
funds. California Governor Jerry
Brown cited $650 billion in a
speech last summer at the Demo-
cratic Convention, where he called
pension assets ‘“‘the single most
important source of investment
capital” for this decade.

Building trades unions are a sure
bet for mortgage investment, be-

Pension lending: how many dollars?

cause of the self-interest in creating
and sustaining jobs for construc-
tion-worker members. One union
estimates their total assets in pen-
sion funds at $60 billion.

Using a widely discussed 5%-to-
10% range for mortgage invest-
ment, this could mean from $3 bil-
lion to $6 billion in new mortgage
money—from the building trades
alone. Billions more are possible
from interested industrial and ser-
vice unions. —P.G.

housing 11/80 1 1




NEWS/MONEY

A shared-equity mortgage
gets a warm welcome

Shared equity mortgages for home
benefits are now off the drawing board
and in the marketplace [HOUSING,
Sept.]. And consumer response has
been phenomenal, says Detroit-based
Advance Mortgage Corp.

Meanwhile, the Federal Home Loan
Bank Board, which regulates s&Ls, has
proposed a shared equity mortgage
that s&Ls could issue.

The announcement of Advance’s
shared equity mortgage generated
3,000 to 4,000 calls from consumers
and 200 calls from homebuilders
nationwide, says Advance Vice Presi-
dent Richard Bondie. The mortgage
banker—one of the nation’s largest—
is testing $10 million in so-called “Ap-
preciation Participation Mortgages” in
five markets: Atlanta, Phoenix, Den-
ver, Sarasota, Fla. and Washington,
D.C.

Shared profits. Advance’s shared
equity loan has features similar to the
“equity kicker” that insurance compa-
nies and other lenders demand when
making loans to commercial devel-
opers in tight-money times.

The new Advance mortgage trades a
lower interest rate for a piece of the
equity gain at time of sale or thirty
years after loan origination—which-
ever comes first.

Advance is using funds from Coast
Federal s&L of Sarasota. One-quarter
of the funds—$2.5 million—is bud-
geted for the Sarasota market.

One-third less. William Thomp-
son, a consultant to Coast Federal,
says its mortgage features:

® A one-third reduction in the inter-
est rate, and

®A promise to the lender of one-
third of equity gained after loan clos-
ing.

For example, says Thompson, the
market mortgage rate on August 22,
was close to 12% in Sarasota. The $2.5
million in mortgages were offered at
8%, a one-third rate reduction. In

return the homebuyer had to pledge
one-third of future gains in equity to
the s&L. Thompson says all loans were
taken by the end of the business day
after the announcement was made.

What if the buyer tried to resell the
house at a price the S&L though was
below market, thus yielding an unreal-
istically low appreciation?

Thompson says that Coast main-
tains a right of first refusal on the
house. If it feels a proposed sale price
is too low, then the S&L may buy the
house itself at a price set by apprais-
ers—and keep one-third of the larger
equity gain. It would then try to resell
the house at the appraised price.

Proposal. The Federal Home Loan
Bank Boards proposal differs from the
Coast-Advance plan in one important
way: the lender receives its share of
equity gain by the end of 10 years,
whether or not the owner wishes to sell
the house.

This difference is important because
homeowners would either have to pay
a sizeable lump-sum share of equity
gain to the lender after ten years, or
refinance. Many borrowers could be
scared off by this requirement, even
though the average life of a mortgage
is only seven to eight years (because of
moves by homeowners).

Drawback. An analysis by Bank
Board staff notes this “potential draw-
back” shoots up monthly costs drama-
tically to the buyer who stays more
than ten years. In one example, assum-
ing a 10% appreciation rate, a $62,500
house is worth $162,109 ten years lat-
er. The owner would have to refinance
about $45,000 of the remaining unpaid
principal —plus another $33,000,
which is the lender’s share of the
$100,000 in appreciation.

The Bank Board proposal limits
lender participation to 40% of the
house’s appreciation. The proposal is
subject to a 60-day comment period
through early December. = —D.O.L.

Many don’t know of solar tax credits

Fifty percent of the American public
has never seen either a solar water or
solar space heater. And 52% is
unaware of federal and state solar
energy credits.

Those are the findings of a recent
survey by Opinion Research Corp, a
subsidiary of Arthur D. Little, Inc.

One implication: the tax incentives
which could be a major boost to the
solar industry are not effective—simp-

12 housing 11/80

ly because people don’t know about
them.

If more people were aware of the
credits, more would buy solar, the
study indicated. People were asked is
the existence of a significant tax credit
would make them more likely to buy a
solar system. Answering “yes” were
60% of the homeowners polled, and
45% of potential commercial users.
(See related story on page 62.)

BRIEFS

Housing starts rose 9% in September
from August to a seasonally adjusted
1.5 million annual rate, the Commerce
Dept. reported. Single family starts
inched up to just over 1 million. Exist-
ing sales in September rose 10% to an
annualized 3.3 million, reported the
National Association of Realtors.

New home sales fell 4.9% in August,
to an annual rate of 623,000, from
655,000 in July, Commerce also
reported. Actual August sales of
58,000 homes exceeded July’s 55,000
sales, but the annualized rate was low-
er because of seasonal adjustment .

New construction contracts rose
6% in August to $1.51 billion from the
same month last year, McGraw-Hiil’s
F. W. Dodge division reported. Resi-
dential contracts were “within 17% of
the year-ago total,” Dodge said. As
recently as May, residential was 50%
off the year-earlier contract total.

The FHA/VA ceiling on federally
insured single family mortgages was
raised to 13% from 12% in late Sep-
tember. One reason the FHA trailed the
market this time was political: the
lower rate in effect before the rise was
used to compute the October Consum-
er Price Index—the last one released
before the election.

Energy retrofits in existing homes
could save homeowners up to $42.2
billion in energy bills the next decade,
if homeowners made home improve-
ments averaging $1,900 reported the
Mellon Institute’s Energy Productivity
Center in Washington. But more prob-
able savings will be about $9.4 billion
in the ’80s said the report, blaming
ineffective government programs and a
home improvement industry not well
equipped to offer adequate retrofits.

Property taxes in Florida will fall
following a package of five constitu-
tional amendments passed by voters
last month. Voters approved four tax
cut amendments by huge margins, and
narrowly approved an initiative to cre-
ate a housing finance company.

Real estate executive demand in the
job marketplace in the third quarter
fell two percentage points from the
second quarter to 7% of the total
national executive demand, says Korn-
Ferry International, a New York- and
Los Angeles-based executive search
firm. Reason for the drop: the building
slowdown. The drop from last year’s
third quarter figure of 13% was even
more substantial, at six points.




The best place to look
for top quality garage doors...

Raynor offers you a wide choice of industrial/
commercial doors with electric operators that only a
complete, full line manufacturer can offer. Whether your

preference is steel, wood, aluminum, fiberglass or
a combination of materials, Raynor has a door to fit
any building type or door opening size. When you
select a Raynor door, however, there are certain
things that don’t require a choice. Like Quality...in
design and construction. Raynor uses only the
best material for springs, rollers, hinges, locks and
other hardware. The only steel door avail-

weather-stripping. And Service...like undamaged de-
livery by our own truck fleet. Plus professional installa-
tion by our factory-trained distributors located through-

out the country. They pledge prompt follow-up
service for parts and repairs if ever needed. In the
end, the best place to look for top quality doors and
expect satisfaction. . .is Raynor. Preliminary speci-
fications can be found by referring to Sweets
Catalog, Section No. 8.9 Ra. For a copy of our
catalog write Raynor Manufacturing Company,

Dixon, IL 61021. Or call a Raynor dis-

able prefinished with a coat of baked-on F'IAYN Q FI,. tributor near you. You'll find his number in
enamel and two types of insulation and GARAGE DOORS the Yellow Pages under “Doors”.
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“When you're offering
the only luxury oceanfront condominiums
on the Maine Coast, you want to be sure
the cabinets are as good as the location.

That's why we picked Scheirich.” i

“When we decided to build these luxury condomin-
iums on one of the best pieces of land in the state
of Maine, probably the easiest decision we faced
was the cabinets.

“We've been using Scheirich cabinets for the last
five years in our other developments and we know
the effect that hand-finished cabinetry has on our
prospects.

“When they see that these Queenswood cabinets
are made with the same care as their own family
heirlooms, it makes our selling job a whole lot
easier.

“And on top of that, through Scheirich’s local
distributor, Indisco, we're able to give our buyers a
choice of the exact styling and hardware they want.
Sothey not only get the quality they're accustomed
to, but the look they like as well.

a1l
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Land Design, Inc. specializes in uniquely-designed luxury condominiums on breathtaking waterfront-and woodland sites in the

“Indisco gives us more than just selection though.
They also make sure we'll have delivery on-site
exactly when we need it. We've never had a problem
with them, and with the kind of quality Scheirich
offers, we don't expect to.”

If you're looking for the kind of cabinets that can
help you sell adevelopment, look up your Scheirich
distributor in the Yellow Pages. Or write H. J.
Scheirich Co., P. O. Box 21037, Louisville, Ken-
tucky 40221.

CHEIRICH

FINE FURNITURE FOR THE KITCHEN AND BATH

Portland, Maine area. Appealing to quality-conscious professionals and “empty nesters," these units range in price from $75,000 to
$180,000 and embody president Robert Marier's concern for imaginative floor plans, sensitive landscaping and distinctive architecture.
The most recent development, Stage Neck Colony in York Harbor, features 40 units of up to 2,400 sq. ft. each with a spectacular view

of either the rugged Maine coast or the village's picturesque harbor.
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NEWS/WASHINGTON

Housing bill: on balance, builders gain

Homebuilders will find lots to cheer
about—and little to dislike—in the
1980 Housing and Community Devel-
opment Act.

President Carter signed the bill
October 8, and announced he had
formed two panels to look into the
nation’s housing and credit problems.
One panel is expected to issue a report
next June 30.

In the new bill, Congress:

®Raised the ceiling on FHA insur-
ance for site-built and factory-built
homes.

®Helped developers cut red tape in
“historic preservation” areas.

®Put off the effective date of the
Building Energy Performance Stan-
dards (BEPS).

®Kept new thermal standards from
applying to masonry construction.

®Kept alive the Home Mortgage
Disclosure Act, a law intended to com-
bat redlining.

®Stayed away from regulating con-
dominium conversions, leaving this
politically senstitive area to state and
local governments.

The biggest disappointment: middle-
income rental subsidies. Senate opposi-
tion blocked this program in the con-
ference committee. It would have sub-
sidized the construction of 40,000
apartments for middle-income fami-
lies. One reason for opposition: subsid-
ies would have gone to some families
with incomes greater than $40,000 a
year.

Iffy expansion. Although the bill
expands a subsidy program for home-
buyers under Sec. 235, there’s a ques-
tion about whether the $135 million of
funding will be available in the budget
to put the program in gear. If the
funds are available, families with
incomes up to 130% of the median for
the area will be eligible for the pro-
gram, which would bring their mort-
gage rate down to 9%:2%. Up to 20% of
the units involved could be mobiles.

Reason for the doubt: most govern-
ment budget experts—including some
in HUD—hold that Congress must re-
appropriate the needed funds. If Con-
gress doesn’t give HUD the green light
by year-end, it’s unlikely that the pro-
gram could be launched before its
authorization expires next June 30.

In another program, the bill gives
long-awaited flexibility to FHA mort-
gage insurance. The ceiling is kept at a
base $67,500, but may be raised by up
to one-third in high cost areas, maxi-
mum $90,000. For mobiles, the maxi-
mum for a double-wide could be
$43,000in a pricey house market.

FHA rate. A new flexibility on FHA-
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insured mortgages is allowed for inter-
est rates, under the bill. Lenders and
borrowers may “negotiate’ the rate on
up to 50,000 mortgages. Discount
points would still be allowed, but must
be specified in the loan commitment.

On BEPS: the implementation dead-
line is postponed to April 1, 1983. The
Department of Energy (DOE) must
publish interim regulations by August,
1981. These standards must be tested in
both residential and commercial build-
ings in different U. S. climates. After-
ward DOE will report to Congress on
test results. One specified requirement:
HUD must make an analysis of the
impact of the standards on builders,
“particularly small builders,” and on
construction costs.

Masonry construction is given a
reprieve from new thermal require-
ments under HUD Minimum Property
Standards (MpPS). The new bill states
that any local exemptions from MPpS
thermal requirements that were in
effect on May 31, 1979, won’t be
changed. HUD must report to Congress
by August, 198], on whether this
exemption is justified.

Preservation. Areas designated for
historic preservation have often been
an obstacle to builders, and the new
bill makes it easier for some. Builders
who had been awarded Urban Devel-
opment Action Grants for projects in
these areas won a battle to speed up
rulings from the officials who carry
out preservation laws.

State and federal officials get a
maximum of 45 days to rule for or
against a project that would change an
historic building or an historic neigh-
borhood. Up to now, they could delay
nearly forever, critics charged.

HUD’s final budget has not been
approved. Although the authorization
bill was completed before Congress
quit for the fall campaigning, the HUD
appropriation bill for the year begin-
ning Oct. 1, 1980, has not yet been
passed, and will be taken up in a
post-election session. In the interim,
HUD programs will continue to be
funded under a ‘‘continuing resolu-
tion™ that allows the agency to contin-
ue to commit funds at recent rates of
spending. —DONALD O. LOOMIS

McGraw-Hill World News, Washington

HOW program: higher rates are likely

Builders may have to pay to revamp
the five-year-old Home Owners War-
ranty (HOW) program come January 1,
1981. Reason for the revamp: serious
financial problems in the program as it
now stands.

Claims for defects in newly built
houses have soared beyond initial pro-
jections. And says Dave Fox, HOwW
chairman, “Too many builders have
been walking away from their respon-
sibilities and going scot-free.”

Proposed changes:

®Raising the basic premium of $2
per $1000-of-price and charging high-
er rates in ‘high-risk’ areas such as
Dallas, Ft. Worth and Denver.

®Giving a ‘quantity volume dis-
count’ to large builders.

®Imposing a ‘deductible’ fee on the
consumer to fend off small claims. One
proposal: a consumer deductible of 1%
of the selling price on claims of struc-

HOW'’s Reid:
Some may
drop out

tural defects during years three
through ten.

®Adding a surcharge to the premi-
ums of builders with poor records on
customer claims.

At press time, the exact amount of
the higher premiums was still being
negotiated.

Says Fox “HOow was underpriced
from the beginning. There was no way
to predict that 2,270 warranty claims
and 1,800 major structural defects
would hit us by June, 1980.”

How now. To help, HOW is taking
more responsibility for many parts of
the program. Examples:

®How will implement a system to
speed up the arbitration process.

@]t is taking over claims-adjusting
with its own adjusters—who under-
stand construction and will ask the
builders themselves for their problem-
solving advice.

HOw president Robert J. Reid con-
cedes: “Some builders may drop out of
the program because of costs or other
reasons.”” He adds, however, that some
builders will now join in “because of
credibility” that will improve because
of the changes.

Reid expects at least 200,000 houses
will be added between now and next
July to the 800,000 already under war-
ranty program. —D.L.
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Here is all the warm appeal of natural pecky cypress,
complete with its unique three-dimensional markings.
And now Temple makes it available in the low-cost
modern building material — hardboard siding.

These new panels are ideal for new construction or
the residing market. They go up quickly — easy to
handle 4’ x 8'or 4’ x 9’ panels. On-site painting time
and costs are cut in half, because they're factory
primed with a new primer that provides greater flexibil-
ity for finishing. In addition to regular paints or opaque
stains, semi-transparent stains now can be used to
bring out the beauty of the wood texture.

Temple hardboard siding is made of 100% wood
fibers. Works like wood, with ordinary tools. Free from
knot holes or defects. Doesn't split or crack. And there
are no resins to bake out in the sun.

Ask your Temple dealer about the new cypress
pattern, and all the other popular Temple designs.

& Temple

DIVISION OF TEMPLE -EASTEX Il INCORPORATED

DIBOLL, TEXAS 75941
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FTC home defects study draws NAHB’s ire

The Federal Trade Commission has
released its long-awaited home-defects
survey [HOUSING, Aug.], and the NAHB
promptly labelled it “‘exaggerated”
and “unrepresentative.”

The FTC report covers new homes
bought in 28 states and the District of
Columbia during 1977 and 1978. It is
based on 1,812 telephone interviews
and 299 professional on-site inspec-
tions. Although buyer complaints were
frequent, says the Frc, 79% of the
homeowners surveyed said they were
“satisfied with the overall quality of
their homes.”

The report also says that 62% of the
homeowners “reported at least one
problem™ that the builder didn’t
resolve satisfactorily in the 30-month
period after their purchase. Average
cost estimated by buyers for new-home
repairs: $1,411.

Observation. Jeffrey Harris, assist-
ant director of the agency’s Bureau of

Consumer Protection, says the FTC will
continue to check out “problem build-
ers” for fraud or unfair business prac-
tices on a case-by-case basis. Agency
officials deny, however, that informa-
tion that they have gathered in the
survey will be used in law-enforcement
investigations.

But the NAHB points out that one of
the 265 questions asked for the name
of the builder of the house.

Another NAHB complaint: the size
of the sample. “Inspecting 299 homes
can hardly be called a representative
sample in an industry that, at the time,
was building more than 2 million units
a year.”

The Frc’s Harris remarks: “Our
impression is that there are some hous-
ing industry members who continue to
do unsatisfactory work.” In rebuttal ,
the NAHB says, “The vast majority of
new homes built in this nation are well
built.”

Findings. Here is what the FTC
study found:

® Problem areas: walls, ceilings and
floors (61%); gradings, driveways and
exterior concrete work (42%); founda-
tions basements (12%); heating (10%);
cooling (9%); major appliances (8%);
interior electrical (7%) and contract
work not done (4%).

®Disputes: 22% of those surveyed
reported at least one serious disagree-
ment with the builder on resolving a
problem; and 7% of those surveyed
reported seeking legal help.

®Satisfaction: The most satisfied
customers lived in eastern south cen-
tral states—21%— while the lowest
level of satisfaction—9%—was re-
ported from western north central
states.

®Home Owners Warranty (HOW):
Buyers with HOW protection had a
lower rate of disgreements than those
without it. —D.O.L.

THE COURTS

Arizona escrow
practices are
taken to court

Arizona home builders have had to
pay too much for escrow services, the
U.S. Justice Dept. believes. Antitrus-
ters there have sued the Title Insur-
ance Rating Bureau of Arizona
(TIRBA).

The charge: Members are robbing
both builders and homebuyers of “the
benefits of free and open competition”
by using uniform rates for escrow ser-
vices. At stake is about $15 million a
year in fees.

Washington objects to the TIRBA
practice—begun in 1977 —of filing a
service rate schedule with the state
insurance department. Those rates are
followed by all TIRBA members—all
title insurers in the state.

Even though some others perform
escrow work most real estate deals are
handled by title insurance companies,
Justice Dept. claims. Court papers
suggest that some subdivision trust
escrows run as long as 20 years.

Trade associations may file rates for
all members under Arizona law. But
the antitrusters claim these facts add
up to a conspiracy to curb competition
because:

®The state has never disapproved a
rate.

®No TIRBA members have ever filed
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a separate schedule, or even any devia-
tion from the group’s norm.

The Justice Dept. has asked the
U.S. District Court in Phoenix to order
the TIRBA to cancel the rate schedule
and to forbid the title insurance com-
panies from getting together on rates.

In other court cases:

oCities may make a fine distinction
in determining which displaced tenants
have a right to get help in obtaining
new housing. The U.S. District Court
in Milwaukee ruled that the Uniform
Relocation Act requires benefits be
paid to those whose housing is taken
away by the government for its own
use. But that aid does not have to be
offered to those thrown out by a code
enforcement program intended to up-
grade a deteriorating neighborhood.

®Cities may use rent control laws as
a tool to upgrade housing stock. The
New Jersey Supreme Court okayed a
law in Orange, N.J. that bans rent
increases on buildings not meeting
habitability standards. Opponents had
charged that rent control and housing
safety were too unrelated to be lumped
together in a single ordinance.

®Cities may limit payments by
opponents of rent control to a cam-
paign to sway voters on the issue. The
California Supreme Court found noth-
ing wrong in a limitation of $250 on
contributions to any committee formed
to support or oppose any ballot mea-
sure. Such a limit does not impinge on
first amendment rights of rent control
opponents who want to speak out, the

justices reasoned, because they are
free to spend more money on ads or
other promotions of their own.
® A home bought by a married cou-
ple in joint title will be considered
community property during a divorce
proceeding—even if one partner put
his or her own money into the down
payment. The California Supreme
Court cleared up confusion in the
state, where in six years, three appeal
courts have ruled different ways on the
issue. The justices threw out proposals
that allow the partner who put up
separate funds for the purchases to
have a greater share of the equity.
®If a Multiple Listing Service is
really important in any particular mar-
ket, those running it cannot arbitrarily
limit membership. The Monmouth
County Court in New Jersey agreed
with a broker that he cannot be thrown
out of the MLS just because he had
decided to drop his membership in the
county Board of Realtors. The service
had required all members to join not
only the county organization, but also
the state and national associations.
The Board had argued that the listing
service was so much a part of Board
activities that it made sense to limit
participation to members. But the
judge found that access to the MLS is
so important in making sales that the
damage to the broker in being dropped
outweighed any advantage to the Real-
ty Board of limiting the service to
members. —DANIEL B. MOSKOWITZ
McGraw-Hill World News, Washington
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Therma-Iru
 Crystalline Series

The elegant energy efficient door system.







TheTherma-Iru
Crystalline Series.

The classic elegance and timeless beauty of leaded, beveled glass — insulated
for today’s homes.

For generations, leaded, beveled glass—with its incomparable gem-like appearance —
has been a symbol of tasteful elegance.

And now, this elegance has been captured in the Therma-Tru Crystalline Door Series.

Multi-faceted, prism-like panes of glass — joined together in beautifully distinctive
patterns — transform light rays into a multitude of gleaming sparkles.

Clear and etched-look panes are intermixed
for added beauty. Glass is available in clear
and amber.

While Therma-Tru Crystalline lites are made
using modern production methods — to provide
high insulation values — the appearance of

old-fashioned hand craftsmanship has been [ _—
faithfully retained. | % ph

You get the elegant glass of yesterday in
the practical doors of today.

And, best of all, the Crystalline Series doors
are easily affordable.

The Therma-Tru Crystalline Series. Elegance

made practical.

Cover Photo: Style 923, 930 S/L
Professionally Painted Woodgrain Finish

- —— e W

Style 926A, 930 S/L Circle 600 on reader service card




A dramatic difference.

A Therma-Tru Crystalline entryway door will add an impressive touch of
elegant beauty to any home.
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el TIPSR

Style 940, 910 S/L Style 906
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More door for the money.

Like all Therma-Tru door systems, the new Crystalline doors have more
to offer than just beauty. They offer a number of unique features that provide
more energy efficiency, more security, more total value.

Polyurethane core

A polyurethane core between
galvanized steel surfaces provides
outstanding
insulation

Thermal
break

Pre-mortised
edge prevents
contact between
outside and inside
metal surfaces—even
at hinges and lockset.

Eliminates frost and condensation.

Arctic Magnetic
weatherstripping
Seals like a refrigerator door to
significantly reduce heat loss and
air infiltration. Remains flexible
in extremely low temperature and
provides greater holding power
than any other
weatherstrip on
the market today.

Self-sealing sill and door bottom.

A unique, innovative design
achieves the tightest seal of any
door system currently available.
Heat loss is reduced and air

and moisture infiltration is
virtually eliminated.
The sill and door
bottom continually
adjusts itself
eliminating the
need for periodic
manual adjustment.

Easy to paint
Paint your Therma-Tru door
any color you choose. Wood-
grain or antique finish may
also be applied.

Maintenance free
construction

Resists warping, cracking and
sticking. Retains its beauty
year after year.

Use any lockset

Choose any lockset and/ or
deadbolt which provides the
beauty and security you
desire.

Patented, adjustable

security strike plate

Steel strike plate wraps

around wood jamb. Spreads
impact force over a wider area,
for more security. Adjustability
factor provides a tighter seal.




Ch(.)ose fl‘om 36 entrance width:
awide range of o) 0]

beautiful styles. N

The Therma-Tru Crystalline Series includes a variety .
of distinctive designs —to beautifully complement any
style of architecture. 1 [— —ﬂ'

Clear: Beveled, etched-look and clear glass panes.
Amber (A): Beveled, clear glass panes with amber

border. S| g .| ) -

Raised panel designs
26,28 & 30'widths e

910A amber 910 clear 915 clear 915A amber 915A amber 915 clear




Deeply embossed designs 28 & 30"widths

923 clear 923A amber

910 S/L 915A S/L  930S/L
clear amber clear
910A S/L 915 S/L 930A S/L
amber clear amber
940 clear (3'0” only) Circle 600 on reader service card
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Crystalline Glass Dimensions: LITHO IN U.S.A
1 8"x36" 2.8"x.36", 3. 22"x 36", 4. 8"x 6", 5. 8"x 6", 6. 5%2"x 18",

THERMA-TRU and CRYSTALLINE are registered trademarks of LST CORP. Therma-Tru products manufactured at: Van Buren,
Arkansas; Colorado Springs, Colorado; Toledo, Ohio

% THERMARTRU
The More Door.
Therma-Tru Sales Corp.
Subsidiary of LST Corp.

Circle 600 on reader service card 4747 Holland Sylvania Road,
Sylvania, OH 43560. (419) 885-5711
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K&B’s Karatz: back home to head development

At Kaufman and Broad, Inc. (Los
Angeles) Bruce Karatz, 35, is pro-
moted to president of the newly
formed Development Group. He's in
charge of all site-built housing devel-
opment, and reports directly to CEO
and Vice Chairman Sanford C. Sigo-
loff.

Karatz’s goal: double annual unit
volume in five years (currently 2,900
units). He says he’ll consider diversify-
ing from the K&B staple—medium-
priced single-family—into multifami-
ly, condo conversion, and commercial
and joint venture construction. Other
possibilities: moving into higher-priced
single family markets, and moving into
lucrative Sunbelt markets.

Most recently, Karatz was president
of Kaufman and Broad, France. He
joined the company in 1972.

Other company changes: John E.
Polk becomes president, California
region, for site-built housing; and Bud
E. Fink moves to president of Kaufman
and Broad of Southern California Inc.
BUILDERS DEVELOPERS: Herbert
A. Ross is named chief executive offi-
cer of newly formed Apartments, Ltd.,
a division of Thompkins Development
Co. (Orlando).

United Development (Chicago)
names Sheldon Lazar,44, as vice presi-
dent, sales. Lazar joins UDC. a subsidi-
ary of Urban Investment and Develop-
ment Co., after 18 years at Miller
Builders (Skokie, IlL.).

Gerald D. Murphy is elected Chair-
man of the Board of Leisure Technolo-
gy Corp., (Los Angeles) and Michael
L. Tenzer becomes president and chief
executive officer [HOUSING. Aug.].

Fred Katakura is the new director of
engineering for Silvercrest Industries
(Buena Park, Calif.), a manufactured
housing builder.

At Raldon Homes (Dallas), a sub-
sidiary of Wood Brothers Homes
(Denver), Robert D. Schults is named
vice president and divisional manager.
He was previously a marketing execu-
tive for AM Corp. (Los Angeles).

Chas. H. Steffey Inc. (Baltimore)
expands its construction division into a
new company called C.H.S. Group.
President of the new group is Sandy J.
Marenburg, formerly head of the con-
struction division. Related appoint-
ments at C.H.S.: Allan J. Gordon,
vice-president, purchasing contracts;
Robert T. Kleinpaste, vice president,
marketing sales; David R. Pardoe,
comptroller; and Robert R. North,
assistant vice president.

The Pulte Home Corp. (West
Bloomfield, Mich) promotes Robert D.
Horner to president of its Illinois divi-

K&B’s Karatz
new growth
Sstrategies

sion. He had been chief financial offi-
cer of the corportion.

First Condominium Development Co.
(Chicago) promotes Aaron I. Michael-
son to president from executive vice
president and treasurer. Harold L.
Miller moves from president to chair-
man of the board.

LENDERS: Western Mortgage Corp.
(Los Angeles) promotes James K.
Casper to executive vice president,
production. He was senior vice presi-
dent, residential loans. F&M Savings
Bank of Minneapolis names Carl E.
Carlson president of its banking sub-
sidiary, F&M Mortgage Corp. He
joined F&M Mortgage as a vice presi-

dent in March. Murray Investment Co.
(Dallas) promotes Douglas Greene to
vice president, commercial loan divi-
sion. He had served as a commercial
loan officer.

PMI Mortgage Insurance Co. (San
Fransisco) names Gary W. Bradford
president, and PMI Insurance Co.
names Patricia A. Mikel senior vice
president and chief operating officer.
Both joined PMI in 1976; Bradford as
a regional vice president. Mikel most
recently served as a senior vice presi-
dent, underwriting.

ASSOCIATIONS: Rollin D. Barnard,
president of the Midland Federal Sav-
ings and Loan Association (Denver), is
nominated for a one-year term as pres-
ident of the United States League of
Savings Associations (Chicago). Roy
G. Green, president of Fidelity Federal
Savings and Loan (Jacksonville, Fla.)
is nominated as vice president of the
League.The Canadian Housing Design
Council (Ottowa) elects Stanton K.
Hooper as chairman and Richard E.
Hulbert as vice chairman. Hooper is
president of Stanton Developments
Ltd. (Edmonton, Alberta). Hulbert, an
architect, is principal of Hulbert and
Partners (Vancouver, B.C.). O

Mr. Maxwell goes to Washington;
this time, to lead Fannie Mae

David O. Maxwell will return to the
Washington housing scene after a sev-
en-year absence. His new job: presi-
dent and chief operating officer of the
privately-held, quasi-governmental
Federal National Mortgage Assn.

During the Nixon administration,
Maxwell served as general counsel of
HUD from 1970 to 1973. In 1973, he left
to found Ticor Mortgage Insurance
Co.—now a subsidiary of Southern
Pacific Co.—where he is currently
chairman and chief executive officer.

Maxwell will leave Los Angeles-
based Ticor to assume the C.0.0. and
president positions in February. Next
June 1, he will become chairman and
chief executive officer, succeeding out-
going Oakley Hunter.

Objections. Maxwell didn’t get the
job without a fight, say insiders. He
was elected by Fannie Mae’s board of
directors, but apparently not unani-
mously. Of the 15 board members, ten
are elected by stockholders, and five
are presidential appointees, hence
prone to political decisions.

Some appointees reportedly ob-
jected to Maxwell’'s $225,000-plus-
perks compensation package. They

Ticor’s
Maxwell:
to lead
Fannie Mae

reportedly viewed it as too high for the
head of a quasi-governmental agency.

Echoing this sentiment: House
Banking Committee Chairman Henry
Reuss (D.-Wisc.), who siad it was
“simply unconscionable” for the board
to consider “paying someone salary
and perks greatly in excess of that of
the President of the United States.”

Maxwell won out over a number of
other candidates—reportedly more
than a dozen—interviewed for the job
by an executive search firm.

Fannie Mae is the nation’s largest
single mortgage investor. As such it
holds mortgages totalling more than
$55 billion, and invested $5 billion in
102,739 mortgages in the first half of
1980. —D.OL.
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Urban rebirth:
Beware of limits,
says study

Is inner-city housing in a revitalization
boom? Not exactly, says Sociologist
John Kasarda.

He’s studied urban policy and popu-
lation trends for the last 10 years. And
his conclusion: There’s no evidence
that the middle class is moving into
central cities as fast as they are mov-
ing out to the suburbs.

The media have jumped on the revi-
talization story, he says, making it look
bigger than it is. “Now, when a group
of professionals moves in and fixes up,
it’s news. But it’s not news when 500
other families move to Skokie or some-
where else.”

And Kasarda claims urban policy is
hurting those it’s supposed to help. The
urban poor find themselves trapped in
public housing—dependent on rent,
food, fuel and income subsidies. Then
they can’t follow when low-skill manu-
facturing, wholesale and retail jobs
move to the suburbs.

Preferred suburbs. Kasarda, who
is chairman of the sociology depart-
ment at the University of North Caro-
lina, Chapel Hill, lists three major
reasons for these conclusions:

® Americans prefer living in rural-
suburban areas.

®Urban amenities—such as well
maintained roads, cable television and
supermarkets—are now at least as
good in outer suburbs as in cities.

®Businesses have discovered a more
hospitable climate in small towns and
outer suburbs, including such incen-
tives as cheaper labor, lower taxes,
access to all-weather roads and inter-
state highways, telecommunications
technology connecting the remotest
offices—and a generally more pro-
business attitude of local government.

Kasarda bases his report on govern-
ment statistics, studies by other socio-
logists and his own research.

Sweet suburbs. This urbanization
of rural-suburban areas moved 2.7
million more people out of the cities
than into them during the last decade.
The fastest growing areas in all census
regions were those with the fewest
people.

Census figures quoted in the study
show rural-suburban counties gained
619,000 manufacturing jobs between
1970 and 1978. In contrast, the 225
largest Standard Metropolitan Statis-
tical Areas lost 513,000 manufactur-
ing jobs during the same period.

Even more significant: 3,452,000
service jobs sprang up in rural-subur-
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ban counties. Those jobs absorbed
about two-thirds of the rural suburban
work force this year—and the fast-
growth trend continues.

Cities, meanwhile, kept weakening,
the study shows:

®Between 1968 and 1979, only 0.5%
of the nearly 20 million housing
units—about one million—in cities
were affected by revitalization or res-
toration efforts.

®For every household with an
income of $15,000 or more that entered
central cities between March 1975 and
March 1978, three left.

®More than 70% of the households

U.N.C.’s Kasarda urban boom a myth
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in revitalized central city housing units
were intracity movers—not returning
suburbanites.

®And the concentration of minori-
ties and lower-income residents is
increasing in central cities, both in
absolute and proportional terms.

Policy. A national urban policy,
says Kasarda, should include these
points:

®Support of residential dispersion
outside cities. Reasons: that’s where
the jobs are and that’s where most
people prefer to live.

®Building public housing closer to
the new unskilled jobs in the outer
suburbs. Public housing in cities only
keeps residents far from available
suburban jobs.

®Development of the cities
strengths as cultural, financial and
communications centers. The era of
the city as a manufacturing center is
over.

®Strengthening only those services
that give cities a better economic
edge—such as transportation, utilities
and education. —TOM READ

Miles Colean, an FHA founder, dies

The founder of
the term “urban
renewal,”” Miles
Colean, has died
at 82. His interest
in, and contribu-
tion to, housing
spanned from city
to suburb and
even ‘‘reached
across’ interna-
tional boundaries.

Colean moved to Washington, D.C.
in 1934 as part of a housing advisory
group to President Roosevelt. The
group drafted legislation which cre-
ated the Federal Housing Adminstra-
tion in an effort to spur housing out of
the depression.

In 1938, he represented American
housing interests as chairman of the
U.S. delegation to the International
Congress of Planning and Housing.

More recently, Colean popularized
the expression “urban renewal,” in his
1953 book Renewing Our Cities. This
was the generic description for all
urban revitalization for many years to
follow. In 1969 and 1970, he chaired a
presidential Task Force on Urban
Renewal.

Forecaster. In the late 1950’s and
throughout the ’60s, Colean worked
closely with this magazine—then
known as [House and Home] —on its
annual economic forecast. At that time
the magazine considered him ‘“home-
building’s number one economist.”

Perhaps as an indication of his eco-
nomic insight, he said in a 1952 article,
“One important way to guard against
inflation is to put real savings into
housebuilding. And considering all the
risks ahead, we may well begin to ask,
not, ‘Is housing inflationary?’ but,
‘Can we afford to run the risk of
inflation by unduly restraining hous-
ing?” The article was a refutation of
the popular charge that homebuilding
was inflationary.

Reaction. Jay Janis, Chairman of
the Federal Home Loan Bank Board
said when told of Colean’s passing,
“One of the giants of housing and
housing finance has left us. His pio-
neering efforts with such great federal
initiatives as the Federal Housing
Administration helped ensure that
America is the best housed nation in
the world.” Janis added, “It is ironic
that his passing comes when this
nation is once again facing a crisis in
housing affordability.”

Larry Simons, asst. HUD secretary
noted that Colean ‘“maintained his
interest in the FHA until his death; and
his decency, straightforwardness and
dedication made it a pleasure to work
with him.”

Besides his other work, Colean was
a consulting economist to the Mort-
gage Bankers Assn. of America from
1945 until his death. Mark J. Riedy,
executive vice president, praised
Colean as “a statesman in the housing
finance industry.” —DAVID GARFINKEL
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We offer you the custom-look oak veneer cabinets
your customers are looking for. At stock prices so you
don’t have to grow your own tree.

These modular Long-Bell® Sungrain Oak cabinets are
fully-assembled and prefinished for fast installation from
carton to wall for precision fit in any area. And that can
save you even more money.

Quite simply, with Sungrain Oak cabinets, your buyer

LONG-BELL CABINETS

INTERNATIONAL PAPER COMPANY
Cabinet Division, P.O. Box 8411—Dept. 92
Portland, OR 97207

O Please send me complete information on the Long-Bell
Sungrain Oak line. f" ")
O Please have a representative call. : ';

I am an [J Architect [J Builder [J Remodeler B

®

S

gets the expensive, custom-look oak veneer cabinets they SR
want. While you stay within budget. Or, you can use the Name
money you save to upgrade other rooms. e
So, don’t let the rest of the project suffer at the ex-
pense of custom oak cabinets. Look into moderately e
priced Long-Bell Sungrain Oak cabinets. It’s easier than Clry State
growing your own tree. Send for more information today. Zpooe - . Phogel )
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Study predicts:
Condo inflation
rate will cool

Luxury condo prices are topping $300-
per-sq.ft. in major markets such as
New York, Los Angeles and San Fran-
cisco. And in the fashionable resort of
Aspen, Colo., prices are nearing $400-
per-sq.-ft.

But the rapid price increases—100%
in the last three to four years—will not
maintain their feverish pace, reports
the Marling Group, Ltd., a real estate
consulting and development firm based
in Northfield, Ill. The current levels, it
says, are caused by:

®Purchases by foreigners, which
have increased demand for luxury con-
dos and account for more than 60% of
recent sales.

®Rapidly rising construction and
financing costs.

®A rapidly dwindling supply of
prime rental properties suitable for
conversion.

®Government restrictions, both in
place and anticipated, which increase a
converter’s risk.

Slowdown. Although luxury condo
prices have skyrocketed in the last few
years, this rate of increase will slow
soon, says John Marling, president of
the firm. Reasons: fewer people will be
able to afford the top dollar units, and

LUXURY CONDO PRICES
Price per sq. ft.

Source: The Marling Group, Ltd.

some sales will fall off.

The firm predicts these trends:

® Almost all desirable rental proper-
ties that are free from legal restrictions
will be converted to condominiums.

®New condo construction will domi-
nate in major markets, especially those
attractive to foreign buyers, such as
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New York and Miami.

®Condo conversion will predomi-
nate in smaller urban markets.

®Retail prices for new units in afflu-
ent major markets—such as New
York, Los Angeles, Chicago and
Miami—will, in the main, fall between
$150- and $225-per-sq.-ft. —D.G.

HUD considers funding new towns in the Rockies

Boom town days are not quite over
according to HUD. It’s considering ven-
turing millions of dollars to create
them in the Rockies. The incentive: oil
shale development.

The shale-rich Uintah Basin of Utah
and the Piceance Basin of Colorado
are being studied by HUD’s New Com-
munity Development Corp.—now
mostly inactive—to determine the im-
pact of boom communities and the
rapid growths of population to each
area.

“We want to see how HUD can assist
in this energy development,” says a
HUD official in Denver.

Early reports suggest HUD may loan
$50 million and the Department of
Energy (DOE) may add $20 million in
grants to start and maintain new com-
munities until they were self-support-
ing. For fiscal 1981, HUD plans tenta-
tively to issue $12 million in grants for
the Uintah Basin project for housing
construction.

Shale surge. Population in the
Utah district now totals about 33,400.
With oil shale development, it will
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grow by 25,000 by 1990, says Charles
Henderson, director of the Uintah
Basin Energy Planning and Develop-
ment Council.

In the Piceance Basin of Colorado,
population growth is expected to surge
even more. Population is now about
21,000. By 1990, 130,000 new resi-
dents will settle there, according to
projections.

Here are some of HUD’s current pro-
jections:

®The industry will produce 400,000
barrels a day of oil shale by decade’s
end.

® A new community of 15,000 would
require $100 million to develop the
area. Additional funds would be
needed for housing finance loans and

financing for commercial and industri-
al improvements.

®Workers in the new industry will
earn between $18,000 and $25,000
1980 dollars a year.

®For that market, says HUD, it
would be necessary to produce both
attached and detached housing in the
range of $40,000 to $70,000 per unit.
Newly constructed apartment units
will have to cost substantially less,
under HUD projections.

One HUD report suggests that with-
out the new communities, the present
housing shortage “would pose a sub-
stantial threat to investors and could
slow down or even stop development of
the new industry.” —FRANK PITMAN

McGraw-Hill World News, Denver




When it comes to selling houses,
pink can be very persuasive.

These days it's easier to build a house
than sell one.

That's one reason you should insulate
with pink Owens-Corning Fiberglas

insulation. It could help you make the sale.

Men Prefer Pink

The fact is pink Owens-Corning Fiberglas
is America's best selling insulation. Home-
owners are aware of it—and they prefer it.
A recent survey revealed that men
prefer pink Owens-Corning Fiberglas
over its nearest competitor by a margin
of three to one.
How much should you install? HUD

and FHA have new increased thermal re-
quirements for one and two family houses.
Owens-Corning supports these standards
as a minimum requirement.

The More Pink, The Better

But the vital thing to remember is that more
insulation can mean even better fuel
savings for your customers. And that's a
truly persuasive selling point.

For more information get in touch with
A.S.T. Meeks, Owens-Corning Fiberglas
Corp., Fiberglas Tower,
Toledo, Ohio 43659.

© O.-C. F. Corp. 1980

OWENS/CORNING

FIBERGI.AS
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Why I |fe'CVCIe Effects of life-cycle costing on three product/design decisions
-
COStI n g Product or design:
was u sed Accepted Central gas-fired HVAC system with Higher-quality
. - boiler ducts off chases  kitchen cabinets
inano n-p rOflt around building  (fully laminated
> perimeter inside and out;
prO]eCt adjustable shelving)
vS. vs. vs.

You might think that life-cycle costing— Rejected Individual electric HVAC system Lower-quality
basing purchasing and design decisions waterheaters with ducts off kitchen cabinets
on overall, long-term performance centrally located  (non-laminated;
rather than initial cost— would be suit- bulkheads fixed shelving)
able for upper-income housing, where
there’s a need to compete for buyers. But 5 <
for non-profit, low-income rehab? Increase in 10% 8,/° 20 /‘3'25%

Remodeler John Knott, of Washing- costs to builder (approximately (approximately
ton, D.C., used it, however, when he $300 per apt.) $75-8100 per apt.)
fioted as ganarpl dasign and constructignEEu—— 50% savingsin  10%-15% savings Easier maintenance;
;g""".cmrhf’g J "I'u; Ig(’b‘“on P!(‘;“: ALl savings or energy costs inenergy costs;  better appearance;
do;;lin nI :urrg sd folrmle onw -einclg n?(:mflilrsel- : i(r):‘; SUVATNONS t im.:rease.d. P G ]
bayers. - : homeowner ating effnclency;

i pectiits: longer life span.

® Costs per-sq.-ft. penciled out at
about $28 — which Knott claims is 25%

Comparative chart (above) shows some of the trade-offs made as a result of basing product
and design decisions on life-cycle costs. In each case, the builder felt long-term gains to owners

to 35% below average for rehab in the
D.C. area.

e Knott beat a $2,038,000 budget by
$100,000, or about 5% .

® Buyers got first homes with features
and amenities uncommon in their in-
come bracket.

His concern for the buyers’ needs and
desires gives Knott a good chance of
repeat business from the city govern-
ment—which donated the project’s three
buildings and funds that were used for
interior demolition work — and also
from the non-profit local consortium of
banks and businesses which provided the
rest of the funds and coordinated the
project. Also, Knott is gambling that the
owners themselves will someday move
up and perhaps turn into second-time
buyers of Knott projects.

Performance standards. The first
step in life-cycle costing is to find the
level of performance for each product
category that results in the lowest long-

justified additional cost.

term costs to the homeowner. Once this
has been done, the particular product or
design that costs the least to buy and
install and that also meets the standard is
selected.

An inexpensive product that doesn’t
meet the standard is automatically re-
jected. But the cheapest of all eligible
products is the one that gets picked. **We
use performance standards for every-
thing that goes into our projects,” says
Knott, “right down to the electrical
receptacles.”

Budget beaters. To make up for the
extra costs that resulted from some of
his product and design decisions, Knott
cut costs in a number of other ways.
Among them:

® Team-style management. Knott
treated subcontractors as though they
were partners, rather than employees or
subordinates, giving them more incen-

tive to perform well. (See box below).

o Custom-fitted floor plans. Architect
Wayne Haffler tried to incorporate as
much of the existing structure— particu-
larly windows and load-bearing walls —
as possible into the floor plans to keep
demolition and construction costs down.

e Variances. Even though the city
government already had a stake in the
project’s success, Knott had to do a good
deal of jawboning to get some critical,
money-saving code variances.

One example: a large existing stair-
well that did not quite meet present-day
code. “To meet code we would have had
to tear the whole thing out and start from
scratch,” says Knott. “Fortunately we
were able to convince the city govern-
ment to give us a variance on it, since it
was still structurally sound and was only
going to be used in the redesign as a
secondary exit.” —STEPHEN LEVIN

“Treating subs as part of a team takes a
lot more time up front,” says re-
modeler Knott. “But in the long run,
you get the best product for the least
amount of dollars.”

Knott’s management style hinges on
two beliefs: A motivated worker who
is personally interested in seeing a
project succeed is more productive
than one who feels he’s there simply to
collect a check; and a competent sub-
contractor is more of an expert in his
particular field than most builders,

The teammate approach to managing subs

general contractors, or construction
engineers.

In the early stages of a project,
Knott has subs make design proposals
for their part of the plan. Each is given
performance goals and standards de-
veloped by his engineers, as well as
working architectural drawings, and
asked to return proposals with bud-
gets, descriptions of procedures,
schedules, and lists of products and
materials.

When submitted, proposals are re-

evaluated by Knott's engineers; em-
ployees who work in the field are also
consulted to ensure that installation
procedures and schedules are on
target. If accepted, the proposals are
then fitted into an overall construction
scheme.

“The sub knows a lot about products
and procedures because he’s out there
in the field every day,” says Knott.
“Tapping that experience and exper-
tise, and taking advantage of it, helps
keep costs down.” —S.L.
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ARCHITECTS! BUILDERS! DEVELOPERS!

Enter your housing designs now in the

1981 HOMES FOR BETTER LIVING
AWARDS PROGRAM

Eligibility

Any house or apartment building in the United States or its pos-
sessions built since January 1, 1978. Must have been designed by
aregistered architect.

Entry categories

Production housing —any housing, single-family or multifamily,
built for sale or for rent. Includes: both year-round and vacation
housing; experimental houses; rehabilitations and recyclings;
PUDSs; mixed-use buildings or developments; etc.
Custom-designed housing —any one-of-a-kind house de-
signed for a private client. Includes: both year-round and
vacation houses; remodelings and additions.

Note: Remodelings must involve structural changes. Redecorations

and single-room or single-apartment remodelings are inadmissible. Be-
fore- and after-construction photographs required for judging.

Registration fee
$50 per entry. (Fees are non-refundable.)

Registration deadline:
November 24, 1980.

Submission of materials

A spiral binder for each project entered will be sent to registrants
in January 1981. Binders should be filled with photographs and
plans to illustrate the design, and returned. Detailed instructions
will be sent with the binders. Deadline for return of binders:
February 23, 1981.

Judging

A panel consisting of leading architects, builders and editors of
Architectural Record and Housing will meet on March 31 &
April 1, 1981 at the A.LLA, headquarters in Washington, D.C. to
judge entries. Award types: First Honor Awards and Awards

of Merit.

Winners

All winners will be notified immediately after judging; winning
entries will be published in Housing. Award certificates and
slides of winning projects will be presented at the 113th annual
A.lLA. convention,May 17-22 in Minneapolis, Minn. Winners will
be asked to provide Al A. and Housing with slides of winning
entries, and will be charged $25 by A.l.A. to cover production
of its annual award-winner presentation. Winning binders will
not be returned.

Conditions

Entries must be approved by all parties concerned. The Entrant
represents that he is the sole proprietor of all rights in and to the
material, illustrations and photographs submitted; that such
items are free from copyright restrictions that would prohibit
publication by Housing; that Entrant hereby grants to Housing
the right to publish such material, illustrations and photographs
at such times and in such manner as Housing shall determine,
and agrees to indemnify and defend Housing from any claims
arising out of or in connection with any such publication by
Housing. The Identification sheet (white) must be signed to
validate your entry.

== REGISTRATION FORM = —_—

H 11/80

| wish to submit a project in the1981 HOMES FOR BETTER LIVING AWARDS PROGRAM.
Enclosed is $50 per entry in check or money order made payable to HOMES FOR BETTER
LIVING. | have used a separate form (or photocopy) for each entry. Please send me my entry
material for the following category.

Sponsored by

The American Institute
of Architects

and the editors of

Housing Magazine

Custom-designed house [] Production house []

Architect name

Street, city, state, zip

Mail to: Dept. HFBL, Housing, Project name & location

McGraw-Hill, 41st floor, 1221
Avenue of the Americas, New
York, N.Y. 10020 by midnight,
November 24, 1980.

All winning entries will be
published in Housing.

Entry submitted by (Name of person to whom correspondence should be addressed) (Phone)

Company and address

Check appropriate company categorylies] Builder ] Architect [] Developer [] Owner[]
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Partial building plan (right) shows
how condominium model fits into sec-
ond floor of office building (shown
above). Prospects may obtain general
information about the project, which
is located in Florida, at a reception
desk (1), and look over site and floor
plans in a general display room (2).
Design and decoration of model’s in-
terior (3) simulates interior design of
a counterpart on the project’s actual
site.

Model is constructed so that its
walls are no more than one inch from
the office building’s opaque-glass win-
dows. It opened in August 1979, and
recently was removed and replaced by
a model of the project’s best-selling
unit.
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Selling Southern living—way up North

If the buyer can’t get to the project,
bring the project to the buyer.

That’s what builder Kevork Hov-
nanian had in mind when he put up a
model home on the second floor of his
Red Bank, N.J. office building (see
photos and building plan, above). His
objective: to sell condominium flats at
Pine Ridge, in Palm Beach, Fla.

Building a model home in the North
meant many prospects no longer felt
they had to go all the way to Florida to
decide, claims Hovnanian’s executive
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vice president, Jack Strama. “The
model makes it easier for them to
think about the project, and draws
them further into the buying cycle,
since they no longer worry about
spending lots of extra money on air-
fare,” he explains.

Hovnanian decided to use the empty
floor space in his three-story company
headquarters for a model home after
he discovered that more than half his
sales were to investors. He had already
successfully launched an ad campaign

directed at this market (see story on
Jfacing page) and opened two other New
Jersey sales offices with only scale
models and floor plans.

About half of the 1,600 sales at Pine
Ridge, which opened in Dec. 1978,
have been made to New Jerseyites.
Over half of those were made since the
model home was built.

The project includes studios and
one- or two-bedroom units, which now
sell for between $35,000 and $43,000.
Monthly fees are only $29. —S.L.




Sign of the times:
investors
outbuy retirees

When Kevork Hovnanian started
marketing Pine Ridge to New Jer-
sey buyers, he figured the biggest
response would be from empty nes-
ters. So he launched an ad cam-
paign that included pictures of surf,
sand, and old folks headed South to
grab a place in the sun (ad 1, shown
below).

Much to his surprise, the biggest
turn-out wasn’t from empty nesters
or retirees—who together com-
prised less than 40% of sales—but
from investors, both young and old,
seeking tax shelters, appreciation
and a hedge against inflation.

What’s more, because the prices
were so low —between $35,000 and
$43,000, with maximum monthly
fees of $29 each—some of the
investors bought more than one
unit.

So Hovnanian sent his ad men
back to the drawing boards to cre-
ate a whole new set of ads aimed at
investors. One of the results—ad
2—is shown below. —S.L.

MOST NATURAL WAY TO SAVE

Brick passive solar heating is a natural solution to your problems in today's
chilly housing market. In fact, it's almost like giving the home buyer
something for nothing: No extra mechanical equipment is needed, just the
proper placement of brick to collect the sun's rays to provide free warmth
in winter. Because today's home buyers demand energy efficiency,
naturally, your passive solar building plans demand brick. Trust Brick.

For more information on the natural choice for energy efficiency, Q'\

write for Brick Builder Note #16 from Brick Institute of America,
1750 Old Meadow Road, McLean, Virginia 22102.

Circle 34 on reader service card
Built-in beauty...from stock.
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Plaza White...an economical vanity with graceful beauty that
lasts. Durium doors and drawers stand up against all the harsh
treatment a bathroom vanity can receive. The rich look and
quality construction of custom cabinets. For great ideas on many
uses of Kitchen Kompact cabinets, write for our new Cabinet
Design Guide. Send $3 to Kitchen Kompact along with your
name and address

Kitchen Kompact, Inc,

KK Plaza, Jeffersonville, @

Indiana 47130 /
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PHOTOS: THE ASSOCIATES

CAROLE EICHEN
Carole Eichen Interiors
Fullerton, Calif.

Be sure
you’re serious
when you
merchandise
to singles

he day of the flashy bachelor
pad is long gone. Today’s single buy-
ers want to settle down, not swing.
They’re at ease with their unmarried
status. And your model units should
reflect this change in attitude.

For instance, we used to appeal to
single prospects with casually ar-
ranged, inexpensive furniture, be-
cause they tended to see their living

quarters—and their single state—as
temporary.

Now a more formal look is in or-
der.

Many singles today —career wom-
en, for example—have higher in-
comes than their counterparts ten
years ago. And they enjoy spending
some of that money to fix up their
homes.

Moreover, they appreciate the
feeling of permanence associated
with more expensive, long-lasting
possessions, such as high-quality fur-
niture or a collection of art objects.

Here are some other things to
keep in mind when planning models
for this market.

Take care with color. A married
man will accept pastels as part of a
model-decorating scheme—they’re
for his wife. A single man will be
turned off by them. For him, stick to
deep colors, such as burgundy, or
earth tones, such as brown or beige.
These can be mixed with white, as in
the living room shown below.

The single woman, on the other
hand, will be attracted by the “gar-
den colors” —or sometimes by soft
blues and pinks.

Kitchens count. Gourmet cook-

ing has taken over. You’ll find more
men in the kitchen—and enjoying
it— than ever before. So take time
to make model kitchens appealing.

I think a warm and cluttered look
makes a kitchen seem particularly
inviting. It’s easy to achieve that
look in a small kitchen. Use glass
jars full of pasta on the counter, tins
holding cooking utensils, etc.

Another idea: set-ups showing
food being prepared. For singles, this
might be a plate of hors d’oeuvres—
they love to entertain.

For that reason, too, the dining ta-
ble deserves special attention. It
should be set formally for four or
six, so the prospective buyer envi-
sions himself as a host, not as a lone
single cooking for one.

Maximize masters. It’s not un-
usual for a single person to spend a
lot of time in the bedroom—doing
work at home, watching TV or just
relaxing with a good book. A single
will spend a lot of money to make
this bedroom as comfortable as pos-
sible. So you should, too.

For instance, many master bed-
rooms in units for singles are too
small for a retreat area. But I al-
ways try to make space for an up-

Masculine, but not macho, is how living room above could be described. Comfortable-looking contemporary-
style furniture was intended to appeal to single men shopping at Sycamore Gardens, a Daon Corp. condo conversion
in Tustin, Calif. (Photos at right are also from Sycamore Gardens.)
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holstered chair. And there should be
a convenient place for a TV set.

Anything you can do to help make
the relatively small bedroom seem
larger is also a plus. I recommend
mirrored wardrobe doors, such as
those seen in the bedroom shown be-
low. The single professional will ap-
preciate the expanse of mirrors when
it comes to making a last-minute
check of skirt length or trouser cuffs,
too.

Storage is sometimes a problem in
a small master. Do some creative
thinking about it. Bookshelves above
a window, such as those seen in the
bedroom below, are one solution
we've found.

A recent development in the sin-
gles market is the phenomenon of
singles buying together in order to
afford a townhome or condo. When
you’re expecting paired-up prospects,
be prepared with two good-sized
bedrooms. They should both get
first-class treatment and their priva-
cy should be emphasized. For exam-
ple, showing a breakfast tray with
newspaper and coffee in such a bed-
room is a good way to tell prosepcts
it can be a retreat from the shared
living areas of the unit.

T
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Glass-topped dining table (above)
is set to show prospects how easy it
will be to entertain.

Compact master bedroom (below)
benefits from space-expanding
mirrored wardrobe doors. Note shelves
tucked above window.

WHAT KEEPS YOUR
SALES HOT WHEN
THE MARKET COOLS?

Brick's energy efficiency makes your home a hot seller whatever the
prevailing climate in your market. Solid brick walls minimize heat loss in
winter, heat gain in summer. So the brick home buyer minimizes utility
costs year round. From Maine to Arizona, building with brick means
building your sales. Trust Brick.

For hot tips on using brick as a sales-builder, write for Brick {k
Highlights from Brick Institute of America, 1750 Old Meadow Road,

McLean, Virginia 22102. ’

Circle 36 on reader service card

Real Estate Financing

National Bank
of North America

Real Estate Department, 44 Wall Street
New York, New York 10005/212-623-2959

(‘A member of the National Westminster Bank Group

Circle 37 on reader service card
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“I LOVE THE NEIGHBORHOOD,
THE SPACE, THE BAY WINDOW,

AND THE YARD...
BUTISITGAS?”

features.

As America moves into the '80s,
more Americans will be moving into
new homes. But before they buy,
they’ll be asking the same question,
“Is it energy-efficient?”

Homebuilders who have built gas
appliances right into their homes can
answer truthfully,“Yes””

You see, compared to electric, the

new gas appliances are far more

efficient for cooking, drying
) clothes, heating water, and
) heating homes.

7 Americans are buying efficiency.
The national consumer information
program sponsored by GAMA

on television, radio, and in
magazines is telling Americans
how the increased efficiency
of the new gas appliances
saves them money and energy.
And, they’re looking for these
new gas appliances in the
homes they buy.

For you, the builder, the
new gas appliances can mean
the difference between a sale
and a “Thank you, but I'm just

looking”

The new gas appliances.

Isn’t it time you started build-
ing for your future?

Gama

Gas Appliance Manufacturers Association

The new gas appliances are good for youreconomy.

“Well, er, uh...”
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ABOUT
MAILING
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an important notice
to our subscribers.

In recent years we have made the list
of subscribers to McGraw-Hill publica-
tions (names and mailing addresses
only) available to carefuily screened
companies whose products or services
might be of interest to you.

These companies enter into an agree-
ment that permits them to mail infor-
mation to you without placing you

under any obligation.

We have always considered such di-
rect marketing activities to be legiti-
mate and important in the Amencan
system of free trade—and we’re confi-
dent that the majority of subscribers
share this position.

However, we respect the interests of
those who for some reason may wish
to have their names restricted from
such use by companies either affiliated
or not affiliated with McGraw-Hill, Inc.

If you wish to delete your name from
lists we make available to other firms,
please fill in the information requested
below exactly as it appears on your
mailing label on the cover of this issue.
Or, if you prefer, attach the label itself
to the coupon and return.

McGraw-Hill, Inc. W I
P.O. Box 555 t"

Hightstown. N.J. 08520

Attn: Mailing List Dept.

O Please remove my name
from your mailing lists.

Title of this publication

Address (exactly as shown on mailing label. please)

I Name

ar; State/Zip

WHAT'S THE MOST
ENERGY EFFICIENT BUILDING
MATERIAL UNDER THE SUN?

nshine in today's gloomy economic
n brick passive solar housing. In these designs,
heat collectors that provide enough
e fuel use. At a time when home buyers
us than ever, there's no more efficient sales-builder

free warmth to substan
are more energy
than brick. Trust Brick.

For more information on brick passive solar homes, write for Brick

Builder Note #16 from Brick Institute of America, 1750 Old Meadow
Road, McLean, Virginia 22102.

Circle 38 on reader service card
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I Write in for this write-off.

Want to save taxes, travel expense and time?
Rockwell’s Jetproposition — now with

‘ Q three Commander® Jetprops and new
4 and expanded plans that make them
even easier to own and operate —
can show you how.

P ’ Rockwell
International

Name where science gets down to business

Title For full information on the many

advantages of owning your own
Commander Jetprop,

Company Ball 800/654-4483." Or write:
ept. 25, Commander Jetpro
Street Information Center, e
’ Rockwell International,
City State 5001 N. Rockwell Avenue,
Bethany, Oklahoma 73008.
Zip Phone TWX 910-830-6870. AEROCOM.

*In Oklahoma, call collect:
405/789-5000, Ext. 228.

Present aircraft owned HO N

\------------------,

Circle 39 on reader service card
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With Andersen® Perma-Shield® gliding
windows, who needs paint? Or brushes, or
serapers, or sandpaper, or steel wool?

No one!

About all the care these windows will
ever need is a wipe with a damp sponge.

It’s the not caring for these
windows that building managers and
homeowners love.

The windows won't chip, flake,
blister or peel. Won't rust, pit or
corrode. So they won't need the
maintenance of windows that
do. And won’t need repainting
every few years.

What makes these windows
S0 easy to live with?

The only completely
enclosed sash.

It’s made by extruding vinyl
into a thick rigid sheath
around a precision-milled
wood sash.

The long-lasting sheath
completely protects the wood
inside from the weather outside.
Scorching sun. Blistering heat.
Biting cold. Sweltering humidity.
And ruinous moisture.

The wood, in turn, strengthens and
stabilizes the vinyl sheath.

One of a kind flashing.
The same thick vinyl that covers the
sash and frame exterior extends to form
a wide continuous flange all around the
window.

It’s all one piece for faster, easier,
weathertight installation.

Sash corner joints like no other.
Andersen cornerwelds sash stiles and
rails together to seal out weather
problems.

The best frame joints—none.

A thick vinyl covering is formed in one
iece and bonded to the wood frame.
ince there are no joints at the corners,

there are no leaks at the corners.

With maintenance getting more and
more expensive, shouldn’t

you be using gliding

windows and gliding doors
that need less and less?

Talk it over with your
Andersen distributor or dealer. For
more detailed information consult

Sweet’s File 8.16/An or us.

Andersen Corp., Bayport, MN 55003.

The beautiful way to save fuel”

Andersen’\N/indowalls®

.\V

80104 Copyright © Anderen Corp., Bayport. MN 1980,
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t’s like throwing away a shovel and

buying a big Cat. All of a sudden

you say, ‘I can move mountains now
instead of just dig holes.” ”

That’s builder Jim (James C.)
Forbes describing the creative freedom
that comes to a builder who turns his
donkeywork —chores like accounting
and job-costing—over to a computer.

And, the Bellevue, Washington-
based builder says, it doesn’t matter
whether the company is small, big or
in-between.

“Someone building one or two
houses a year has just about as many
transactions to process as I do building
one hundred,” Forbes says, “because
we all have to contract for every rafter,
every oven, every nail. And the com-
puter has an immense capacity for
processing such transactions.”

So by plugging into a computer,
Forbes says (a) a builder can concen-
trate his energy on what he knows
best—planning and building, and (b)
he can be a better manager.

“Without the computer I couldn’t
keep close enough tabs on all the data
that determines whether or not I'm on
the right track” Forbes says. “When
you're winging it and don’t know
exactly where you stand, its hard to
map out a strategy.”

There’s an even more important
advantage to the computer as Forbes
has learned as he’s grown: “When your
company is computerized, it’s highly
marketable because lenders and inves-
tors love the computer.”

That means he has an edge in credi-
bility when he approaches a potential
joint-venturer or banker.

Forbes uses his computer as a planning
tool. Most builders know at least one
project where changing something

42 housing 11/80
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during the planning stage would have
produced a better project.

“That’s an expensive way to learn a
lesson,” Forbes says. “And it’s some-
thing you can avoid when you have a
computer because it gives you time to
check out all kinds of alternatives.”

Case in point: Knollwood (shown on
page 48), where zoning permitted 140
units, which in turn would have
required 280 parking spaces.

“Our architects said we could work
100 units and 200 parking spaces into
the hillside site quite well,” Forbes
says,“but that we’d be overly dense
with the higher count.”

Faced with that kind of dilemna, a
builder’s first reaction is “will my land
costs get too high,” Forbes says.

But a quick trip to the computer
showed him that reducing density
would have only a minor impact on
land costs when compared, for exam-
ple, with adapting the site for the
higher density.

Building fewer units provided two
marketing advantages for Forbes. One:
A greater percentage of units could be
oriented to spectacular views than
would have been the case with 140.
Two: Units could be larger, thus fill a
gap in the market.

“Everyone else was doing small
units,” he says. “So we decided that
with the view going for us, we would
give more square footage, come in with
a unique project, and get some premi-
ums. Decisions of this kind involve a
lot of variables, and that’s where the
computer is invaluable.”

Forbes uses his computer as a market-
ing tool. Quick response to new num-
bers—rising or falling interest rates,
for example—is often crucial to sales
today. So Forbes employs his comput-
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er system as a “‘qualifier.”

Using terminals installed in each
sales office, a salesperson provides “af-
fordability’ projections—printouts
listing monthly payments, closing
costs, figures showing how mortgage
payments affect income taxes, etc.

“A printout carries a lot more
authority than scratched notes on the
back of an envelope, says marketing
vice president Dick (Richard E.)
Friel.

The advent of creative financing has
given Forbes another opportunity to
test the versatility of his computer.
He’s now providing prospects with
cost-benefit data showing the effects of
variable rate mortgages over five year
periods (see page 44).

Another marketing aid: the comput-
er’s ability to store, digest and juggle
figures gives Forbes fingertip control
over pricing strategy.

At the push of a button he can call
up pricing information that’s catego-
rized in a variety of ways—by project
or by plan type, for example.

“It doesn’t take me long to see what
plans and which price ranges are sell-
ing,” Forbes says. “So if we’re in the
mood to move something or to take
advantage of some economic event, we
don’t have to wait for someone to pull
the data manually.”

Typically, Forbes says, pricing
changes are made to create buyers
among weekend traffic. That’s usually
at Saturday morning planning sessions
when no secretaries are working.

“Without the computer we’d be
hard put to make changes and get
them posted on the site by 10:30 or
11:00 a.m.,” Forbes says.

Forbes uses his computer to “talk” to
subs and other non-staffers. Routine dis-
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cussions, he believes, can be handled
the same as other office routine—by

Forbes uses his computer to keep track
of project schedules. The computer pro-

the computer.

“A builder’s staff is his most valu-
able asset, ”’ he says, “and it’s senseless
wasting their time talking over run-
of-the-mill procedures with subs or
other outsiders.”

Instead, Forbes insists, such conver-
sations should zero in on a sub’s speci-
alties, his background and his particu-
lar talent for doing an upcoming job.

So plans for each Forbes project are
broken down into a master list of 500
to 600 items—everything from draw-
ing revisions to relevant fire codes—
and the list is fed into the computer.

When it’s time to meet with, say, a

activated. It quickly prints out all the
details the sub needs—electrical specs,
bidding instructions, data about the
overall project and the way Forbes
Development Corp. operates.

“People who've never worked for us
find that especially helpful,” Forbes
says. “It introduces them to what we
expect from them and what they can
expect from us.”

An ancillary benefit: The sub can’t
come back later and say he didn’t
understand the instructions. *I don’t
recall a sub ever coming to a meeting
with pad and pencil so he could take
notes,”” Forbes says.

‘You can’t just pick up a phone and say send me a computer..

In fact, Forbes advises, before laying out money for any system, a builder
should try a time-sharing (leasing) program. “Then if your experience is bad,
you simply cancel the service,” he says.

Once you decide to buy, you need the services of a technician—a systems
analyst. “He’ll find out what data you routinely accumulate and ask you
what kind of services you'd like your computer to perform—perhaps write
checks and post them to your ledger and update estimates,” Forbes
suggests.

The kind of expert you need, he says, is someone who’s able to suggest
programs to you—someone who's aware of what other builders are doing
with computers.

Forbes’s sophisticated system cost over $100,000; but he says that some
systems with good capabilities run from $5,000 up, plus maintenance.

As to payback period: “Going on computer is like adding a key man who
says, ‘I can help you do another project or two a year,” ™ Forbes says. “So for
me, it’s the same payback as I’d expect from a key employee. And someone
like that can make back his annual salary with one cost-saving idea.”

But, he adds, when you use a computer creatively, the real payback is in
the help you get managing your tasks. “It lets you identify the work to be
done and follow up on it.”

[For more speicifics on computers, and how other builders use them, see ““Does it
Pay to Computerize?,” HOUSING, Nov. 1979.]

vides hard dates, showing whether a
project’s on time or late—and the
status of each stage of construction
(see printout on pages 42-43).

A computer can also tell, as it did
with Watershed Park (shown on pages
46-47) just how much impact a change
in marketing strategy —revising floor
plans, for example—will have on a
project’s completion date.

“Having an accurate fix on that
date can save you a lot of money,”
Friel says. “It affects your newspaper
ad schedule, your radio and Tv spots—
even the day your interior designer is
due to decorate your models.”

What’s more, he adds, it’s the kind
of precise information you can’t
always rely on your construction super
for. “His calculations are more likely
to be based on gut feelings or what he
thinks the boss wants to hear.”

Forbes uses the computer to motivate
his staff. 1t’s not true, he says, that
computerization leads to depersonali-
zation in a company. “On the con-
trary, it creates a feeling that the
company’s moving quickly and every-
one is important.”

The important thing, he explains, is
to use the computer to make a staff’s
contributions to day-to-day activities
have an immediate impact.

“I have no trouble getting my proj-
ect managers to constantly update
reports because they know I'll respond
to the data within an hour or so,”
Forbes says. “I can’t let their reports
get shunted into an office and perhaps
not surface for months —or never.”

Forbes likens that situations to fac-
tories where workers have been known
to throw wrenches into an assembly
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COMPUTERS CONTINUED

line. “They feel frustrated and want to
see something happen because of
them,” he says.

An unexpected benefit: Forbes’ com-
puter introduces discipline into his com-
pany. “Picture a conveyor belt with me
at one end waiting for reports to drop
off so I can see how we're doing,”
Forbes says. ““And at the other end are
the people who work for me feeding
the computer the appropriate data at
the right time.”

That step imposes discipline on the
staff, he says, because people have to
be consistent when they format data.

There’s also the need to monitor
daily activities—an especially trying
task for a builder with jobs in more
than one location. “In manually ori-
ented companies —especially larger

ones—lower management can pretty
much dictate the information that
reaches upper management,” Forbes
says. “But if a computer has been
programmed properly, it isn’t usually
subject to manipulation. So the builder
gets the information he needs.”

And, he says, the computer’s red-
flag capability introduces another
form of discipline: making a builder
anticipate possible problems down the
line.

An example: a temporary cash
shortfall in 30 or 60 or 90 days. “The
computer can’t solve the shortfall
problem,” Forbes says, “But it gives
you lead time to work something out.

“And that’s a lot better than run-
ning to the bank to ask for money to
meet today’s payroll.”

Marketing by computer
with printouts, like this one,
shows prospects appreciation

ownership. This example,
spelling out the effects of a
five-year rollover mortgage,
assumes that a $74,900
house is being bought with a

buy-down from nearly 13%
to 10%% for three years,
then a projected increase of
1/2%. The computer, Forbes
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Staff consultations let Forbes keep
close tabs on daily activities—for ex-
ample, progress at Watershed Park,
the company’s newest project (see p.
46). Here he: discusses a “sales trap”
plan (1) with Dick Friel, marketing
VP, architect Kevin Scott, develop-
ment VP, and Carl Brown, construc-
tion VP; checks on-site problems with
Cherine Vuchetich, customer service
manager (2) and Ed Maupin, con-
struction super (3); scans a schedule
(4) with Diane Kanning, administra-
tive manager; okays plan revisions (5)
with Annette Wood (Mrs. Forbes),
secretary-treasurer; and monitors a
cost-update report (6) with computer
operator Lila Hermes.

A computer may be the “state of the
art,” Forbes says. “But without the
right people in key spots, it’s all for
naught.”

And the “right people,” he says are
those that are so committed they
almost forget they’re working. “It’s
not just the money that attracts that
kind of person,” he says. “It’s the
desire to perform at the top of their
ability.”

How does Forbes find such people?
Sometimes by luck, he says, you can
latch onto a proven winner —someone
who’s succeeding someplace else but
isn’t appreciated.

“And as your reputation rises, you’ll
begin attracting that type,” he adds,
“because committed people want to be
with a winner —a company where they
really feel they can reach their poten-
tial.

But, he warns, before you reach that
point, there’s bound to be a period of
trial and error.

Forbes admits he did a lot of trying
and made a few mistakes as his com-
pany began to grow. Particularly, he
says, it was a period when he was too
quick to put people in positions of
authority.

“If I had to change something from
those days,” he says, “it would be my
basic management style—I assumed
too much of other people.” He
describes some of the growing pains:

“Let’s say you start by yourself,
evolving from no production to a dozen
houses. Then you hire somebody to do
all the buying. You're beginning to
delegate authority.

“That means you're changing
modes; instead of a doer, you're part
doer, part manager. And each time
you add people—especially levels of

people—you introduce an element of
risk that they won’t perform as you
want them to.

“And that’s where a builder has to
be especially careful as his company
grows—making sure he trains his peo-
ple, teaching them his objectives so
they really understand what’s expected
of them.”

The latter, he says, is where he fell
short, where lack of experience in
managing a medium-size company
showed:

“I’d say to my new people: ‘There’s
a fire over there; put it out.” Or I'd tell
them: ‘Here’s a wheelbarrow; push it
up the hill, and let me know when you
get the top.”

Putting people on line and not tak-
ing the time to train them, he cautions,
is “very risky, fraught with peril.”

Forbes’s problem was compounded
by starting out at a time when there
was a dearth of talent to draw from
because Seattle’s economy was boom-
ing, and most everyone was working.
“A lot of the people I was able to pick
up were the floaters. I went through
many construction supers; it was tough
to get good subs; and that caused us
delays.

“We had a technically complicated
product with technically inexperienced
people,” he recalls.

Today, he adds, he looks for people
who'll scream if he doesn’t let them do
enough and “we turn away people who
complain because they think you’re
asking too much of them.”

simple process
made me a believer’

Jim Forbes’s love affair with computers began
several years before he formed his own com-
pany. He was running a feasibility study for a
San Diego builder, trying to work out a prof-
itable pricing program for several models in a
project.

“We had a complicated formula that in-
cluded things like points and real estate com-
missions,” Forbes says. “And testing each new
set of prices took four or five hours.”

By computerizing the data, he was able to
do the same work in a matter of minutes.

Forbes entered the homebuilding business
as a loan officer for a Florida-based REIT
which, because of his training as an engineer,
assigned him to problem jobs in California.

Forbes’s path to the REIT job was a bit
unorthodox —ferrying passengers, as a
pilot/salesman for executive jets.

“I met lots of businessmen,” he says, “and
it struck me that the real estate people tended
to be younger, had advanced faster, and
seemed to be having a lot of fun.”

Then during one trip, an executive told
Forbes he was wasting his education— “that
with a masters degree I should be moving
from the front of the plane to the back.”

That’s when he decided to ask one of his
former passengers—a REIT officer—for a job.
It was in 1970, and Forbes was 29 years old.

A later stint with the REIT brought Forbes
to Seattle which, he decided would be a good
town for a budding homebuilder.

“It was humming,” he says, “and I felt it
would be easier for a little guy like me to get
started where there wasn’t the kind of compe-
tition I'd be facing in Southern California.”

Forbes hasn’t bought a company plane yet,
but he often rents one for business trips (see
photo above). Recently, for example, he flew to
Kalispell, Montana, where he’s working on a
deal for a mixed-use project. “I'd have wasted
a couple of days waiting for scheduled
planes,” he says. “This way I set my own
hours.”
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‘l longed

for the freedom
of a one-man
operation’

That’s what made Forbes go into busi-
ness for himself about six years ago.
And he did start out on his own—
living on $10,000 worth of savings and
sharing office space with two real
estate men.

Although his first intention was to
“buy a pickup truck and stay small,”
he soon learned there were plenty of
innovative small builders in Seattle,
but a big hole in terms of large build-
ers doing new things.

He also realized that with a lot of
two- and three-house builders working
independently, the single-family mar-
ket can get overbuilt quickly. “It’s
hard to keep track of what they do, so
they can affect a market in short time
without anyone knowing it,” he says.

Something else he soon discovered:
Lenders tend to favor their big borrow-
ers—especially in tough times.

“The little guy in this town was the
one who got shut out first,” Forbes
says. “So I'm a firm believer in
growth—not just as a matter of prefer-
ence, but for survival.

A big advantage in being larger, he
maintains, is the ability to spread the
risks: “We found that as the market
went through the cycles from normal
to rates rising, peaking, then falling,
each of our projects seemed to shift in
its appeal to buyers,” he says.

Some builders may question Forbes’
path to growth— pioneering new prod-
uct types and venturing into untested
markets. And he admits there are
some risks, so he tries to protect him-
self:

®By joint venturing. “Everything we
do is a limited partnership for funds or
a deal with a landowner,” he says.

®By using proven talent—award
winning architects and interior design-
ers—when he introduces a new hous-
ing concept. “They bring ideas to us
like bees pollinate flowers,” Forbes
says. “So we farm ideas from other
markets, through their architects.”

®By involving local people financial-
ly when he goes into a new area.
“Testing new territory is exciting,”
Forbes says. “But we always link up
with someone with a feel for the mar-
ket so we won’t get skewered or drift
off the target, making strategic
errors.” (to page 48)
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From the beginning...

‘...to the future

Growth pattern for Forbes is epit-
omized by the contrast between
the detached house and mixed-use
complex shown. The house is one
aLsersteIN - Of the first two he built; the
mixed-use complex was recently
proposed for a redevelopment site
in Portalnd. Forbes lost out to a
company with more internal fi-
nancing capability. But the design
garnered such favorable comments
that he’s been approached to joint
venture a similar project privately.
One reason: true to form he used
an architectural firm with proven
ability in inner-city mixed-use
work: Fisher-Friedman Associates
of San Francisco.
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Watershed Park, our cover R
project and Forbes’s newest
product, recently opened with /
five “word-of-mouth™ presales.

The 52-unit project, being FIRST LEVEL
built on a steep 12-acre site
between Kirkland and Belle-
vue, is a short commute from
Seattle, hence is being mar-
keted to upper-income profes-
sionals. At right are three of
the project’s innovative plans,
designed by the San Francisco
architectural firm of Donald
Sandy Jr., AlA/James A. Bab-
cock. Sizes : 1,520 to 2,490 sq.
ft. Prices: $138,000 to
$166,000.
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COMPUTERS CONTINUED

Case-in-point: He’s about to intro-
duce Portland homebuyers to a dupli-
cate of award-winning Country Trace
(shown on page 49). But since Portland
is “a bit more conservative’ than Seat-
tle, his partner suggested a toned-down
merchandising program. “We'll still
have a classy brochure,”” Forbes
explains, “but it won’t be as fancy as
the one we used in Seattle.”

Forbes became a devotee of good
design as a marketing tool as a result
of a personal experience— his search
for an apartment when he moved to
California from the East Coast.

“I looked at two adjoining projects,”
he says. “One was designed as a
straight grid and was minimally land-
scaped. The other was denser. But it
had a lot of landscaping and seemed
much more livable. So I looked for a
way to come up with the $30-a-month
extra | needed to move into the nicer
project. 1 just knew I wouldn’t be
happy in that half-baked one.”

Building innovative products is only
half the battle, Forbes says. It’s equal-
ly important to keep on top of industry
trends. So he has established a “board
of contributors,” a large group of
building specialists including engi-
neers, financial experts, etc. whom he
calls on regularly for advice and data.

And he conducts weekly meetings to
discuss any ideas staffl members get
from seminars, from talks with project
personnel or even from out-of-town
newspapers. “There’s a wealth of
information just in the Sunday Los
Angeles Times,” says Marketing Vice
President Fricl: “You can borrow ideas
on everything from creative financing
to merchandising techniques.”

Despite Forbes's personal commit-
ment to growth, he still believes there’s
a place for the small builder—but not
the “lethargic small builder.”

*“I know a handful of local builders
who, without any staff at all, will be
doing well for the next 50 years.

“But they don’t do only one thing.
They may general-contract a job; they
may spec some houses; they may do a
condo or a small office building.

“In other words, they don’t just
build houses, houses, and houses—and
then all of a sudden get shut out
because their financing dries up.”

“They keep their feelers out; they
think like big builders in terms of
being attuned to their environment.
And they know things are going to
change tomorrow and next month and
so on. So they're very fast on their
feet:" —JUNE R. VOLLMAN
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Stacked flats at Country
Trace in Kirkland introduced
Seattle multifamily buyers to
such features as multilevel en-
trances in second-floor units
(top plan) and greenhouse win-
dows in two-bedroom plans
(lower plan). The 80-unit proj-
ect, which captured awards at
the 1980 Pacific Coast Builders
Conference, was designed by
Richardson-Nagy-Martin of
Newport Beach, Calif. To date
all but three of the 771- to
1,152-sq.-ft. flats have been
sold for $47,950 to $75,900.
Forbes called on Motivational
Design & Marketing Inc.

of Irvine, Calif., to design

the sales office

(not shown).
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| through and many of the top-
[ g- level units have greenhouse
rooms —either dens or break-
fast nooks. Prices: $46,500 to
$102,500. At Knollwood, as
with other Forbes projects,
model units (not shown) were
decorated by Carole Eichen
Interiors of Fullerton, Calif.
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CUSTOM-FIT
SITE

Sometimes, smart site planning is a mat-
ter of knowing what not to do—when to
refrain from fiddling with the site and
put what’s there to its best advantage.
Other times, the opposite is true—a ma-
jor addition to the site is needed to make
the project go.

The seven multifamily projects here —
all HFBL winners* —provide excellent ex-
amples of both instances.

Note, for example, how the standar-
dized triplexes at High Meadow Outlook
offer an economical adaptation to a rela-
tively steep site. And how at Cranmore
Woods, the site’s southwestern slope was
exploited to produce the passive solar fea-
ture that’s both an energy saver and an
important design element. Conversely, at
Lighthouse Cove and Harbortown success
hinged on major site additions: extensive
interior waterway systems.

But no matter how different the actual
responses were at each of the projects
shown in these 12 pages, the motivation
in each case was the same: a custom ap-
proach to site planning for multifamily
housing. — WALTER L. UPDEGRAVE

Townhouse project in North Conway, N.H. was developed around existing trees to preser

i

EB *The Homes For Better Living awards program
is sponsored by the American Institute of Architects in
cooperation with HOUSING. The full list of 1980 win-
ners appeared in May. More winners will be published
in later issues.

Cranmore Woods and Turtle Rock Glen both won
first honor awards; High Meadow Outlook, Lighthouse
Cove, Strawberry Hill, Harbortown and Lincoln Ridge
won merit awards.
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e rustic, secluded feel of the site. Solariums and other living areas are designed to make the most of sun and mountain view.
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TOWNHOUSES'
FACE SUN
AND VIEW

Four pocket clusters allowed
developer to put site’s southwest slope to
use for some passive solar feature:

One look at this 7.5-acre site and
Gregory Hemberger, an architect with
Banwell White & Arnold, Hanover,
N.H., saw the two elements around
which Cranmore Woods Condomini-
ums must be built. “The site was nice-
ly and evenly wooded” says Hemberg-
er, “and it sloped to the southwest,
offering a view of the White Moun-
tains and the potential for passive

2 A‘\ ”
\ solar.




Ved

-

WA b o

i
S

LOWER, LEVEL

B
.

s 4
-
e
-,
3
3

m "
Mg{{

and photo below).

Glass-roofed solarium is open to
main living areas (see main level
plan above center and photo below).
A photocell triggers a shade to
control heat gain and loss; tile
floor and brick chimney serve for
heat storage. A bridge capped
with a light spine connects upper
level bedrooms and overlooks so-
larium (upper level plan above right
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The site plan and floor plans Hem-
berger came up with followed directly
from these two features. The four clus-
ters take advantage of the slope by
giving each unit a view and unob-
structed exposure to the sun. The clus-
ters also helped preserve existing trees,
maintaining an air of rustic seclusion.
And by arranging the clusters to face
the sun, Hemberger could design the
townhouses with dining room-solar-

iums as the dominant space.

The fifteen, 3,000-sq.-ft. units were
also built with an eye towards econo-
my: All floor plans are the same. The
result was considerable savings in
materials cost—particularly with sky-
lights and glass roofs—and time.
“Once the crew learned how to build
one unit,” says Hemberger, “they were
able to fly on the rest.” Still, unit’s
individual identity was retained by

varying entry bridges and unit set-
backs.

The last four units in this project are
now under construction. Only one
remains unsold, the other fourteen
going for $175,000 apiece. The devel-
oper, Mara Development Corporation,
and landscape architect, Mountainside
Landscape Designs, are both located in
North Conway, N.H.

(More passive solar designs on p. 62)

TO NEXT PAGE
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PHOTOS: JOSHUA FREIWALD

T

Clusters of triplexes fan out around ridge
in two tiers for privacy and view.

% STANDARDIZED
TRIPLEXES STEP DOWN

A¢| 25-DEGREE SLOPE




PLAN D

Cathedral-ceilinged living
rooms and adjoining decks
make units feel more spacious.

MULTI-FAMILY CONTINUED
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‘Stair-step’ foundations

(see section, left) allowed builder
to follow site’s slope with a
standard triplex unit repeated
ten times. To suit elderly, retired

buyers, all living areas were kept
on one level (see plans). D plan
with atrium variation may re-

place A or C.

Donald Goodhue of Hall Goodhue
Haisley and Barker, Monterey, Calif.
calls High Meadow Outlook’s ten
standardized triplexes his “formula for
zero grading and preservation of site.”
It’s also an example of taking the site
as is and designing the product to fit.
Quite simply, Goodhue *“took a stan-
dard triplex and modified a step foun-
dation” so that neither retaining walls
nor grading was needed. Instead, the

duplexes follow the site’s 25-degree
grade like a set of stair steps. The only
grading done on this site was for two
parking compounds along slightly slop-
ing portions of the narrow ridge which
makes up this four-acre site.

Economy was the obvious reward to
Goodhue’s scheme. Not only were gra-
ding costs avoided, but the developer,
Daniels and House Construction Co.,
also of Monterey, saved time and

materials costs by duplicating the tri-
plex unit. Privacy was the less obvious
plus. By staggering the units in each
triplex (see plans above), Goodhue pre-
vents neighbors from looking in on one
another from their decks.

The 30 units sold before completion.
In fact, 200 people signed a waiting
list to buy the 1,380 to 1,910-sq.-ft.
homes at prices ranging from $130,000
to $185,000.

TO NEXT PAGE
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Accordion-like clusters
helped put maximum num- D
ber of units along water’s
edge. Typical cluster (right) P
consists of townhouses
sandwiched by stacked -
flats. By so grouping units, PATTIO
the clusters can easily ex-
PO RG] 0 | 0 [ [ [
needs at different points
throughout the site (see site a <} G <] G G G G a G
plan below for variations in
cluster sizes). Note loft (far R s [T e [ B mar et l

right) reserved for center ANk e
townhouse units in cluster.

PHOTOS: JOSHUA FREIWALD
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SECOND LEVEL,

architect.

Man-made lagoon (/eft) borders
such amenities as a pool, spa and
clubhouse (above) at the common
area just inside the project’s en-
trance. Cedar-shingle siding
should weather over time to a sil-
very finish. Combined with the
building forms, overall effect
should be similar to that of a New
England coastal village. Anthony
M. Guzzardo & Associates, San
Francisco, was project landscape

f e

Lighthouse Cove probably would have
been an unqualified success even if
architect/developer Rodney Friedman,
of Fisher-Friedman Associates, San
Francisco, hadn’t decided a one-acre
lagoon should be added to the 7.5-acre
site. Its location in Redwood City,
Calif., along the shores of a natural
lagoon that assured at least half its
124 townhouses a water view, already
pointed to sales success.

But Friedman saw he could give
every unit water exposure with the
man-made salt water system—a fea-
ture that would cost about the same as
normal landscaping. His site plan (fac-
ing page) pulled it all together. The
accordion-style clusters which expand
or contract by adding or dropping
townhouses brought almost all units to
the edge of either a natural or man-
made lagoon.

More than a sales success, Light-
house Cove turned into an event. Peo-
ple picked numbered ping pong balls in
a raffle to determine who could buy
which units. The first lucky winners
netted the townhouses on the main
lagoon; the remaining winners took the
rest. By the end of the day, every
unit—sizes ranged from 800 to 1,300
sq. ft.—had sold for between $87,000
and $130,000.

TO NEXT PAGE
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Three adaptable plans
were designed to fit the
site’s varying terrain.
Three-bedroom plan A
(right) and two-bedroom
plan B (right and bottom
photo) occur where units
have to step down the hill-
side. For flatter lots, three-
bedroom plan C is put to
use. All units, which range
between 1,620 and 2,093
sq. ft. in size and $110,000 ~ “OWER LEVEL L
and $165,000 in price, sold

out within 30 days of com-
pletion. Already, one re- el
sale has reportedly fetched "_—}

T
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s

GAR

a price of $250,000.
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MAIN LEVEL UPPER LLEVEL

\ DUPLEXES SITED
\____FOR A VIEW

OM THE R]EGF One reason architect Rodney Fried-
. man, Fisher-Friedman Associates,
s S | went to duplexes at Strawberry Hill is
4 i i | this: Twenty-six of them —a total of 52
units —could sit within the natural roll
of the 13-acre ridge site. More than a
convenience, this eliminated the need
for retaining walls which might other-
wise have been required.
Friedman chose to string out the
duplexes as shown in the site plan (lef?)
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for another reason: He wanted to make
the most of the view of San Francisco
which lies to the south and that of
Mount Tamalpais to the north. So he
placed the units off a spine road run-
ning along the crest of the ridge.
Living areas, and their adjoining
decks, face away from the road and
out toward either view. Each unit’s
attached garage faces the spine road.
The garages, says Friedman, add vari-

UPPER LEVEL

ety to the streetscape and create the
impression of detached housing.

Another developer had taken a
crack at this site with a 280-unit con-
dominium project. It failed. Friedman
attributes much of his success to his,
and Menlo Park, Calif. developer Vin-
tage Properties’, decision to go to
duplexes sited downside of the crest of
the ridge. Says Friedman, “Early deci-
sions are the most important.”
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PIER SHAPES MAXIMIZE WATER VIEW

With San Mateo’s Marina Lagoon
bordering 75% of the 28-acre site and
assuring over half the project’s 312
units a water view, architect Rodney
Friedman knew he had a sure thing in
Harbortown.

But he made it even surer. First, he
doubled the water frontage by adding
a 3-acre lagoon. Then, using an idea
borrowed from a New England fishing
village to add another bonus, he
designed pier-shaped clusters which, in
effect, extend into the man-made
lagoon and provide maximum water
exposure and privacy for the town-
houses and flats (for more detail, see
HOUSING, June, 1979). All but 20
units sold at prices of $98,500 to
$155,500. Mariner’s Isle Associates,
Menlo Park, Calif. developed the proj-
ect; Omi Lang Associates, San Fran-
cisco, was landscape architect.

‘r.\:n

Typical pier cluster—one of
22—consists of two townhouses,
10 flats and 12 garages (in above
plan, D buildings have 3 flats each;
A and C two each). Townhouse

7 sizes: 1,555 sq. ft. and 2,100 sq. ft.
f/ Flats vary from 1,150 to

1,625 sq. ft.

raiese:

“.

...OPEN SPACES

Developer Spaulding & Slye, Burling-
ton, Mass. had to fight to get this site
plan (left) approved for its 58-unit con-
dominium project, Lincoln Ridge. The
town of Lincoln wanted proof that this
cluster arrangement would have no
more impact on the town than conven-
tional two-acre zoning. So s&s did a
series of comparative studies which
showed to the town’s satisfaction that
this plan would reduce traffic and
increase tax revenue by almost
$150,000 as compared to the detached
housing alternative [HOUSING, De-
cember ’79]. A bonus: about 70% of
the 82-acre site could be dedicated as
perpetual conservation land.
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SOLVING THE SAME KNOLL PROBLEM

Nodular clusters—such
as the three-unit type
shown here (plans, left) —
consist of interlocking
townhouses that look onto
a common driveway of
paved aggregate. In all, the
five floorplans—four of.
which feature an attached
garage —offer anywhere
from 1,400 to 1,750 sq. ft.
Design features include ex-
tensive glass walls, volume
space and use of angled
rooms [more on these fea-
tures in HOUSING, May,
*79].

LSRN

ORI

The Irvine Pacific Development
Corp. came to Fisher-Friedman Asso-
ciates with a problem. Irvine wanted
to develop several of the exposed
knolls which occur throughout the
Irvine ranch. But the developer didn’t
want to take the brutal step of bull-
dozing the knolls—and the views they
offered —away.

Fisher-Friedman’s solution was
Turtle Rock Glen—nodular clusters
made up of two or three townhouses
sited atop two such knolls at 22 and
28 units per knoll. Landscape archi-
tects were Frank Raadmacher Asso-
ciates, Tustin, Calif.

Besides its success at Turtlerock —
an immediate sellout at prices of
$100,000 to $160,000—Friedman
values the project because “it’s porta-
ble—the same clusters can work on
similar knolls anywhere.”

ICHEV & GORCHEV, INC

Steeply pitched roof
and broken roof lines in
this 2,325-sq.-ft. de-
tached unit (photo and
plan, left) recreate New
England look. Nine de-
tached units—mixed in
with 49 attached —were
meant to attract fami-
lies, but most were
grabbed by empty nes-
ters. Attached units (not
shown) ran from 1,520
to 1,982 sq. ft. All units
in project sold quickly
at prices ranging from
$96,000 to $160,000.
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Prototype passive-solar
house (right) was built at
Brookhaven National
Laboratory, New York.

Demonstration house in
Maryland (right) is a
standard Ryland Group
plan adapted to passive
solar heating.




What's special
about these houses?

They'’re...

[
‘or-sale duplex (left) is
art of an all-passive-solar WIi
roject in Boulder, Colo. I

To many people, “solar” means far-out design and expensive technology.
But it doesn’t have to.

The homes shown at left are also solar homes— passive solar. They
achieve their results with standard materials and standard construction
techniques. So anybody can bring them in at a decent price.

These houses cost about $2,500 to $12,000 more than what similar
houses without solar features would cost. But they’re well within the
reach of many families, particularly as they should cost 40% to 66% less
to heat than their non-solar counterparts. And best of all, these houses are
familiar— they look and feel like home—so they’re certain to have
mass-market appeal.

In sum, they're something we’ll be seeing more and more all over the
country as energy costs rise: homes that do not rely completely on solar,
but that use it to save on energy costs.

The three homes shown at left include a prototype (top) built by the
Department of Energy to show that a passive solar house can be built with
familiar materials; a duplex (middle) that is part of an all-passive-solar
development in Colorado; and a single-family house (bottom) adapted
from one of The Ryland Group’s best-selling plans. The builder of the
Colorado duplex commented that the details aren’t any more complicated
than what his subs normally do. And a regular Ryland crew took about 80
days to build its 1,756-sq.-ft. model. Which is right in the ballpark for any
standard house.

To learn more about these houses, turn the page. And for a look at a
passive solar townhouse development— this one a top design award
winner, turn to p. 52. —BARBARA BEHRENS GERS
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This prototype
uses ifs

south wall to
store heat

Two 8-in.-thick thermal mass walls made up of paving brick
(chosen because of its density) extend the length of the southern
elevation. The first is a Trombe-type wall (shown under awning
in photo below and in diagram bottom right); the second is the
rear wall of the double-glazed greenhouse (photo below) which
serves as both a living area and a heat collector.

In addition, the house is super-insulated—exterior walls with
an R value of 27 result from replacing standard sheathing with
1-in.-thick rigid foam plastic insulation in addition to using R-19
fiber glass batts between 2x6 studs. Its also virtually airtight
because of such measures as running electrical wiring in race-
ways atop baseboards rather than in outside walls. (In fact, one
aim of a planned monitoring process is to make sure the house

South-facing elevation (above) i

glass. The greenhouse, built from a
prefabricated kit, is separated from the rest of
the house by tight-fitting doors so
temperatures in the greenhouse can go higher
and lower than the rest of the house without
creating additional demand on mechanical
equipment. Thermal screens protect space
from summer sun. Architect: Total
‘Environmental Action, Harrisville, N.H.
Brick walls (/eft) provide a warm-looking
finish as well as heat. Wall with archway
stores heat from a wood-burning stove in
living room (plan right).




“breathes” enough to forestall indoor pollution.)

The Department of Energy, which built this house at its
Brookhaven National Laboratory in New York, estimates that
it will cost only a third as much to heat as a conventional
house (see chart right) . Construction costs are estimated at about
13% higher, however, partly because of the cost of adding a
greenhouse, extra insulation, etc.

“When we planned the 2,000-sq.-ft. house two years ago, its
selling price without land penciled out at $77,600, including
builder profit,” says project manager Ralph Jones. He estimates
that it would go for “around $90.000” today, a price that results
in part from the fact that only familiar, widely available materials
were used.
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Projections of Annual Heating Needs for Six Cities

Heating Heating Fuel required
supplied by by furnace annually
solar energy (BTU’s/millions)  (Gals. of oil)

Boston, MA 65% 13.66's 180
New York, NY 65 10.25 130
Chicago, IL Dl 17.83 230
Baltimore, MD 77 4.84 60
Madison, WI 56 22.71 300
Louisville, KY 69 7.80 100

*No contribution from the wood stove is assumed in these figures. These
projections are based on PASCALC computer simulations using average

weather data for each location.
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This standard Four windows and four sliders—all double-glazed—open the
basement to the sun (below). Then its heat is stored in three

two-story p_lace:s: in the tiled concrete ﬂ(_mr: in mncrclc'columns:' orina

, i, sill-high collector that contains heat-absorbing eutetic salts
v-."_; ot a (photo and diagram Imlmpz I.'I',t,’/ll)‘ ’ ;

g As the heat is released, it rises into living areas through floor

; house-warming rcgistcr:s‘. Sqme heated zlir‘zllso enters a cold qir return duct,
preheating air for the house’s conventional heating system.

basement : All thi§ could cut heating bills 40%, says Ri‘churid Jenkins,

vice president for research and development for The Ryland

Group, Inc. (The house, built for NAHB's energy-saving house
program, is adapted from one of Ryland’s best sellers.)
But the savings are hard to pin down.
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- Market-proven floor plan (above and below) was
changed slightly to promote energy savings: a vestibule
was added at entry; service door from garage was

ey moved from family room to vestibule; and master
g ]i_ o § AT : bedroom closet was moved to outside wall.
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“We included so many energy-efficient systems that it's
difficult to say how much will be saved by passive solar alone,”
Jenkins says.

For example, to cut down air infiltration, the house was
wrapped with a nonwoven fabric barrier before siding was
installed (see page 73). And one-half-in. gypsum board with a
foam backing was applied on the interior of side walls to boost
their R value from R-13 (resulting from 3%" of fiber glass
insulation) to R-19.

The complete energy-saving package hikes house price
about $10,000—to $111,000—but Jenkins wouldn’t duplicate
it for the market. “*The eutetic salts collectors, for one thing,
were used mainly so we can see how they hold up over the long

Passive solar.wall (right and
below) could provide 40% of space
heating for the 1,756-sq.-ft. house.
Warmth from sun streaming through
double-glazed south-facing windows
is stored: 1) in the concrete base-
ment floor which is covered with
resilient vinyl flooring: 2) in

run,” he says. “For a sellable house,
would be $8,500.”

a more realistic add-on
That cost includes such items as:

Passive solar wall (glass, wood, framing, etc.) $1,930
Deck and balcony 1,835
Foam-backed gypsum board for side walls 1,096
Extra cost for energy-saving kitchen appliances 630
Hot-water heater pre-heater 575
Entry vestibule 400
Extra cost for high-EEr three-phase heat pump 355
Air infiltration barrier material 200

brown-painted concrete col-

umns (yellow in drawings),
which cost a total of $660;
and 3) in sill-high collec-
tors containing eutetic salts.

As heat is released from floor,
columns or collectors, it rises to
upper level through seven registers in
the floor of family room, kitchen and
dining room. Some heated air also
enters a cold air return duct of the
home’s conventional heating
system. (Cost of registers and
extra ductwork: $345.)

Note that the deck is an integral
part of the system: it shields win-
dows from hot summer sun.

A wood-burning stove could be
added to cut heating bills even more:
one wasn't used here so house could
be monitored more precisely.
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These attached
houses

store heat

ina

rockbed

A 12-in.-deep layer of ordinary river rock underneath the
basement floor absorbs heat from air warmed in a greenhouse-
like area (photo below) and in the “sunscoop,” an insulated
attic space with clerestory windows.

“A fan pulls hot air from the sunscoop down to the rock-
bed,” says Jim Leach, president of Wonderland Development
Co. and partner in the architectural firm Dow ning/Leach,
Boulder, Colo. “Then heat radiating from the rocks rises to
warm the living spaces.” (See schematic below right.)

This system is designed to provide 50% of the space heating
in 80 duplexes and townhouses at Winding Trail Village, Boul-
der, Colo. The other 50% will come from a fireplace or an
auxiliary system—but there’s no furnace.

Cozy sun room (above) expands
living area as well as being a source
of heated air. The ceramic tile floor
and brick wall absorb heat and help
keep the room’s temperature up after
nightfall.

Wall of windows (/ef) faces south.
In the duplex unit shown, the rear of
the house faces sunward, so a
backyard patio is provided. In other
units. south is the street side. In those
cases, a private entry court is created
in front of the sun room.




“We use a 75 gallon gas water heater,” says Leach. “When
additional space heating is called for, hot water is pumped
through a coil, air is blown over it, and the heated air is
distributed as with any forced-air system.”

Leach estimates the yearly heating bill for the units will
come to about $150 a year — or one-third that of a standard
house with gas heat. He'll know for sure by next summer, after
the first buyers have wintered at Winding Trails.

Nine units have been sold so far, at prices ranging from
$85,000 to $110,000— or about $5,000 to $8,000 higher than
for comparable ones sans clerestories, skylights, etc.

“All the windows actually make the house more marketable,
though,” says Leach. “You can sell the greenhouse look

whether it's solar or not.” Leach says he had no problem selling
a lender on solar, either. “Local lenders have been receptive,”
he says, “and we got a conventional construction loan from
Columbia s&L, Denver.”

The purely passive solar features added about $2,500 to the
cost of the units. Here’s how that figure breaks down:
Rockbed (labor and materials)

Sunscoop (above what it would ordinarily cost to
install skylights)

Ductwork from sunscoop to rockbed and fan

Other modifications (i.e. upgraded foam insulation
outside foundation walls)

$1,000




Mi ed-use fownhouses
live-above

Mixed-use townhouses seemed a logi-
cal step in the on-going development of
the Aspen Airport Business Center, a
35-acre business and residence park
located between Aspen and Snowmass
Village, Colo. The demand was
already there, expressed to Business
Center manager Clark Smyth by a
number of people who leased commer-
cial space in the center in addition to
being tenants in the center’s 64-unit
apartment complex. What they told
Smyth they wanted was this: The
chance to own both living and working
space in the same building. “So we
took the opportunity of meeting this
demand,” says Smyth.

The Business Center met that
demand with twelve townhouses —four
1,280-sq.-ft. efficiencies, six 1,472-sq.-
ft. one-bedroom units and two 2,080-
sq.-ft. two-bedroom units—set up with
commercial space on the ground floor,

70 housing 11/80

~work-below

an equal amount of living space above
and, on top of that, a loft storage area.
The townhouses were built with a one-
hour firewall separating the commer-
cial and residential spaces.

“That was enough to meet the fire
code requirement for non-hazardous

business activity,”” says Smyth.
“Which is the only type we wanted to
attract anyway.”

To retain some control over the proj-
ect, the Business Center leased, rather
than sold, the land under each unit.
The land lease runs forty years and
includes 11 five-year options to renew.
The base rent of $100 per month for
efficiencies, $115 for one-bedrooms
and $165 for two-bedrooms is re-nego-
tiated every five years with the new
rent tied to existing market rates.
Under the lease, the center provides
maintenance and insurance.

All units sold prior to completion at

market

prices ranging between $72,500 and
$142,500. Five buyers opted for the
live-above-work-below option and
found their lease and mortgage pay-
ments equaled what they had been
paying in separate apartment and
commercial rents. Three buyers chose
to live above and rent the ground floor
to commercial tenants at rents of $7 a
sq. ft. The Aspen market often fetches
rents twice that rate. The remaining
four buyers use the entire townhouse
as living space. Among the eight com-
mercial tenants are a graphic designer,
stock broker, dressmaker, photogra-
pher and two contractors.

The only problems associated with
this project were those related to get-
ting it approved by the Pitkin County
Zoning Board and by lenders. The
county was unfamiliar with combining
commercial and residential space in
one building. It also had hesitations
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about the for-sale units over leased
land. It took the zoning board 18
months to give its approval which car-
ried this condition: Only residents of
Pitkin County could buy.

The Business Center’s lender, on the
other hand, was concerned not just
about the land lease and mixed-use
aspects of the project, but the county’s
proviso that only Pitkin residents were
eligible buyers. These concerns were
resolved and the lender gave the center
a mortgage commitment for the proj-
ect. Later, however, when interest
rates shot up, the lender welched on
this commitment, forcing the center to
internally finance sales.

The county now likes the mixed-use
units, a new lender understands them,
and the Business Center wants to build
them again—this time up to 150 of
them on 16 acres directly north of the
present 12 units. —W.L.U.

=
BR :_é
e

$TOR. LOE'T

{-BEDRCONM UNLT

Mixed-use plans include one-and-two
bedroom units (above) and an efficiency
unit (not shown). Commercial space is
redesigned garage area.

Energy-efficient townhouses feature L
concentration of glass on south elevation zeh
(see left). Units also come equipped with 3
woodburning stoves, R-19 insulation in e &

walls and R-30 in ceilings. Although

living area in one-bedroom unit (photo
- below) measures only 576 sq. ft., vol-
ume ceiling and open loft area help
create spacious feeling.
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Give your customers the
same laundry equipment they

would choose for

emselves.

Kenmore.

Kenmore washers and dryers
have the highest brand loyalty in
the industry.

Kenmore washers and dryers are
America’s favorites, combining perform-
ance, dependability, the latest features and
value.

Our name helps you sell.

And your customers are familiar with
Kenmore. Chances are they've even grown
up with Kenmore and Sears.

They know that they can depend on
Kenmore for reliable performance, and

service provided by one of the largest net-
works of its kind in the industry. That's
why they choose Kenmore. Shouldn't you?

Kenmore offers variety, too. You can
select from our compact, stacking laundry
pair; extra large capacity and heavy duty
washers; plus your choice of gas and elec-
tric dryers.

When you give your customers Ken-
more laundry equipment, it’s almost like
saying “welcome home’’

Sears

©Sears, Roebuck and Co. 1979
Contract Sales

Kenmore. Solid as

Circle 72 on reader service card
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Tyvek® wraps up heat Ioss problems

Proper insulation goes a long way in making
a home energy-efficient. But often there
remains a problem with air infiltration,
especially around doors and other apertures.
As Tyvek® building paper infiltrates the
market, however, “energy-robbing” air in-
filtration will be reduced —and homeowners
will gain substantial energy savings.

Tyvek® does not replace insulation. It
covers all insulated areas and utility holes,
and is wrapped around window frames and
door jambs. The material acts as a barrier
to wind currents, reinforces thin areas in
batting, and effectively traps still air.
According to BOCA tests, air infiltration is
reduced by 88.2% to 98.9%, depending upon
insulation thickness and wind velocity.
When applied over attic floor insulation,
heat loss is reduced by 10% to 20%, accord-
ing to the manufacturer.

Tyvek® looks and feels like thin paper. It
is, however, a spunbonded olefin, and its
nonwoven composition gives the material its
properties. Among them:

®[t’s lightweight: One hundred sq. ft.
weighs under a pound.

@[t remains pliant in low temperatures.

®]t’s tear resistant, wet or dry.

@]t allows vapor transmission, but will
not weaken or rot.

Installation is simple for new construction
and remodeling jobs alike. Cost is low:
Tyvek® costs—including material and la-
bor—about $200 for the $100,000 home
shown below. DuPont. Circle 200 on reader
service card. —JENNIFER A. WAGNER

&

Wraparound: Sheathing
on home shown in Colum-
bia, Md. (see page 66) is
covered with Tyvek® be-
fore siding is installed. The
building paper completely
wraps the house (see photos
left and below) and covers
all potential air infiltration
areas, such as window
wells and door jambs and
still plates between floors.
A layer of Tyvek® also
covers the attic floor insu-
lation. The only tools
needed for installation are
a measuring tape, scissors
and a staple gun.
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PRODUCTS/SOLAR

Solar collectors: seven
systems to choose from

Many homebuyers have been resisting solar heating systems for the
same reason people put off buying color TV’s when they first hit the
market: “It’s a great idea, but I'll wait until they’re perfected.” But
as the state of the art improves and energy prices continue to rise,
solar has gained more acceptance. The question then becomes:
Which system will be the most cost-effective in a particular
circumstance?

Shown on this page are components from several of these
systems. Some are primary heating systems, others back-up. And
one even heats jacuzzis.

Double-glazed collector (schematic
above) is designed for installation in both
residential and industrial hot water sys-
tems. U.S. Solar Corp. Circle 213 on reader
service card

% ¥ * 3 v ) 3
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double-glazed tempered glass, inch-thick insulation, copper tube
and plate, and an aluminum frame. National Solar Supply. Circle
216 on reader service card
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Non-tracking collectors (above) are fea-
tured in the *“‘Sunpump/Suncycle” hot
water heating package, which converts any
existing hot water heater. Entropy Ltd.
Circle 214 on reader service card

Flatplate collectors, shown installed above, are constructed of

Nova™ collectors, shown installed above, are part of a hot water
system that can heat jacuzzis and pools. American Home Solar
Systems. Circle 211 on reader service card

“Sunstream” collectors (/eft) measure 4’x 8’, and come with
either anodized extruded aluminum or bronze-finish frame. Grum-
man. Circle 212 on reader service card

% a

SEPI collector modules (above) are part
of a swimming pool heating system. Collec-
tors connect to existing pool filtration sys-
tems. Solar Energy Products. Circle 215 on
reader service card

“Sunflower V12” collector, shown installed above, features a
specially-designed plate that triples absorptive area. Collectors can
be mounted flat or at an angle on low-pitched roofs. Sunflower
Energy Works. Circle 217 on reader service card
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Mahogany cabinetry system
(above) includes a vanity with
sink and towel rack, a hamper,
shoe rack and adjustable shelv-
ing. Heidapal. Circle 233 on
reader service card

Companion cabinet with

drop-down door (right) is shown

in “Clarion” style. When open,

door serves as a spare counter
Textured safety glass for tub and shower enclosures (above) and features an adjustable
comes in eight sizes, from 24" wide to 84’” long. AFG. Circle 230 shelf. Quaker Maid. Circle 234
on reader service card on reader service card

“Antique”™ faucet (right) is
offered with brushed chrome,
polished chrome or 24-carat
gold finish. Valvet® water valv-
ing system ensures tight seal of
washer and valve seat. Match-
ing bath and shower fittings are
available. Kohler. Circle 231 on
reader service card

Desert gold-colored bath collection, shown installed above, “Cathedral Oak” cabinetry (above) is shown with an autumn gold
includes the “Samoa” enameled cast-iron tub, the elongated “Si- finish. Doors, with arched, raised-panel faces, are made of oak.
lette” toilet, and the “Owen” lavatory, with “Regata” fittings. Options shown include an over-the-toilet cabinet with mesh door
Eljer. Circle 232 on reader service card inserts. Riviera. Circle 235 on reader service card
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PRODUCTS/DOORS & WINDOWS

Wood entry door system (above) is specially designed to reduce air infiltration. System
features double “Voyager Byzantine” doors. Over 60 other styles can be accomodated in
the system. Nord. Circle 218 on reader service card

Beacon Hill™ door system (above) includes prehung, insulated steel doors and sidelights
with beveled glass inserts, weatherstripping and aluminum “thermal break’ threshold.
System is offered with double doors. General Products. Circle 219 on reader service card

‘\\\\
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Patio Pass-Thru™ door system (above) includes sliders and sliding window, both glazed
with insulating Spaceglass®. Window installs into interior and exterior counters, creating a
handy serving/eating bar. General Aluminum. Circle 220 on reader service card
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“Blenweave” shade (above) is offered in
nine decorator colors with a variety of
valance and trim accessories. The Roman-
style shade can be ordered to any width.
Aluminum slats, '4’’ thick, look like wood,
but will not splinter or chip. Levolor. Circle
221 on reader service card

“Flexalum” vertical blind (above) comes
with 3%~ or 5’’-wide aluminum vanes
which are offered in 18 to 20 colors. Blinds
also come with 100% wool or plastic vanes.
Blind, which is installed on a drapery-like
track, can be turned 180°. Hunter Douglas.
Circle 222 on reader service card

Colonial-style replacement window
(above), with solid vinyl frame, weather-
stripping and insulating glass, has a U-
value of .65. Sash tilts in for easy cleaning
and can be removed from inside should
glass need replacing. CertainTeed. Circle
223 on reader service card



“Aspen” wallcovering, shown above ap-
plied to kitchen walls and cabinetry faces,
has chevron pattern hand-printed on vinyl
or Mylar® paper-backed ground. Wallcov-
ering is available in five colorways. Nils
Anderson. Circle 250 on reader service card

Silk-screened mural comes in three pan-
els with companion panels that permit
installation in a large room, as shown
above. Four colorways are offered. Jack
Denst. Circle 251 on reader service card

Complementary vinyl wallcoverings,
“Lattice Kitchen” and ‘““Lattice” above, are
prepasted and scrubbable. Both come in
blue-green or brown colorways; “Lattice” is
also available in yellow. Style-Tex. Circle
253 on reader service card

Plywood paneling (above) has a birch-face
veneer. Topcoat resists stains and chemi-
cals. Grooved panels simulate 8’ (shown),
16””, or random-width planking. Champion.
Circle 254 on reader service card

Simulated brick shown installed above comes “straight cut” or with irregular profile and
surface; both types—Inca® Old Chicago and Country Rustic®—are shown. Inca® comes in
five colors, Country Rustic® in four. Z-Brick. Circle 252 on reader service card
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Vinyl-coated wallcovering (above) is
from the “Small Traditions” collection.

“Cornwall” is scrubbable and strippable
and is offered in five colorways. Also avail-
able: matching fabric. Thomas Strahan.
Circle 255 on reader service card

Decorative plastic laminate shown above
in an “English Yew” woodgrain pattern is
from Design Group 1. There are over 30
other woodgrain designs in line. Wilson-
art®. Circle 256 on reader service card

Textured ceramic tile, shown above on
countertops and surrounding windows, is
available in many sizes, including 3’ X 6/,
6" X 6", 4" X 87, 3" X 9" and 4" X 9.
“Terra Grande” tile, offered in over 20
colors, is shown in textured flame. Fransis-
can Tile. Circle 257 on reader service card
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At last. A full-size
whiteprinter that
won’t cost you an
arm and a leg!

All New from Blu-Ray.
The Colt 200.

Probably the lowest cost full-size
(42" throat) diazo copier on the market, the new Colt 200
is a fully synchronized printer/ developer. It is 52 inches
long yet weighs an easily portable 43 pounds! Sets up
in close quarters or take it on-site and make sharp
checkprints, sepias, film intermediates. The Colt 200
has solid-state control circuitry, reversing switch and
many advanced features usually found only on bulkier
and much more costly machines.

Biu-Ray, Incorporated, Essex, CT
06426. Tel. (203) 767/0141.

wiid

we give you more uptime

Send for
New Brochure

Circle 79 on reader service card

I FREE‘ Descriptive literature and product
e sample of Armstrong’s timesaving
flooring system. Begin to save on

Write today. installation, callbacks, and repairs.

To: Armstrong, Dept. 03FHH, Lancaster, PA 17604
Please send me information on the 12-minute floor.

Name

Company

Street

City State Zip
R S ) W) (S SN ) N R D) ) ESus (TSl
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Circle 80 on reader service card
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PRODUCTS/TOOLS & EQUIPMENT

Hydrostatic drive tractor (above), with a 16hp diesel engine,
offers one-pedal, forward/backward operation; no gear shifting is
necessary. Speed varies up to 8.4 mph. Model with manual
transmission is available. Kubota. Circle 236 on reader service card

SpaceJoist™ prefab truss system, shown above being installed,
consists of wood frames fastened with 20-gauge, galvanized steel
webs. SpaceJoists™ come in 8"/, 10%’" and 16" depths. Truswal.
Circle 237 on reader service card




Pneumatic finish nailer
(right) drives 12"’ to 2”" long
nails. The heavy-duty tool is
designed for both residential
and industrial use. The nailer
features front-end loading and
a choice of trigger or touch-trip
firing. Duo-Fast. Circle 238 on
reader service card

Gas-powered airless sprayer/cleaner (above) has a gasoline
engine that delivers up to 2,800 psi. A tilt-back pump head allows
immersion into 5-gal. pails and makes loading easy. Tool comes
with 50 ft. of 'A"* hose. Graco. Circle 239 on reader service card

Three cordless drills (right)
have rechargeable power packs
that plug into drill handles. The
Boar Guns™ recharge in about
one hour, and the charger has a
temperature control cut-off.
The units operate at variable
speeds, both forward and back-
ward. Skil. Circle 240 on reader
service card

Lightweight rotary hammer (above) has fewer mechanical parts
than comparable units. A vented piston operation delivers greater
hammering power and reduces cold weather start-up problems.
Black & Decker. Circle 241 on reader service card

““There’s a Hole i
ere’s a Hole in tutuf®

with the Vapor Barrier that
offers a drier, more livable,
more comfortable environment

Keeps heat in ¢ Keeps moisture and chill out
A tough, durable, puncture resistant barrier liner
Stops “damp” basement complaints

Eliminates musty odors and mildew

Makes buildings more “energy efficient”

Don’t confuse Waterproofing with
VAPOR Proofing. They are not the same.

Water vapor in air has a density of 1/205,000th that
of water at 32 degrees F, and can penetrate most
building materials. So don't make the common
mistake of confusing waterproofing with VAPOR
Proofing.

Send for free literature that will help you build a
drier, more energy efficient home.

COMPARATIVE PHYSICALS
From Independent Test Reports

Reg. .004
PROPERTY ASTM TEST Mil Poly TU-TUF 4
Vapor Permeance E-96 0.0432 0.00741
Procedure B

Water Resistance D-779 Under 30 Greater
Dry Indicator, HR than 100
Tensile Strength
Pounds Square Inch D-882 2357 8507
Pounds Inch Width 9% 34

Puncture Resistance
Beach Units D-781 425 275.8

Copies of these Test Reports Available on Request
Approximate contractor costs are 4¢ to 6¢ per sq. ft.
Available through building Supply Distributors in U.S. and Canada

See us in Sweets Catalog General Building
File 7.17/St, Light Residential File 7.17/Sto,

Distributor inquiries invited.

Sto-Cote Producis Inc.

Drawer 310 - Richmond, IL 60071
Call Toll Free 800/435-2621
In lllinois Call 815/675-2358
Established 1948
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LITERATURE

Leads on lighting arrangements and fixtures

A revised “Guide to Fluorescent
Lamps” is available. The 32-page
booklet contains basic information,
defines terminology, lists fluorescent
lamp types and lamp operating charac-
teristics. Tables and diagrams sum-
marize this information. Chromaticity
and spectral distribution diagrams are
in color. The guide costs fifty cents
and is available from the Advertising
and Sales Promotion Dept., Lamp
Commercial Div., Westinghouse Elec-
tric Corp., Bloomfield, N.J. 07003.

“Guidelines to Good Lighting,” from
the American Home Lighting Institute
(AHLI) provides a ‘“‘room-by-room”
description of effective and attractive
methods of lighting homes. The 16-
page booklet discusses preferred fix-
tures and arrangements for exteriors,
entrance halls, living areas, kitchens,
baths, game rooms. There is a chapter
on light source types, including incan-
descent, fluorescent, mercury and
high-intensity lamps. Renderings show
suggested room applications. For sin-
gle copies send one dollar to The
American Home Lighting Institute,
230 North Michigan Avenue, Chica-
go, I1l. 60601.

A 71-page booklet from Underwriters
Laboratories describes the safety re-
quirements for high intensity discharge
lighting fixtures in commercial, indus-
trial or residential applications. In-
cluded are mercury vapor, metal hal-
ide, high- and low-pressure sodium
lamps. The scope of the requirements
is described at the beginning, and a
glossary defines terms for the purpose
of this standard. Many tables summar-
ize and detail the standards set forth.
The booklet is also illustrated with
many schematics and line drawings.

Standards for Safety was revised last
March, and the standards set forth will
become effective on April 1, 1983,
except for Part 4, effective in 1984.
For a copy of Standards for Safety
write to Guy Horton, Underwriters
Laboratories Inc., 1655 Scott Blvd.,
Santa Clara, Calif. 05050.

Ceiling- and wall-mount fluorescent
lighting are highlighted in a 36-page
catalog. The introduction discusses the
advantages of surface, stem- and wall-
mount fixtures over recessed fixtures
under certain conditions. It also dis-
cusses “‘energy effectiveness” and how
to choose the right luminaire for a
given environment, taking into consid-
eration such factors as glare control
and reflection. Each of the eighteen
types of lighting shown in this publica-
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tion—from diffuser luninaires to para-
bolic louver lunimaires and modular
cylinder fixtures—is described in these
terms, with graphs and diagrams
expanding on these points. Application
data is included. Lightolier. Circle 301
on reader service card

A 66-page catalog presents the manu-
facturer’s line of indoor lighting. Fix-
tures shown in full color include ceiling
and wall-mount models, many recessed
lighting styles, and an “‘architectural”
series for large-scale installations. Also
shown and described are “power-trac”
lighting and other special units, such
as exit signs. Halo. Circle 306 on reader
service card.

Many ideas and suggestions for cre-
ating an attractive and functional light-
ing plan are given in a 16-page book-
let. Sections discuss the “principles of
lighting” for general, specific and
accent lighting in interior decorating.
Under “Decorative Lighting” are
some how-to’s for selecting both indoor
and outdoor lighting. The publication
also discusses the number of outlets
and controls needed in a home.
Complementing this booklet are a
series of brochures dealing with specif-
ic room lighting. Individual brochures
discuss the dining room, the family
room, the bathroom and kitchen. Oth-
er brochures deal with fluorescent
lighting, track and recessed lighting,
and outdoor lighting. Thomas Indus-
tries. Circle 303 on reader service card

Cast-iron and copper lamp posts and
lanterns are featured in a four-page
brochure. Four-color photographs dis-
play lantern styles, and line drawings
show various lantern and post configu-
rations. Decorative Designs. Circle 316
on reader service card.

A 92-page catalog presents the manu-
facturer’s full line of elegant-design
fixtures. Products shown in four-color
photos include: brass and crystal chan-
deliers and candelabra, pendants, glass
balls, and an array of exterior fixtures,
such as lanterns and lamps. Fixture
designs fall into nine traditional style
lines for the interior. Exterior fixtures
are arranged according to finishes.
Also shown is marquee lighting. The
Feldman Co. Circle 308 on reader ser-
vice card.

A four-page bulletin describes a com-
puterized lighting control system suit-
able for commercial or office build-
ings. General Electric. Circle 319 on
reader service card.

A 24-page catalog provides a showcase
for 18 models of elegantly-styled out-
door lighting. Four-color photographs
show each cast-aluminum lantern in
various uses such as wall-mounted on
houses, suspended from roof overhangs
and porches, lined up along streets and
drives. A comparison table indicates
relative proportions of lanterns, and a
drawing of each model gives dimen-
sions. Norlett. Circle 309 on reader
service card.

A second booklet from the manufac-
turer shows four more exterior lan-
terns. Specs are included. Circle 310 on
reader service card.

The same manufacturer publishes a
catalog of interior lighting fixtures,
including floorlamps and pendant fix-
tures. Intensity of illumination for
each model is indicated in a table.
Suggestions for proper lighting are
also discussed. Circle 311 on reader
service card.

A four-color foldout displays over 20
models of fluorescent fixtures. Shown
are primarily ceiling-mount and pen-
dant lighting. The benefits of fluores-
cent lighting are listed, and a table
compares the cost of fluorescent vs.
incandescent lamps. Home-Vue®. Cir-
cle 317 on reader service card.

The Holophane™ luminaire, a vandal-
proof indoor/outdoor fixture, is de-
scribed in a four-page brochure. Appli-
cation flexibility and rugged construc-
tion of the fixture are emphasized in
the product description. Charts sum-
marize light distribution properties of
several models. Options and accesso-
ries are listed. Johns-Manville. Circle
313 on reader service card.

A 14-page booklet describes the Con-
tra/Cline™ series of glass-free, geo-
metric-style outdoor lighting. Dia-
grams and charts detail the patented
optical system. Application guide dis-
cusses applicability for pedestrian
malls, walkways, parking areas, resi-
dential and commercial streets. Specs
and a ‘““Mechanical configuration”
guide are included. Moldcast Lighting.
Circle 314 on reader service card.

A four-page 1980 catalog highlights
the manufacturer’s decorative cast-
aluminum and solid brass outdoor
lighting. The publication suggests both
residential and commercial applica-
tions. Catalog and supplementary bro-
chure graphically illustrate how these
fixtures are designed for energy effi-
ciency. Hadco. Circle 315 on reader
service card.
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Advertising

The market-place of housing

CONSULTING SERVICES

BUSINESS OPPORTUNITIES

COMPUTER
SOFTWARE

Thinking computer? We have developed a high
quality software package for use on the North
Star micro computer (Complete system cost less
than $8,000). The software was designed and
developed by active single/multi family builders
and includes A/P, G/L, Job Cost routines plus all
management reports.

Software only, complete with manual. . .$1, 595.

For more information or demonstration contact either:

R.J. KAEREK ASSOC., INC.
2719 So. 60 Street
Milwaukee, Wi. 53219
414-321-5300
JAFFA PROPERTIES, INC.
8282 Western Way Circle
Jacksonville, Fl. 32216
904-737-5571

PERMANENT FINANCING |
AVAILABLE

for
Condominium
Projects to be built.
(Anywhere U.S.A.)

CRYSTAL PROPERTIES, INC.

P.O. Box 1280
Galvaston, TX 77553

l Phone (713) 935-4768

EQUIPMENT FOR SALE

Rafter Length Computer: “Dial” desired roof

pitch. Read lengths of common, hip, valley, jack

rafters. Any span. Indicates plumb, level, side

cuts info. Just $8.95 postpaid. Satisfaction
uaranteed. Free literature. Emmert, Box
21-H, Sycamore, IL 60178.

S

RCM Associates Seeking—Qualified Builder/
Contractors for regional/local residential
construction management. Provide residential
construction management services for our
prospects in your area. National and regional
advertising programs. For further information
write: RCM Associates, P.O. Box 421, Harvard,
IIIl. 60033.

Dome Homes—Energy Saver—Seeking
qualified residential home builders, developers
and representatives to handle regional sales of
middle income Dome Homes. Great market ap-
peal. Write or call Domes and Homes, Inc., 830-
K Matsonford Rd., West Conshohocken, PA
19428.

MATERIALS WANTED

Wanted: Photographs of architect designed
houses for plan sales section of Country Living
Magazine. Box 622, Princeton, NJ 08540. 609-
924-9655.

INTEGRATED
ACCOUNTING

AND

WORD PROCESSING
HOMEBUILDER
COMPUTER SYSTEMS
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G HEENWOOD

HIRE NEXT YEAR'’S
GRADUATING ENGINEERS
—THIS SUMMER!—

By filling out and returning the
coupon below, your organization will be
included in summer job listings to be
featured in the January/February 1981
issue of McGraw Hill's GRADUATING
ENGINEER.

This edition, edited especially for
next year's graduates, will be dis-
tributed on approximately 500
campuses by engineering department
heads, directors of computers centers, ‘
placement officers, and minority ad-
visors. Students will then contact you ‘
directly. \

o101

CRCRUEC

First, it's in our industry’'s best interest
to hold and encourage its life-blood by
providing career-conscious under-
graduate engineering students with
meaningful summer job experience in
their future profession.

Second, since there'll always be more
anxious applicants than openings, you'll
be able to select the cream of the crop,
then evaluate them under “game-condi-
tions" with an eye towards hiring them
next year, when as coveted graduates,
the job market may well be in their
favor.
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Free summer job listing

MAIL TO: HOUSING/POST OFFICE BOX 900/NEW YORK/NY 10020

Wi . R RELER. €O

07 & DemcHIPYION

pre==23
—ce.

os A0
amcn

NAME/TITLE of individual to be contacted: ~ TELEPHONE (Optional)

ADDRESS Manlmi address of your personnel office

ORGANIZATION:  Firm, Company, Government Age;\cyiorlnsnluhon ( w
et bl E :ﬂ" See us at the
TYPE AND NUMBER OF STUDENTS SOUGHT:  Architect  Civil Mechanical 40 P N.A.H.B. convention
. -H . January 23-26

N
5 TOM

sortwared THE OFFICE MANAGER, INC.

P.O. Box 66596« 127 SW. 156th « Seattie, WA 98166 «US A

TELEPHONE (206) 246-7022 « TELEX 32-0011 (TOM SEA)J

Circle 83 on reader service card

N R

Note: Last date coupons can be accepted for this year's summer job listings is November 24, 1980
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ADVERTISING SALES STAFF

ATLANTA, GA 30309
Peter H. Miller

1175 Peachtree St.
(404) 892-2868

CHICAGO, IL 60611
Richard Hathaway
David R. Jern

Robert E. Klein

645 N. Michigan Ave.
(312) 751-3700

CLEVELAND, OH 44113
Milton H. Hall, Jr.

55 Public Square

(216) 781-7000

DENVER, CO 80203
Harry B. Doyle

655 Broadway

Suite 325

(303) 825-6731

DETROIT, MI 48075
Robert E. Klein

4000 Town Center
Suite 770

(313) 352-9760

HOUSTON, TX 77040
John Strong

7600 W. Tidwell Rd.
Suite 500

(713) 462-0757

LOS ANGELES, CA 90010
Richard R. Butera

3200 Wilshire Blvd.

South Tower

(213) 487-1160

NEW YORK, NY 10020
Ronald S. Friedman

Peter H. Miller

1221 Avenue of the Americas
(212) 997-3486

(212) 997-4034

PHILADELPHIA, PA 19102
Peter H. Miller

Three Parkway

(215) 568-6161

PITTSBURGH, PA 15222
Milton H. Hall, Jr.

6 Gateway Center

11 Stanwix Street

(412) 227-3640

SAN FRANCISCO, CA %111
Richard R. Butera

425 Battery Street

(415) 362-4600

STAMFORD, CT 06901
Ronald S. Friedman
300 Broad St., 7th Fl.
(203) 359-2860

Classified Advertising:
Frank Eberle (212) 997-2556
Send advertisements and box number
replies to: Housing P.O. Box 900,
New York, NY 10020

Advertising Sales Mgr.:
Kenneth E. Gazzola
Business Mgr.:
Vito DeStefano
Marketing Services Mgr.:
Henry G. Hardwick




PPG Solarcool Bronze glass.
At Hunters Run, its real beauty is reflected
in lower cooling costs.

@ heat gain means we can offer
lower air-conditioning costs to
our prospective buyers'’

Solarcool actually blocks
out twice as much of the sun’s
heat as clear glass. Which signifi-
cantly reduces the load on an
air-conditioning system.

A / But best of all, So/arcoo/

Benjamin (left) and Leonard Frankel looks simply beautiful. From the
outside, its mirror-like surface
This is the prestigious new reflects and enhances the spec-

Hunters Run development in tacular golf course setting of
Boynton Beach, Florida. Hunters Run. And indoors, it
Every single-family home  controls brightness without
here features PPG's Solarcoo/ affecting the outdoor view.
Bronze reflective glass. Let the real beauty of
And for good reason, energy-saving PPG environ-
too. Developers Benjamin and mental glass help you sell more

Leonard Frankel have found that homes. Write for a free copy of
“Solarcool’s high performance our Solarcool idea book: “Best

rating lets us comply with Glass Under the Sun’’

Florida's energy code without PPG Industries, Inc.,

sacrificing the aesthetics of Dept HH-3110, One Gateway

large glass areas. Center, Pittsburgh, PA 15222.
“Furthermore, Solarcool’s

effectiveness in holding down PPG: a Concern for the Future INDUSTRIES

Circle 3 on reader service card

Hunters Run, Boynton Beach. Florida. Developed by Frankel Enterprises

and Muben Realty Cc ny, a wholly owned subsidiary of Mutual Benefit Life Insurance Company




Beauty that’s
more than skin deep.

Architect: Wendell Lovett, FAIA, Seattle, Washingto

Enhance and protect the natural beauty of wood with Olympic Oil Stain.
Olympic penetrates wood to protect from within. Rich linseed oil and micro-milled
pigments soak down into the fibers, giving wood a deep, uniform finish
that stays beautiful no matter how wet or how dry the weather gets.

For additional information, consult your

1979 Sweet’s Catalog. Or write Olympic: Dept. Penetrates to
P, PO. Box 1497, Bellevue, WA 98009.  protect wood

beautifully.

Circle 4 on reader service card




