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BATH SHOWCASE 

Planning the island kitche 
Remcxleled baths to suit every budget 
Borrowed from abroad: 
products that fit today's lifestyles 
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UPDATING OLD SHOPPING CENTERS 
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Dorft rip 
wand rebuildwalls. 
FastFlt with Caradco 

can't make money re-
^-Avnrking old walls to make 

nevyVindows fit. You make a 
.profit getting in and out 
quick. Thafs why Caradco 

.^-created FastFit. So you can 
fit newCaradco windows into 

old w^lls. With a third 
less labor And a 
lot less skill. You 
can close up 8" of 
space in a hurry. 
Snap matching 
trim in place to 
solve virtually 
any finishing 

problem. 

And f i t 
any style Caradco clad wood 
window in odd-ball openings. 

Ok. FastFit makes you 
money. But what 

sells the job? 
Look how we build win
dows. The massive use 
of wood. The energy-

saving design. Climate-proof 
aluminum outside. Wood in
side. Weather-sealed with an 
air infiltration barrier that 
fits tighter, easier than any 
window you ever installed. 

Caradco cuts heat loss 
up to 83% 

Replace single-pane windows 
with any standard Caradco 
insulating-glass clads and 
save customers 48% in heat 
loss. Add a storm panel for 
triple-glazing and you'll cut 
heat loss another 35%. Then 
look at air i n f i l t r a t i o n . 
Caradco rates a tight .11. The 
leading competitor gets .22 
(half as good). We also cut 
down summer heat gain 20% 

at no extra charge. Environ
mental glass is standard in 
Caradco clad wood windows. 

No clad line compares 
with Caradco clad 

First, our leading competitor 
doesn't make an aluminum-
clad line. His clad is chalky-
looking vinyl that's brittle in 
winter, soft in summer and 
(or) just plain plastic paint. 
Second, Caradco builds clad 
in double hung, awning, 
casement, sliding door, bows, 
and angle bays. And there's 
more to come. So when you do 
get to one-on-one comparison 
to the other guys, it's simple. 
Caradco gives you a lot more 
window. Feature for feature. 

Dollar for dollar By design. 
In double hung clad alone, 

your Caradco dealer will 
show you 18 clear reasons 

for putting Caradco on the 
job.With FastFit. In brick, 

block, stucco or siding. 
See your Caradco dealer 

for a demo. Or write: F a i t F i t m t 

Caradc orporation Rantoul, IL 61866 • (217) 893-4444 



We're the perfect fit 
in kitchens with no room 
for compromise. A 
We haven't cpmpromised on anything in our full line ofpres-
tigious cooking appliances. A superior line, designed by 
O Keefe & Merritt for people who really care about cooking. 
A line you wfint find just anywhere, because distribution is 
selective. 

O Keofc c - Merritt has cookiiii; appliances to fit your every 
selling need. Cookingappliant es built with excellence. Froi 
th^ vvav they look...to the way they perform. 

Take our Gonverta-GrilI™The convertible grill top that's at 
hfeme in any/kitchen. For one thing, it's available for either 
updraft or dpwndraft venting. For another it's dishwasher 
cleanablc. Maybe that's why Converta-GrilI™ is one of the 
hottest items in the cooking business today 

Or take our stunning built-in microwave unit. Just one of a 
ong series of versatile built-ins that provide double-oven 

cooking—and double-digit profits for you. They're all part of 
O'Keefe & Merritt's broad line of cooking appliances. Every
thing from gas. electric and microwaves to dishwashers, 
refrigerators, disposers and compactors. 

Take them all. Because you can count on O'Kedfe & Merritt 
to give you support. Like national, year-round advertising. 
On-going promotions. Hand\ sales literature. National parts 
and service. PlusDOttom-line results. 

Take a closer look at all the O'Keefe & Merritt a f t : 
You'll find they'll fit perfectly into your profit picti 

O Keefa & Merr 
u s e I b u W i i r t S e t t l e F o r 

eld, Ohio 44901 
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Our idea of an entire 
nH heating system 

for a three* 
bedroom house 

' Estimate of panels needed for an 
average 3-bedroom home. 
Actual number and size of panels will vary according to 
specific design criteria. 

There's never been a home heating system 
like this before. There's no plumbing. No ductwork. 
No maintenance. Just lightweight, self-contained 
ceiling panels that take up no useable space and 
involve almost no labor to install. 

It's the Energy-Kote" Radiant Heating System 
by TVI. Based on ultra lightweight solid-state 
technology. Energy-Kote is the first application of 
radiant heating that's practical for residential 
requirements. 

The secret is our heating element. It's a light
weight composition of lamellar graphite with a 
copper conductor bonded between two layers of 

I dielectric 
polyester film. 

Backed 
with fiberglass 
insulation, 
faced with a 
flameproof 
decorative 

"Energy Kote is registered tradertiiirk of TVI Energy Corporation, 
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surface and framed in aluminum, each panel 
weighs only 3/4 pound per square foot. Not only is 
installation easy, but the light weight eliminates 
worry about structural loading forces in either old 
buildings or new construction. 

Controlled by individual thermostats, the drop-
in or ceiling mounted Energy-Kote panels respond 
very quickly bathing a room almost immediately in 
radiant warmth. Actual response time: a mere four 
minutes. 

Energy-Kote panels are shipped complete, 
containing all necessary mounting hardware. A 
qualified electrician is usually the only person 
needed to install the system. He simply attaches 
the junction box provided, connects the pigtails on 
the panel to a 208 or 240 volt power source, 
mounts the panel in position, and connects the 
thermostat. UL listed and, FHA/HUD M.RS. 

Please contact TVI through our toll-free 
number (800) 243-2354 for the name and address 
of the Energy-Kote distributor nearest you. 

^ n ^ T V I ENERGY 
W CORPORATION 

47 Pine Street. New Canaan. Connecticut 06840 

The realistic approach to heating. 
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A familiar by-line moves 
to a new spot 

The new spot is our editors' page (p. 132). which will now 
be the province of Natalie Gerardi. who steps up from 
managing editor to editor in chief. She succeeds J . Robert 
Connor, who has moved into the challenging job of de
veloping new products for Business Week. 

While Natalies's title may be new, her contributions to 
this magazine go back to 1971, when she joined our sialT 

after a career in magazines specializing in international affairs. (She now 
admits that she took the job as a stopgap during a recession, then quickly 
found herself "hooked" by our industry.) Over the years, you've .seen her 
byline on such varied articles as "The town that said 'no' to no-growth" 
(1973); "What's a nice P U D like this doing in Chapter 11" (1973); "Do you 
belong in the tennis racket?" (1974); "Condominium's very special prob
lems" (1974); "Time-Sharing" (1974 and 1976); "Take a look at a growing 
new market: Not-so-swinging singles" (1977); "Profit from those old 
schools nobody wants" (1978) and "Apartments: Is it time to rethink the 
product?" (1979). More recently, as managing editor, she guided the 
development of our Kitchen & Bath Showcase issues. 

Now she'll be guiding HOU.SINC. as it reports on—and talks to—an 
industry in the midst of crisis and change. We can't think of a better person 
to do the job—or a better time to capitalize on her knowledge, enthusiasm 
and commitment to the industry. 

This issue, incidentally, is our fourth Kitchen & Bath Showcase, and we 
think you'll find it a useful one. Notice, for example. Senior Editor Barbara 
Behrens Gers's story on the do's and don'ts of designing island kitchens 
(pp. 84-89), which includes examples of good island kitchens from both 
architect-designed custom homes and builders' production houses. Also, 
two outside experts, kitchen designer Craig Hyer and interior designer 
Carole Eichen. have come up with ideas on how to personalize and 
merchandise kitchens (pp. 92-94 and 40-41). And New Products Editor 
Jennifer Wagner has taken a look at "The European Influence: The Evolu
tion of a New American Look" (pp. 66-72). She notes: "European 
cabinetry, like European cars, is designed for economy of resources, 
space, building materials and energy — including human energy. Now that 
Americans are experiencing those same shortages of .space, energy and 
time, the simple but well engineered design has become increasingly 
appealing." 

Also in the Kitchen & Bath Showcase: eight remodeled baths by de
signer Ann Grasso (pp. 73-83). This story could easily have been called 
"Remodeled baths for every budget." for it includes one priced at $2,{)0() 
(for the redesign of a bathroom in a production house that was still under 
construction), another priced at $3,000 (for a do-it-yourselfer), two priced 
at .S30,000 and the rest priced in between. 

Remodeling on quite a different scale is featured in this issue too: 
Beginning on page 53 you'll find Managing Editor June VoUman's report 
on "Four ways to update a shopworn shopping center" Refurbishing older 
shopping centers is big business these days, for it goes hand-in-hand with 
the trend toward infill housing and the public's new appreciation of the old 
and familiar. 

One more sign of changing times: Associate Editor Walter Updegrave's 
discussion of two plans that provide mortgage money for new rental 
apartments (pp. 62-63). These plans reflect both the industry's creadvity in 
finding ways to cope with today's economic realities and the public's 
renewed demand for rental units. — G . R O B E R T G R I S W O L D 
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When it's wood you 

ML 
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don t have to apologize. 
Most people prefer real wood over un-
wood. It's a fact of life. 

And since every Riviera cabinet has 
a tree for an ancestor instead of a test 
tube, there is no doubt about their pedi
gree. 

Real wood gives you something to 
boast about, not try to explain away. 

Not even the most artful of the un-
woods can match the beauty of a grain 
many years in the making. 

There is no substitute for the ran
dom events of forest life, which make 
each tree as unique as a snowflake. 

Extremes of weather, the angle of 
growth, insects and animal life, all affect 
the grain, color and texture of wood. 

Adversity makes it grow more beau
tiful . This perfection of imperfections is 
the "fingerprint" of real wood. 

You'll find it in Country Classic™ 
cabinets. Not "vinyl clad,"not "wrapped," 
not "embossed," not "toned," but honest 
to nature hardwood. 

Fine furniture quality lacquer finish 
is applied inside and out and hand-wiped 
to enhance its inherent beauty. 

When it's Riviera, there's never any
thing to apologize for. Not even partial 
delivery. 

Every kitchen is made as a unit and 
shipped as a unit. Always. No matter 
which of our dozen plus styles you order. 

If you'd like to know more about 
Riviera, ask your Riviera distributor. Or, 
contact Bob Herrmann, Vice President, 
Sales and Marketing, Riviera Kitchens, 
Dept. KBS-10, 5401 W. Kennedy Blvd., 
Tampa, FL 33609. 

If it's Riviera, it's real wood. 

RIVIERR HITCHGHS 
p n €VRns PRODUCTS compRnv 
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CRESTCLAD: 
The wood window with 

The Aluminum Overcoat." 
Crestclad^ windows are the good solid wood 
windows ttiGt Crestline is known for. but with the 
addition of aluminum cladding. Our Crestclad" 
line includes casements, double-hunas, sliders, 
and even patio doors. With bright white or rich 
Pewtertone® cladding outside, nutmeg-stained 
wood inside. You'll like them. Our 89 years of ex
perience gives us that kind of confidence. 
Now, here are some answers about Crestclads 
before you even ask the questions. Yes, these 
windows save energy. Yes, you can hove as 
many as three layers of glass. No. the cladding 
won't crack, chip, blister, or rust No, it doesn't 
have to be painted. And yes, you'll have win
dows quick! If the models you want aren't in 
stock at your dealer, we'll rush them right to him. 

Over the lost few years, we've challenged our
selves to provide dealers with "Windows in a 
Week." And we're kind of proud of our 97% suc
cess rate! 
To find out more about the Crestclad'^ line of 
energy-saving windows, just jot a note to Dave 
Brede at Crestline, Wousau, Wisconsin 54401. 

CRESTLINE 
W e b u i l d s u i 

CRESTLINE 

W A U S A U . W I . L A D O G A . IN • C O R R Y . PA . P E T E R S B U R G . VA • M E C H A N I C V I L L E . NY • L E O N . lA • C O R N I N G , O A • S P O K A N E . WA • G R A Y L I N G . Ml 
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LAST-MINUTE NEWS 

A Reagan veto cou ld stall the start of HUD appropr iat ions. The fiscal 1982 H U D budget of 
$23.6 billion—which gives the department $7.4 billion less in contract authority 
than it had in fiscal 1981 — was supposed to become available Oct. 1, the first day 
of the new fiscal year. However, it has been caught in a dispute between President 
Reagan and Congress. The conflict concerns some $330 million that Congress 
added to Veterans Administration health programs, which are part of the same ap
propriations bill. Reagan threatened to veto the bill, and that could force Congress 
to back down on the V A increase—although it probably won't change the previous
ly agreed-on H U D authorizations. 

F a n n i e Mae takes a bite out off All S a v e r s . The chances that the new tax-exempt certificates will 
help housing as a new mortgage money source (see page 19) were reduced by the 
Federal National Mortgage Assn.'s decision to offer S & L S an attractive alternative. 
Fannie Mae, whose own financial condition has been damaged by rising rates in 
the primary market, announced that it would issue special one-year mortgage-
backed securities that "permit banks and savings and loan associations to profit
ably invest All Savers deposits in housing." Experts believe the short-term securi
ties, with their greater liquidity, will prove more attractive to the depository institu
tions than longer-term mortgages. The law requires that 75% of all net new savings 
generated by All Savers be reinvested in residential or agricultural loans, and the 
new Fannie Mae securities apparently will qualify. 

In t rend-sett ing Califfornia, a good s ign ffrom the resa le market : Nearly 23% of existing-home 
sales come less than a month after the house goes on the market, says a new survey 
of the state's Realtors. And most other sales materialize two to three months later, 
the survey shows. Below-market financing helps; almost two-thirds of the sales in
volved the assumption of an existing first mortgage on the house. 

A model state law ffor resident ia l coopera t ives has been proposed by the National Conference of 
Commissioners on Uniform State Laws (NCCUSL) . This proposal closely tracks the 
group's Uniform Condominium Act, which it adopted four years ago [ H O U S I N G , 
Dec. '77]. Since then, the act has been passed by the legislatures of Pennsylvania, 
Minnesota and West Virginia. It is under serious consideration in ten other juris
dictions. The N C C U S L adopted the Model Co-op Act at its annual meeting this year 
in New Orleans. The new proposal would give most builders more flexibility in 
building co-ops than they have now, but ironically, its adoption could lead to fewer 
new co-ops, says N C C U S L Legislative Director John McCabe. Builders in states with 
strong condo laws—such as Virginia —have been building co-ops to avoid the con
sumer protection constraints of the condo laws, he says. If those states put the 
model co-op law on their books, it would remove this "artificial incentive to go for 
co-ops," claims McCabe. 

Planning a trip to S e a r s ? A d d 'mor tgages ' to your shopp ing l ist . The Chicago-based retailing 
behemoth of Sears, Roebuck and Co., is planning to ofTer new financial and real 
estate services later this year, says Edward R. Telling, chairman, president and 
chief executive. Among the many services planned: issuance of home mortgages 
and homeowners insurance. Also, Sears will enter the real estate brokerage field, 
says Telling. 

Now you s e e it, now you don't! The proposed merger between the nation's largest stick builder 
(U.S. Home Corp.) and a major prefab manufacturer (Golden West Homes) was 
scotched a few weeks after the plans were announced [ H O U S I N G , Sept.]. The culprit 
seems to be a steep decline in stock prices. Isaac Heimbinder, U.S. Home's senior 
vice president of finance, said that Houston-based U.S. Home was prepared to pay 
from 1.7 to 2 million shares of stock to buy out Golden West—or about $45 mil
lion worth. But as U.S. Home stock fell, it would have taken more than 2 million 
shares to add up to a value of $45 million —and that was more than U.S. Home 
was willing to pay for the Santa Ana, Calif, mobile manufacturer, said Heimbinder. 
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L A S T - M r N U T E N E W S 

Communi t i es that don't want to bui ld s u b s i d i z e d housing now have a better c h a n c e not to. 
The Budget Reconciliation Act, which contains most of this year's major housing 
legislation, gives towns like Parma, Ohio [ H O U S I N G , Aug. '80] this option: If the 
town prefers not to take any H U D Community Development Block Grant money, 
then it doesn't have to draw up a Housing Assistance Plan, which would commit it 
to building subsidized units. The law takes towns with populations under 50,000 off 
the hook altogether, and lets larger cities use the housing availability in nearby 
communities. 

it w a s 5.6%; now it's 5 % : The lowest national vacancy rate the Census Bureau ever recorded, and 
it's only the beginning. Advanced Mortgage Corp. of Detroit, calls it "the tightest 
rental market —and in some ways the strangest —since World War I I . " The Na
tional Urban Coalition in Washington says more people are paying a greater share 
of their income on rent than ever before—the number of renters paying 35% or 
more grew from 5.2 million in 1970 to 7.9 million in 1979. And Advance figures 
thai, because so many renters arc locked out of the for-salc market, more than 1.5 
million of them who used to live alone have doubled up in the last 14 months. 

T h e F H A / V A rate c l i m b s to Iceep in s tep with the t imes . The maximum rate on F H A / V A mort
gages for new single-family homes has been boosted to a record 17'/2%. Although it 
took 12 years —from 1956 to 1968 —for the basic rate to climb from 5% to just 
over 6%, it only took three years to rocket from 10% to the current 17'/:%. 

SPECIAL REPORT: NAHB FALL DIRECTORS' MEETING 

Bui lders gathered in B o s t o n h a d but o n e c o n c e r n : lethally h igh interest ra tes . "The message 
coming out of here," said Herman Smith, N A H B president, after the fall board of 
directors' meeting, "is that interest rates must come down—and come down soon. 
The situation is desperate. From Maine to California, the home building industry 
has been shut down." The directors passed 22 resolutions, many concerning high 
rates. For example, two resolutions aimed to make the Federal Reserve Board — 
whom many blame for the astronomical rates—less independent and more subject 
to public pressures. Sen. Lloyd Bentsen (D-Tex.), the Senate champion of the All 
Savers certificates, acknowledged the industry's plight: "We're facing the ridicu
lous situation," he told the N A H B board, "where only one family in 20 can afford 
the mortgage on a $60,000 house." Bentsen added that the monthly payment today 
on a median-priced home has reached $810—a figure far beyond the reach of most 
potential owners. 

Survival s t ra teg ies were to lay low, but bui lders ' t e m p e r s f lared high. "All I know is we have 
to lower that rate to survive," said John Slavin of Pelham, N.H. "We're fighting 
Wall St. on this—they're making money on us so naturally they're going to keep 
rates high." Developer Richard Stevens of Coral Springs, Fla. said. "A lot of build
ers I know have closed up shop; they have to, until the economy changes." Most 
builders who were doing a good business reported either diversifying or relying on 
subsidized housing programs. Thomas L . Schroeder of Joplin, Mo. said he has 
planned to build 30 single-family houses between now and next July—all under 
FmHA Section 502. However, he noted, "People making between the subsidized-lev-
el incomes and, say, $40,000 a year cannot afford to buy a house. In the non-subsi
dized market, all we have buying are doctors and other professional people." Even 
in diversification, builders' options are limited, noted Vondal Gravlee, Birmingham, 
Ala. builder and former N A H B president. "Builders can't build income-producing 
properties . . . because the same thing gets in the way—high interest rates. No busi
ness can survive when the prime is at 20%." 
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Our Residential Builder Flooring Pro
gram gives you the tools to 
effectively merchandise our 
great selection of durable 
easy-care floors. It 
includes signs and 
warranty brochures. 
We also provide 
generous model 
home flooring 
allowances, mer
chandising dis
plays and prod
uct samples to 
show our great 
selection of colors 
and designs. And 
we back our prod
ucts and programs 
with service second to 
none. Our new home con
struction sales specialists 
will help you through a 
national network of distrib
utors and contractors. 

Ulttallor'n) Esteem 
Monaco's 

Congoleum gives you the greatest, latest, and strongest in products, 
programs and service for the 80's. Find out more from your flooring 
contractor or Director of Marketing, Contract Dept., Congoleum Corp., 
195 Belgrove Dr, Kearny, NJ 07032. 

CDngoleum 
•^TheBest. MEMBER -NCHl 
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Home-Crest kitchens. 
Because today, most people have 

more taste than mcmey. 

At left Is Gentry. Doors below 
are (clockwise) Arlington Ash. 
Surrey Oak. Harmony. Concept. 
Carriage Oak and Colonnade. 

Hmie-Crest cabinets . sell to people 
who want high style on a modest budget. 
Our wide range 0^ stock styles has 

. something for everybody, at a price 
almost everybody cm aj]^ 

4 1 Our quality is fii le. 

•

And so is your profit 
margin. For a closer look 

contact your nearest 
Home-Crest distributor 

or write us today. H o m e - c - t 
4 / Corporation 

Home-Crest 
Corporation 
P.O. Box 595 
Goshen. IN 46526 
219/533-9571 
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INDICATORS 
from McGraw-Hlirs 

Economics Department 

H o u s i n g S t a r t s 
The Long-Term Picture 

' i i P R O J E C T E D A C T U A L 
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How ironic! Wall Streeters weep and howl about projected 
Reagan budget deficits and fears of an impending credit 
crunch. Yet builders have been living with a real crisis for 
over two years. While thin-skinned investment bankers bask 
in White House attention, builders have been able to wrest a 

August was a month of infamy as housing 
siaris sank below the one million rate and 
single-family starts were at their lowest ebb 
since the government began keeping siatisiics 
in 1959. Starts dropped 10.7% to 937.000 
yearly pace: The monthly drop in single-
lamily was 16.4% while multifamily held 
their ground. 

While deterioration cut across ail regions, 
the Northeast decline was an outsized 34%. 
Starts in larger South and West markets 
slipped by 5% and 6% respectively. 

Sadly enough, building permits continued 
to .skid in August also, dropping by 5.5%. 
Authorizations for single-family units slipped 
7%. With mortgage rates reaching still newer 
heights in early August and deposits gushing 
out of thrifts, the permits decline augurs 
another month of abysmal starts. 

The housing completion rate resumed its 
down-slide in July, with a 6% decline. The 
railiil'f was greatest in buildings with two-to-
four units. 

July saw a welcome 2.4% rise in sales of 
single-family homes to an annual rate of 
420.000. That snipped the backlog of new 
homes on the market to 9.1 months at the 
current pace, still a serious overhang. And 
ominously, average new-home prices slipped 
2.7%. Likewise, the existing home market 
weakened as sales sank a whopping 5'7( and 
average sales prices eroded to boot. 

Perhaps a measure of home buyers' distress 
was a 9% jump in mobile-home shipments, 
indicating a desperate scramble for affordable 
housing. Even spending on alterations and 
repairs has been slumping, off 1.3% in the 
second quarter. That suggests family budgets 
are being squeezed to where fixing up the 
home is something that can be postponed until 
incomes rise and interest rates come down. 

modicum of relief from Washington. And our forecast sees 
about 200,000 additional starts in 1982 resulting from All 
Savers certificates. That may appear modest, since the pro
gram is seen garnering about $125 billion. But only about 
$18 billion will be new deposits. 

C o n s t r u c t i o n Act iv i ty 
In Thousands of Units/Year 

Change Change 
From From 

8/81 7/81 8/80 Previous Mo. Year Ago 

Private Housing Starts 937 1,049 1.411 -10.7% -33.6% 
Single Family 591 707 971 -16.4 -39.1 
Two-to-Four Unit B Idgs . 84 85 133 - 1.2 -36.8 
Other Multifamily 262 257 307 + 1.9 -14.7 

Total Building Permits 863 913 1,355 - 5.5 -36.3 
Single Family 491 528 840 - 7.0 -41.5 
TWo-to-Four Unit BIdgs. 89 97 133 - 8.2 -33.1 
Other Multifamily 283 288 382 - 1.7 -25.9 

7/81 6/81 7/80 

Private Housing Complet ions 1.294 1,375 1,472 - 5.9 -12.1 
Single Family 834 875 883 - 4.7 - 5.5 
TWo-to-Four Unit BIdgs. 110 122 102 - 9.8 + 7.8 
Other Multifamily 350 378 487 - 7.4 -28.1 

Private Units under Construct ion 829 857 856 - 3.3 - 3.2 
Single Family 468 483 477 - 3.1 - 1.9 
Two-to-Four Unit BIdgs. 59 62 63 - 4.8 - 6.3 
other Multifamily 302 311 316 - 2.9 - 4.4 

Market Act iv i ty 
Annual Rate Change Change 

From Change 
Previous From 

7/81 6/81 7/80 Period Year Ago 

New Single-Family S a l e s ' " 420.000 410,000 625,000 + 2.4 -32.8% 
Average S a l e s Pr ice '" ' $83,600 $85,900 $76,800 - 2.7 + 8.9 

Backlog of New Homes'" 9.1 mo. 9.3 mo. 6.6 mo. - 0.2 mo. + 2.5 mo. 
Exist ing Home Sales'" ' 2,520.000 : .,660,000 2 ,920.000 - 5.3 -13.7% 

Average S a l e s Price""' $79,100 $79,900 $75,700 - 1.0 + 4.5 
Mobile Home Shipments '" 268.000 246,000 207.000 + 8.9 +29.5 

1981 1981 1980 
2nd Qtr. l 8 t Qtr. 2nd Qtr. 

Spending on Home Repair, 
E t c . (Bi l l ions/year) '" $45.1 $45.7 $43.9 - 1.3 + 2.7 
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INDICATORS continued 

C o n s t r u c t i o n C o s t I n d i c e s 
1967 100 

8/81 7/81 

Change 
From 

8/80 Previous Mo 

Change 
From 

Year Ago 

Producer (Wholesale) Price Index 
All Construct ion Materials'"' 290.6 290.2 271.3 -f 0 .1% + 7.1% 
Asphalt P a v i n g ' " 607.1 608.6 491.7 - 0.2 + 23.5 
Portland Cement'* ' 329.4 329.4 313.1 0.0 + 5.2 
Softwood L u m b e r " ' 347.7 349.0 356.9 - 0.4 - 2.6 
Plywood'" 245.9 248.1 266.0 - 0.9 - 7.6 
Electr ical Products"' ' 247.9 246.4 230.9 + 0.6 + 7.4 

Production Index—Construct ion 
Suppl ies '"* 142.9 143-2 134.1 - 0.2 + 6.6 

Construction Employment(OOO)""' 4.265 4,269 4,324 - 0.1 - 1.4 
Unemployment Rate—Constr . ' " 16.7% 15.0% 17.3% + 1.7 - 0.6 
Hourly Constr. Ea rn ings Index'" 132.0 

7/81 

131.7 

6/81 

122.9 

7/80 

+ 0.3 + 7.5 

New Materials Orders (Millions)"' $12,843 $13,166 $11,423 - 2.6 + 12.4 
Materials Shipments (Millions)'^' $12,702 $12,696 $11,543 0.0 + 10.0 

F i n a n c i a l Act iv i ty* 

7/81 6/81 

Change 
From 

7/80 Previous Mo 

Change 
From 

Year Ago 
Net New Deposi ts , S & L s 

(Millions)'" ($ 5,568) ($ 5,759) $ 961 $ 191 $6,529 
Outstanding S&L Mortgages 

(Millions)'" $ 17,104 $17,923 $17,912 - 4.6% - 4.5% 
Mortgage-Backed S e c u r i t i e s — 

S & L s (Millions)'" $30,203 $29,628 $23,064 + 1.9% + 31.0% 
Net New Deposits—Mutual 

Sav ings B a n k s (Millions)'^' ($ 1.900) ($ 1.392) $ 246 ($ 508) ($2,146) 

8/81 7/81 8/80 
Effective Mortgage Commitment 

Rate (Convent., 25-yr., 75%)'" 17.27 -̂'o 16.9e!'o 12.52% + 0.31 +4.75 
Atlanta 17.48 16.56 12.39 + 0.92 t 5.09 
Boston 17.57 17.40 12.81 + 0.17 + 4.76 
Chicago 17.64 17.47 12.13 +0.17 + 5.51 
Dallas/Ft. Worth 16.57 16.52 12.64 -^0.05 • 3.93 
Denver 17.22 17.14 12.26 + 0.08 t4.96 
L o s Angeles 17.36 17.13 12.77 +0.23 + 4.59 
Miami 17,40 16.98 12.79 + 0.42 +4.61 
Washington, D.C. 17.41 17.09 12.78 + 0.32 1 4.63 

Ginnie Mae—8% Futures 
C o n t r a c t — % Yield ' 

9/82 3/82 9/81 

16.144 16.218 16.311 -.074 - . 1 6 7 

G e n e r a l E c o n o m i c Ind ica tors 
C h a n g e 

From 
8/81 7/81 8/80 Previous Mo. 

Change 
From 

Year Ago 
U.S. Industrial Production Index 

(1967= 100)'-" 152.8 153.4 142.2 - 0.4% + 7.9% 
Personal Income 

(Billions)'" $2,445.8 $2,419.0 $2,179.4 + 1.1 + 12.2 
S a v i n g s Rate ' " 5.4% 5.4% 6.1% - 0.0 - 0.7 
Total Employment (Miiiions)'" 98.944 98,962 97,003 0.0 2.0 
Unemployment Rate" ' 7.2% 7.0% 7.6% + 0.2 - 0.4 
Wholesale Pr ice 

Index (1967 = 100)'"* 296.2 296.0 273.8 + 0.1 + 8.2 
Retail S a l e s (Billions)'" $87,690 $87,131 $79,829 + 0.6 + 9.8 
Domestic New Car S a l e s 

(millions/year)"'' 8.162 5.886 6.649 + 38.7 +22.8 

7/81 6/81 7/80 

C P ! (1967 = 100) 274.4 271.3 247.8 + 1.1 + 10.7 
CPI - Home Ownership 358.0 350.4 315.4 + 2.2 + 13.5 

S o u r c e s : (1) Chicago Board of Trade; (2) Electrical Marketing Newsletter; (3) Federal Home Loan Bank Board; 
(4) Federal Reserve Board; (5) National Association of Mutual Savings Banks; (6) National Association of Realtors; 
(7) U.S. Department of Commerce; (8) U.S. Department of Labor. All data seasonally adjusted unless marked by ari 
asterisk ("). In most c a s e s latest figures are preliminary, witti revisions shown in next month's table. 

A bittersweet benefit to housing's debacle 
is a moderation in the cost spiral for construc
tion materials and supplies. The wholesale 
price index for construction goods declined 
by 0.2% in August after sea.sonal adjustment, 
though there was a 0.1% rise before adjust
ment. Prices for softwood lumber, plywood 
and asphalt products weakened. But plastic 
construction goods advanced a hefty 1.3'J{. 
reflecting higher resin prices. 

Unemployment in construction jumped lo 
16.7%' in August from . 

Building trades jobs edged down 0.1%. 
The dearth of jobs injected a sensible note 
into wage demands, and hourly earnings in 
construction increased by only 0.3'X during 
August. Over the past 12 months, hourly earn
ings in construction have risen 7.5%, com
pared to 9.4% in manufacturing. Industry 
suppliers are also sharing in the down market 
as factory orders for construction materials 
fell by 2.6% in July, prompting a 0.2'X reduc
tion in output during August. 

Despite all the doom and gloom, forces arc 
gathering to alleviate the pressure on housing 
finance. To be sure, the outflow of deposits 
from thrifts in July was horrendous. And 
mortgage rates posted new records in early 
August. But the money-rate spiral has 
slowed. And the latest events point to u reso
lution of the conflict between the White 
House and Wall Street. 

The President has started to apply his scal
pel to the much-cherished military budget. 
And Congressional supporters of the 
President have started to cajole and coerce 
Wall Street to lower rates. More substan
tively, the Federal Reserve has lowered the 
critical federal-funds rate a notch and money 
supply growth has come reasonably in line 
with the Fed's targets. 

Don't expect an abrupt decline in interest 
rates, but the end to the spiral alone will help 
housing. In addition, the Administration is 
toying with some new devices to bring rates 
down — an outright moratorium on Treasury 
Department borrowings in the long-term 
market and the issuance of gold-backed 
bonds. Not that these gimmicks would per
manently lower rates, but at least they might 
bring some temporary relief. 

Again, intermittent signals of weakness are 
showing up in the economy. In August, indus
trial production fell by 0.40^ and the unem
ployment rate rose; retail sales managed : 
paltry 0.6% rise after falling in July. And. ii 
fact, government economi.sts now echo ou 
forecast of a 0.5% rate of decline in real gros; 
national product in the third quarter. 

Still, there simply is not the kind of weak
ness around to deflate credit demands and 
interest rates quickly. Personal income 
climbed 1.1% in August and domestic auto 
sales jumped nearly 40% on dealer rebates. 
Moreover. October marks the first installment 
of the Reagan tax-cut program. That will lift 
personal income still faster and further stave 
off recession. Couple income growth with 
abating inflation — wholesale prices rose a 
seasonally adjusted 6.3% in August — and 
real incomes will be advancing. That prom
ises increased demand for housing, which 
melds nicely with the influx of All Savers 
deposits to thrifts. Thus, despite still lofty 
interest rates, homebuilding will start to re
cover in the fourth quarter. 
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NEWS 

Will the tax bill revive housing? 
The tax bill signed by President Rea
gan in August has raised hopes of a 
deposit bonanza for the nation's thrif t 
institutions. I f this happens, it could 
make more money available —and per
haps lower cost money—for housing in 
the years ahead. 

Two parts of the new law offer 
promise. Depository institutions get an 
attractive new instrument in the tax-
exempt A l l Savers certificates, which 
may be sold from Oct. 1 through all of 
1982. And tax-deferred retirement 
account.s stand to gain both in the 
amount of money deposited and in the 
number of people who are permitted to 
set up such accounts starting next 
year. 

How much money will the tax law 
affect? Some estimates see $250 bil
lion flowing into the A l l Savers certifi
cates (although much of it from exist
ing deposit accounts). And most esti
mates see at least $7 billion in new 
money in the retirement accounts by 
the end of next year. Beyond that, 
there's a strong possibility of much 
greater increases in retirement depos
its—which could aid housing. 

All Savers excitement. For obvi
ous reason, banks, savings and loans, 
mutual savings banks and credit 
unions are focusing attention on the 
Al l Savers certificate first. The object 
of the certificate is to provide the 
beleagured thrifts, in particular, with a 
low-cost source of money, most of 
which in turn would be directed to 
housing. The gimmick that makes it all 
work is the tax exemption for up to 

$1,000 per-taxpayer in interest earned 
on the certificates. 

Because of this exemption, persons 
with adjusted gross incomes of as little 
as $21,000 on their tax returns could 
be better off this year with the new 
one-year certificates—which pay 70% 
of the yield on one-year Treasury 
bills —than with taxable deposits yield
ing market rates, an analysis by Wells 
Fargo Bank shows. Since there are 
more than 20 million households earn
ing at least that much, the certificates 
could potentially raise a huge pool of 
funds. 

For depository institutions, the 
beauty of the certificates is that they 
can attract money at a lower cost. The 
12.6% payable on A l l Savers in Octo
ber, for example, was well below the 
nearly 16% being paid in early Sep
tember on the pKDpular six-month mon
ey-market certificates. These certifi
cates now make up about 40% of all 
deposits held by thr i f t institutions. 

Allan G. Bortel. an analyst with the 
securities f i r m of Shearson Loeb 
Rhoades Inc.. estimates that half of 
the $208 billion held in six-month 
money-market certificates at savings 
and loans could end up shifting into 
Al l Savers. That large a shift would 
save the S & L S some $4 billion in their 
cost of raising money. James W. 
Christian, chief economist of the U.S. 
League of Savings Associations, esti
mates that thrifts will get about half of 
the $250 billion he expects to be 
placed in A l l Savers certificates. He 
also expects the certificates to return 

the industry to a break-even point 
after having suffered many months of 
sizable losses. 

A l l Savers certificates are not 
expected to promote a new savings 
bonanza. They will probably not gen
erate more than $50 billion or so in 
new money for banks and thrifts. 
Although $50 billion is a significant 
amount of money to the thrif t indus
try, what's most important is that A l l 
Savers will lower the cost of attracting 
new money, and direct most of that 
money toward housing. 

Rate uncertainty. It's unclear how 
much of the savings in the cost of 
raising funds will be passed along by 
the thrifts to their mortgage borrow
ers. Plainly, the thrifts' first priority— 
as Congress intended —wil l be to shore 
up their balance sheets. 

But they may feel pressure from the 
healthier segment of the banking 
industry to lower mortgage rates — 
depending on how much the commer
cial banks reduce their mortgage rates 
with their A l l Savers money. In the 
estimate of Jack Carlson, chief econo
mist for the National Association of 
Realtors, the A l l Savers certificates 
could bring rates down by as much as 
three percentage points from where 
they would be otherwise. 

But no matter what happens to 
mortgage rates, the certificates are 
bound by law to help housing. Con
gress stipulated that 75% of the net 
gain in new savings due to A l l Savers 
deposits must go to support housing or 
agriculture. Continued on page 20 

Hov, The Haw Tax Law Affects Some Key Savings Instruments 

Instrument Description 
Current 
Law Limit 

New 
Law Limit Effective Date 

Projected Gain 
In Deposits ' 

All Savers 
Certificate 

One-year certificate 
providing tax-free interest 

Nonexistent $1,000 of interest 
per taxpayer 

Oct .1,1981— 
Dec. 31,1982 $250 Billion 

Individual 
Retirement 
Accounts" 
(IRAS) 

Tax-deferred interest and 
pnncipal (now mainly 
available to persons 
without pension plans) 
would be expanded to 
cover most workers and 
their spouses 

Generally $1,500 
investment 
annually per wage 
earner 

Generally $2,000 
investment 
annually per wage 
earner 

Jan. 1.1982 N 

• $7 Billion 

"Keogh" 
accounts 

IRAS for self-employed 
persons 

Generally $7,500 
investment 
annually per wage 
earner 

Generally $15,000 
investment 
annually per wage 
earner 

Jan.1,1982 

J 

•u s LEAGUE OP SAVINGS ASSOCIATIONS ESTIMATES FOR DEPOSITORY INSTITUTIONS' GAIN THROUGH 1962 

HOUSING/OCTOBER 1981 19 



NEWS/MOBILE HOMES 

Questions again on fomialdehyde in mobiles 
Worries about formaldehyde are in the 
air again. This time the Department of 
Housing and Urban Development is 
proposing to regulate the construction 
of mobile homes, in response to com
plaints that they may be hazardous to 
your health. 

At issue is the suspected danger of 
formaldehyde-fume emission from ply
wood and particleboard glues—a phe
nomenon called "formaldehyde out-
gassing." Some mobile home buyers 
have gone to court and won damage 
cases against such industry giants as 
Fleetwood. 

Holt Blomgrcn is president of the 
National Manufactured Housing Fed
eration, which represents mobile home 
dealers. He says that dealers, as well 
as manufacturers, have been sued by 

owners complaining of irritation from 
formaldehyde fumes. "The complaints 
seem to be increasing," he says. 

Federal notice. In response to spe
cific requests it has received from the 
N M H F , from state officials of Wiscon
sin and Texas, and from others, H U D 
published in the Federal Register of 
Aug. 28 a "Notice of Proposed Rule
making." This notice asks for sugges
tions as to whether H U D should start 
the long process of issuing a regulation 
on formaldehyde in mobile homes, and 
if so, what kind of regulation. The 
deadline for comments is Oct. 27. 

The Manufactured Housing Insti
tute, representing mobile home manu
facturers, takes i.ssuc with the state
ment in the H U D notice that "some 
medical evidence exists" showing that 

the fumes had an adverse effect on a 
mobile home resident's health. 

The Institute also "vehemently op
poses" a standard using measurements 
of formaldehyde in the ambient air in 
a mobile home to determine whether it 
is safe to live in. Instead, the associa
tion would prefer a standard requiring 
producers of plywood and other build
ing materials to use low-emission 
adhesives — i f one is adopted at all. 

Industry spokesmen acknowledge 
that one of the problems of mobile 
homes is that they tend to be more 
air-tight than site-built houses. But. 
spokesmen also argue that it is technic 
cally difficult to measure concentra
tions of formaldehyde in a home, once 
it has been lived in. 

- D . O . L . 

Tax bill continued from page 19 

Snares. There are a couple of 
snares in the stipulations, however. 
First, the phrase "net gain" does not 
refer to every dollar of deposits origi
nating in an A l l Savers certificate, 
notes Robert J. Hutchinson, vice presi
dent for marketing at Manufacturers 
Hanover Trust Co. He explains that i f 
a depositor shifts $10,000 from a six-
month money-market certificate into 
an Al l Savers certificate, the bank 
would not be required to do any hous
ing-related new lending —because 
there would be no net gain in savings. 

Another snare to be aware of is that 
"housing" is broadly defined in the 
new tax law. Second mortgages, home-
improvement loans and Ginnie Mae 
pass-through securities all count 
toward the lenders' housing quotas— 
and these might not contribute to new 
construction. 

Nevertheless, most analysts expect 
Al l Savers to have a discernible—and 
beneficial —impact on housing. Mich
ael Sumichrast, chief economist for the 
National Association of Home Build
ers, estimates Al l Savers will stimulate 
an additional 200,000 starts over the 
next two years. 

Retirement account growth. The 
impact of new rules on retirement 
accounts is not as clear as it is with the 
A l l Savers certificates. Although ini
tial dollar projections are modest in 
comparison with those for A l l Savers 
gains, many analysts suspect that the 
retirement accounts could eventually 
become a major source of funds for 
housing finance. 

"This is the real sleeper in this 
year's tax b i l l , " says the U.S. League's 
Christian. " I think the I R A S are going 

to be big—maybe not this year, but in 
time." 

" I R A " is short for Individual Retire
ment Accounts, which were first 
authorized in 1974. Under the old 
rules —which expire next Jan. I—the 
accounts permit certain individuals to 
set aside up to $1,500 per person, or 
$1,750 for workers with nonworking 
spouses. Qualified persons are those 
without a government-approved retire
ment plan, or those with an outside 
income. 

Taxes are deferred on both the mon
ey set aside and on the interest earned 
until the individual retires and presum
ably has a lower tax rate than when he 
or she was working. Similar accounts, 
called Keogh accounts, exist for self-
employed persons, and permit contri
butions of up to $7,500 a year. 

Citibank estimates that 55% of all 
workers were eligible under the old 
rules. Many of them presumably had 
small outside incomes that provided 
little incentive to open the accounts. 
But only 8% of those eligible took 
advantage of the I R A and Keogh provi
sions. S & L deposits in the retirement 
accounts amounted to about $7 billion 
at the end of last year. 

Based on those figures, the Treasury 
and most other analysts have con
cluded that another $7 billion could 
flow into those accounts when the new 
rules become effective Jan. 1. 

New rules. But past experience 
isn't a good enough guide to predicting 
the future of retirement accounts. 
There are good reasons to expect far 
more than $7 billion in new money to 
flow into the I R A S and Keoghs. 

Under the new rules, virtually every 

wage earner is eligible to open an I R A 
and deposit up to $2,000 a year in it. 
Workers with a non-working spouse 
may deposit up to $2,500. And the 
ceiling on Keogh contributions will rise 
to $15,000 —twice the old limit. 

Leon Taub. tax and budget analyst 
at the consulting firm of Chase Econo
metrics, says he expects much larger 
participation under the new rules, and 
not just because they are more liberal. 
He points out that I R A S are now being 
on"ercd to a class of taxpayer with 
more discretionary income and a high
er tax bracket. I f the participation rate 
were to rise to 20% for the new 
group—a figure Taub considers within 
reason —the retirement accounts could 
generate $16 billion a year in new 
savings money. 

Competition. Savings and loans, of 
course, would have to compete for that 
money against commercial banks, mu
tual funds, insurance companies, and a 
host of other bidders eager to get a 
piece of the pie. And the success or 
failure of the S & L S in that competition 
would go far toward determining 
whether or not the money would even
tually go to housing, since the thrifts 
remain the single biggest source of 
housing investment. 

But even if substantial portions of 
the retirement account money goes 
into institutions other than S & L S , the 
money could still wind up in mort
gages. Why? Because retirement ac
count dollars represent long-term mon
ey. And. as such, they would be an 
ideal candidate for investment in long-
term assets—such as 30-ycar mort
gages. — G . D A V I D W A L L A C E 

McCraw-Hill World Neva's. Washington 
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New-
Wind Ridge Sidii^ 
makes selling homes 

a breeze. 

New Wind Ridge'" siding 
helps sell new homes for you. 
because it's got the built-in curb 
appeal to stop people in their 
tracks. 

Wind Ridge is the new 
textured hardboard siding from 
Champion® with the look of 
deeply textured, weathered 
jjlanking. Its unique groove and 
woodgrain design creates the 
appearance of varying plank 
thickness for a dramatic visual 
effect. 

Wind Ridge panel siding is 
available with a special factory 
two-tone prefinish to heighten 
its deep woodgrain texture. Or 
primed and ready to paint or 
stain. 

It also comes factory primed 
in fast installing 16' lap siding to 
save you time and money. 

And of course. Wind Ridge 
has the same durability of all 

' l ^ - f : J: ' I 
rr. . . 

our hardboard 
textured sidings. It 
resists denting, and saws with a 
minimum of splitting and edge 
chipping. 

For more information on 
Wind Ridge and all our other 
fine sidings, contact your local 
Champion dealer or your 
Champion Sales Office. 

Champion 
Champion International Corporation 
Building Products Division 

© 1981 Champion International Corporation 
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NEWS/WASHINGTON 

Squall warnings over island development 
How new coastl ine housing is under threat from budgetary storms 

The National Association of Home 
Builders is pitted against a tidal wave 
of opposition in its drive to save some 
S200 million in housing-related subsi
dies. The federal grant programs sup
port housing development in one of the 
nation's fastest growing areas—the 
barrier islands stretching across the 
coasts of 16 states from Maine to the 
tip of Texas. 

Already, a ban on federal flood 
insurance for any newly constructed 
buildings has been set to start Oct. 1, 
1983. This ban was an early victory of 
the anti-development block in Con
gress, which forced the ban into the 
budget reconciliation bill President 
Reagan signed Aug. 13. 

The opponents of barrier develop
ment argue thai flood insurance claims 
from hurricane and storm damage on 
the coastal islands have recently cost 
the Treasury hundreds of millions of 
dollars. Premiums paid cover only 
about 25% of the claims paid out. So 
premiums are being raised. 

However, the ultimate goal of the 
anti-development coalition —an unusu
al mix of environmentalists, existing 
property owners, taxpayer groups, 
budget cutters, and fish-and-wildlife 
enthusiasts—is to stop $200 million or 
so in federal grants to local jurisdic
tions each year. These grants help 
build bridges, sewer and water systems 
and other facilities that make develop
ment economically feasible. 

Hearings on bills have already been 
held this year in both the House and 
Senate. In opening hearings on his 
"Coastal Barrier Resources Bi l l . " Sen. 
John Chafec (R.-R.I.) said. " I t makes 
no sense for the federal government to 
be in the business of subsidizing devel
opment in these volatile areas." 

The builders see it difi'erently. Says 
Scott Slesinger. assistant legislative 
counsel for the N A H B . "This is upside 
down. Federal money followed the 
people —not the other way around." 

Destructive fury. The alTected low-
lying islands and sandspits from Maine 
to the Mexican border are exposed to 
the destructive fury of the hurricanes 
and tropical storms that sweep out of 
the Caribbean on the average of two a 
year. But this hasn't stopped develop
ers who cater to an affluent market 
hungry for oceanside recreation and 
investment. As a result, these regions 
are among the fastest-growing in the 
nation —and are being "urbanized" at 
about twice the national rate. 

The availability of federal flood 
insurance at subsidized rates since 

1968 has proved a boon since it has 
shifted much of the financial risk 
inherent in coastal real estate from the 
investor onto the U.S. Treasury. 

A t present, about 6,000 acres a year 
are being developed in these hazardous 
regions, according to Interior Depart
ment studies. Rough calculations sug
gest that translates into at least $2 
billion a year of new construction, 
based on medium-density zoning. 

Short-term stimulus. Environ
mentalists worry that the flood insur
ance cutoff date two years hence may 
have the opposite elTect from what was 
intended. 

David Strouss, director of a group of 
Massachusetts coastal communities, 
says, "Many of the coastal communi
ties have expressed concern that there 
will be a boom in development... be
tween now and that date." 

And Richard Delaney, chairman of 
the New York-New England coastal 
task force, says he expects develop
ment "to be accelerated" as the insur

ance cutoff approaches. 
But it is not only environmental 

concerns that are having an impact. 
The budgetary arguments are being 
voiced in Congress, and these argu
ments carry weight. 

Rep. Thomas R. Evans. Jr. (R.
R.I.), said while introducing a bill 
identical to Chafee's, that under pre
sent policies, the cost to the govern
ment of grants and loans "to develop 
only half those areas presently not 
developed, will range from $4 billion to 
$11 billion over the next 20 years. 

"These are not one-time costs," 
Evans said. "Taxpayers' dollars subsi
dize development, a hurricane wipes 
an area clean, the government provides 
assistance to rebuild, and the cycle 
begins again." 

The Chafce-Evans legislation would 
not affect grants for energy facilities, 
existing channel improvements, public 
roads and other military or public-
service facilities. Nor would policies of 

Continued on page 24 

Representative Examples of Atlantic 
and Gulf Coast Barrier Islands 

Number Total 
State of Islands Acreage 
Alabama 5 28,200 
Connecticut 14 2,362 
Delaware 2 10,100 
Florida 80 467.710 
Georgia 15 165,600 
Louisiana 18 41,120 
Maine 9 2.640 
Maryland 2 14,300 
Massachusetts 27 37,600 
Mississippi 5 9.500 
New Hampshire 2 1.100 
New Jersey 10 48,000 

New York 
North Carolina 

15 
23 

30,310 
146,400 

Rhode Island 6 3,660 
South Carolina 35 144,150 
Texas 16 383,500 
Virginia 11 68,900 

18 Slates 295 1,605,152 

Mass.i \ 
R.I. 

Conn...j^ 

Penn. 
, Del 

\ / Miss. \ I 
\ K , r 
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Aiouivt the Countersaver ""microwave oven 
ver the range. No need to dvainge your plain 

It cooks. It vents. It lights. 
A 3-in-1 solution fort t iose who want built-in selling points without 
built-in revisions. 

Hotpoinfs Countersaver" oven is everything you might expect 
from a microwave oven and a lot more. It defrosts and cooks by time 
or temperature. Removes kitchen smoke and fumes with a 2-speed 
exhaust vent. And lights the cooktop with a full-length fluorescent 
lamp. Resourceful. 

But for builders and remodelers, that's only part of the good 
news. Now a standard range installation can be transformed into a 
microwave cooking center even in small kitchens. Just mount the 
Countersaver'" oven in its own sleeve — against the wall, above an 
island or over a peninsula. The 30 inch unit replaces the range hood 
and can be offered as a standard or optional feature. 

Choose the solid-state control oven with electronic readout 
(RVfVI54, shown above), or the popular RVM43 model (shown below). 

Either way. Hotpoint Customer Care* service can handle 
repair problems with prompt dependable service. 

The Countersaver'" 
microwave oven by Hotpoint 
— for the buyer's changing 
ifestyle and the builder's 

changing market. 
Call your local 

Hotpoint Contract Sales 
Representative today. 
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SCfUall warnings continued from page 22 

the Flood Insurance Administration 
already in force be alTectcd. 

And Evans points out that in the 
legal sense, the removal of federal aid 
will not obstruct local efforts to devel
op barrier islands. "The bill would not 
pre-empt local government zoning and 
permitting authorities, nor prevent a 
private landowner from spending his 
own money for developing his property 
as he pleases. But this development 
should not take place at the expense of 
the American taxpayer." 

Construction safety. Speaking for 
N A H B , W. Allen Ball, vice president of 
the company developing Kiawah Is
land, South Carolina, told a House 
interior subcommittee that one prem
ise of the bill is "safe construction 
cannot occur on barrier islands." 

This means, he said, that a ban on 
federal grants and flood insurance 
would discriminate against property 
owners on islands that are "stable and 
less susceptible to environmental dan
gers, compared to even mainland 
development." 

Another sore point of developers has 
surfaced on Interior's maps designat
ing which barrier lands are to be ruled 
"undeveloped" and thus ineligible foi 
flood insurance after October, 1983. 

Presumably these maps would also 
determine which acreage is to be cut 
off from federal grants, i f the Chafce-
Evans bills pass. 

Interior already has one such set of 
maps (see illustration, page 22) of 125 
separate undeveloped areas totalling 
463,621 acres on an estimated beach 
length of 586.7 miles in 15 states (nei-

Wrecked coastal housing: Should the 
Treasury still finance storm insurance? 

ther New Hampshire nor Maryland 
have any islands classified as undevel
oped). The maps are being reviewed by 
governors and local officials for com
ment. 

In writing the House-Senate report 

on the budget reconciliation bill , con
ferees said that "a coastal barrier or 
portion thereof shall be treated as 
undeveloped only i f there are few peo
ple-made structures, and human activ
ities do not impede geomorphic and 
ecological processes." 

The vagueness of this language 
guarantees a rush of lobbying since the 
stakes are millions of dollars of poten
tial profits to be made or lost, depend
ing on whether a prime piece of barrier 
land is "developed" or "undeveloped." 

Reduction. A consultant to the-
Interior Dept. says i f the Chafee-
Evans bill gets far enough in Congress, 
the 464.000 undeveloped acres on Inte
rior's present maps could well be whit
tled to half. Many congressmen and 
senators will logroll to get the most 
they can for their constituents. This is 
part of the price proponents may have 
to pay to get the bill passed. 

As yet. the Reagan administration 
has not taken a public position. Sen. 
Chafee, as chairman of an environ
ment and public works subcommittee, 
has been seeking Interior Secretary 
James Watt to testify at hearings Cha
fee wanted to hold in late September. 

— D O N A L D O. L O O M IS 

McGraw-Hill World News. Washington 

THE 
GREENKEEPER 
Mic rophor ' s two-quar l f lush toilet lets you keep m o r e 
of your own g r e e n . M o n e y . Cons ide r the t r e m e n d o u s 
cos ts o l p u m p i n g wa te r th rough an of f ice bu i ld ing . 

^ ^ ^ ^ ^ Or h o w excess i ve 
^ ^ ^ ^ f lush wa te r con thbu tes s ign i f icant ly 

to esca la t ing s e w a g e cha rges . 
^ L ^ ^ ^ B e c a u s e the air ass is ted 

Ml(:iO|)ll>ii l i i l lc l I (••(ll!(-(!:, 
f lush water volume? i i |) 

^ ^ s J ^ ^ ^ ! ? ! ! 9 lo 90%. it 's a su re w a y for 
9 you to real ly save o n 
W wa te r , s e w a g e a n d energy 

cos ts . Easi ly insta l led as 
ohg ina l e q u i p m e n t or 
retrof i t ted to ex is t ing 

452 East Hill Road • P 0 Box 490 
Willil;;. CA 9M90 • 707 459-556.3 
rclex 330470 

Iciiih Motal I'mdiicLs. Lid. 
101 Brooksiile Siteol 
London. Onlatio N6A 4Y3 
519 433 1 757 • tolox 0647211 

. s t o c k \ » » / 
i n ^ ^ e r i c a . 

n i l A public service of this puMlcalion 
;5JJ end The Advertising Council. 

YOU CAN BUILD FOR 
MORE PROFIT WITH 
HEAT-CIRCULATING 

FIREPLACES. 
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Wri te Majest ic 
for all the detai ls . 

iVI4jESTIC 
P.O. Box 800, Huntington. Indiana46750. 
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wall cabinet shelves. Standard all-brass hard-
v̂ âre. Solid oak drawer fronts. All-wood drawers 
on nylon rollers. Sell-closing hinges and many 
new optional convenience features Availability, 
custom appearance, and price make Glen-
wood Two the largest selling cabinet line 
in America. 
Kitchen Kompact cabinets are manuladured to 
stock, not to order. Our warehouse maintains a 
complete and ready inventory of all cabinet 
styles, including the economical Plaza One and 
fine-furniture Richwood. Prompt shipment is 
guaranteed within 2 weeks of order, Glenwood 
Two units are designed for easy installation 
which increases your profits. Time saved is 
money saved. Complete specs are listed in 
Sweet's File 1 l,27b/Kit, Your nearest distributor 
may be found in the Yellow Pages or by calling 
the Sweet's BUYLINE* 800/447-1980. Send $3 
with your name and address for our full" color, 
36 page Cabinet Design Guide, 
Kitchen Kompact, Inc. 
KK Plaza, Jeftersonville, 
Indiana 47130 > ^ 
(812) 282-6681 / t j ^ 
W e d e l i v e i ! 
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NEWS/ENERGY 

Passive solar: It's not exotic anymore 
Passive solar is not only alive and 
well —it's an essential part of doing 
business for builders and rcmodelers in 
the 1980s. That was the gist of what 
close to 350 people heard at Builders 
and Rcmodelers '81, a workshop on 
passive-solar construction held last 
month in Portland, Ore. 

The sponsors of this second annual 
meeting —including N A H B . other in
dustry groups, and Western Sun. a 
Portland-based regional solar informa
tion center —put together presenta
tions on such topics as solar design, 
energy considerations in financing, and 
selling the passive solar subdivision. 

"We knew we were going to draw 
people who already had the basics and 
were convinced that solar works," said 
conference co-chairman Michael Bell, 
who is also N A H B ' S program manager 
for construction. "Our philosophy is 
that passive solar is a business. Build
ers include it because it helps them sell 
houses and makes them a profit." 

Passive orientation. Most of those 
at the workshop were small- and medi
um-volume builders and rcmodelers 
looking for nuts-and-bolts information 
on passive design and construction. 
When asked at the opening session, at 
least half of those present indicated 
they had built fewer than five passive 
solar houses. 

Peter Wormwood of Amreb Co., 
Albuquerque, said his firm has built 

26 active solar houses and is now 
thinking about trying its hand at pas
sive. And Jerry Monti of Apollo Con
struction. Seattle, said he has done 
some passive-solar retrofit and wanted 
to expand the techniques to new con
struction. "The construction details 
some of the speakers are giving are 
important." he said. 

Here are some highlights of the ses
sions at the two-day workshop: 

Design. Passive-solar homes should 
look as much like conventional housing 
as possible, most speakers said. Jim 
Leach of Downing/Leach, Boulder, 
Colo, advised builders to choose local 
techniques and products that have 
proved popular in the past when they 
offer a passive-solar house. " I n a well-
designed passive solar home, the buyer 
should feel like he is getting the solar 
for nothing." he said. 

Financing. John Larsen of Far 
West Federal Savings in Portland said 
he has noticed a rise in delinquencies 
recently, notably among loans that are 
four or five years old. Most were 
caused by the usual problems—second 
mortgages and loss of income. How
ever, some can be blamed on a new 
culprit: high energy costs. 

One way to deal with the new prob
lem Larsen said is for lenders to take a 
house's energy efficiency into consider
ation when evaluating a mortgage 
application. I f they did. more builders 

would build energy-eflficient homes. 
Larsen said he's willing to factor in 
energy efficiency. But i f this is to 
become a nationwide practice, there 
must be a uniform way of rating a 
house's energy efficiency so a lender 
can communicate with the secondary 
mortgage market. 

Woody Leigh. Midland Federal 
Savings and Loan, Denver, said the 
builder has to put pressure on the 
lender to consider passive solar con
struction as well as educate him on the 
technology. The lender, in turn, will 
use the information when selling the 
loan on the secondary market. 

Marketing. Marketing considera
tions for a solar subdivision should be 
no different than those for a conven
tional subdivision. That was the expe
rience of major developers in twelve 
solar subdivisions, according to a sur
vey taken for Western Sun by Man
agement Marketing Associates Inc. of 
Portland. It was found that while pros
pects are interested in solar, they still 
buy a house based more on its price, 
design and location, reported Vice 
President Jamie Mater. 

The study's upshot: Builders featur
ing passive solar should not change 
their target markets or alter their stan
dard designs too drastically. Mater 
said, "It 's a good idea to get your 
introduction to the passive solar sub
division on familiar ground." — F.J.D. 

The cloth roof 
makes its debut 
on Miami mall 
Dated shopping centers are turning 
into prime candidates for renovation 
(see page 53). One such center, the 
Mall at 163rd Street, can claim this 
distinction: When completed next 
year, the mall will be the first public 
structure in the nation to be retrofitted 
with a permanent fabric roof. 

The fabric roof is manufactured by 
Owens-Corning Fiberglas Corp. And 
According to Anthony Belluschi, the 
architect in charge, the new roof will 
reduce the mall's energy costs. 

"The transluscent, coated fabric will 
reflect up to 75% of the sun's radiated 
heat away from the interior," says 
Belluschi, vice president of Charles 
Kober Associates, Los Angeles, "yet it 
will allow enough natural sunlight in 
to support the growth of indigenous 
shrubbery and trees." 

He adds that the reflected heat will 

reduce air-conditioning loads, while 
the natural light will lower daytime 
lighting costs. 

The 60.000-sq.-ft. roof, covering 140 
shops in a 60'X 100' mall, will be fas
tened to two support rails attached to 

the two levels of stores (see scale model, 
above). Support arches will be symetri-
cally spaced along the rails, crossing 
from one side of the mall to the other, 
with the fabric stretched and tensioned 
over arches. — D.G. 
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USS Acrylic Sheet is finding its way 
into more and more bathrooms. 
That's because USS Acrylic Sheet produces a 
finish far superior to anything found in traditional 
plumbingware. Bathroom fixtures like these are 
thermoformed with continuous cast acrylic sheet, 
which allows for seamless, one-piece construction. 
The lustrous surface of USS Acrylic Sheet is hard, 
durable and nonporous. Yet it is warm and smooth 
to the touch, and will remain that way long after 
products made with conventional materials are 
showing their wear. What's more, the surface is 
highly impact resistant, impervious to mildew and 
most solvents, and easily cleaned with water and 
mild household cleaners. 

More and more plumbingware manufacturers 
are now producing tubs, showers, spas, whirlpools, 
luxury tubs, wall surrounds, lavatories and vanity 
tops from beautiful USS Acrylic Sheet. All in a 
rainbow of eye-catching colors. 

If you would like to know more about USS 
Acrylic Sheet, contact Don Bowman at USS 
Novamont, Inc., Subsidiary of United States Steel, 
7350 Empire Drive (E272), Florence, Kentucky 
41042. Phone (606) 283-1501. 

@ THINK OF rr 
AS AN ACRYLIC 
SYMBOLTOO. 

USS Novamont, Inc., Subsidiary ot United States Steel, 600 Grant Street, Pittsburgh, PA 15230 
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NEWS/REMODELING 

^Shotgun' rehab weds HBA with utility 
I t wasn't a shotgun wedding in the 
traditional sense, for no one forced the 
marriage. But the opportunity to join 
hands under one roof just seemed too 
good to pass up. 

Thus began the rehab of a New 
Orleans "shotgun double," a two-fami
ly row house in the inner city Carroll-
ton section. The Remodelers" Council 
of the H B A of Greater New Orleans 
originally conceived the project many 
years ago as a promotion, but it has 
since been embraced by the local 
gas/electric utility, by the city's Di.xie 
Federal Savings and Loan, and even 
by the city itself. 

Joseph L. Ford, the H B A member 
who acted as g.c, said the project was 
intended to show the public quality, 
affordable remodeling, with energy 
retrofit features highlighted. 

This emphasis interested the New 
Orleans Public Service Inc. ( N O P S I ) . 

the city's gas and electric utility. As a 
result, N O P S I will begin a year of ener
gy monitoring, after the house has 
been open to the public from mid-
September to mid-October. 

Half the house has been remodeled, 
with extensive energy improvements, 
while the other half stayed "as is." 
During the energy monitoring, test 
equipment will simulate identical liv
ing patterns in both halves of the emp
ty house. Meters will track energy use 
to gauge the effectiveness of the 
improvements. 

New Orleans architect Bill Glass 
designed the rehab, and he also modi
fied the elevations. The major exterior 
change: moving entrances from the 
front porch to either side, for greater 
privacy. 

Energy features. Most changes 
were intended to improve energy effi

ciency. Besides heavy insulation and 
caulking to plug infiltration gaps, the 
house features advanced energy-con
servation systems. One captures waste 
heat from the air conditioner and recy
cles it into the hot water system. The 
air conditioner itself has a high cner-
gy-efliciency rating ( E E R ) of 9.3. The 
house also has a high-efficiency "recu
perative" gas furnace. 

Some $70,000 worth of imnrove-
ments in materials and labor come to 
more than the $60,000 purchase price, 
says Ford. Costs were covered by sev
eral types of contributions. Eight H B A 

remodelers together cont r ibuted 
$12,000, and the H B A gave $12,000 
more. Twenty donors threw in wall 
coverings, counterlops, ceiling fans 
and other materials. Ford values these 
contributions at about $23,000. 

The S A L ' S contribution; interest-free 
interim and permanent financing, and 
below-market financing to the eventu
al buyer. 

And the city's contribution? Curb
ing its fiscal appetite until the house is 
sold. "New Orleans was kind enough 
to abate taxes in the interim." says 
Pord. — D A V I D G A R F I N K E L 

HI 

Before and after: Plans 
and photos show how 
house was refurbished 
and how entrances moved 
from the front to sides. 
Not shown are extensive 
energy improvements on 
one side, which will be 
tested for efficiency. 

RemodeHng Ixioys ceramic tile sales 
As in building slumps of the past, 
homebuilders around the country are 
turning to alternatives such as remod
eling to keep their businesses going. 
And that upsurge in remodeling has 
been happily noticed by manufacturers 
and distributors of ceramic tile, who 
gathered for the third annual Ceramic 
Tile Distributors' Assn. (CDTA) conven
tion in Washington, D.C. last month. 

The growth of the convention to 
twice last year's size is only one indica
tion that the tile industry is riding high 
on the remodeling wave. 

For example. Fred H . Blackwood of 
Beaver Distributors in Farmington 
Hi l l s . Mich.-ex-pres ident of the 

CTDA—says that in Detroit "residen
tial construction is o f f 86%. But 
remodeling and commercial construc
tion are picking our business up. And 
there's simply a lot more tile used in 
what is being constructed." 

Exhibitors acknowledge that tile is 
enjoying an across-the-board boom in 
popularity in new construction and 
remodeling alike. American Olcan's 
Preston L . McLaurin commented that 
"the biggest change I've seen this year 
is that tile is coming out of the bath
room, and into the kitchen, foyer, liv
ing room, even the bedroom." 

Homeowners' plans to stay in their 
present homes are leading them to 

more conservative choices of the colors 
and styles, say exhibitors. Peter John
son of Summitville Tile. Summitville. 
Ohio reports that "the earthtones arc 
it. the bread-'n-butter colors. Because 
tile is so permanent, no one wants to 
take a chance with a purple floor." 
Thus, exhibitors displayed fewer pat
terned tiles this year, noting that they 
are harder to match with furnishings. 

The general tone of the C T D A con
vention was optimistic. "Sure." con
cluded McLaurin. "the downturn in 
residential construction has afl'ected 
us. But just as in building, i f you're 
depending upon one faction of the 
market, you're in trouble." —J.A.W. 
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KITCHENAID INTRODUCES 
A NEW GENERATION OF DISHWASHERS 

THE KD-20 ENERGY SAVER V. 

U U b V V ii 

The best dishwashers weVe ever mode. 
They use less energy, use less time, use less water. 

New Low Energy Wash Cycle. 
Uses 25% less energy* 30% less time, 30% less water than the Normal 

Wash Cycle it replaces. 
New Erwgy Sever Dry Heot Off Option. 

Just press a button and dishes are gently dried with fan-circulated air. The 
air heating element stays off, further reducing energy consumption. 

New Sure-Temp Woter HeoUng System. 
Automatically heats water in every complete cycle as high as 150° F for 

superior cleaning every time. Your buyers can save even more energy and 
money by setting their water heater 20 °F lower than other dishwasher 

manufacturers recommend and everything will still come out clean. 
New Oukk-QKinge Vori-Front Panel Pock. 

Each new KitchenAid comes with a Stainless Steel Trim Kit and two 
reversible Vari-Front Panels installed one behind the other. Each side is a 

different color. Almond. Harvest Wheat. White. Onyx Black. 
Or you can insert your own custom wood panel to match your kitchen 

design. KitchenAid also offers a variety of Panel Pack Options and Special 
Edged Finishes. 

New Advertising on Network Television, Consumer Magazines, 
and Locally. Biggest Schedule in KitchenAid History. 

Don't settle for less. 
Certainly there are dishwashers that cost less than a KitchenAid. 

But they don't offer you the energy-saving and quality advantages that 
make your homes easier to sell. For more information, see Sweet's Catalog, 

or call your KitchenAid Distributor. 

•Based on current Department of Energy test procedures. 

KnCHENAID. DON'T SETTLE FOR LESS. 
Hobart Corporation, Troy, Ohio 45374 
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SPEAKING OUT 

Bureaucrats 
are to blame for 
the high cost 
of housing 
Today's inffkited price tags come 
more from inequitable zoning 
and over-regulation than the 
cost of money, kmd and materials 

Some 15 years after building a .small 
garden apartment project in Phoenix in 
1949. Robert Lu.sk had pyramided a 
specialization in multifamily. for-sale 
housing into a .six-state operation. Hav
ing introduced the co-op apartment con
cept to St. LjOuis. Tucson. Indianapolis 
and Albuquerque, in 1965 Lu.sk consoli
dated his operations in the Northeast. 

Since then Lusk Corp.. Stanford. 
Conn., has concentrated on for-sale town-
houses and apartments in New York and 
Connecticut. Present jobs include three 
communities in New York State—a 300-
unit condo in Lewisboro. built under 
inclusionary zoning [HOUSI.W. July]; a 
143-unit condo in 0.ssining: and 85 town-
houses in Eastchester. 

Soaring interest rates, inflated land 
values and accelerated costs for mate
rials and labor have traditionally been 
cited as the prime reasons for the 
astronomical rise in house prices in 
recent years. 

While these economic factors have 
indeed risen significantly, they pale in 
comparison to the worst offenders of 
all—over-regulation of the building 
process and inequitable zoning. 

This widespread bureaucratic tam
pering results in the unnecessary 
expenditure of millions of dollars by 
the industry every year. It is directly 
responsible for house prices that are 
double what buyers should be paying. 

Twenty years ago, the industry 
could provide new homes for 50% of 
our population. Today, fewer than 10% 
can qualify for a new hou.se. This 
decrease cannot be entirely attributed 
to inflation. To a large degree, it is the 
fault of municipal authorities who, for 
political or popular considerations, 
seek to control the amount of housing 
built in their communities. 

When we went into business 30 
years ago. roughly 70 cents out of 
every sales dollar was allocated for 
hard costs—costs for materials, labor 
and other factors directly related to 
construction. By 1970. tho.se costs had 
dropped to only 55% of the sales dol
lar. Today, for every dollar that the 
homebuyer is charged, only 35 cents 
actually goes into the construction of 
his house. And there is no evidence 
that we've yet reached bottom. 

Where is the rest of the buyer's 
dollar going? Sadly, to cover man
dated expenses for such things as envi
ronmental impact studies, redesign 
and re-redesign of plans submitted to 
planning or zoning boards, excessive 
land development regulations and con
trols, legal counsel to help gain approv
als from a tangled morass of govern
mental agencies, and carrying charges 
resulting from long delays in the con
struction process. 

It is not uncommon today for build
ers to carry land as long as ten years 
before approvals are obtained from all 
the regulatory bodies that have been 
imposed upon the housing industry. 
Using a conservative interest rate of 
15% annually on a $1 million land 
purchase. $1.5 million would be added 
to a builder's developmental costs over 
a ten-year approval period. 

So instead of apportioning $1 mil
lion in land costs among his units, a 
builder must allocate $2.5 million i f he 
is forced to spend ten years getting 
approvals. That's $1.5 million his buy
ers absorb in higher prices, with noth
ing tangible received in return! 

Unfortunately, that's only part of 
the picture. The costs of environmental 
impact studies required by almost 
every planning board today can run 
anywhere from $ 100.000 to $200,000. 

Repeated changes in design —often 
inconsequential details—can cost tens 
of thousands more in extra engineering 
and architectural fees. The need for 
legal specialists qualified to cope with 
the vagaries of governmental agencies 
can boost builder costs astronomically. 
And. of course, with the cost of hous
ing greatly inflated (even without 
these extras) a builder must spend 
more than he normally would on 
advertising and public relations to 
attract an understandably resistant 
public —money that also is inevitably 
rcnccted in the final prices. 

This is not to say that the building 
process should be free from all regula
tion. Obviously, we need sound codes 
and rea.sonable subdivision standards 
to protect buyers and the community 
from unscrupulous developers. 

Bui today's excessive housing prices 
aren't due lo efforts to insure quality 
construction. Rather, they arc caused 
by a short-sighted, "no-growth" atti
tude on the part of zoning and plan
ning officials who are encouraged to 
pursue a strategy of harassment by 
residents concerned with the alleged 
over-development of their community. 

These residents, who always want to 
be the last to move into their towns, 
apparently wish to bring about long 
delays in the hope that builders will be 
forced to abandon their elTorts. And. 
such efforts have caused a number of 
developments to fail in midstream. 

But in the desire to "protect" their 
communities from any new develop
ment, these residents are perpetrating 
an injustice on the home-buying pub
lic. For their no-growth policies deny 
housing to people who badly need it. 
They are crippling an industry that has 
the potential of contributing substan
tially to our nation's economic recov-
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Building 2,166 units in six years 
has demanded a cabinet 
manutecturer that c:an Iceep pace. 
Scheirich has done it 
with quaiity cabinets and 
^ • ^ . . • i f Y ^ ^ ^ I a I I I I " George Smith, Vice-President 
V / l I I I I It? UCjI IVt?! y . Cloverleaf Properties 

m Indianapolis. Indiana 

With all the rental units we've been building, 
we've needed not only good-looking cabinets, 
but well-constructed cabinets as well. And 
just as important, we've needed them on the 
dates we've specified. With Scheirich cabinets 
and their distributor. Phil Trimpe Associates 
here in Indianapolis, we've had both. 

"I've looked at a lot of cabinets and Scheirich's 
Gardencourt line is the best cabinet for our 
units. Why? Because we've had very few call
backs, and that's something I can't say about 
other cabinet suppliers we had before Scheinch. 

"And with the number of units we build, the 
cabinets have had to be there. Scheirich and 
Trimpe have never let us down. 

"The advantages of Scheirich haven't stopped 

with the construction end of things either. The 
Gardencourt cabinets have a vinyl covering 
that we've found really protects and maintains 
the cabinet finish long after the apartments 
have been rented, not to mention during 
construction. 

"Quite frankly, I believe the good looks of 
Scheirich cabinets have really helped rent the 
apartments for us. And that's what it's all 
about, isn't it." 

SCHEIRIGH 
FINE FURNITURE FOR THE KITCHEN AND BATH 

uiiu M.IIK :'|!>iiraiiii 

One ol the leading multi-tamily development lirms in the Midwest. Cloverleal Properties specializes in the construction ol v/ell-buill 
middle-income rental units. Most complexes are m Indiana, but Cloverleal also has built developments in Missoun. Illinois. West Virgin
ia. Florida and North Dakota Units range in size from one and two bedroom apartments to two. three and four bedroom townhouses. 
Currently four projects are under construction totaling 275 units with Scheirich cabinetry used throughout. 
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cry. And they arc lying up funds for 
other projects badly in need of financ
ing at a time of very tight money. 

To better comprehend the negative 
ctTect of municipal harassment on the 
construction process, let's consider a 
condominium community recently de
veloped by our compan\ 

It took no less than eight years from 
our purchase of the land to obtain the 
necessary approvals from local and 
state agencies for our zoning change, 
our site plan, our environmental 
impact staicmcni. our architectural 
designs and our amenities package. 
This added over $1 million in carrying 
charges to our eventual pricing struc
ture: In the early years we were paying 
97o interest for option renewals on the 
land: later we were charged three 
points above prime (l2''V-24'' ) lo car
ry the property. 

But that's only the beginning. For 
instance, we were required by the local 
planners to prepare a comprehensive 
600-page environmental impact study 
that added approximately $200,000 
more to our costs. In compiling this 
document ourselves— we'd have spent 
another $100,000 using a research 
consultant —we uncovered two dis
heartening surprisLs: 

• At least half of the material that 
went into our report had already been 
published-in U.S. soil conservation 
reports, irafiic and school impact stud
ies and in the environmental state
ments of other builders in the area. 

e W e had to retain an army of spe
cial consultants to work on this study. 
They included an ecologist. a lake 
expert, a botanist, a traffic engineer, a 
property appraiser and a demographic 
specialist. 

Moreover, we were forced to spend 
$200,000 to retain four legal lirms to 
shepherd our plans through. Included: 
a lawyer who specialized in environ
mental law, another expert at prepar
ing the prospectus for the Attorney 
General, a third familiar with local 
regulatory procedures, and a fourth 
adept at obtaining approvals from 
state regulatory agencies. 

An additional $250,000 of develop
mental money went for extra architec
tural and engineering fees because 
local planners asked us to submit 
redrawn plans ai least 20 times. 

Some of the required changes were 
trivial. One state agency couldn't find 
the location of a paper towel dispenser 
in ihe pool-house shower room, hence 
rejected the plans causing further cost
ly delays. In another instance, the 
planners requested a resubmission for 
relocating mail boxes a few feet from 
where wc had placed them. And each 

submission had to be redrawn at a cost 
of $20 an hour. 

But the expense wasn't only in arch
itectural and engineering fees. Each 
submission took two to four months to 
get through the local planners. Their 
own "experts" had to review our draw
ings. Time had to be allowed for publi
cation of notices for public hearings. 
And during each delay, we had to nicci 
all those monthly payments simply for 
carrying the land. 

Some of the requests were reason
able. In one instance, we were asked to 
provide more turn-around space at the 
end of our cul-dc-sacs; in another, to 
move the parking area closer to the 
units so it would be easier for residents 
to reach their cars. 

The condo units eventually came on 
the market at $50,000 to $140,000. 
Wc estimate that i f it weren't for the 
above mentioned and other extra 
expenses, they would have been priced 
from $25,000 to $70,000. 

Today, for every cMor 
l l M i t Ihe hc^inebuyer is 
dwrged, only 35 cents 
octuoly goes into ttie 
construction of lis house.' 

The bottom line, therefore, was a 
virtual doubling of the sales price. And 
that's without considering the impact 
of an inflation of approximately 8% on 
hard housing costs during the period — 
just the simple fact that $35 of build
ing costs had been translated into $100 
of selling price (instead of $50) 
because of over-regulation. 

Unfortunately, our experience is by 
no means unique. Builders throughout 
the country are being forced to charge 
outrageous house prices for the same 
reasons. Instead of paying $2,000 pcr-
acrc for land and then being allowed to 
develop at their own pace, they arc 

charged $40,000 to $80,000 pcr-acre 
for zoned land, or $10,000 per-acre for 
land that might be zonable if they are 
willing to spend and struggle for seven 
to ten years. 

Must this situation continue? Not 
necessarily, for there are measures to 
control — i f not eliminate-over-regu
lation readily at hand. And they can be 
instituted without losing safeguards 
over the quality of the product. 

One suggestion is to establish state
wide codes or even a national planning 
code. This would prevent local plan
ners from imposing unnecessary re
quirements, which are really aimed at 
appeasing those responsible for 
electing or appointing them to office. 

One might argue that varying local 
conditions would rule against this. But 
that argument is u.sed more to ob.struct 
the construction process than to reflect 
reality. It is just one more subterfuge 
to create costly delays in the hope that 
the builder will abandon his elTorts. 

There are differences, of course, 
that would, for example, require more 
insulation and deeper foundations in 
colder areas than in warmer ones. But 
such considerations can be addrcs.sed 
with minimal difliculty. 

Another suggestion is a federal or 
state law requiring municipalities to 
set aside a percentage of their undevel
oped land for "moderate" zoning— 
say, 15% for one-third-acre, single-
family detached and 10% for multi-
family built at six-to-eighl per acre. 
This would still leave 759; of the unde
veloped land in a community for the 
currently all-pervasive "snob" zoning 
of one acre or more, which is found in 
all too many suburban communities. I f 
towns would do that, home prices 
would plummet substantially. 

And perhaps we should take another 
look at the advantage of "sunset legis
lation" for all building regulations 
except the building code itself. This 
would mandate a review of each regu
lation covering subdivision develop
ment - f ive years after it's enacted-
by a commission composed of state 
officials, builders and local municipal 
representatives. I f the review deter
mines that any regulation is excessive, 
it should be eliminated. I f it's found 
valid, the public should at least be told 
what the regulation will add to home 
prices in the area. 

But whatever suggestions we consid
er, we must find a way to take control 
of housing away from those who pro
mote excessive regulation under ihc 
guise of "protecting" the community. 
It is a fight not for builders alone, but 
for everyone involved in the business of 
meeting America's housing needs. 
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All you need if you lose the Card. 
Emergency replacement aroimd the world 

No matter where or when in an emergency, you can get an 
American Express' Card replaced quickly. Jsually within 
4 hours. Sometimes it may be the next business day. But in 

any event, you'll be hack on the road, fast. Because you can 
o to almost 1,000 of the Travel Service Offices of American 
xpress Company, its subsidiaries and Representatives. They 

can also help with emergency tunds. And assist you with other 
lost travel documents and tickets. No other card 
can do all this, this fast, in this many places. One 
more reason to carry the American Express Card. 
Don't leave home without it. 
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A name you know in paper 
is building 

a solid name in wood. 

P L E A S E TURN P A G E • 



IP announces the opening of two mills 
to increase plywood capacity liy 25% and lumber 15%. 

We're building strong! 
Now you can count on another 

solid source of top-quality lumber 
and plywood in the 80s. 

International Paper Company! 
In 1978-1981, we are investing 

$300 million to become one of your ma
jor suppliers of solid wood products. 

In 1979 we opened a lumber/ply
wood complex in Gurdon. Arkansas. 
Now we've opened two more facili

ties—in New Boston. Texas, and 
Springhill. La. These two new mills 
have boosted our plywood capacity by 
180 million square feet of plywood per 
year, and our lumber capacity by 120 
million board feet per year 

900 million board feet of lumber 
Add to these new mills the acqui
sit ions of the lumber mills in 
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Louisiana and Maine in 1979. and 
Mississippi and New Hampshire in 
1980. Add also modernization and 
expansion projects for wood prod
ucts facilities in Oregon and Loui
siana. All of this gives IP the capacity 
to produce more than 900 million 
square feet of plywood and 900 mil
lion board feet of lumber a year. 
Expansion plans beyond 1981 

International Paper is also looking 
into several other locations for lum
ber and panel products expansion 
beyond 1981 in the South. Northeast 
and West. 

Our objective: to be a sure source 
of supply to the building industry. 

International Paper has the timber-
land to support that goal. 

7 million acres of timberland 
We own more than 7 million acres in 
the U.S.: 4.7 million of them are in 
the South (that's nearly half again as 
much as our nearest competitor 
there). IP also has agreements for 
timber on one million acres held by 
other landowners near our facilities. 

IP offers you top-quality building 
materials delivered on time and at 
a competitive price. 

IP building materials can be pur
chased two convenient ways: 
1.Wholesalers 
can order mill ® 

direct shipments by phone from our 
sales office in Dallas. Texas. 
2. Dealers and contractors can buy 
wholesale from your nearest IP build
ing materials distribution center. 

Here's a promise: We will be there 
when home building picks up—and it 
will. IP will have the materials you 
need when you need them! 

If you want more information 
about IP building materials, call loll-
free: (800) 223-1268. In New York 
State: (212) 599-3194. 

International Paper 
We're building strong! We'll help 

you build strong! 

I P B U I L D I N G M A T E R I A L S 
We 're Building Strong •' 
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NEWS MERCHANDISING 

CAROLE EICHEN 
Carole Eichen Interiors 
Fullcrton. Calif. 

In model 
kitchens: 
Keep it 
personal 
C 
"^^hoppcrs spend a lot of time 
evaluating the kitchens in your mod
els. And that gives you a great op
portunity to prove your houses are 
designed especially for people just 
like them. 

Taking advantage of that opportu
nity isn't as simple as it may sound; 
it takes a lot more than good layout 
and appliance selection —although 
these arc cs.scntial. You have to mer
chandise the kitchen wisely as well — 
making it come alive with color, tex
ture and. above all, accessories. The 
"at-home" feeling prospects gel in 
such a kitchen puts them in a buying 
frame of mind. 

Unfortunately, there's no easy rec
ipe for kitchen merchandising. The 
list of ingredients varies depending 
on where you build and whom you're 
building for. To give you some ideas, 
however, five examples of kitchens 
personalized in dilTerent ways arc 
shown at right. 

The s ingle-minded ki tchen. 
Don't get "kitchcn-y" if you're sell
ing to bachelor buyers. Not only will 
cute "apples-and-oranges" wallpaper 
turn ofT a single man. but chances 
are the model he's inspecting is a 
small one with an open floor plan. 
So color schemes and materials used 
in the kitchen should harmonize with 
the look of the adjacent living/din
ing room. 

This is why the bachelor's kitch
en shown (No. I: this page) is 
brown and beige. And it's warm and 
inviting thanks to accessories. Note 
the teapot on the stove —always a 
homey touch —and the cannisters 
and cooking utensils on the count-
ertop. 

The breakfast bar is set for two: 
The single prospect would rather be 
reminded of meals he'll be sharing 

with guests instead of the quick cup 
of coffee and a doughnut he'll be 
grabbing for himself in the morning. 
(By the way. when you use place set
tings on a breakfast bar or on a ta
ble in a nook, don't set the dining 
room table. People don't use both at 
the same time and the lack of re
alism will bother prospects —even if 
they can't put their finger on exactly 
what is it is that seems wrong.) 

The wok set. A young couple 
purchasing their first home probably 
won't be able to afford much of a 
kitchen - but that doesn't mean you 
can't dress up the space. Take a look 
at kitchen number 2 shown at the 
bottom of this page, for example. It's 
small, but suggests cheerful activity. 

We acces.sorized it with a wok and 

a vegetable cutting board because 
young buyers are often health-food 
conscious and up on the latest cook
ing styles. And because they can't 
afford ceramic-tile countertops and 
don't have the space for a butcher-
block-toppcd island, we specified a 
plastic laminate countcrtop with the 
look of wood, which adds a warm 
tone to the room. 

Family differences. Don't take 
anything for granted when you're 
merchandising for the family mar
ket: Just because prospects all have 
children doesn't mean they all have 
the same tastes or lifestyles. The 
kitchens pictured on the facing page 
show what I mean —you see three 
distinctive looks, but the prospective 
buyers are all families. 

1 

1. Bachelor's kitchen (above) is neu
tral, but warm. Project: Millstrcam. 
Builder: ShafTer Development. Project 
director: Janice Kcnnedv. 

2. Condo kitchen (below) caters to 
young couples' cooking prcrcrcnccs. 
Project: Ridgewood. Builder: Ridge-
wood Development. 
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The first (No. 3) is for a young 
family with a moderate income. It's 
light and cheerful, with informal 
cooking-pot wallpaper, and splashy 
print curtains. The greenhouse win
dow holds a few plants, but not so 
many that the sun can't shine in. 

The sheet flooring is light colored 
and in a simple pattern: Busy pat
terns on the floor make it diflTicult 
for you —and the buyer —to decorate 
the rest of the kitchen. A geometric 
design in white or o(T-white is a 
good bet. I f you do decide on a mul
ti-colored flooring, don't use pat
terned wallcoverings. Otherwise, vi
sual confusion will result. 

Kitchen number 4 has a somewhat 
more formal look, as befits an afflu
ent established family. The wallpa

per is a traditional birds-and-flowers 
print, flooring is brick and counter-
tops arc ceramic tile. 

Most important, however, is the 
way this room is accessorized. The 
prospective buyers in this case are a 
very home-centered family. The wife 
doesn't work outside the house and 
her kitchen shows the special pains 
she lakes in caring for her husband 
and children. Note the fussy, old-
fashioned caps on the jam jars, the 
eggs next to the sink and the baskets 
filled with loaves of bread. (These 
loaves are real —they've been 
sprayed with a preservative. It's 
much more effective than using 
"plastic" food.) 

Contrast this look with that of the 
sophisticate's kitchen (No. 5) pic

tured at the bottom of the page — 
which is in a dilTerent model at the 
same project. In this family the wife 
has a career and the couple is some
what more status- and diet-con
scious, as evidenced by the bottle of 
Perrier displayed on the counter in
stead of bread and jam. 

To create a contemporary "design
er" look in this kitchen, we used 
wallpaper in a striking geometric 
pattern and displayed cacti instead 
of the typical leafy plants. 

Note that none of these kitchens is 
so "far-out" that any prospect would 
feel he's on the wrong planet: A l 
though you're aiming your models at 
diflferent markets, you don't want to 
discourage shoppers from choosing 
any one of ihcm. 

3. Cheerful, casual look suits young 
parents (above). Project: Canyon Hills. 
Builder: Ridgewood Development. 
Project director: .lanicc Kennedy. 

4. Charming kitchen lahove) 
.sets the scene for family meals. 
Project: Falcon Hill. Builder: 
The Mcister Co. Project direc
tor: Janice Kennedy. 

5. Snob appeal is one reason 
Perrier and imported teas arc 
displayed in a kitchen for a 
high-earning family (left). 
Project: Falcon Hill. Builder: 
The Mcister Co. Project direc
tor: Margo Hazlett. 
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INTRODUCING 
A BOOK OF 
TIMELESS 
BEAUTY 

FROM 
CONGOLEUM 

Beautiful interiors created by 
beautiful floors. For more than 90 
years that's how Congoleum has 
helped you sell homes. And now 
you can see the entire collection of 
durable, no-wax Congoleum floors 
in this beautiful full-color book. 
Just send us the coupon and it's 
yours-FREE! Now more than ever 
before-Conqoleum and your local 
Congoleum flooring contractor are 
ready to help you select the floors 
of timeless beauty that sell homes. 

Congoleum 
Floors of Timeless Beauty 

U fN 

a o 

311. o 

O 0) oi 

O 0) 

o 
CO 

c 
1/1 
<v 
a 
B 
3 

0) 

C 
ai 
1/1 
in 
a. 

a. E 
o 
u 

Circle 42 o« reader service card 
42 HOUSING/OCTOBER 1981 

HOUSE C A L L S 

Is creative financing becoming 
Paul G. McKinley, Arnold & Wright, Gainesville, Fla. I have 
become familiar with creative financing through its use by 
other builders in my community. My firm is involved in 
commercial construction, so I've had little direct contact 
with these new financing techniques. However, from what I 
hear, creative financing is now the only game in town. 

There's very little money available in this community to 
provide even conventional mortgages. Fortunately there's 
still very strong demand for housing, particularly from 

people who have been transferred here by large business firms. So creative 
financing in this community is becoming a by-product of necessity. 

From what I've seen, I'd say that creative financing has actually become less 
difficult. That's because people here are becoming more familiar with it. After 
all. the buyers are ones you've got to convince. • 

Prentise Beebe, Beebe Construction Co. Inc., Omaha. Nebraska. In my operation, 
most sales are made through local real estate brokers. They have used just about 
everything in the book, from leased-land arrangements to roll-over mortgages. As 
a rule. I prefer to use conventional mortgages. But in times as bad as these. I'm 
willing to try anything that may work. 

My main gripe about creative financing is that most of the public is unfamiliar 
with it. Because of this few people arc willing to try these new techniques. 

Despite my preferences, I think that the u.se of creative financing is inevitable. 
Prices have grown so far beyond most people's budgets that this may be their 
only route to owning a home. Unfortunately, I don't believe that creative 
financing alone can solve the larger problem of affordability. • 

P. E . Bennett, Bennett Construction, Amarillo, Texas. In our part of the country, 
little creative financing is being used right now. However, some people are 
starting to show an interest. A few local banks, for example, are now offering 
mortgages that start at a lower rate in the first year, and go to a standard rate. 

I, myself, am becoming more interested in using some of these new financing 
techniques. The way I see it, when conventional mortgages are up to l6 ' /4%, as 
they have recently in my area, practically anything will help. 

My main difficulty with creative financing is its unfamiliarity among buyers. 
You generally have to spend more time explaining how the new instruments work 
and what they will do. A l l of these new acronyms—GPM. V R M . and so on—are 
like Greek to the public. So communication is especially important. • 

Correction 
The diagram entitled "The Computer System . . . " appearing on page 83 of our September 
issue was incorrect. The boxes labeled "remembers data" and "outputs data" were 
inadvertently reversed. The correct diagram appears below. 
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more difficult? 
Judi Carroll, Ra
mos-Jensen, San 
iVIarcos, Calif. My 
firm is very inter
ested in creative fi
nancing. In fact, 
we've developed a 
new financial de
vice of our own. 

The device is called a "mortgage 
payment subsidy program." It's simi
lar to a buy-down, except that we 
changed the name to make it sound 
more consumer oriented. Specifically, 
we offer to subsidize buyers' mortgage 
payments by sending them a monthly 
check of up to 3% of their monthly 
payment for up to three years. 

Unfortunately, we've had some 
problems. We've found that our partic
ular market, which is mostly empty-
nestcrs, doesn't feel .secure with any 
new financing technique. Apparently 
they want the certainty that comes 
with a conventional 30-year mortgage, 
regardless of the rates. So we're look
ing now for other financial strategies 
that will more directly serve our buy
ers' needs. Creative financing just 
doesn't solve the problem i f it doesn't 
mesh with a prospects' psychology. • 

Martin Zei t l in , 
Martin Construc
tion Co., Nashville, 
Tenn. For our firm 
creative financing 
has been the only 
solution to our fi
nancial d i f f i c u l 
ties. We've put to
gether several different kinds of cre
ative financing packages, and the 
results so far have been tremendous. 

Our first such deal was arranged 
nearly two years ago at a time when 
none of the local banks were making 
mortgage loans at all. We convinced 
one bank to give us commitments for 
several R R M S This arrangement helped 
us sell a lot of houses and clear away a 
lot of inventory. It also set a precedent 
for other banks in the community, 
which soon followed suit in granting 
creative-finance loans. A l l in all, our 
arrangement ended up benefiting all 
the builders —and new-home pros
pects—in the community. 

The most difficult thing about cre
ative financing is finding new sources 
of money. But we don't wait for the 
lender to come to us. We create the 
package first —then we go out and sell 
it to the banks. • 

The cut-above-the-rest 
cabinet 

for the cut-above 
value 

Quaker Maid custom cabinetry Is not just another cab 
It's quality through and through. Superb styling and craftsman
ship give you an unusual sales advantage. Quaker Maid is a 
custom cabinet line that lets you design a job the way you want 
it. Now, Quaker Maid moves into other ai^as in the home with 
their "Bath Concept" and other rooms cabinetry to give your 

units a showpiace look. Quaker Maid's wide va-
iety of styles, cabinets, and conve

nience features give you the 
options that assure sales. If you 

care what goes on 
under your roof, call or write ... 

Q u a k e r 
INNOVATORS Of DISTINCTIVE CUSTOM CABINETRY 

aiaFnoAdivision 
Rt. 61. Leesport, Pennsylvania 19533 215-926-3011 
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Back when I invented the 
single-handle washerless faucet, 
people thought it was the best 
taucet ever. 

So did I until I designed a 
better one. 

And I've been making it 
better ever since. That's why, in 
over 30 years, the Moen line by 
Moen has never been second-
best. 

Others have tried to copy 
my unique washerless cartridge 
system. But they've never 
duplicated its performance and 
dependability 

The Moen cartridge design 
is so simple, the result is 
obvious. With no washers, seats 
or springs to wear out, and 
only one moving part, the only 

''PEOPLE 
THOUGHT IT 

thing left is dependability And 
just one cartridge fits all Moen 
single-handle faucets. 

Moen assures you of even 
greater dependability with fully 
cast brass waterways, triple-
chrome plating, live-water 
testing and unique features like 
our non-clogging cone screen 
aerator 

Moen by Moen is economical, 
too. My exclusive Flow-Rator™ 
aerator saves water automat
ically by limiting flow to 2.5 
gallons per minute, regardless 
of water pressure. And your 
customers will love the soft, 
splashless stream. 

And, as you'd expect from 
the best, you get other features 
ordinary feucets don't have. 

/ 

Like safe, gradual temperature 
adjustment. And Moen's 
"Temperature Memory""^ which 
lets you select the water 
temperature before you turn 
the faucet on. 

Look to the best for selection, 
too. There's a Moen for kitchen, 
lavatory and shower, with 
options for every need. 

Nothing yet surpasses 
Moen by Moen. But I'm working 
on it. Order Moen by Moen 
from your Moen wholesaler 
Ask to see Moen's full line of 
quality faucets M O E N 
and sinks. 

Moen. 
The choice of 
professionals. ^ J l ^ ^ 

Elyna. Ohio 44036 

• THOUGHT 
IT WAS 

• 
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A HOUSING MAGAZINE EXCLUSIVE 

HOUSItslG 
DEMAND 
INDEX F o u r t h q u a r t e r , 1 9 8 1 

Here's one lime California-based economist Al Gobar wishes he 

A
had been wrong about a prediction. For when he gave the cheerful 
news of an improved demand picture for the housing industry last 
quarter—the first such glad tidings since mid 1980—he also issued 
builders a warning: High prices and out-of-sight interest rates could 
prevent most S M S A S (Standard Metropolitan Statistical Areas) 

V from reaching the level of economic recovery needed to support 
improving demand. 

•
This fourth-quarter update of the Housing Demand Index proves, 

unfortunately, that the warning was justified. The improvements 
of the last quarter were not sustained. Overall, the demand forecast 
is cloudy again and. as Gobar predicted, high prices and interest rates 
are to blame. Atlanta. Boi.se. San Diego. Seattle—these and other 
areas experienced a resurgence of demand in the previous index, only 
to slip backwards this time. Explains Gobar "Sustained high interest 
rates tend to abort recoveries in housing demand." 

In the last report some markets were coming off periods of economic 
growth, which was expected to rejuvenate ailing demand. But housing 
prices in markets with strong economic growth tended to be high. This, 
coupled with high interest rates, makes it difficult to exploit whatever 
demand exists. There were a few bright spots—Flint and Lansing took a 
turn for the better; Las Vegas is now on a roll; and. Dayton's demand 
picture is looking up for the first time in over 18 months. But the over
whelming number of downward-pointing red triangles on the next three 
pages tells the story: The industry has a long road back to its pre-recession 
picture of health. 

On the bright side. Gobar notes that builders were better prepared for the 
current recession than they were for the recession of 1974-75 in that they 
entered this one with lower inventories. Getting burned in 1974-75 made a 
more cautious homebuilder for 1980-81. But. back to gloom and doom. 
Gobar warns that time is running out for even the most cautious and far-
^ccing builders. Those who aren't moving mventory are stuck with high 
carrying costs. Those who are selling via interest-rate-buydown .schemes 
face eroding profits. Real relief hinges on rates going down. 

Is that likely to happen soon? Don't count on it. says Gobar, even though 
the current spread between interest rates and the rate of inflation suggests 
there's room for rates to begin the eagerly awaited decline. In the mean
time, the economist sees such schemes as negatively amortizing and 
shared-appreciation loans as the probable solution to the problem of selling 
housing to buyers who want it. need it. but just can't aft'ord it. 
— W A L T E R L . U P D E G R A V E 
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How to read the index 
• 
A 
O 
V 
T 

F i v e s y m b o l s are u s e d : 

A green .solid triangle indicates a very strong market with 
significant pent-up demand. 

A green open triangle indicates a better than average 
situation, with demand increasing faster than supply. 

A white circle indicates the market is in relative equilibrium-
that is. supply and demand are increasing at similar rates. 

A red open triangle indicates a poorer than average situation, 
usually an overbuilt market. 

A red solid triangle indicates a very poor situation that could 
be overbuilt by as much as two years. 

E a c h S M S A is evaluated three w a y s : 
1. Degree of opportunity —in effect, a summation of all factors 
affecting the market. 
2. Demand by units—just what it says. 
3. Demand by purchasing power —the relative ability of the 
market to pay current prices or rents. 

E a c h of these ca tegor ies is in turn 
divided into three sub -ca tegor ies : 
1. Al l housing in the S M S A . 

2. For-sale housing—single-family detached and some mid-
and high-priced condos. 
3. For-rent housing—rental apartments and low-priced condos. 

SMSA (Market Area) 

Albuquerque shows signs of returning to 
life witin tiousing demand exceeding sup
ply the last two quarters. Still, high inter
est rates combined with prices for new 
homes substantially higher than those for 
resales makes the situation there worse 
than the already bleak statistics indicate. 

Atlanta has significant pent-up demand 
for single-family homes and the advan
tage of for-sale prices that are low rela
tive to consumer incomes. The rub: 
There's enough housing around in Atlanta 
to allow potential buyers to wait out high 
interest rates. 

Boston improved considerably last quar
ter, although many potential buyers are 
deferring purchase and occupying rental 
housing whose supply runs ahead of de
mand. 

Charlotte's comeback has been inter
rupted by a quarter of poor economic 
growth. There's pent-up demand in this 
market, but it 's being syphoned off rather 
quickly. 

Chattanooga enjoys the advantage of low 
single-family-home prices and the disad
vantage of little or no pent-up demand. 
Steep rents might pressure renters to 
consider buying although interest rates 
would act as a deterrent to buying. 

Cleveland—at least It's not deteriorating 
anymore. 

Dayton's demand profi le is beginning to 
show improvement for the first t ime in 
over 18 months. Stil l, with little pent-up 
demand In the market and plenty of hous
ing available to accommodate newly 
formed households and in-migration, it 
could take a while for the improved de
mand picture to warrant new starts. 

Detroit again shows signs of life, but the 
area has a long way to go before any sig
nificant number of homebuyers will 
emerge. 

D E G R E E 
OPPORTUNITY 

DEMAND 
BY UNITS 

DEMAND 
P U R C H A S I N G 

P O W E R 

ALBANY, NV V V v V r—7 
V o o o 

ALBUQUERQUE, NM V • V V • V V T 
ALLENTOWN, PA V V V V V V V o V 
ATLANTA. GA V o V o V A 
AUGUSTA, GA V V V V V A A 
AUSTIN, TX o o V o [A V V 
BAKERSFIELD, CA A A A A ,A , , V 
BALTIMORE, MD o o 0 V V V A A o 
BATON ROUGE, LA A • A A A A A A 
BIRMINGHAM. AL V V V V V V o A V 
BOISE, ID T T • • • T o O V 
BOSTON, MA o A T A T o A T 
BUFFALO, NV o O V o O o V O T 
CHARLESTON. SC o o 0 o o o 0 0 0 
CHARLOTTE, NC V V V V V 0 o 
CHATTANOOGA. TN • V • • • o A 
CHICAGO. IL • • • • V • • T T 
CINCINNATI, OH T V • • V • V V T 
CLEVELAND. OH T • • • • • w T T 
COLORADO SPRINGS, CO O o V o o o V O T 
COLUMBIA, SC O A V o 0 o o A T 
COLUMBUS, OH V V T V V T • T T 
DALLAS-FORT WORTH, TX A A O A A o A A 0 
DAVENPORT-ROCK ISLAND, lA-IL o o V o o V V V T 
DAYTON, OH V V V V V V o A 
DENVER, CO o o V o o 0 A V 
DES MOINES, lA V V V VJ o O w 
DETROIT Ml • • 3 • • 3 
EL PASO, TX V V V V V V V 
EUGENE-SPRINGFIELD, OR • T T • T V • 
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To make best use of the index, 
keep these points in mind 

Point # 1 : The chart's simplified .symbols represent complex statistics, so they provide only a general picture. A builder, no 
matter how high his market is rated, must still analyze his own situation very carefully. 

Point # 2 : The refwrts indicate the degree of risk in a given S M S A rather than the number of housing units that can be built 
there. A large S M S A with a poor rating would still support more new housing than a smaller S M S A with an excellent 
rating. But the relative degree of risk for the developer or lender would be much greater in the larger S M S A . 

Point # 3 : The reports are projective, not historical. That is. they forecast demand six months ahead rather than describing 
the situation as it now stands. An S M S A may have strong sales or low vacancies but still be a poor risk; building-
permit figures may indicate imminent oversupplies. Conversely, an S M S A that looks bad on the surface today 
may actually be turning around and getting healthy. 

Point # 4 : The reports are for the S M S A as a whole, describing the general situation. So a low-rated market may offer good 
opportunities for specific kinds of housing in specific locales. 

D E G R E E O F 
' O P P O R T U N I T Y , 

DEMAND 
BY UNITS 

DEMAND BY 
P U R C H A S I N G 

P O W E R 

Flint continues to experience a major im
provement. Total demand hasn't bounced 
back to 1979 levels, notes Gobar. but 
" the change from 1980's low point looks 
encouraging." 

Indianapolis remains stagnant. Only the 
demand index for industrial space 
showed a brief upward t rend—the first in 
over a year. 

Knoxvilie had enjoyed a brief upward 
swing, but the economy sank again. Go-
bar feels the backslide is temporary and 
looks for the market to rebound. When it 
does, he predicts there will be an active 
move-up market for single-family homes. 

Lansing has taken a marked turn for the 
better, probably the result of improved 
auto sales. But the recovery is tenuous. If 
high interest rates choke auto sales and 
product ion, Lansing could easily suffer a 
setback. 

Las Vegas's luck has changed. Demand 
Is improving there as new-housing prices 
have actually fallen. Against all odds, sup
ply continues to outpace the computer's 
estimate of absorption potential. A jack
pot in the area's recovery is the resump
tion of industrial growth. 

Los Angeles's economy is in the grip of 
stagflation —a condition marked by high 
prices and limited growth. Pent-up de
mand is high and vacancy rates low. This, 
plus the pervasive shortage of housing, 
means the market is in for strong absorp
tion once the SMSA's economy stages a 
sustained recovery. Hopes that the recov
ery was on its way fizzled out when last 
quarter's growth was followed by this 
quarter's moderate dip. 

Louisville appears to be nearing the end 
of its downward slide. Gobar predicts the 
fall in demand just might be bottoming 
out. 

SMSA (Market Area) f ̂  /^ 
FLINT Ml 0 O oo 0 0 
FRESNO, CA V o V OOV V • 
GARY, IN T • T • T T • T 
GRAND RAPIDS. Ml o 0 V oo V OV 
GREENSBORO. NC o o o ov 0 
GREENVILLE. SC V V V V——1 OV 
HARTFORD, CT A A o A A 

1 i 1 

0 A AV 
HONOLULU, HI V o • V 0 • V OV 
HOUSTON. TX A A V A A V A A V 
HUNTSVtLLE, AL V V V • • • A A A 
INDIANAPOLIS. IN • • T • • • • TV 
JACKSON, MS V V V vv V A . 

JACKSONVILLE, FL o o V ov o V OV 
KANSAS CITY. MO-KS V V • vv • V OV 
KNOXVILLE. TN o o vo O A V 
LANSING. Ml o o V OO o C'j OV 
LAS VEGAS, NV o o V o A 
LEXINGTON, KY T V T TT • V OV 
LITTLE ROCK, AR T T T T • V V 
LOS ANGELES-LONG BEACH, CA V o T T • V V 
LOUISVILLE. KY • • • • • • • v^ 
MADISON. Wl o A V OA o ov 
MEMPHIS. TN • • T • T • •V 
MIAMI. FL V V T vp • T V V 

L i-MILWAUKEE. Wl • • • • • • T vv 
MINNEAPOLIS-ST PAUL MN V V T VV T V : V 
MOBILE. AL A A o oo 0 • A V 
NASHVILLE, TN V O • • O A V 

H NEW BRUNSWICK, NJ o O V V A jAV 
NEW HAVEN, CT V V • ViV • ,o'v 
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SMSA (Market Area) 

Newport News moves up a notch. Indus
trial activity there has resumed, says 
Gobar, as coal-shipping facilities have 
been developed. 

Norfolk is Improving, but not enough to 
make it an attractive market. That should 
change if single-family prices can be held 
under control and if interest rates ever re
cede to sensible levels. 

Oklahoma City retains a healthy look. 
There had been concern that new units 
on the market were priced too high, but 
Gobar says the most recent data show 
home prices are coming back into line 
relative to consumer income. 

Peoria is still in bad shape. Says econo
mist Gobar. "The freefall has slowed, but 
the economy is still losing alt i tude." 

Phoenix reduces its housing shortage as 
new construction races ahead of the 
area's absorption capability. With single-
family housing a bargain relative to the 
rest of the western region, potential ten
ants of luxury apartments could choose 
buying over renting. Still, without an eco
nomic resurgence, Gobar sees rising in
ventories during the next few months. 
Warning: A sudden turnaround is possible. 

Salt Lake City has gained a notch in the 
ratings, but until this area experiences 
some strong economic growth, Gobar 
looks tor the market to remain weak. 

San Diego slipped a notch after its eco
nomic recovery of last quarter peaked. 
There's pent-up demand in this market, 
but high prices make it difficult to exploit. 

San Francisco has plenty of buyers and 
its new single-family units, though expen
sive, are priced well in line with the exist
ing stock. The problem lies in qualifying 
f irst-t ime buyers given the lethal combina
tion of prices and prevalent interest rates. 

Seattle's rating has deteriorated since 
last quarter. With the airlines' financial 
problems and the derivative impact these 
problems have on Boeing, Seattle's econ
omy is a bit on the wobbly side. 

Shreveport is back on a strong growth 
path after last quarter 's s tumble—the 
area's first major dip in almost ten years. 
Continued pent-up demand and low va
cancy rates augur well for this market. 

Worcester will be in good shape if inter
est rates come down to earth. Its econo
my is on a comeback and very little hous
ing of any kind is currently being bui l t—a 
good sign for anyone who does have or is 
considering putting product on line. 

D E G R E E O F 
OPPORTUNITY 
/ / 

DEMAND / DEMAND B Y 
B Y UNITS / P U R C H A S I N G 

/ / P O W E R 

NEW ORLEANS. LA V V T T T T O A 
NEWARK. NJ V V T V V T T • T 
NEWPORT NEWS. VA A 0 • • 0 0 V 
NORFOLK, VA V V V V o V 
OKLAHOMA CITY, OK A A A • A A w V 
OflflAHA, NE V V • • • w A A V 
ORLANDO, FL O A O O O G o A V 
PENSACOLA. FL O O V A A o A • 
PEORIA, IL • • T • T V V • 
PHILADELPHIA. PA V V T T • w o A • 
PHOENIX, AZ V V V V V V o O 
PITTSBURGH. PA V • V V V V O • 
PORTLAND. OR T • T • • • V V T 
PROVIDENCE. Rl V • • V T o A V 
RALEIGH, NC V V T V V T o O V 
RICHMOND, VA V V V V V V A A o 
ROCHESTER, NY o o O o o O V O V 
SACRAMENTO, CA V V • V I V • A T 
ST LOUIS, MO T T T • T • o O • 
SALT LAKE CITY UT V V V V V o 0 • 
SAN ANTONIO. TX A • 0 o A A A o 
SAN DIEGO. CA V o T o A • T T T 
SAN FRANCISCO-OAKLAND. CA A A A • A A T • • 
SAN J O S E , CA A A A A A A T T T 
SEATTLE. WA V O V V V V O O • 
SHREVEPORT LA O A 0 A A •A V o • 
SPOKANE, WA • • • T T T V V T 
SPRINGFIELD-CHICOPEE. MA V V T • V • o A T 
STOCKTON. CA V V • V V • • V • 
SYRACUSE, NY V V T T V • o A T 
TACOMA, WA • • T T T T • • T 
TAMPA-ST PETERSBURG. FL V o V V V V 0 A • 
TOLEDO. OH V V V V V V T T T 
TUCSON. AZ V V T T T o O T 
TULSA, OK o o 0 A A A V V • 
WASHINGTON. DC o o o O 0 A 0 A T 
WICHITA, KS o o o V V V o O • 
WILMINGTON. DE o o 0 V V V A A V 
WORCESTER, MA V o V V o V o O • 
YOUNGSTOWN, OH • T T • T • 0 O • 
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GE didn't design a dishwasher 
that practically thinks for itself just 

to impress home builders. 
We did it to impress home buyers. 

The G E Smart homemakers want 
Electronic Control kitchens that help make 

Dishwasher. cleanup easy.That's why it's 
smart to offer them kitchens with the Electronic 
Control Dishwasher from General Electric. 

Our Solid State Electronic Control Dishwasher 
is so advanced, it gives your buyers almost unlim
ited control over cleaniiig levels and energy use. 

Tell it what it's washing and it 'll do the rest. It 
can even indicate if certain things go 
wrong—like a power failure or a plug
ged drain. A n d it has our exclusive 

Total Energy Monitor. 
The PermaTuf tub and door liner won't crack, 

chip, peel or rust in normal use. They're so tough, 
we back them with a full lO-year written vvarraiu\-. 

Include the GE Electronic Control Dishwasher 
in your kitchens and give buyers the features they 
want—and a brand name they can trust. Just call 
your General Electric contract supplier 

W e b r i n g g o o d th ings to l i f e . 

G E N E R A L # E L E C T R I C 
Circle 49 on reader service card 



Two days of intensive study in . . . 
Market & Consumer Research 
Competitive Analysis 
Marketing & Merchandising 
Strategies 

Advertising & Communications 
Techniques 

Site Planning 
Product Design 

Here's why you should attend 
Because even after a slow, shaky start 
the 1980s promise to be the biggest 
boom years in housing history. 

Because to take full advantage of this 
boom you have to know...who your 
buyers are...what they want...and how 
to reach them. 

Because with higher interest rates and 
housing costs accepted facts of life, 
•the requirements of those price-
sensitive buyers are changing rapidly 

Because today's homebuyers are more 
definite than ever about...why they 
buy...what they buy...and how much 
they're willing to spend. 

And, because to sell housing in the 
'80s a competitive edge is crucial. You 
need a professional approach to 
research, marketing and product 
design. 

Housing's Sales-Effecthre 
Marketing & Design seminar 
will show you... 
How to identify your buyers and their 
wants and needs 
How to design housing to appeal to 
those buyers and their pocketbooks 
And, how to effectively market your 
housing to those buyers 

Washington, DC, Oct. 12-13, International Hotel 
Denver, CO, Nov. 5-6, Brown Palace 



Specifically, you'll learn... 
Market research 
• How to gather meaningful data on 

your market 
• How to analyse economic facts and 

trends 
• How to document the volume and 

characteristics of housing demand in 
your area 

• How to judge price sensitivity in your 
market 

Consumer research 
• How to identify your target market 
• How to determine housing 

preferences and prejudices 
• How to assess buyers" willingness— 

and ability—to pay your price 
• How to evaluate their reactions to 

your product 
Competithre analysis 
• How to get the maximum benefit 

from shopping your competition 
• How to determine what products are 

being built in your area and how 
they're selling 

• How to discover which price ranges 
and financing packages attract your 
potential buyers 

• How to present your housing so it 
stands out in the marketplace 

Marketing 
• How to develop a comprehensive 

marketing plan 
• How to create an overall project 

identity 
• How to establish and administer a 

sensible marketing budget 
• How to use financing packages as 

marketing tools 
Merchandising 
• How to take advantage of theme 

merchandising 
• How to plan a practical, but 

impressive, model site 
• How to decide when to furnish 

models and when not to 
• What it takes to create an effective 

sales office at a reasonable price 
Communications 
• How to build a strong advertising 

and public relations program 
• How to stretch your media dollars 
• How well-coordinated graphics 

contribute to a strong project theme 
• How to design effective brochures 

and sales promotions 

Site planning! 
• How to maximize the salability of 

your site 
• How to plan your site to reflect the 

lifestyle of your target market 
• How to deal w\th common space 

and recreation areas 
• How to select the best spot for your 

model and sales office 
Product design 
• How to translate your buyers' wants 

and needs into salable products 
• How to design floor plans directed at 

specific market segments 
• I- ow to create plans that stretch your 

market's buyinq power 
• How to design housing with energy 

efficiency in mind 

And, you'll also hear... 
• How to use design features as a 

merchandising tool 
• Where to compromise when price is 

the controlling factor 
• How to tum plans that don't sell into 

plans that do 
• How to get the most from your 

architect 

You'll study with William J . Devereaux, Jr . , manager of the east coast division of Berkus Group 
Architects in Washington, DC; Lester Goodman, president of his own marketing services company, 
Lester Goodman Associates, in Brea, CA and Lewis M. Goodkin, president of Goodkin Research 
Corporation, a real estate and marketing firm based in Ft Lauderdale, FL. 

How to register 
Please complete and return the coupon below to: 
Seminar Dept., Housinq Magazine, 1221 Avenue of the 
Americas. Mew York, NY. 10020. Or you may register 
by calling (212) 997-6692. 
Cancellations and refunds 
Cancellations received later than two weeks before the 
seminar date are subject to a 5̂0 service charge. 
Seminar fee $585 
The full registration fee is payable in advance and 
includes all luncheons, workbooks, tapes and other 
meeting materials. 
Seminar hours 
Registration begins at 830 a.m. the first day. Programs 
run from 9:00 a.m. to 5:00 p.m. on both days. 
Hotel reservations 
You will be responsible for making your own hotel 
reservations. In doing so please be sure to say you are 
attending the Housing seminar to assure yourself of 
the SF>ecial rate. To make your reservations call the 
Mewporter Inn at (714) 644-1700, the International 
Hotel at (202) 842-1300 and the Brown Palace at 
(303) 825-3111. 
Tax deduction of expenses 
An income tax deduction is allowed for expenses of 
education (includes registration fees, travel, meals, 
lodgings) undertaken to maintain and improve 
professional skill. See Treasury regulation 1.162.5 
Coughlin vs. Commissioner 203F .2d 307. 

Seminar Department, Housing Magazine 
1221 Avenue of the Americas, New York, N.Y 10020 
Please register me for the Sales-Effective Maiketing & 
Design seminar checked below: 

• Washington, DC, Oct. 12-13 
International Hotel 

• Denver. CO, Nov 5-6 
Brown Palace 

Name. 

Title & Company 

Address 

City State. Zip-

Phone. 



COCM> VALUE: 
IT RWS OFF 

Country Manor 

We hope you realize that AristOKraft is committed to 
the notion that good value still counts. In the uncertain 
economy of today, that's a very worthwhile notion to 
keep in mind. It's a notion that pays off — for us, for 
home builders, for kitchen specialists, and for 
remodeling contractors who install our products 
throughout the land. 

Good value for the money explains why more 
American homeowners end up with AristOKraft 
kitchens, bathroom vanities, hutches and wall system 
cabinets. We package good value in handsome woods 
(like the four styles shown above) selected, built, and 
quality controlled in our modern plants in Texas, Indiana 
and Pennsylvania. These regional plants ship quality 
products well-suited to the preferences of these areas. 

And the acceptance of our business philosophy 
explains why the demand for AristOKraft designs and 
finishes keeps growing. We now offer 13 
easy-to-live-with kitchen cabinet and 16 bathroom 
vanity styles to complement virtually any decor. Plus an 
ever-longer menu of convenience options you can offer 
to your customers. 

Keystone Oak 

Ejctra Protection 
lorMMi 

AristOKraft/Jasper, Indiana 47546 (812)482-2527 
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A H ^ w a y s 1o update a 
shopworn shopping center 

Chances are you can find at least one such update opportunity in every metropolitan area. 
For, according to the International Council of Shopping Centers, some 5.500 centers are 
between 20 and 25 years old. Most are in prime locations and continue to have loyal clientele. 
But dated facilities —typically lacking such amenities as enclosed malls, fountains, eating 
areas—often keep them from competing with newer centers for business from the growing 
number of younger, "with-it" shoppers. 

Which probably explains why a recent study by Marsh & McLennan Real Estate Advisors 
Inc. of Boston, entitled "What's in the picture for retail investment in the '80s?" found that 
for the early part of the decade retailers were setting aside 50% of their construction budgets 
for improvements and expansion of existing facilities. 

One industrial design firm has already mobilized to take advantage of the growing 
opportunity for non-res rehab. Gart Urban Associates Inc. of Coral Gables, Fla . , recently 
formed Urban Renewal Inc. to concentrate on such renovations. Says Urban: "Rehabs will be 
the way to go for both economic and design considerations." 

What follows on the next eight pages is a report on four shopping center update winners in 
the icsc's 1981 awards program. The report is not intended as a primer —merely as a source 
of ideas that could be adapted to a variety of non-res rehab jobs. — J U N E R. V O L L M A N 

Clearing away the signs of old age 

Highland Park Village. Dallas. Owner: Partnership of Henry S. Miller Jr. and 
others: Architect: James B. Cheek: Landscape architect: Lambert's. Photos: 
John Haynsworth 

Raising the roof instead of building wings 
Sharpstown Mall. Houston. Owner: Arthur M. Fischer Inc.: Architect: Nikita 
Zukov AIA; Engineer: Keith Thornton & Associates; General contractor: H.A. 
Lott. Houston. Photos: Daniel Bissonnct. Fred Damon. Murrey Getz 

f t 

Using contemporary design to expand markets 

Parmatown Mall. Parma. Ohio. Owner: Forest City Rental Properties; Architect: 
Hellmuth, Obata & Kassabaum; Designer: D.L Design & Development Consul
tants Ltd. Photos: Peter Sebok 

Joining forces under a space-frame atrium 
Lennox Square Mall. Atlanta. Owner: Corporate Property Investors; Architect: 
Greenberg Associates Architects Inc.; Design Consultant: D.I. Design & Com
municators; Construction Manager: Schumacher & Forelle Inc.; Structural En
gineer: Nannis, Terpcning & Associates Inc.; Mechanical. Electrical. Plumbing 
Engineer: Adams, Shadrick, Davis. Photos: E. Alan McGee 
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Clearing away 
the signs 

of old age 

UPDATE ' l ! Considering that its oldest building 
has been in place for half a century, 
Highland Park Village in Dallas has 
weathered quite well. (Note "before" 
photo below.) 

Of course, as with many long
standing neighborhood centers where 
ownership has varied over the years, a 
certain amount of "blight, neglect 
and compromise" had crept in, says 
Henry S. Miller, principal member of 

\ \ \ \ \ 

the present owning partnership. 
So when Miller's company acquired 

the property several years ago, a res
toration program began. The first 
step: Removal of extra elements that 
had been added over the years, re
vealing some of the pure Spanish ar
chitecture that made the center so 
pleasant a place to shop. 

Other work included repairs to wir
ing, plumbing, paint and masonry; 
"more creative use of existing square 
footage," which increased leasable 
space by 42,000 sq. ft.; and landscap
ing improvements like that at right, 
which often incorporate new lighting 
and fountains. 

Most of the spruce-up work was 
done in response to requests from lo
cal residents who were surveyed in 
detail right after Miller's company 
purchased the center. 

The payoff: Since the restoration 
work began, annual sales have dou
bled-from $13.5 million in 1976 to 
$27.4 last year. 

New landscaping {above} helps bring 
a more contemporary flavor to this 
neighborhood center. So did clearing 
away awnings and the like that "hid" 
original architecture. 
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UPDATE 2: 

Raising tlie roof 
instead of 

kxiilding wings 

Economics dictated vertical rather 
than horizontal expansion for Sharps-
town Mall in Houston. This meant 
adding a steel-framed second level to 
the existing concrete-framed structure. 
But there were a host of technical 
problems: how to create support for 
the second level; how to remove the 
existing roof; and how to erect the 
new steel. 

Despite such problems the opportu-

J 

•f:rcs'i-'. 

New over old: Steel 
for new roof is placed 
by cranes (right). Pre
cast sections of the old 
roof are visible in the 
photo at far right. 
Building the new roof 
before removing the old 
enabled this center to 
operate full tilt during 
the update, for there 
was no time when exist
ing shops or shoppers 
were unsheltered. 

nity to grow was just too good to pass 
up. For one thing, the center had been 
100 per cent occupied since opening in 
1961, indicating it was in a prime lo
cation. For another, retailers were 
constantly requesting space. Finally, 
customers were beginning to demand 
a greater variety of shops as well as 
eating facilities. 

In addition to the technical prob
lems there was, of course, the problem 
of finding a way to keep the center 
operating while work was under way. 
So it was decided to build from the 
outside in—erect a new second-story 
roof before removing the existing one 
{see photos below). 

To do this, anchor bolts were at
tached to existing columns (at the 
roof level) for the second-level steel 
columns. To make sure there would be 
no leaks, special pitch pans were de
signed to be flashed into place at each 
column. A large rubber-tire crane was 
used to erect 1,000 tons of steel. Its 
400-ft. boom hoisted the steelwork, 
much of which was pre-fabbed on the 
mall's parking lot. 

With the new roof in place, second-
level walls were enclosed with marble-
crete, allowing the old roof to be re
moved. Most of that work, as well as 
other heavy interior construction, took 
place at night when the center was 
closed. TO NEXT PAGE 
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UPDATE 2 CONTINUED 

Business as usual. 
Daytime shopping con
tinued while Sharps-
town Mall was updated 
at night. Note workers 
removing roof by hand 
because old structure 
couldn't handle heavy 
machinery. 

Progress reports— 
newsletters, signs and 
painted barricades— 
kept shoppers and ten
ants au cowant on sta
tus of update. 

After-hours had also been the 
time when the very first step in the 
expansion program had taken 
place: reinforcement of 42 existing 
footings within the mall stores and 
common area so they could accept 
the additional load of a new level. 
That posed a special problem: It 
meant pulling up carpet and other 
finish flooring, jack-hammering 
concrete slabs, pouring additional 
concrete and placing additional re-

V T R T A I , 
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>Vfere growing up 
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inforcing around existing foot
ings—usually three-to-four day's 
work for each footing. So each 
morning, floors had to be made us
able for tenants and shoppers. 

Demolishing the old roof over 
the main central area took little 
time. It had been sculptured in pre
cast folded plates, which were cut 
into five 88,000-lb. sections for re
moval by special steel beam jigs 
that eased the sections down to a 
forklift. 

However, removing an old built-
up roof over the remaining space 
took three months because that 
work had to be done by hand: The 
old structure just couldn't support 
heavy demolition equipment (see 
photo above). What had to be re
moved was two complete asphalt 
and gravel roofs and three inches 
of lightweight concrete so that 
1,400 double tees (they supported 
the old rooQ could be exposed and 

f ^ i GROWING 
to serve you 

better! 
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integrated with a new thin slab— 
thus forming the floor for the sec
ond level. 

Obviously, all of this work gen
erated a lot of dust and debris. So 
screens were used to protect the 
stores; and all work areas were 

Multi-level atrium 
(above and right) is served 
by escalators, elevators 
and decorative stairways. 
It sports new storefronts, 
a prefinished metal ceil
ing and a bright, contem
porary lighting system. 
Building a second level 
added 89 stores. 

cleaned and swept before the mafl 
opened each day. Machinery was 
parked behind barricades painted 
with cheerful signs that kept ten
ants and shoppers up to date on 
the update (see photos at bottom of 
facing page), as did printed hand 
outs like those shown. 

With the old roof removed, the 
highlight of the renovation was re
vealed—a spacious 50-ft.-high 
atrium (photos above). And the fin
ishing touches were installed: a 
new prefinished metal ceiling, new 
storefronts, three escalators, glass 
elevators and decorative stairways. 

There are also new little extras: 
indoor and outdoor directional sig
nage, new lighted directories, land
scaping, coordinated seating, at
tractive telephone kiosks and plant
ers (see below, left and right). 

All told, 89 new shops and a 
third anchor tenant were added, re
quiring Improved parking facilities. 
So existing space was modernized 
and a new three-level deck struc
ture was built. 

Expanding up instead of out 
makes economic sense when land 
costs are exorbitant, says Sharp-
stown's owner. And from a practi
cal standpoint it may be smarter, 
too: For there's a better chance the 
new level will be used since new 
wings "often turn into dead ends." 

New amenities, includ
ing easy-to-read directo
ries (right), are the high-
style kind an up-to-date, 
today's generation breed 
of shopper expects. So are 
exposed telephone kiosks, 
attractive planters and 
seating, etc. In fact, even 
road signs (above) direct
ing shoppers out of the 
center are new. 

H O U S I N G / O C T O B E R 1981 57 



Introducing 
contemporary design 

to expand marl<ets 

UPDATE 3; might call this a mix-and-match 
update. For in revitalizing the 22-
year-old Parmatown Mall in Parma, 
Ohio, the owners had to develop a 
new image —that of a contemporary 
complex, which would appeal to qual
ity-conscious buyers whose business 
was being lost to newer shopping 
centers in the area. 

At the same time the owners had 
to be sure that changing the mall's 
image would also be of benefit for the 

full complement of existing tenants — 
primarily middle-to-low-end specialty 
and service establishments. (There 
were also two fashion-oriented depart
ment-store anchors.) 

Some of the changes—most of 
which would work just as well in 
smaller centers—include: 

• Building a food court, known as 
Picnic Place, in a former super
market. It consists of a 21,000-sq.-ft. 
tree-rimmed eating plaza {photo bot
tom left, facing page) surrounded by 
over 20 fast-food restaurants and spe
cialty food shops. 

• Developing a projecting storefront 
design for the 60 new shops that have 
increased gross leasable space by 
115,000 sq. ft. These storefronts poke 
into the mall area (photos top, facing 
page}, forcing retailers to develop eye 

n EXPAK^IQH 

58 H O U S I N G / O C T O B E R 1981 



catching displays to entice "with-it" 
shoppers through their doors. 

•Modernizing existing space with 
new ceiling treatments. Using a baffle 
design gives the older sections a "to
day" look (see photos, bottom of facing 
page). 

•Introducing enhanced amenities. 
There are, for example, new lighting 
schemes, fountains, skylights and 
seating like that shown in the photo 
at bottom right. 

What's the payoff" on a job like 
this? Overall non-anchor average 
sales for the last full year's operations 
increased to $165 per-sq.-ft. from 
$131, with sales for new tenants near 
$200. The result: net income before 
debt service was $3,889,200. 

There are other payoffs: The two 
existing anchors remodeled extensive
ly; a third department store joined the 
center; and over 90% of the existing 
small-store tenants remodeled their 
storefronts to match new ones. 

Pop-out store-front design— 
created for new section of the 
mall —has been duplicated by 
most older tenants. This type of 
storefront lends itself to more 
contemporary displays than old-
time, broad-glassed storefronts, 
some of which show in photos at 
bottom of facing page. 

UtiGGiNG 

1 

Picnic Piece (above), the mall's 
added food court, is typical of the 

eating places provided in most 
new centers. Fountains, landscap

ing and attractive seating, 
similar to what's seen in the photo 
at right, are also standard ameni

ties used by most new centers to 
attract shoppers. 



Joining forces 
under a 

space-frame atrium 

UPDATE A'. Linking four unconnected building.s 
into an integrated complex involves a 
lot more work than the photos directly 
below might indicate. 

For in order to create the contempor
ary skylit plaza that is the new focal 
point of Lennox Square Mall in Atlanta 
{bottom photo. fucin}> paf^e) large por
tions of existing roof and floor slabs had 
to be cut away (see sections below). 
The cutting was done in half-bay sec-

D 

BLDO 

tions. with outer corner columns re
moved from each bay producing the 
zig-zag configuration seen in the mid
dle photo, facing page. Rather than 
"clutter" the plaza with another group 
of columns to pick up the unsupported 
slab corners, steel beams were cantile-
vered out from the existing structure. 
Where some existing concrete beams 
had to be strengthened to carry 
additional load, a concrete strengthen
ing method called "shot-creteing" was 
employed. 

Expanding the upper mall level 
across and around building C(see sec-

j^j^ tions below) required building an en
tirely new floor and roof on top of the 
existing building. Several criteria had 
to be considered: 

• The system had to accommodate 
the 27-ft. bay module in building C. 

• It had to span long distances with 
relatively few support columns, specif
ically a 72-ft. clear span across the 
width of building J (see section below). 

• It had to be flexible enough to ac
commodate many existing expansion 
joints in the four buildings. 

• It had to accommodate many 
penetrations needed for skylights, 
clerestories, etc. 

• It had to go up quickly and not 
require the use of heavy equipment on 
the existing plaza slab, TO N E X T P A G E 

Before and after: Sec
tions below show how 
existing buildings in 
center have been linked 
by space-frame atrium. 

: : 
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Space-age space frame 
section is lowered into place hy 
l.'iO-ton crane (photo, lop rii:hf). 
The frame's depth allows for 
both "long-spanning" over the 
existing theater (.vtv seciion. 

facinapane) and cantilevering 
long distances to adjoin or 
overlap existing buildings s<i 
new foundations and supports 
didn't have to be placed too 
close to old ones. The photo 
directly above shows the new 
enclosed plaza under consiruc-
tion. after pans of existing 
floor slabs had been cut away 

The system chosen was a spaceframc 
module of 9 ft. that would work with the 
27-ft. bay of building C. The space-
frame structure, supported by only 
c'\gh[co\umns(ph<>i(>s uhovc and hclow 
ri,i;hi) is actually an independent build
ing crossing over expansion joints of 
the buildings below. Critical placement 
of the new columns was solved by erect-

I 

ing them as closely as possible to the 
existing column grid, producing a new 
grid equal to and slightly apart from the 
old 27-ft. module. This called for a re
design of existing foundations to sup
port additional loading. Some separa
tion between old and new columns was 
required because there is a possibility 
of independent movement of the roof 
caused by wind loading. 

Total space-frame structure 
(part is shown above) consists 
of 3,500 individual tubes of 
varying diameters that are 
joined by over 900 hub con
nectors. Lowest level of the 
atrium, used as a food court, 
has seating for 250 people and 
includes fast food restaurants, 
gourmet shops and a produce 
market. 
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CREATIVE APARnVlENT FINANCING 

l l . l . i ; .SrRATI()N R n n i - R T STRIMHAN 

Two plans 
unlock 
mortgage 
money 
for new 
rentals 
Persistently high interest rates have 
had both a positive and negative effect 
on the rental market. On the one hand, 
high rates precipitated the slump in 
single-family starts that has led to 
more competition for the existing rent
al stock and, consequently, higher 
rents. The result is record low vacancy 
rates and high demand for rental units, 
particularly in areas with a pent-up 
demand for for-sale housing. 

But those same high rates have 
made it difficult to finance the new 
projects that would allow developers to 
take advantage of the demand for rent
als. Escalating land, construction and 
maintenance costs were already put
ting a squeeze on cash flow generated 
by rents. Add to that the prohibitive 
interest expense and most projects sim
ply couldn't cut it in the initial years 
after completion. 

The two financing plans described 
below get around the obstacle of high 
interest rates by deferring some of the 
loan costs. They allow a project to get 
moving and build up cash flow to the 
point where the project can pay for 
mortgage money at market rates. Nei

ther plan actually reduces financing 
co.st. but they do make it affordable. 

The first plan, offered by L & N 
Housing Corp., Dallas, Texas, is based 
on the shared appreciation mortgage 
( S A M ) now familiar to the residential 
market. The other, offered by San 
Diego Federal Savings & Loan, is a 
take-off on the most popular gradu
ated payment mortgage ( G P M ) on the 
market. - W A L T E R L . U P D E G R A V E 

A SAM for apartments 
"It's essentially a joint venture." Ronn 
Lytic says of L&N Housing Corp.'s 
program that will make $55 million of 
mortgage money available for new 
apartment construction, primarily in 
the Sunbelt. Lytic is senior vice presi
dent of Lomas & Nettlcton Financial 
Corp.. the nation's largest mortgage 
banker and parent of L & N Housing. 
Already. L & N Housing has commit
ted funds for projects in Dallas and 
Houston. Later, says Lytic, the S A M -
stylc mortgages will be used to finance 
apartment projects in such cities as 
Phoenix. Denver. Atlanta. Tampa and. 
perhaps. Seattle. In all. 10 to 12 devel
opments will receive between $4 and 
$5 million each under the program. 

The L & N S A M is a bit more compli
cated than the one homebuyers use, 
but the principle is the same. The 
company offers apartment developers 
a first mortgage, usually with a five-
to-seven-year term, in return for a 
piece of the appreciation upon later 
sale of the project. L & N usually gets 
50% of the appreciation. In addition, 
L & N buys the land for the project and 
leases it back to the developer. L & N 
does not take construction risk, but 
acts purely as a take-out vehicle for 
the construction lender. Because L & N 
expects to reap the benefits of appreci

ation on the project, the mortgage 
is made at a below-market rate. 

Lytle says the rate is calculated 
so that interest payments cap
ture whatever cash flow is 
left after non-interest ex
penses are paid. So far, this 
payment plus proceeds 
from the land lease has 
worked out to a rate in the 
l2 '/2% to I3 '/2% range dur

ing the initial term of the 
mortgage. On top of this 

rate and the share in the sale 
of the property. L & N takes a 
20% to 25% cut of all rent 

increases. Lytle says L & N de
cided to embark on the program 
hen apartment rents had escalated 

to the point where, combined with a 
share of profit upon sale of the project, 
they could generate a competitive 
return. The tightness in the rental 
market and low level of housing starts 
the past couple of years also convinced 
L & N that the time was right for rent
als. 

The way Lytle figures it. with apart
ments there's the option of keeping the 
units as rentals or converting them to 
condominiums. By exercising an op
tion in the loan agreement giving it an 
interest in the project. L & N could 
choose to join the developer in the 
conversion. Or. L & N and the develop
er could simply sell the project to a 
converter. 

The option of going condo is an 
important factor in picking projects. 
"We're looking for garden apartments 
that are suitable for conversion," says 
Lytle. "They're not luxury units, but 
they will have designer features." Fire
places, vaulted ceilings and recreation 
facilities are typically part of that 
amenity package. The projects will be 
located close to employment centers 
and run. on the average, between 140 
and 150 units. 

By the end of August. L & N had 
given take-out commitments for three 
projects for a total of $13.6 million. 
Summer Brook, a 192-unit project 
located in Arlington. Texas, just out
side of Dallas, is under construction 
and should be completed by next sum
mer. L & N will make a $5.2-million 
mortgage there. Construction has yet 
to begin on Arbor on Forest Lane, a 
154-unit project in Dallas, for which 
L & N will provide a $4 million mort
gage. In Sugarland, Texas, southwest 
of Houston. L & N will provide $4.4 
million in mortgage funds for a 140-
unit project. Rivercrest Apartments. 

The rates on these mortgages are 
well below market. At Arbor on Forest 
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Lane, the Dallas project, the mortgage 
will carry a 13'/2% rate, while the other 
two will have rates of 12'/:% plus 2% 
per year which is deferred and paid 
when the project is sold. Besides the 
interest return, L & N gets 40% of the 
profit when the Dallas project is sold, 
and 50% of the appreciation in the 
remaining two. 

Also interesting is the way L & N 
Housing raised the $55 million for the 
mortgages: A public stock offering of 
2,200,000 shares at $25 per share was 
made in December, 1980. Although 
L & N Housing is a corporation, it will 
be taxed as a real estate investment 
trust ( R E I T ) so long as it distributes at 
Iea.st 95% of its income to sharehold
ers. This will avoid the double taxation 
on the corporation's earnings. Income 
will flow through L & N Housing to the 
investors who will pay taxes at their 
respective rates, much the same as 
they would in limited partnerships. 
Lytic preferred the corporate route to 
the limited partnership bccau.sc of the 
greater liquidity stock ownership af
fords investors and because part of 
L&N's goal was to attract "institu
tional investors." i.e.. pension funds. 
As it turns out pension funds weren't 
heavy investors in the first offering, 
although Lytic still sees potential with 
the funds for later offerings. 

L & N ofl'ers investors a competitive 
return in addition to the liquidity. 
"We're shooting for a 20% overall 
return." Lytic claims, noting that some 
of this will be current cash return from 
mortgage payments, some capital ap
preciation when the projects are sold. 
Developers get a bonus too. Since the 
deals are structured to attract tax-
exempt entities like pension funds that 
aren't in need of tax shelter benefits, 
these benefits —depreciation, interest 
expense, amortization of start-up 
costs —are passed on to the developer. 

Lytic sees the possibility of raising 
more money through additional stock 
offerings, especially if rental shortages 
and low single-family starts persist. 

A GPIM for rental projects 
In May 1980, the loan officers of San 
Diego Federal Savings & Loan had a 
brainstorming session to look for new 
ways to stimulate apartment construc
tion. They knew what was holding 
activity down: the high cost of land — 
due partially to the fact that condo 
developers could outbid apartment 
developers for multifamily-zoncd par
cels—and the high cost of money-so 
high that rental income couldn't ser
vice mortgage debt. The officers knew 
there was little they could do about 

land prices, but they figured some cre
ative financing might alleviate the 
squeeze high interest rates put on cash 
flow. Specifically, they began looking 
for a way to lower debt service require
ments in the early years of a project. 

"We knew the graduated payment 
mortgage did that for consumers," 
says Stan Sowers, a commercial lend
ing officer and assistant vice president 
at San Diego Federal. "So we figured 
why couldn't it work for an apartment 
project?" 

The result of the brainstorming ses
sion was a graduated payment mort
gage styled after F H A ' S popular G P M 

and tailored to apartment projects. As 
F H A does with its G P M . San Diego 
Federal structures payments on its 
loan so they're lower in the first five 
years than they'd be with a conven
tionally amortizing mortgage. After 
the first year, mortgage payments 
increase annually 7'/:% until the sixth 
year when the payment becomes con
stant. By that time the payment has 
risen enough to amortize the loan over 
the remaining 25 years on the 30-year 
amortization period. Just as lenders 
depend on consumers' incomes to rise 
so they can pay the increasing pay
ments on the loan. San Diego expects 
rents on the apartment projects to 
escalate enough to cover the increasing 
debt .service expense. 

By so structuring the payment 
schedule on the loan, says Sowers, 
initial debt service is about 30% less 
than on a conventional, fixed-rate 
basis. This means a given amount of 
cash flow available for mortgage pay
ments can support larger loans with 
the G P M plan than with a straight-
amortizing mortgage. In short, an 
apartment project can qualify for a 
larger construction loan and a larger 
end loan with the G P M . The difference 
can be substantial: a project being able 
to get financing for 65% of value ver
sus 50% of value with the same 
amount of dollars to service debt. 

"For the developer who has the 
money to put into a project but needs a 
little extra to get the project going," 
notes Sowers, "this could mean the 
difference between go and no-go." 
Such a case is where the project will 
break even on a cash-flow basis with 
65%' financing. "If a developer is 
depending on 75% financing, then this 
program won't work." 

Here's an example of how the San 
Diego Federal G P M works with a hypo
thetical project that has an appraised 
value of $4,380,000 and $311,844 free 
to service debt in the first year of 
operation: 

Breaking down the $311,844 into 
twelve increments, it's clear the project 
can afford monthly mortgage pay
ments of $25,987. Assuming interest 
rates are 14% (the example is valid at 
higher rates too), this $25,987 pay
ment will support a fixed-rate. 30-ycar 
loan of $2,190,000. This works out to a 
50% loan-to-value ratio for the project, 
meaning the developer has to come up 
with half the appraised value in equity 
to make the project go. 

By switching to a 30-ycar. 14% G P M , 
however, the same $25,987 will sup
port a $2,817,000 loan. This gives the 
developer a mortgage that's $627,000 
higher than with a conventional loan 
and raises the loan-to-value ratio to 
64.3%. In turn, this reduces the 
amount of equity the developer must 
come up with. Note, however, that the 
mortgage payment rises 7'/2% annually 
in the G P M program. In the second 
through sixth years of the loan, the 
monthly payments rise from $27,936 
to a cap of $37,308, where the pay
ment remains until the loan is paid off 
or renegotiated. The lenders feel it's a 
safe bet rent increases will provide the 
extra cash flow needed to meet the 
rising mortgage payment. 

Like F H A ' S G P M , the San Diego loan 
will result in negative amortization. In 
the above example, the loan balance at 
the end of the fifth year would be 
$3,099,311. This doesn't particularly 
concern San Diego Federal since the 
loan-to-value ratio will be relatively 
low and rents should have risen enough 
to service the higher debt. Although 
the G P M is amortized over 30 years, the 
actual term is five years. At the end of 
that term, the entire balance is techni
cally due. but in most cases, says Sow
ers, the rate will be renegotiated and 
payment schedule set to amortize the 
loan within the original 30-year amor
tization period. 

Other than the fact that the apart
ment projects should "be well-
designed, well-built and have a loca
tion that makes sense," San Diego 
Federal has no special criteria for eli
gibility for the G P M program. Al
though the possibility of future conver
sion might be an important factor for 
the developer when planning the proj
ect. Sowers says this isn't much of a 
consideration for him. 

To date. Sowers estimates San Dieo 
Federal has used the G P M about 10 
times, with particular success with 
small projects in the inner city. But, he 
notes, the G P M program for apartment 
projects is still considered a pilot pro
gram, an experiment in aiding the 
flagging apartment market. 
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Beauty that's 
more than skin deep. 

Archilecl: Wendell l.ouen. FAIA, Spatlle, Washington 

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 f 
that stays beautiful no matter how wet or how dry the weather gets. n 

For additional information, consult your n ^ ^ ^ f » { . ^ ^ j . - ^ 
Sweet's Catalog. Or write Olympic: Dept. p,r'eneirdltJb lU 
2233 112th Avenue N.E., Bellevue, WA 98004. p r O i e C t W O O C l 

beautifully. 

STAIN 
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THE EUROPEAN INFLUENCE 

THE EVOLUTION 
OFA 

NEWAMERION UX)K 
Some are calling it an industry "revolution." For there's no 
debate about the impact that European cabinetry manufac
turers have had upon the look and construction of American 
kitchen cabinetry. And there's also no question about 
market reaction: The cabinetry sells. 

The first European (primarily German) kitchen cabinetry 
manufacturers entered the American market about seven 
years ago, introducing innovative cabinetry design—a con
temporary styling, which is seen below and on the facing 
page. Several characteristic features mark these European 
styles: 1) The doors are flush against a frameless cabinet. 
This is made possible by concealed door hinges, a European 
hardware innovation only recently made available in this 
country. 2) The exterior surfaces are typically a plastic 
laminate veneer, rather than wood. 3) Hardware is mini
mal; there are either thin wire pulls (see below left), extruded 
aluminum strips (top left, facing page)—or sometimes none. 

Exterior detailing, however, is but one side of the coin. 
Dieter Rosenberger, general sales manager at Poggenpohl 
USA stresses that the term "European look" is misleading. 
"One should say 'European design,' since that also refers to 
the interior fittings, the gadgets and options available" —the 
storage systems and convenience features such as lazy 
susans, wire-baskets and pull-out worktables —that maxi
mize and compartmentalize storage space. 

Despite high price tags on these products, which lend to 
limit their use to high-end housing, interest has grown 
steadily. A clean look, superior engineering and storage 
advantages have caught the eye of the American public. 

"Design and maximum convenience are the two things 
that the American consumer saw in the European prod
ucts," commented Ken Peterson, president of the American 
Institute of Kitchen Dealers ( A I K D ) "and what they began to 
demand from us." - J E N N I F E R A . W A G N E R 

Fluah-door construction is a 
hallmark of European cabine
try. Shown here is a popular 
line from a German company 
that entered the U.S . market 
seven years ago. Industry 
spokesmen note that European 
cabinetry, like European cars, 
is designed for economy of re
sources: space, building materi
als and energy —including hu
man energy. Now that Ameri
cans are experiencing those 
same shortages of space, ener
gy and time, the simple but 
well-engineered design has be
come increasingly appealing. 

Solid wood cabinetry (above) 
also from a German manufac
turer, is not as common as that 
constructed with laminate or 
laminate/wood —but it is by 
no means rare in European de
signs. This is a slightly more 
traditional style than that 
shown at left. 

F O R 
D E T A I L S , 
S E E 
P R O D U C T 
I N F O R M A T I O N 
I N D E X 

The kitchen on the prccedin}; pujic is t'roni HFBI. winning projcci Golden Giilcway Commons. San Francisco (HOUSING, Sept.). 
Developer: Vintage Properties/ Perini Corp. Architect: Fisher/Friedman Associates. San Francisco, Photo: Charles Callislcr. Jr. 



Bold aluminum strip hardware 
is a European innovation. Its main 
advantage: It never gets dirty. Notice 
the customized storage features —the 
above-sink shelf and curved shelves on 
the left. 

German cooktop (righij is made by 
a company that has distributed here 
since March of last year. The impact 
of foreign appliance manufacturers 
is already being felt here. At least one 
American manufacturer is coming out 
with its own "European-style" appli
ance line. 

Double-basin sink (top of page) is 
one of the kitchen fixtures offered by 
a German ceramics manufacturer. As 
with the cabinetry, the sink is de
signed for maximum convenience, 
with a built-in cutting board and 
central waste compartment for scraps 
or peelings. 

Curved-corner storage (above) adds 
an elegant touch to this kitchen. 
Many European units such as these 
resemble furniture more than kitchen 
cabinetry. It is no coincidence. When 
a European moves to another home, 
he takes his kitchen cabinetry with 
him. In some countries it is actually 
called "kitchen furniture." 
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THE EUROPEAN INFLUENCE 

THE EUROPEAN LOOK 
BECOMES 

AMERICANIZED 

Domestic manufacturers with their ears to the ground are 
well aware of consumer interest in the European "look." 
And with the auto industry experience fresh in mind —with 
imports outselling domestic products —American cabinetry 
companies arc now producing their own less expensive 
versions of this increasingly popular design. 

"To the credit of American manufacturers." A I K D presi
dent Ken Peterson says, "even the most traditional firms 
have responded in a positive way. recognizing that they 
were lagging behind in cabinetry design. The Europeans 
awakened the domestic manufacturers to improving styles, 
adding the convenience features, even upgrading their stock 
lines." 

That's not to say that European designs were picked up 
lock, stock and barrel. Although 50%. of National Kitchen 
Cabinet Assn. ( N K C A ) members now have a so-called 
European line, most have modified their first-generation 
products to accommodate American taste. Many consumers 

find the pure European look too stark, notes Jerry Leibson 
of Prestige Cabinets, Freeport, N.Y. "So we added a touch 
of wood and a rounded corner to our line—just to give a 
softer look." 

Other manufacturers have also toned down their contem
porary lines by modifying the bold aluminum-strip hard
ware. "And actually," asserts Ed Duncan, a market planner 
at Wilsonart, "it's no longer the 'European' look. It has 
become the 'contemporary American look.' ". 

Nevertheless, domestic manufacturers are concentrating 
on interior fittings more than before, and many are begin
ning to offer elaborate storage systems as standard. How
ever, they are also eliminating some of the "gadgetry." 
Peterson points out that while Americans are "tantalized" 
by the systems, they still want and need large storage 
spaces. Bob Baker, director of administration, A I K D . con
curs: The European cabinetry is styled for those who shop 
every day. We need larger volume, more flexibility." 

Linen-cloth veneer and oak hardware 
add the warmth that many Americans prefer to 

the look of plain laminate. This cabinetry is 
part of the manufacturer's "contemporary line," 

added "in response to a continuing demand 
for more European styling." 
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Laminate/wood combina
tion (left) is the most popu
lar treatment for the con
temporary-look. Shown is 
one of four contemporary 
lines offered by this once 
traditional-only company. 
Note substitution of wood-
strip hardware for aluminum 
as seen on page 67. 

Pull-out "hostess cart" 
(below), reminiscent of Eu
ropean pull-out work-ta
bles, is the kind of feature 
that is drawing attention 
from consumers. This is 
one of the manufacturers 
three contemporary lines. 

European "ancestry" is 
apparent above, but a col
lection of five lines, of 
which this is one, is being 
billed as the "American 
Contemporary Collection." 
Hidden behind closed doors 
is a wide range of storage 
accessories inspired by Eu
ropean systems. 

FOR DETAILS. S E E PRODUCT INFORMATION INDEX 



THE EUROPEAN INFLUENCE 

'DESIGN' AND 'CONVENIENCE' 
ARE 

MERCHANDISING 
HOT-WORDS 

In model homes, cabinets like those shown here have been 
received favorably in most markets. As AIKD president Ken 
Peterson has predicted, the low-maintenance and cleanabili-
ty aspects of the exterior are attractive to many homeown
ers, particularly working women. The storage features are 
still new enough to the market that prospects in all areas are 
impressed with them (also see pp. 100-101). 

Where is the look selling most? Primarily in Florida, 
California and other sunbelt states; also in urban areas 
where the populace tends to be more sophisticated. With 
this style growing more affordable, however, it is moving 
quickly out of these geographical "hot spots." 

Popularity is spreading from demographic hot spots as 
well. Although it remains most popular with the younger set 
and with high-end buyers of any age group, more conserva
tive buyers are also accepting the look. The reason: It is 

easy to decorate around the contemporary styling. With the 
more traditional markets, the cabinetry doesn't clash with 
antiques or traditional decorative elements. "Even when 
traditional homes are remodeled, modern features are being 
worked in and merchandised," says Peterson. "The theme 
of a kitchen may be the old-fashioned look, but it is not the 
cabinetry that dictates that theme. The mood of the room is 
carried by the contributing materials —with the cabinetry as 
a background." 

Architect Steven Gravett of Holland Builders in Ft. 
Lauderdale, Fla., cites one of his company's Spanish-style 
projects that features contemporary cabinetry in the kitch
en. " I t doesn't appear at all out of place." And Tom Dunlap 
at the Evans Group, an architectural f irm in Orlando, Fla., 
says "the good thing about European styling is that it can 
go with anything. 

Versatility is the key word 
when it comes to describing 
the contemporary line of 
customized cabinetry like 
that shown on this page. At 
far right is an "ultra-mod
ern" kitchen with severe 
black cabinetry, setting a 
formal tone. There is no 
exposed hardware and col
ors are limited to a 
black/grey/white scheme. 
Even tile grouting is black. 

A more traditional—and 
informal —look is achieved 
at near right. Here the cab
inetry does not set the tone, 
but rather blends in. As 
AIKD president Ken Peter
son points out, the "con
tributing elements," such as 
paneling, ceiling fan and 
eating counter dictate the 
"feel" of the kitchen. 

The kitchen at far right 
was designed by New York 
City designer Virginia 
Frankel; the one at near 
right is by architect Barry 
Sugerman, North Miami, 
Fla. 
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A N N E T T E M T E C C f i 

Flush-door cabinetry 
(above) has a distinctly 
more American look than 
the units that are shown 
on pages 66-67, thanks to 
the predominance of 
wood and the simple, 
white knobs. The cabine
try is constructed of a 
honey-tone ash. Designer: 
Kitchens by Lenore, 
Birmingham, Mich. 

Townhouse kitchen at 
left is enjoying rave re
views from prospects, ac
cording to Bill Nichols in 
the sales office of Ocean 
Reef in Ocean City, N.J. 
"People fall over when 
they see the kitchen," he 
reports. Architect: Robert 
Johnson. Margate, N.J. 

Clean-line cabinetry at 
left is constructed of tex
tured steel, rather than of 
wood or with a laminate 
veneer. The manufactur
er, St. Charles Mfg. Co., 
was one of the far-seeing 
domestic companies that 
was already producing 
the so-called contempo
rary look —and had been 
for some time—when the 
foreign manufacturers ar
rived. Designer; M.A. Pe
terson, Hartford, Conn. 

White laminate unit 
(above) complements the 
light, airy feel of a small 
bathroom. Many of the 
storage features offered 
for the kitchen, such as 
wire racks, pull-out and 
adjustable drawers, are 
also made available with 
bathroom cabinetry. The 
owner of this home, a de
signer herself, feels that 
the contemporary look is 
here to stay. Architect: 
Barry Sugerman. 

FOR DETAILS. S E E PRODUCT INFORMATION INDEX 



THE EUROPEAN INFLUENCE 

FOREIGN BATH FIXTURES 
CUCK WITH BUYERS 

WHO SEEK SOMETHING SPECIAL 

Accompanying the growing popularity of contemporary 
cabinetry is an interest in faucets and fixtures from abroad. 
The major contribution of European design in the bathroom 
thus far is the "coordinated look"—which, according to 
James Mitchell, group product manager at American-
Standard, was not available heretofore. 
"People used to pick and choose fix
tures. But today they want a 'suite of 
fixtures", a cohesiveness of fashion." 

Industry spokesmen feel that some 

of the foreign faucet designs arc a "bit much" for more 
conservative Americans. Nevertheless, several American 
manufacturers have picked up on the high-spout German 
and sculptured Italian designs, and arc producing an ele
gant "European-style" line for the bathroom, where a 
luxury look is a major selling point. As these and other 
products, such as the Italian-design shower seat shown 
below and German appliances on page 66 gain exposure, it 
will benefit builders, industry observers suggest, to watch 
market interest in them. 

FOR DETAILS. SEE P R O D U C T I N F O R M A T I O N INDEX 

1. "Chablis" pedestal lavatory from Kohler 
is "a melding of American design and Eu
ropean .styling." says manufacturer. 2. Bath 
furniture with "borrowed styling" provides 
the storage Americans want. Perma-Bilt 
Ind., Torrance, Calif 3. Italian-design ba
sin/cabinet houses everything from tooth
paste to A M / F M radio. Available from 
Hastings Tile & II Bagno, Lake Success. 
N.Y. 4. One-piece shower fioor and seat is 
manufactured by Villeroy & Boch. USA, 
Pine Brook, N.J. 5. Centcrset with angled 
knobs is a European prototype for American 
manufacturers. Grohe America. Elk Grove 
Village. III. 6. Waterfall™ faucet has 8-in.-
high swing spout, and is based on standard 
European design. Delta Faucet. Indianapolis. 
7. Contemporary deck-mount faucet from 
Europe complements the new look in cabine
try. Washcrlcss brass fitting has an epxjxy 
finish. Architectural Complements. Boston. 
8. Italian faucet has a sculptured look that 
has appeal for the luxury bath. Supplied by 
Europa Bath Boutique. Chicago. 9. "Europa 
Water-guard" faucet from Kohler in 
Kohler, Wise. 
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IDEA BATHS FROM 
DESIGNER ANN GRASSO 

REMODEUNG WITH 
A FLAIR FOR 
THE FUNaiONAL 
A hard-working bath can be easy on the eyes —as the drawings above in
dicate. And by hard-working, of course, we mean baths that get a lot of 
use every day —often by more than one person at a time. These idea-filled 
baths —and all that you'll see on the next ten pages —are re-dos by Ann 
Grasso of New Design Inc., Mattapoisett, Mass.* They're just a sample 
of the two-dozen or so bath remodelings she tackles each year—a special
ty for her since she joined the firm three-and-a-half years ago. The baths 
range from low-budget remodelings for do-it-yourselfers to total re-works 
that ran into the thousands of dollars. But, as you'll see as you turn the 
pages, all of them show how many opportunities there are to combine fun 
with function in a reborn bath. 

* New Design Inc. , founded ten years ago by Wayne Walcga C K D . al.so handles many kitchen remodelings — 
and la.si year won six of 19 national design awards of the American Insl i lutc of K i l chcn Dealers. 
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IDEA BATHS CONTINUED 
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Level changes can enliven a bath 
for the budget-conscious 

Est. total cost: $12,000. 
This includes: design 
work; Kohler toilet, sink 
and tub. with Grohe tem
perature valves in shower 
and tub; custom-built 
wall-hung vanity of Neva-
mar plastic laminate; 
American Olean tile; Ligh-
tolier hanging lights; and 
shower stall of tempered 
glass; Levelor blinds. 

Though the master bath in their 1920s 
house was in good repair, the owners 
decided they couldn't face the tile and 
fixtures any longer —the color scheme 
was pea green and lilac. So they called 
in Ann Grasso, who had never before 
seen two pedestal sinks side by side. 
"But worse," she says, "was the toilet 
right by the tub, so anyone taking a 
bath looked straight into the toilet 
bowl" (see plan fop of page). 

Because the husband was very wor
ried about the cost of remodeling, 
Grasso prepared three possible 
schemes —the maximum she'll present 
to any client. One worked within the 
existing room dimensions. The second 
called for one wall of the bath to be 
pushed into the adjoining bedroom 
alcove. And the third annexed the bed
room alcove completely {see after plan 
above}. This re-do cost more than the 
other two but, Grasso says, "the hus
band looked at the plans, then told his 
wife I'd given them only one that 
showed great imagination." 

In extending the bath into the form
er alcove space, Grasso didn't try to 
level out the floor between the two 
rooms. Instead, she raised the new tile 

floor in the former alcove —now the 
tub area —then emphasized the multi
level idea by building a carpeted plat
form with step-up around the tub (see 
drawing facing page). Her original 
scheme also specified a bank of mir
rored storage units behind the tub, but 
these were scotched to save money. 

Because of budget considerations, 
the fixtures are white and the long 
wall-hung vanity has only one basin. 
But splashes of butter yellow —the col
or of the vanity, carpets, cabinets, 
etc. —and the interplay of angles in the 
bath make it visually exciting. 

Also of interest are the towel hold
ers: One is a cut-out in the vanity 
(drawing top of facing page) and the 
other is a rod in front of the old 
radiator, insuring dry, warm towels. 

A shower with three glass sides 
helps visually expand the bath and 
unite its two levels although, Grasso 
admits, " i t might be a little harder to 
keep clean." 

Grasso dislikes medicine cabinets 
over sinks and finds floor-to-ceiling 
units like the ones next to the bath
room door "one way to win the war 
without using a great deal of space." 
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IDEA BATHS CONTINUED 

When you can't expand space, let elegant materials 
impart a sense of luxury 

The third floor flat in an old Boston 
brownstonc already had two baths, one 
6 ' x 9 ' and one 6 ' x 8 ' and, .says Grasso, 
" in both cases, you opened the door 
and looked directly at the toilet." (See 
before plan above.) 

When the building was converted to 
a condominium, the apartment's new 
owner wanted all-new luxurious 
baths —but in the same spaces. 

So for the master bath (at left in the 
plan: drawing this page], Grasso created 
a dramatic environment with a black 
marble floor, black travertine marble 
around a black whirlpool tub and a 
custom pedestal sink in travertine and 
black onyx. Instead of trying to mini
mize the tub, she let it take one side of 
the room. Grasso then mirrored two 

walls "and the whole room seemed 
visually to double in size." 

There's a touch of softening beige in 
the wallpaper, but most accents glitter 
in brass and chrome and there's even a 
chandelier of crystal discs over the 
tub —"not what I'd normally recom
mend," she says, "but it looks right 
here." 

Since the old building has high ceil
ings, Grasso was able to raise the 
floors in both baths to accommodate 
new plumbing. This means that there's 
now a step-up into the rooms, so lights 
were installed at the edge of the plat
form. They go on automatically when 
the doors are opened to prevent guests 
from tripping. 

in the guest bath (at right in plan: 

drawings facing page), custom touches 
produced a more whimsical air. A 14-
in.-high copper tub was enclosed by 
tile on three sides, then given a port
hole-style entry because the owner is a 
boat buff. "The porthole actually is 
oval." notes Grasso, "but the two side 
pieces, which act as .safety handholds, 
visually break the oval so it look^ 
round." The enclosure serves to hide 
the toilet corner, too. 

Other space-saving ideas include a 
stepped-back vanity shelf—"just wide 
enough for women guests to put down 
a purse"-and open shelves for towels 
on one end of the tub enclosure (see 
plans}. And "just becau.sc everything 
else is in white," a red stripe leads to 
the red-seated toilet and one red dot 
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MASTER BATH 
Est. coat: $30,000. 
This includes: design 
services; all construc
tion and custom work; 
Kohler whirlpool tub 
and toilet; Paul Asso
ciates brass faucets 
with black acrylic han
dles; Lightolier chan
delier; Bob Mitchell 
wallpaper purchased 
by owner and mstalled 
separately. 
GUEST BATH 
Est. cost: $15,000. 
This includes: design 
services; all construc
tion and custom work; 
Corian vanity top; 
Kohler toilet; Vola fau
cets; American Olean 
tile; Mayfair China 
sink with custom-
painted dot. 

J 

was painlcd inside the china sink. 
Obviously, this client was not the 

average bathroom remodeling pros
pect. "Most people have no idea how 
expensive bathrooms are and they're 
shocked by basic prices," Grasso 
thinks. "When clients specify a strict 
budget. I might show one alternate 
plan that goes a little above their max
imum, but I'd never suggest custom 
marble work to someone with an 
$8,000 l imit ." But she has noticed 
more people asking for things beyond 
the property value of their house or 
neighborhood. " I think it's both treat
ing themselves to a gotxl bath or kitch
en and also a feeling that remodeling 
these spaces may bring back money if 
thcv sell the house. " 
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IDEA BATHS CONTINUED 

You can give a lot 
of grooming room in a small space 

0 
0 

B E F O R E 

Estimated total cost: $3,000. 
This includes $800 worth of 
design work, custom con
struction (the vanity) and 
Greeft wallpaper from New 
Design Inc. The rest was 
purchased separately by the 
owner. Including: Eljer sink, 
toilet and tub; the oak seat 
and accent strips; and the 
birch linen closet and medi
cine cabinet. 

When one client asked Ann Grasso to 
look at an old house he'd bought, "he 
really didn't warn me." she laughs. 
Built in the late 1700s, the house had 
become a rental property for welfare 
families. The bath, originally a closet, 
had only a toilet, wall-hung basin and 
standing metal shower (see before plan 
at left), "all with exposed pipes-^and 
rats." The client planned to do much 
of the remodeling himself. 

In the new plan (upper left) the door 
has been moved to gain space for a 
storage/grooming wall. There's a shal
low cabinet in one end wall, a linen 
closet and a wall-hung vanity— "really 
just a box with an oak-patterned For
mica® top," Grasso says. 

A slab of real oak was used to create 
a bench seat (drawing above), providing 
a dressing-room-like amenity in spite 
of the tight space and tight budget. 

Wallpaper with a dark background 
and horizontal oak strips were used to 
lower the 9-ft. ceiling visually and 
in jec t some design exci tement , 
"though the old Yankee carpenter the 
owner used considered this a real 

waste of good oak." 
Grasso doesn't mind designing for 

do-it-yourselfers "as long as they 
understand they don't have the right to 
use us like a public library," she says. 
"Too many, of course, just want a 
quick design and then expect us to 
teach them how to do the job without 
paying for our time." Some of her 
suggestions for working with home
grown bath remodelers: 

•Stress the pitfalls. Make the client 
really aware of the job's size and that 
there can be unexpected problems. 

• Urge them to hire professionals for 
the big jobs, especially plumbing. 

• A i m for design simplicity. 
• Emphasize the need to invest in 

quality products. 
•Convince them that patience is 

often more important than ability. "So 
many people get three-fourths of the 
way through and begin to feel the 
project wi l l never be over —that 
they've overspent and won't like the 
new bath," says Grasso. "You must 
emphasize that a bath is never finished 
until the last towel is in place." 
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Designing a bath for children 
isn't Kids stuff 
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This remodeling seems simple — 
two new vanities installed in a 
.secondary bath for a boy and girl 
nearing their teens. But expertise 
shines in each custom detail. 

For example, the children's 
vanity (drawing left) is slightly 
lower than normal. "When plan
ning space for children, designers 
should walk around on their 
knees to see what they can 
reach," says Grasso. The vanity 
is also noteworthy because: 

•The two basins are extended 
out "so splashes drip onto the tile 
floor and not cabinet doors." 

•The towel bar is between the 
basins, so it's very easy to reach. 

• Each child has a separate 
medicine cabinet, just above the 
counter. Not only is this a safety 
precaution —"You're asking for 
accidents if a child has to climb 
onto something to get toothpaste 
or a water glass" —but, along 
with the dual mirrors and hang
ing lights, the twin cabinets help 
establish separate territories for 
the boy and girl. 

In any bath for young families. 
Grasso thinks builders should 
include a grab bar in the tub, as a 
safety measure. Likewise, she 
recommends a tub/shower com

bination without a door, since 
doors and their tracks can be a 
problem for mothers bathing 
young children in the tub. "Doors 
can always be added when the 
children become teenagers who 
take 20-minute showers and let 
water run all over the floor." 

The make-up area in this bath 
(below) can be used by the daugh
ter when she's older, but it's pri
marily an amenity for the moth
er, needed becau.se of the limited 
space in the master bath in this 
home —a production house which 
was not even completed when 
Grasso was contacted, although 
plumbing had been roughed in. 
The master was "smaller than 
the lavette downstairs." says 
Grasso, so she removed a linen 
closet in the secondary bath (.lee 
before plan left) and gave the 
mother a dressing tabic here." 

The bath's new l i g h t i n g 
scheme includes a central ceiling 
light, a light/fan combo over the 
toilet, make-up globes at the 
dressing table and a shower 
l igh t — a l l on independent 
switches. "That might seem like a 
lot for a bath this size," says 
Grasso, "but each light serves a 
specific purpose." 

Partial cost: $2,000. This includes: 
design services, Grohe faucets; 
and construction of custom vani
ties in Lamin-Art plastic laminate 
with "Swiss Chocolate" bases 
and "Paperbag" counters. Kohler 
sink, tub and toilet were builder's 
standard offering and are not in
cluded in remodeling cost. Also, 
owners arranged for wallpaper 
and some other work separately. 
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You don't need a lot 
of space to create 
a his-and-hers bath 

Estimated total cost: $30,000. 
This includes: design services; 
Kohler tub, toilet, bidet and 
basins; Grohe faucets; Ameri
can Olean tile; custom cabi
nets and vanities in painted 
wood; wallpaper purchased 
and installed by owners. 

This remodeling had one all-important goal: a bath that 
would give husband and wife separate spaces. Though not 
tiny, the existing room (plan near left) was too small to think 
of extensive compartmentalization. Yet, by stealing only a 
small amount of footage from a niche behind the living room 
fireplace and a bedroom closet, Ann Gra.sso was able to 
expand the bath enough to tailor it to two (plan far left). 

There are two vanities (drawing above left), neatly separated 
by tall, mirrored storage cabinets and a mirrored nook for 
displaying one of the owners' many potted plants. One vanity 
has drawers, the other only door units, and they are not the 
same size, but these differences arc almost unnoticcable 
because they are similarly designed and use the same materi
als. The tall cabinets, divided into top and bottom sections, 
act as both linen and medicine cabinets, as well as holding the 
wife's full-size doctor's scale. 

The shower, in a corner next to the tub (drawing above), is 
overscalcd because the husband is a large man and Grasso 
believes that "everyone should have a shower large enough so 
that he can bend over to pick up the soap." 

Mirroring, which helps visually expand the bath, is also 
used to disguise the partition setting ofT the bidet and toilet 
(plan at far left: drawing above). These fixtures were kept near 
the door because the owners didn't want to walk far to use the 
bathroom at night. 

With today's higher-wattage fixtures, Grasso doesn't use as 
many recessed lights per room as she once did, but she still 
puts them on dimmers. Over the tub, Grasso continues to use 
four fixtures, as she did here, "for symmetry and so there's no 
feeling that there's a large eyeball up there staring down at 
the person taking a bath." 
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Partial cost: $5,000. 
This includes: 
design services, 
construction of 
vanity with Wil-
sonart plastic lami
nate storage units 
and African ma
hogany top; Phyl-
rich sink and Delta 
faucets on wife's 
side; Kohler 
"f lan's Lav" and 
faucet on hus
band's side. Not 
included: African 
mahogany platform 
around Jacuzzi 
"Athena" whirlpool 
tub; Grohe faucets 
and temperature 
valve in shower; 
Pella windows; 
glass wall and one
way mirror doors; 
Kohler toilet and 
bidet. These items 
were arranged for 
by contractor 
building the home. 

BR.. 
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You can open up 
a master suite 
to capture exciting views 

In this case, Ann Grasso's clients asked her for a re-do 
before their custom home was built; The architect had 
designed a master suite so over-compartmentalized that it 
seemed choppy (before plan, left center). And, notes Grasso, 
the husband's closet and a 14-ft.-long hallway to the 
bedroom hid one of the house's stunning features —a three-
story glass-walled stairwell. 

In her new plan, that closet is repositioned to create a 
dramatic entry from a balcony overlooking the stairwell — 
an adjustment that also gained the inches needed for neat 
little pajama and stereo closets. 

What's more, everything in the room now shares sea 
views once only visible from the tub corner: The vista can be 
appreciated by someone in the shower, which has a glass 
end wall, or by someone in the toilet/bidet compartment, 
which has sliding doors of mirrored one-way glass (see plan 
upper left). 

The free-standing vanity (drawing below) rises from a 
practical tile inset in the carpeted bath, and it is positioned 
so that it doesn't block views —or traffic, The man's side is 
scaled for stand-up grooming, with center sink, mirrored 
medicine cabinets at shoulder height and storage cabinets 
recessed under the mahogany top. The woman's .side (in 
drawing, seen as a reflection in the mirrors) is lowered, with a 
cut-out reminiscent of old-fashioned dressing tables. 
"Women like to sit and lean close to a mirror when applying 
make-up," says Grasso. 

A final note: "An open bedroom/bath plan is not just for 
the very young," says Grasso. " A lot of older couples enjoy 
the relaxing atmosphere such layouts offer. But they want 
the toilet to be clo.sed off and they don't want the master 
suite to look too 'bathroom-y.' " 
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IDEA BATHS CONTINUED 

Estimated total cost: $8,000. This includes, from New Design 
Inc.: design services; heavy construction work, including bracing 
of wall for extension under roof; Jacuzzi whirlpool bath; Kohler 
sink; American Standard toilet; and Velux skylight. Owner did 
most of rip-out and preparation work, wiring, plumbing and con
struction of custom vanity from Wilsonart plastic laminate. 

Angles add visual 
interest to any-size bath 

Though the remodeled bath shown above isn't small, 
it does have a somewhat spartan look —not surprising 
since, like the bath on page 78, it was designed for a 
do-it-yourselfer. But it's exciting in spite of its sim
plicity—the result of angles and level changes Ann 
Grasso introduced into the expanded room. 

The original bath was tiny (plan near left), like so 
many in 20-ycar-old tract houses. But the owner was 
happy to give up an existing study next to it in order 
to get the bath he wanted —and to go along with 
Grasso's idea of extending the bath into what had 
been a second-floor setback under a sloping roof. 

Since the door of the old bath had been in direct 
line of sight from the home's entry hall, it was closed 
ofl" and the former study door is now used instead. 
The shower location was not changed, however, 
although the existing shower was given a new tile 
curb and a rod which angles back to a corner scat 
(plan far left). 

In the footage added to the one-time study, the 
owner now has a whirlpool bath (drawing above) and a 
skylight for his own rooftop view of the world. To 
complement the study's existing pine floor, a tub 
platform and cantilevered seat were built of open 
deck planking treated with many coats of tung oil for 
water resistance. 

Although a cabinet on the wall opposite the vanity 
provides major storage, the platform is extended 
under the vanity to create a towel shelf—an idea 
Grasso has executed in tile in other baths. The 
space-saving ledge vanity is only 33 in. long, but it 
includes an offset basin and one drawer, giving the 
owner ample space for his shaving needs. 
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The Grasso approach: Personalize the bath 
as much as possible 

Tailoring a bath to the client's needs isn't always a 
simple task: Most people don't know exactly what 
they want. "And if they do, many won't ask for 
certain items because they're afraid I might think 
they're kinky," Ann Grasso says. 

So she uses a standard questionnaire as a way to 
reduce this embarrassment factor. Questions include: 
Who will use the bathroom, and what are their ages 
and sizes? Do you like to read in the bathroom? [For 
a more complete list, see HOUSING . Mid-Oct. '80]. 
After clients complete this survey, Grasso interviews 
them in person, so she can read their expressions as 
well as record their answers. 

The bath re-do shown below is the result of such 
in-depth research into clients' preferences. In this 
case, Grasso saw that the wife was particularly 
concerned about closets. So the designer also asked 
for a list of linear footage needs for storage, broken 
down by types of clothing—sweaters, dresses, shoes, 
etc. In the new layout (plan at right below), storage is 
plotted almost inch by inch. Included are such ameni
ties as lingerie and underwear drawers close to the 
shower and vanities. 

In contrast, the "before" plan of this bath (below 
left) is almost a textbook example of how not to 
personalize—the architect had created so many box-
ed-oflT individual spaces that the bathroom was a 
maze. To improve the layout—still only on paper— 
Grasso "took out all the walls and started over." 

Note the new location of the tub: It's angled into a 
corner of the sleeping area, and is no longer boxed 
in. 

"Most people use showers for cleansing and tubs 
for relaxing soaks," says Grasso. "But it's hard to 
relax in a tub with three surrounding walls —there's 
not much to look at." 

She also believes that placing the toilet next to the 
tub is a mistake. Not only does this make it more 
difficult to clean both, but, Grasso says it's "less than 

relaxing" to soak with your head next to the toilet. 
Some of the designer's other ideas: 
•Sunken tubs that are even with the floor are 

dangerous —and hard to clean to boot. She recom
mends using a 4-in. to 6-in. trip edge or hand rails or, 
better yet, raising the tub above floor level for a 
luxury look. Platforms, step-ups, etc. can be used to 
visually break its bulk. 

• Faucets on over-sized tubs shouldn't be on the 
back wall. Installing them there forces bathers to be 
gymnasts or get wet in order to turn the water on. 

• Larger showers without doors are less restrictive 
than small, enclosed ones, although it's necessary to 
exercise special care in positioning shower heads so 
that the spray is directed away from the opening. 

• Double-bowl vanities aren't always needed. 
"Sometimes extra basins are necessary, as in one case 
where we converted an old buff'et into a triple-sink 
vanity for a woman with ten children," says Grasso. 
"But a husband and wife don't necessarily need water 
at the same time. One basin plus extra make-up space 
could be a better solution." 

•Standard 30-in. or 31-in. high vanities are back-
breaking. Grasso prefers a vanity that's 36 in. to 39 
in. tall , " i f room proportions allow." 

Once design and budget are determined, a remod-
eler must also alert customers to the timing required 
for an efficient job. "You can't fit many tradesmen 
into a bathroom at one time," Grasso points out. "and 
if you don't expedite properly, the plumber may be 
sitting out in the hall doing nothing, while the electri
cian wires the whirlpool bath." 

Also, she warns, "since a bath is usually not on the 
first floor by a back door, you must plan how to get 
rid of large masses of junk." New Design Inc. often 
uses a wooden slide which goes from a window 
directly into a dumpster. "This is much better than 
having a contractor trailing plaster dust up and down 
the stairs as he makes 50 trips to carry out old tile." 

4 
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Island kitchens: planning 
for convenience-plus 
The plus? "Island kitchens are friend
lier," says Detroit kitchen designer 
Lenore Greer. She planned the island 
shown below and below right, which 
includes a recess for stools so children 
can watch their mother cook. 

"Our buyers like islands because 
the woman can be working in the 
kitchen and still be right in the mid
dle of what's going on," says Ron 
Miles of The Talmadgc Tinsley Co., 
Dallas. His firm builds the kitchen at 
right, which is open to a family room. 

What's more, an island tends to 
"fence" family and friends out of the 
cook's way, so he or she can chat 
good-temperedly —if , that is. the 
kitchen is planned well. 

Circulation patterns should funnel 
traffic to the outside of the island — 
and keep it there. In the plan at top 
right, for example, the garage entry is 

at the far end of the L-shapcd kitch
en. So it takes fewer steps to walk 
around the outside of the island to get 
to the nook/family room than to pa
rade through the cook's work triangle. 

Space around the island has to be 
generous enough for the cook to ma
neuver easily. "There should be 45 
inches on either side of the island." 
says Greer. "Usually there's some
thing in the kitchen with a door that 
drops down —the dishwasher, for in
stance. The cook shouldn't have to 
close it to walk past the island." 

This means a kitchen should be at 
least 14 or 15 f t . wide i f its to include 
a center island, such as the one shown 
below. 

"Otherwise the cook will wish she 
could shove the island out of the 
way," says Greer. 

The dimensions of the island have to 

be considered, too. i f the island holds 
a cooktop, there should be useful 
counter space next to it. " I f you put a 
3-ft.-wide cooktop in the middle of a 
6-ft. island, that leaves only 18 in. of 
counter space on either side," Greer 
points out. "What can you do on 18 
inches?" 

And if the kitchen is designed for a 
family with small children, like the 
one pictured below, an island with 
cooktop has to be deep enough that 
there's little danger a child racing 
past will knock over a hot pan. 

Lighting over the island—as with 
any kitchen work space —is also im
portant. I f the room has a high ceil
ing, lighting fixtures could be sus
pended a few feet above the island, as 
was done in several of the kitchens 
shown on the following four pages. 

- B A R B A R A BEHRENS G E R S 
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Modest-sized island is a welcome ad
dition to an L-shaped kitchen. It serves 
as a traffic barrier, keeping other fami
ly members out of the cook's way when 
they walk through to the family room 
Isee plan above). And the island boasts 
counter and storage space —always de
sirable in a kitchen designed for a fami
ly. A special convenience; There arc 
cabinet doors on both sides of the cus
tom-made island. Project: The Trails at 
Old Shepherd Place. Dallas. Builder: 
The Talmadgc Tinslcy Co.. Dallas. Ar
chitect: Danielian Assoc.. Newport 
Beach. Calif. Interior: The 
Childs/Drcyfus Group. Chicago. 

FOR DETAILS, S E E PRODUCT INFORMATION INDEX 

Island for an expert cook was de
signed with a recess for stools (photo 
right) so she can demonstrate treasured 
recipes to her seated children. Spices 
and baking equipment are stored be
hind doors —all on roll-out shelves for 
quick access. The l2-ft.-long island also 
has space for placemats, napkins, etc. 
in the cabinets facing the breakfast 
nook (photo left). Moreover, it's only a 
step away from other storage, so it's a 
convenient spot to place grocery bags 
when unloading them into the refrigera
tor, pantry, etc. Designer: Kitchens by 
Lenore. Birmingham. Mich. 
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Sculptured island not only defines the kitchen in a 
home with an open floor plan, but it is also an at
tractive focal point, which is in view from the home's 
great room (a step down from nook shown in plan). 
The 4' X 2'6" island is constructed of stainless steel 
and includes a cooktop, creating a compact work t r i 
angle within the roomy angled kitchen. Builder: Envi
ronmental Development Corp., Cincinnati, Ohio. Ar
chitect: Environmental Space Designs Inc., Cincin
nati, Ohio. 

K I T 
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Kitchen with a view benefits 
from island storage, which 
makes it practical to give one 
wall over to windows. But stor
age isn't the only function of 
this 3' X 4' island: The family 
for whom the kitchen was de
signed includes a cooking 
teacher, and the island is a 
convenient stage for demon
strations. And for standard 
meal preparation it's a handy 
spot for readying food for the 
oven—or for setting hot dishes 
on their way to the nearby din
ing table. Architect: Hayahiko 
Takase, Los Angeles. Builder: 
RST Construction Co. Inc.. 
Gardena, Calif. 

Island in a country kitchen makes it easy for a 
cooking ̂ parent to watch children at play. Note 
that the cooktop is set well back from the edge of the 
island, so it's unlikely that a passing child would ac
cidentally knock over a hot pan. Project: The Trails 
at Old Shepherd Place, Dallas. Builder: The Tal-
madge Tinsley Co., Dallas. Architect: Danielian As
sociates. Newport Beach. Calif. Interior: The 
Childs/Dreyfus Group. Chicago. 



Custom-designed oval hood draws all 
eyes to the island in this one-of-a-kind 
kitchen. The 7-ft.-long island has storage 
in its base, as well as plenty of "set-
down" space next to the gas range. 
Moreover, the maple-block work surface 
adds warmth to the cool, European-
style kitchen. Architect; David Lubin, 
Bloomfield Hills, Mich. Builder: Abbey 
Homes, West Bloomfield, Mich. Kitchen 
designer; Gary Fried of Kinetics, Far-
mington Hills, Mich. 
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Massive island suits the proportions of 
a high-ceilinged kitchen. The butchcr-
block-topped island measures 4' x 6', so 
it offers plenty of work space for cooking 
or baking—or for organizing serving 
dishes for a dinner party. It includes an 
electrical outlet for plugging in small ap
pliances, such as a mixer, which may be 
kept in cabinets in the island's base. This 
storage space is especially important be
cause there are no wall-hung cabinets on 
the sink wall. Rather, there's a solarium-
type window which fills the kitchen with 
early-morning sun. A t night, the island is 
well-lit by a 10-bulb custom-designed fix
ture. Architect; Kirby Ward Fitzpatrick, 
San Francisco. Builder: Vantage Corp., 
Danville, Calif. 

FOR DETAILS, S E E PRODUCT INFORMATION INDEX 

Kitchen without walls (also shown on 
our cover) was designed to make infor
mal entertaining a pleasure. Thus, the 
center island, which keeps cook within 
speaking distance of guests—one of 
whom might even want to pull up a stool 
beside the island. Project; Tree Top Resi
dences, Miami, Fla. Architect: Charles 
Sieger Architectural Offices, Miami . 
Builder: Newport Building Corp., Miami. 
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ISLANDS CONTINUED 

LJ?^, IOOI III roecM: 

Companionable kitchen makes it easy 
to visit while cooking: A friend seated at 
the island is close to the cook but out of 
his or her path. The two-stool island —it's 
5 f t . long —is a good spot for breakfast, 
too, since eating there eliminates walking 
back and forth from the dining table. 
The island can also be used as a 
chopping block: Although its base is red 
oak, the top is maple butcher block. 
(Note that in this kitchen even the refrig
erator is oak paneled.) Project: Irving 
Street Condominiums, Cambridge, Mass. 
Architect and builder: Douglas Okun and 
Assoc.. Cambridge, Mass. 

FOR DETAILS, S E E PRODUCT INFORMATION INDEX 

Islands can work overtime as 

• 

Wide-open custom kitchen is spacious 
but step-saving, thanks to an island with 
cooktop which condenses the work trian
gle. What's more, the owner can prepare 
food without having her three teenage 
daughters underfoot, since the island does 
duty as a traffic barrier. She can still en
joy their company, however, i f they pull 
up a stool or do homework at the work 
desks built into one corner of the kitchen. 
The hanging wood rack over the island 
isn't only decorative: I t includes fluores
cent light fixtures. Architect: Mazria/ 
Schiff & Associates, Albuquerque, N . M . 
Builder: Jim Bishop Construction, Albu
querque 
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Split-level island is the centerpiece of a 
family kitchen. Although designed for 
eating breakfast and late-night .snacks, 
the sealing level can also be used for food 
preparation or as a buffet for casual 
dinner parties. The higher end of the is
land holds a cooktop and. more impor
tantly, enough storage space so that one 
wall of the kitchen could be filled with 
windows. "So it's a nice, cheery kitchen, 
especially in the morning." says its de
signer, architect Barry Sugcrman of N , 
Miami. Fla. Interior designer: Sugerman 
Newman. N . Miami. 

convenient snacking spots 
Creekside kitchen was designed to 
maximize views of the landscape. And 
the central four-stool island is a good 
observation point. For less leisurely mo
ments, the island includes a power strip, 
so that a busy cook can plug in as many 
as five small appliances at once. For en
tertaining, the island—only a few steps 
from sliders to a deck —can be used as a 
bar or bulTel table. Project: Bent Trail 
Creek, Dallas, Builder: J. Stiles Inc.. Pia
no, Tex. Interior: Marlcnc Dibrcll & As
sociates, Piano. 
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Volume space helps solve 
last-mlnule design problem 
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The problem developed because—as is 
often the case—a buyer came along 
while a one-of-a-kind spec house was 
under construction. And quite typi
cally, the buyer asked architect/con
tractor Alfredo DeVido of New York 
City to make substantial design 
changes in the two-story, 2,350-sq.-ft. 
house on Long Island, N . Y . 

The original plan called for a first-
floor master suite, highlighted by a ca
thedral ceiling (bottom plan, left). Two 
small bedrooms were planned for the 
second floor (top plan, left). But the 
buyer wanted a second-floor master 
suite, complete with whirlpool bath. 

DeVido's first change was to knock 
out partitions between the upstairs 
bedrooms creating a large master bed
room. Then he built the master bath 
along the east wall of the house, tying 
in the plumbing lines with those of the 
original master bath downstairs. 

He used the volume space in the 
original master bedroom to accommo
date the whirlpool, specifying 2"X 10" 
beams set 16" o.c. for this area. The 
beams, which match those used in oth
er areas of the house, were doubled 
every other beam to compensate for 
the 1,500-lb. weight of the whirlpool 
when filled (see section above). 

The house's steeply sloping roof pro
vided a storage area off the bathroom 
(middle plan. left). And the architect 
designed a small door into the storage 
wall so there would be access to the 
whirlpool's motor. 

DeVido estimates the extra cost for 
the mid-construction changes came to 
$2,500 to $3,000. - F R A N J. DONEGAN 
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Idea Notebook Kitchens with something extra 

" F u n c t i o n a l i t y doesn't s e l l k i t c h e n s . P e r s o n a l i t y , does." 
That's the gospel a c c o r d i n g t o C r a i g Hyer of the Haas Cabinet 
Co. Hyer, who t e a c h e s k i t c h e n design and sa l e s m a n s h i p , 
i s an expert a t g i v i n g k i t c h e n s a d i s t i n c t i v e look. For 
c o n f i r m a t i o n , see the photos below and on the next two pages. 

Same l a y o u t / d i f f e r e n t look: 
The k i t c h e n s above and at 
r i g h t show how Hyer gives 
each k i t c h e n a p e r s o n a l i t y 
a l l i t s own. I n the room 
above, he b u i l t a d i s p l a y 
s h e l f i n ov e r - t h e - s i n k 
s o f f i t space and echoed 
the i d e a i n the i s l a n d . 
"The open-shelf look i s 
coming on stron g , " he 
say s . I n the k i t c h e n a t 
r i g h t , tambour-door c a b i 
n e t s t u r n the same s o f f i t 
space i n t o storage space. 
One advantage of using 
the r o l l - u p u n i t s t h e r e : 
They don't have t o l i n e up 
e x a c t l y with cabinet doors 
below. Another s p e c i a l touch: • 
a h u t c h - l i k e arrangement of 
storage next to the oven 
at r i g h t . 



Ideas g a l o r e : 
From the "wagon 
wheel" c e i l i n g to 
a " s o f f i t pocket" 
f o r d i s p l a y i n g 
t r e a s u r e s , the 
k i t c h e n a t l e f t 
i s f u l l of d i s 
t i n c t i v e touches. 
Some more: b r a s s -
channeled leaded-
g l a s s c a b i n e t doors; 
angled c a b i n e t s 
( c r e a t e d from stock 
corner c a b i n e t s and 
s i n k - f r o n t u n i t s ) ; 
a wine r a c k ; and 
a greenhouse t h r e e 
s t e p s above f l o o r 
l e v e l so the book
case doesn't block 
p l a n t s from view. 

Sit-down "gourmet c e n t e r s " ( r i g h t and 
below) are a boon to the weary or e l d e r l y . 
What's more, the t a b l e - h e i g h t maple c u t t i n g 
board makes t a s k s such as kneading e a s i e r for 
a baker who's 5'3" or s h o r t e r . Note a l s o the 
extended s o f f i t ledge i n both k i t c h e n s : a t 
r i g h t , an ornate look c r e a t e d with cro\m 
molding and s p i n d l e r a i l i n g ; below, a more 
contemporary v e r s i o n . I n both c a s e s , the 
foot-deep ledge provides space for d i s p l a y i n g 
d e c o r a t i v e items or p l a n t s . Also a t r i g h t : a 
wood-banded c o u n t e r t o p — a treatment Hyer says 
i s becoming popular. 

a) 

For d e t a i l s , see 
Product Information 
Index on page 125 



Idea NDtebock Continued 

For d e t a i l s , 
see 
Product 
Information 
Index on 
page 125 

Paneling on the bottom of the s o f f i t i s 
only one of the unexpected d e t a i l s shown 
i n the k i t c h e n above. Another: a s p i c e rack 
tucked below w a l l c a b i n e t s . "The time-
honored 18 inches between countertop and 
c a b i n e t s i s u s u a l l y wasted space," says 
Hyer. "Use i t to maximize s t o r a g e . " To the 
r i g h t of the s i n k , a tambour-door c a b i n e t i s 
an "appliance p a n t r y . " For a f i n i s h e d look, 
the u n i t was crowned with molding and s p i n d l e 
r a i l i n g , c r e a t i n g a indoor herb garden. 

Handsome wet bar shows t h a t Hyer's 
ideas aren't l i m i t e d t o k i t c h e n a p p l i 
c a t i o n s . Note the s l o p i n g s o f f i t above 
the bar and the indoor "window" to 
the r i g h t of i t — f a s h i o n e d from a c a b i 
net door. 



another room 
Foot for foot, the kitchen can be the most expensive 
room In the home. And dollar for dollar, it can be your 
best sales investment. Well-designed and handsomely 
equipped, it can help turn the casual prospect Into a 
serious buyer. 
That's why you want the family look of Whirlpool 
appliances In your kitchens. 
Whirlpool appliances have the features your prospects 
want. Like the Serva-Door * refrigerator with a door-

within-a-door and In-the-door Ice and water 
dispensers. Like convertible cooktops that 
bring outdoor cooking indoors. Like combina
tion built-in microwave and self-cleaning 
ovens. Like our solid-state dishwasher 

And since Whirlpool Corporation is a full-line manu
facturer, you get the family look plus the supply and 
service efficiency of one-stop shopping. 
For your next project, look to Whirlpool appliances. 
They help sell the kitchen that sells the home. 

You want Whirlpool 
H O M E J L a P P L I A N C E S 

Quality. Our way of life. 
Circle 95 on reader service card HOUSING/OCTOBER 1981 95 



Introducing 
a work processor so easy even 

the chairman of the board 
can operate it. 

With Lanier's new 
EZ-1,™ suddenly it's 
easy to type reports, 
letters, memos, lists, and 
more. And get them done 
accurately right away Your 
staff can start using the EZ-1 the 
day it arrives, because L̂ anier experts 
offer immediate on-the^ob training. 

THE EZ-I PROCESSES WORK, 
NOT JUST WORDS 

The EZ-I is more than a conventional 
word processor It's a work processor 
that also files, keeps accurate records, 
and helps you stay ahead of all 
your papeiwork. It can grow with 
your business too, because Lanier 
will continually update it with 
new capabilities. 

HARD WORK WAS 
NEVER THIS EASY 

while most other 
similarly priced equipment 
only allows you to process 

words. And when you consider 
how the EZ-I can increase 
office efficiency, you'll see how 
it virtually pays for itself Even 
though your chairman of the 
board may never use the EZ-1, 
he'll certainly appreciate all 
it can do. 

Send us this coupon, or call 
today for a demonstration 

of how easy the EZ-I, 
really is. (800)241-1706. 

Except in Alaska or Hawaii. 
In Georgia, call collect: 

(404) 321-1244. ©1981 Lanier Business FYoduas, Inc 

Send to. Lanier Business Products, Inc. 
1700 Chantilly Dr N.E.. Atlanta. GA 30324 

Your secretary types on a TV-
like screen instead of on 
paper, so changes are made 
before printing. That saves 
time and helps avoid typos. All your work is produced in 
letter-quality printing at less than 30 seconds per page. 
50-200 pages can be stored on a single memory disc. In 
addition, the EZ-I does more than one job at a time, which 
can free your secretary to work on other administrative tasks. 

&̂ SY TO AFFORD 
The new EZ-I gives you the ability to process all kinds of 

LANIER'S EZ-1 
Show me how easy the EZ-I is 

Besi Time to Call 

Rrm 

City County State Zip 

U l N I E i r 
\X/fe make your good people even better. 

Oct 81 Housing 4 91 B J1 
Makers of ttie T>peMasie(-No Problem* '̂ Tjewriter. No Problem Shared Syaem-and EZ-rwort; Processor 

Circle 96 on reader service card 
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Council for Financial Aid 
to Education, Inc. 

680 Fifth Avenue.New York, 
N.Y, 10019 

?netp 
-inflation, energy, 

breign imports—isn't going to 
come out of thin air. 

A lot of it's going to come from 
our colleges and universities. Most 
of the research done in this country 
is done on university campuses. And 
most of our technology is based on 
that research. 

But many colleges and universities are 
having serious financial problems.They 
need your company's help to survive. 

The free booklet shows how your company 
can help higher education—and promote 
corporate ob|ectives, too. 

Please write for it. America can't afford to 
depend on foreign countries for the know-
how it needs. 

GIVE TO THE COLLEGE OF YOUR CHOICE. 

Please send me a copy of your booklet: "How to 
Develop an Effective Program of Corporate 
Support for Higher Education:' I 

I N o m e 

i . , o m p o n y 

COUNCIl 'OR FINANClAl AID t O EDUCATION INC. 
6S0 FIFTH AVENUE NEW VCHW. NY 10011 

A PUBUC SERVICE Of THIS MAGAZINE 
AND THE ADVERTtSiNO COUNCIl 
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Take a good look at the new 
energy-saving insulation 
board from T^ple-EasTex 

There are a lot of building products today with 
foil surfaces. But it's what's inside the foils that 
counts. That's why you should take a good look 
at the new high performance insulation board 
from Temple-EasTex. Each board has a Class 1 
isocyanurate core, one of the most effective in
sulators available. 
This means you can build walls with an insula
tion value of R-19 with conventional construction. 
There's no rieed for expensive 2 x 6 framing. Just 
use regular 2 x 4 framing, V2" gypsum wallboard, 
R-13 insulating batts and %" Temple-EasTex insu
lation board with regular siding. Higher R-values 
mean greater insulating power Savings vary Find 
out why in the seller's fact sheet on R-values. 
With fuel and energy costs constantly rising, your 
prospects will take a good look at homes with en
ergy saving features. With Temple-EasTex insu
lation board, it's one more reason for prospects 
to buy your homes. 

Ask your Temple-EasTex dealer to show you 
all the advantages of our new insulation board. 
For the name of the dealer nearest you, just 
give us a call. 

lemple-Easlex 
• INCORPORATED 
Diboii, Texas 75941 

For additional information, call 1-800-231-6060. 
In Texas, call 1-800-392-3145. 

Circle 69 on reader service card 



lemple-Easlex 
Insulation Board 

R-5.4 AT 75°F 
SYSTEM R-8.2 WITH % AIR SPACE 

CO 
HI 



He ivatclu'd it out of si^lit 
before fie cast a lure 

over by the old .stump. 

Tbeds^ Dick Heart 
missed the 8:05. 

D ick Heart turned the gas on under the old l)ut 
.shining coffee pot. He sensed rather than licard 
his wire Mae coming into the kitchen. 

"Thouglit you d sleep late today.' he said as he 
adjusted the flame. 

"Well, you get up at the same time ever\' 
Monday morning for 30 years and it's hard to sleep in. 
she an.swered in a soft, sleepy voice. 

She l(X)ked out the window at the weather and 
said. "I'll make you some sandwiches to take along." 

Dick kept sorting through his fishing gear hut 
not really seeing it. "Ya know, it feels strange, like this 
is the first time in all these years I won't he on the 8:05." 

There was a long pause and then he said, "I 
was thinking about Tom Ungar, too. We started 
working the same year. I finally got to retire and go 
fishing, and Tom's going to he catching that 8:05 this 
morning.. .just like always." 

Maybe he doesn t want to retire." 
"Oh, he wants to all right. But that pension 

isn't enough, and he never could save a cent." 
Mae heaved a sigh and said, "Well, you'd 

still be catching that train if you hadn 't joined the 
Payroll Savings Plan. All tho.se U.S. Savings Bonds 
make a difference." 

"Yeali, but you're the one that c o i n inced me 
to start. 

"Nagged sou, you mean, she said turning to 
look at him. 

Dick squeezed her arm and said. "Yeah, nagged. 
.•\s the 8:05 passed ov er the Indian Leap trestle, 

Dick was at his favorite fishing spot. He counted the 
cars as they went by. In the fifth car, there was Tom in 
the 3rd window from the back. 

He watched it out of sight before he cast a lure 
over by the old stump. He sh(X)k his head and spoke out 
loud, "Sorry, Tom, too bad someone didn't nag vou." 

The line twitched. Dick Heart had a strike. 

Wfu'n yoii put })aii of your saiiiii^.s into U.S. Savitifi-s Bonds, 
you're helpiiifi. to assure a better futitre for your country 
and yourself ^ 

, stockXs»ô  in̂ jnerica. 
A public se iv lce ol Ihis publicalion 
and The Advertising Counci l . 
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N o t b a d f o r t h e first d a y . 

This morning, no one in the office 
knew a thing about making graphs. 
And now secretaries and managers 
alike are producing crisp, concise 
charts and graphs for marketing 
analysis, industry forecasting and 
sales presentations. Without 
writing a single computer program. 

Picture your data the way you 
want it. 

The key is a graphics work-station 
from Hewlett-Packard. Built around 
our HP 2647A intelligent terminal, 
it s like putting an entire art depart
ment at your staffs fingertips. 

Not only can you call up your 
standard business reports on pro
duction performance, sales figures 
or market trends, but with just a 

few simple keystrokes, you can turn 
them into clear and helpful pie 
charts, line and bar graphs, log
arithmic charts, overhead transpar
encies and more. (It's also easy to 
tailor to more sophisticated 
applications.) 

Draw your own 
conclusions. 

Invite your secretary 
along to your nearest HP 
sales office for a demon
stration of our graphics 
products (we're listed in 
the White Pages). And 
bring your company's 
annual report or other 
business data—we'll be 

professional an amateur artist can 
be. Or, if you'd like more information 
first, just return the coupon below. 

WAo% H E W L E T T 
mi'/iM P A C K A R D 

r Yes. I'd like more details about your graphics 
workstations. Please send me your brochure. 

—\ 

Name 
Title Phone 

Company 

Address 

City/State/Zip 
Send to: Hewlett-Packard. Data lerminals Division. 

Dept. 5967.974 East Arques Ave.. Sunnwale. CA 94086 
i 1 , 1 , Attn: Ibm Anderson. Marketing Manager, 

glad to snow you just how i _ P M N I O / j \ « O O I H P T I 5 _ j 

Circle 99 on reader service card 



P R O D U C T S Bathrooms 112,114 Cabinetry 106,110 Kitchens 102,104 

J a l k 
o t a r t e r s 

Finding a place for everything has 
been a continuing problem in most 
kitchens —more like a game of hide 'n 
seek than anything else. With square 
footage shrinking even more in many 
new homes, storage becomes even 
more scarce. And for an increasing 
number of families —especially those 
with husband and wife working—time 
is also more scarce. So nowadays, 
convenience is the name of the game. 

That's why cabinetry manufacturers 
are developing new storage systems 
and accessories. The object of the 
storage game now: to eliminate as 
much fishing, bending and crawling as 
possible; and to maximize use of what 
storage space there is. The new 
systems help homeowners organize 
their foodstuffs and appliances-even 
bathroom toiletries —holding 
everything in an accessible location. 

Shown are some of the recent 
storage "pluses." Introduce a mix of 
these features to prospects. You'll 
score points when they learn that their 
next search for a box of cereal need 
not be another sporting event. 
- J E N N I F E R A. W A G N E R 

Storage features shown above 
include a microwave shelf, pull-
out shelving, and base cabinets that 
open from either side of peninsula. 
American Woodmarlc. Circle 200 on 
reader service card 

Slide-out shelf fleflj is one option 
in a line of storage extras. Also avail
able: wire baskets, lazy susans. 
bciow-sink, tilt-out drawer. Long-
Bell. Circle 201 on reader service card 

Coated wire rack for housewares 
is part of the manufacturer's "Vis i -
blcStorage" system. Quaker Maid. 
Circle 202 on reader service card 

Visible storage—a door-mounted 
rack (right} —h a feature in this line. 
Also shown: tambour-door appliance 
garage {center}. Krown Kitchens. 
Circle 203 on reader service card 
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Nova-Dor™ vanity (righi) includes 
mirrored medicine cabinet, shelving, 

and several storage cabinets. Unit mounts 
onto doors or walls. Regency Products. 

Circle 204 on reader service card 

Pull-out vagatable bin (below) is one 
of several accessories from the vinyl-

coated "Space Builder" sliding basket 
storage system. Closet Maid. Circle 205 

on reader service card 

Slide-out oven shelf (below) pro
vides extra working space —and a 
convenient spot to set hot ca.sseroies. 
Built-in shelf is surfaced with 
"Planked Maple" laminate. Wilson-
art. Circle 206 on reader service card 

m 
I 1 . I 

Convenience storage system for the 
bath (above) includes behind-the-door 

shelving, slide-out towel rack and built-
in wire hamper. Crystal Cabinet 

Works. Circle 207 on reader service card 

"The Insiders" storage system 
(right) is a customized configuration of 

nine different-size wire baskets in a 
sliding frame. System is designed for 

use in manufacturer's cabinetry. Excel 
Wood. Circle 208 on reader service card 
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PRODUCTS/ KITCHENS 

Built-in dishwasher is shown with a customized, decorator exterior covered with fabric, 
wallpaper or similar surface treatment. Dishwasher surface is protected by a clear 
polymeric panel. Maytag. Circle 220 on reader service card 

Counterange^** cooktop features a built-
in downdraft venting system. Five cooktop 
modules offered include a gri l l , rotisserie 
and griddle. Unvented model is available 
for use with range hood. Amana. Circle 22A 
on reader service card 

Micro S h e i r " , installed above the cooktop, 
provides an eye-level shelf space to accom
modate the manufacturer's microwave oven 
and a range hood. A conversion kit for 
non-ducted installation is available. Whir l 
pool. Circle 221 on reader service card 

Space Saver II mounting provides an 
above-range exhaust ventilator, and accom
modates a microwave oven. Prewired unit 
has 225 cfm double squirrel cage blowers. 
Ductless model is available. Dacor. Circle 
222 on reader service card 

Buil t - in "Micro -Hood" vents fumes 
through wall or roof, or recirculates air 
through charcoal filter. u.L.-approvcd unit 
holds manufacturer's microwave ovens 18 
in. above range. Kenmore. Circle 225 on 
reader service card 

Litton-Aire'^" microwave oven includes a built-in exhaust vent and range light. Mcal-
In-One® cooking system has two distribution sources, insuring even wave distribution. 
Litton. Circle 223 on reader service card 

Modular gril l /griddle range is a 30-in. 
freestanding unit. Features include self-
cleaning oven with black glass door and a 
below-ovcn storage drawer. Hotpoint. Circle 
228 on reader service card 
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• 

Forget other folding doors you've seen. Pella wood folding 
doors are in a class apart. 

Thanks to durable wood construction combined with 
genuine wood veneers or high-quality, low-maintenance 
vinyls, these folding doors offer long-lasting service and 
beauty. 

Thanks to outstanding mechanical design, these fold
ing doors function smoothly, quietly, unobtrusively, year 
after year. 

Thanks to attention to detail that's the hallmark of ex
cellence in design, Pella wood folding doors, available in 
three different styles, will lend a touch of distinctive beauty 
to many different interior designs. 

Circle 103 on reader service card 

Let Pella offer suggestions to help you divide space and conquer customer con
cerns. Free! Send for your free copy of our full-color catalog on Pella wood folding 
doors. See us In Sweet's Light Residential File. Or look in the Yellow Pages under 
"doors" for the phone number of your Pella Planning Center. 

g Name 

Addiess 

Telephone 
Mall to: Pella Windows & Doors, 
Dept. T40J1, 100 Main St., Pella, Iowa 50219 
Also available throughout Canada. #^^1- B m I I ys- 'W 
This coupon answered within 24 hours. \ / M l i y F B I 1 3 U l l C f f f 9 H a l l i 

© Rolscreen Co. 



PRODUCTS/ KITCHENS 

Convertible cooktop is shown above with a standard white ceramic smooth-top cartridge 
and an optional rotisserie unit. The 30-in. cooktop also has a built-in ventilation system. 
Other cartridge options are offered. Jenn-Air. Circle 227 on reader service card 

Built-in microwave, designed to replace 
range hood, features two-speed ventilation 
system. " M V P " oven has solid-state memo
ry, thermostat, and 10-level heat control. 
Ductless model is available. Magic Chef. 
Circle 230 on reader service card 

Steam Machine 2*̂ ^ dishwasher pro
duces steam in each wash cycle to enhance 
cleaning power. Incoming water may be set 
at only 120°; temperature is boosted during 
cycle. Thermador/Waste King. Circle 228 
on reader service card 

Modular cooktop is offered with updraft 
or downdraft venting. Converta-Grill® 
modules include a grille, griddle with Sil-
verstone® finish, white or black glass 
smooth-top, rotisserie. O'Keefe & Merritt. 
Circle 219 on reader service card 

"Superba" built-in dishwasher is one of 
four models in the "Energy Saver V" line. 
"Sure-Temp" system heats incoming water 
to 150°, a feature which allows a low 
water-heater temperature setting. Kitchen-
Aid. Circle 231 on reader service card 

I 

Spacemaker^ microwave oven, shown above installed over the manufacturer's range, 
has Microtouch™ controls, a humidity sensor and temperature probe to monitor the 
cooking cycle. General Electric. Circle 229 on reader service card 

Range hood from the "Contemporary" 
series is offered in ducted and ductless 
models. Both are available in a range of 
sizes and colors. Ducted model has a twin-
squirrel cage blower. Aubrey. Circle 232 on 
reader service card 
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SAVEAFEWTHOUSAND 
DOLLARS WITH GE's FREE 
LIGHTING ENERGYAUDIT 

General Electric Watt-Miser" II fluorescents 
and other GE energy-efficient Izimps saved a bank in 
Maryland $2,000 a year, saved JCPenney $19,000 a 
yceir in just one store, and Eaton $665,000 a year 
in 18 plants. 

Many other GE customers are saving thousands 
of dollars just by replacing the standard lighting 
products in their existing fixtures. That's why 

any energy saving you can make, with no capital 
investment. 

Maybe GE can save you lots of money too. 
All you have to do is cut out the form below, fill it 
out and mail it to us. 

When you do, you'll receive a personalized 
computer-generated analysis of potential savings and 
other benefits when using GE 

of the quickest paybacks of lighting energy savings offer one WE BRING ^ergy-efficient 

GOOD THINGS 
TO LIFE. 

« 41 

GENERAL m ELECTRIC 
C-150 

SEE WHAT YOU CAN SAVE WITH GE's FREE LIGHTING ENERGY ALDIT 
Fill out this form and mail to General Electric Company, 

Lighting Energy Audit, Department PMN-1, Nela Park, Cleveland, Ohio 44112. 

Now 
in use 

Standard Fluorescents 
12 4'F40/RS 
.'0 8' F96 
?8 8' F96HO 
u. 8' F961500MA 

Recessed Downlight 
Floods 

75R30/FL 
5? 150R/FL 

Incandescent Bulbs 
60 60 Watt 
68 100 Watt 

Total Lighting hours 
Number per week 

PAR-Lamps 
76 150PAR/FL 
8̂  150PAR/SP 

Mercury 
92 400 Watt 

Now 
in use 

Ballast 
4'F40/RS 
8'F96 
8'F96HO 
8'F961500MA 

Total 
Number 

Name 
Company. 
Address 

City State. 
Zip Code-
Phone 

100 

105 

1 10 

115 

My energy rate is $ . per kilowatt hour i?o 
(Divide total dollars from your last bill by 
total kilowatt hours used.) 

Please send the savings analysis to: 

124 

159 

r94 

229 

264 

269 

• Please have someone come out and help 294 
me fi l l out this form. 

Circle 105 on reader service card 



PRODUCTS/CABINETRY 

r 

Tradit ional-style vanity is 
part of the "Bedford Oak" line, 
which has raised-panel, cathe
dral-arch doors. Cabinetry has 
a light brown finish and fin
ished interiors. I X L . Circle 248 
on reader service card 

Mirrored medicine cabinet 
(left) features a dark-stained 
oak frame with a border of 
leaded glass. Overall dimen
sions: 18'/:"X28'/:". NuTone. 
Circle 249 on reader service card 

Oak cabinetry is f rom the 
"Potomac Light" line, which 
features a selection of storage 
accessories for both the kitchen 
and the bathroom. American 
Woodmark. Circle 252 on reader 
service card 

Recessed medicine cabinet, 
from the "Countryside" collec
tion, has an oak-like frame that 
comes in three finishes. Mon
arch Metal. Circle 253 on reader 
service card 

"Ranch" line of kitchen cabinetry is crafted of inch-thick ash. 
Wood is protected with a Durasyn® finish that resists stains and 
moisture. Haas. Circle 250 on reader service card 

Oak bathroom cabinetry is from the "Leesport" line. Shown are 
the vanity, tall companion cabinet and hutch. Quaker Maid. Circle 
254 on reader service card 

"Richmond Hill" cabinetry has oak frames and doors, and antique 
brass hardware. Predrilled holes in side of front frame insure proper 
alignment of units. Bclwood. Circle 251 on reader service card 

"Dark Oxford" cabinetry has solid oak. raised-panel doors, 
drawer fronts and frames that are stained and hand-wiped. Kemp
er. Circle 255 on reader service card 
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S T I C 

ic B r^s That csptufc 
ance of pure light in 

chrome and lucite. Faucets are 
available with a complete 
selection of m^trhinrj bath
room accessories. 

Free brochurp available upon 
request. For complete catalcjg 

nearest AriiMir Ui.w-. 
showroom, send S5 00 to 

B R A S S 

( ir. Ic ^07 on raider M-n'in-ninl 
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HCW TO PLAN, SITE AND MERCHANMSE 

T H E 

D1 

irVENSSTY mSCSE 
Two days of intensive study in • • • Site Planning, Floor 
Planning, Merchandising and Model Presentations for 
Townhouses, Duplexes, and Patio Homes 

Here's why you should attend 
Because today's rapidly rising land develop
ment and construction costs have made the 
small house homebuilding's key product for 
the immediate future 
Because small houses demand special skills 
in siting, planning and merchandising if 
they are to be successful in the marketplace 
And because prospects have to be sold on a 
different kind of lifestyle before you can 
turn them into small-house buyers 

Housinĝ s ^̂How to Plan, Site and 
Merchandise the Smaller, Higher-
Density House'̂  seminar will show you 
How to site medium and high-density 
housing 
How to design small houses that appeal to 
specific market segments 
How to effectively merchandise small houses 
to these specific markets 

Newport Beach, CA, Oct. 19-20 
Marriott Hotel 
Maui, Hawaii, Nov. 16-17 
Hyatt Regency 
Denver, CO, Dec. 7-8 
Fairmont Hotel 

Specifi<̂ ally, 
you'll study these 
key suhjeets: 
Site Planiiiitg: 
• Why site-planning sub

tleties become critical as 
living units become smaller 

• How to avoid the "tov 
village" look of small-
home developments 

• How to increase density 
without sacrificing 
market appeal 

• How to provide privacy in 
high-density housing 

• How to develop street 
patterns basec on actual 
need rather than out
moded conventions 

• How to determine how 
much common space is 
needed and where it 
should be 

• How to design for and 
around the automobile 

• How to handle the 
problems of garage doors, 
narrow front elevations 
and setbacks 

Product Design: 
• How to create floor plans 

that feel—and live— 
bigger than they really are 

• How to relate floor plans 
to density 

• How to make the most of 
smaller living spaces— 
indoors and outdoors 



Single Family Attached and Detached, 

• How to gear floor plans to 
specific market segments 

• How to use natural l ight 
to open up tight floor 
plans 

• How to maximize square 
footage in key areas 

• How to make creative use 
of interior volume 

Mercliaiidisiiig and 
Model Preseittatioit: 
• How to create models 

that show buyers the 
comfort of l iv ing in a 
small space 

• How to make your 
models appeal to market 
groups 

• How to scale furnishings 
for small houses 

• How to use color and 
light effectively 

• How to present the 
unfurnished model 
effectively 

You'll study with Barry A . Berkus, A I A , president and founder of the 
Berkus Group Architects with offices in Santa Barbara and Santa Ana, 
CA, and Washington, DC; Walter J . Richardson, AIA , president of 
Richardson-Nagy-Martin, an architectural and planning firm based in 
Newport Beach, CA, and Gene E . Dreyfus, president of the 
Childs/Dreyfus Group, an interior design f i rm based in Chicago with 
offices in New York, NY and Palm Beach, FL. 

H o w to register 
Please complete and return the coupon 
below to: Seminar Dept., Housing 
Magazine, 1221 Avenue of the 
Americas. New York. NY 10020. Or 
you mav register bv calling (212) 997-
6692. 

Seminar fee $585 
The fu l l registration fee is payab e in 
advance and includes all luncheons, 
workbooks, tapes and other meeting 
materials. 

Cancel lat ions and refunds 
Cancellations received later than two 
weeks before the sertiinar date are 
subject to a $50 service charge. 

Seminar hours 
Registration begins at 8:30 a.m. the 
first day. Programs run from 9:00 a.m. 
to 5:00 p.m. on both days. 

Ho te l reservat ions 
You wi l l be responsible for making 
your own hotel reservations. In doing 
so please be sure to say that you are 

attending the Housing seminar to 
assure yourself of the special rate. To 
make your reservations call the 
Washington Marriott West End at 
(202) 872-1500, the Newport Beach 
Marriott at (714) 640-4000 and the 
Fairmont at (303) 571-1200. With 
confirmation of your registration for 
the Maui seminar you wil l receive a 
reservation card to be fdled out and 
returned to the Hyatt Regency as soon 
as possible. 

Tax deduct ion o f expenses 
An income tax deduction is allowed for 
expenses of education (includes 
registration fees, travel, meals, 
lodgings) undertaken to maintain and 
improve professional skill. See Treasury 
regulation 1.162-5 Coughlin vs. Com
missioner 203P' .2d 307. 

Seminar Department, Housing Magazine, 1221 Avenue ol the Americas. New York. N.Y. 10020 
Please register me in the " H o w to P lan , Site and Merchandise the Smaller, H ighe r -Dens i ty House" 
seminar checked below: 

Name 

H 10/81 

• Newport Beach, CA, Oct. 19-20 
Marriott Hotel 

• Maui. Hawaii. Nov. 16-17 
Hyatt Regency 

• Denver. CO, Dec. 7-8 
Fairmont Hotel 

• Check payable to Housing enclosed 
• Bill my Company • Bill mc 

Title & Company. 

Address 

City State. Zip-

Phone 



PRODUCTS/CABINETRY 

"Warwick" cabinetry is constructed of hardwood frames with solid oak, raised-panel 
doors. Brass hardware is included. Matching hutches and wall systems are available. 
Triangle Pacific. Circle 256 on reader service card 

"Chapel le" cabineta are shown with 
planning desk unit installed between stan
dard 17-in. base units. Oak cabinetry, fea
turing doors with raised cathedral-arch 
panels, has a light-tone finish. Yorktowne. 
Circle 259 on reader service card 

Dark-Stained oak cabinetry is from the Hickory-look cabinetry (above) is from Hardwood vanity, "the Ambassador," is 
"WarmWood" line, which offers a selection 
of storage units, such as the 84-in.-high 
multipurpose closet shown above. Kitchen 
Kompact. Circle 257 on reader service card 

the "Gardencourt Stratford" line. A broad 
range of accessories and storage features 
are offered. H.J. Scheirich. Circle 218 on 
reader service card 

part of the "Collection Series." Base cabi
nets are offered in widths up to 60 in. Three 
finishes are offered. Chemcraft. Circle 260 
on reader service card 

•I" 

"Cathedral Vintage Maple" cabinetry line offers such storage features as roll-out 
shelves, plastic bins and swing-out spice racks. Solid maple door fronts and drawer frames 
have beveled, raised panels. AristoKraft . Circle 258 on reader service card 

"Stonington" cabinetry has oak veneer 
doors with a plank design. Crown molding, 
matching range hood and a variety of stor
age features are included in the line. Riv
iera. Circle 261 on reader service card 
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Sears Contract Sales delivers 
more than just the Kenmore name. 
Like over 17,000 service 
technicians nationwide 
waiting for 
your customers' call. 
Sears Contract Sales deliv
ers a nationwide network of 
service technicians. So, if 
for any reason, one of our 
Kenmore appliances has 
a problem, you don't. 
Because your buyers call 
Sears instead of you. Aiid 
Sears responds with a fleet 
of service trucks and a team 
of technicians trained for 
one job only—working on 
Kenmore appliances. 

Like Test Proven 
performance. 
Kenmore's reliable perfor
mance is backed up by 
tough laboratory testing. 
Each model is put through a 
demanding series of per
formance procedures. And 
not only Sears product 
engineers, but home 
economists, too, check out 
the appliances so you and 
your buyers don't have to 

worry about performance. 
Call us for a quote. Ask 

about the special "OPTS" 
program. It gives you an 
extra income opportunity 
and gives your buyers a 
choice of appliances. 

Top-notch Sears ser
vice and lab tested reliabil
ity—two more ways Sears 
Contract Sales delivers 
more for you. 

1 

cKandCo , 1961 

Circle 111 on reader service card 



PRODUCTS/ BATHROOMS 

h 

"Blended Hues" coloration is offered on any line of the manufacturer's china or 
cast-iron bathroom fixtures. Two-tone colors offered are lavender haze (shown), morning 
rose and blue mist. Eljer. Circle 241 on reader service card 

Vista-Pivot^** shower door adjusts to fit 
any shower opening. Tempered glass door 
has a frame made of aluminum with a gold-
or silver-anodized finish. Kinkead. Circle 
245 on reader service card 

"Commode" vanity is 31 in. wide and 19 
in. deep. The cabinet is available in oak 
(shown), cherry, pecan, and birch. Top is 
cultured marble or onyx. Rene Products. 
Circle 242 on reader service card 

"Cadet" economy line (above}, including 
lavatory centerset, bath/shower fittings and 
kitchen faucet, as shown, features a washer-
less valve system. American-Standard. Cir
cle 243 on reader service card 

"LB Gran" lavatory has an^ extra-long 
basin measuring 2 4 " x l 3 " . Self-rimming 
china unit has 12-in. faucet centers. Availa
ble in a variety of colors. Kohler. Circle 246 
on reader service card 

"Aquatone Plus" whirlpool is designed to replace conventional 5-ft. tubs. The 
preplumbed whirlpool has four adjustable jets which provide Hydrassage® action. Univer-
sal-Rundle. Circle 244 on reader service card 

Five-piece shower surround is designed 
for remodeling, and installs over drywall, 
plaster or plywood. Surround is made of 
high-impact copolymer plastic. Plaskolite. 
Circle 247 on reader service card 
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changing 
your 

address? 

A T T A C H LABEL HERE 
Please give Ave week* notice before change of address 
becomes effective. Aituch mailing label here and print 
your new address below. If you have any question about 
your Buhscription, include address lahel with your letter. 

M A I L T O 
H0US1 n g , P.O. Box 430, Hightstown, N . J. 08520 

l y o u i name 

1 your mail ing address 

j d t y zip code • 

, yonr firm name i 

1 Hrm address 

| d t y zip code 1 

type of business 

your tide or posiUon 

T O ENTER OR EXTEND YOUR SUBSCRIPTION, 
C H E C K HERE: U^. CAN. 
• NEW • ONE YEAR $20 $22 
• RENEWAL • T H R E E YEARS $^3 $^7 

MAIL REMITTANCE T O 
H o u s i n g , P.O. Box 430, Highiiiown, N.J. 
M520-Rates Apply lo U.S. * Canada O n l y -

want 
your 
own 
subscription? • 

C l ^ C r p f Descriptive literature on the 
^ MmM-iM-i« complete line of Armstrong 

Solarian'* no-wax floors and a 
Write today. Product sample. 
To: Armstrong, Dept. 12FHH, P.O. Box 3001, Lan
caster, PA 17604 

Name 

Company 

Street 

City State Zip 

Circle 114 on reader service card 
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PRODUCTS/ BATHROOMS 

Low-silhouette, one-piece water closet is made of blended P V C 
and urethane foam, but looks like vitreous china. Unit uses less 
than 3'/3 gal/flush. Delta. Circle 237 on reader service card 

Lavatory faucet (left) is availa
ble in washerless or convention
al models. The handles have 
either chrome or acrylic knobs. 
Built-in water-saving features 
control water flow. Also fea
tured: an extra-long spout. 
Union Brass. Circle 238 on read
er service card 

Hand-held showers (right) are 
from a revamped line: shown 
are Ondine I , Ondine I I and 
Ondine X-90. The latter unit 
features a pulsating massage 
spray. Ondine I I and X-90 fea
ture a water-saving "hold" posi
tion. Ondine. Circle 239 on read
er service card 

X 

Acrylic whirlpool bath is designed to fit into the space of a 
standard-size tub. Factory-assembled plumbing is self-contained. 
ThermaSol. Circle 240 on reader service card 





nesimgnouse lecnnoiogy 
improves productivity. 

Precision Heating for Metal Processing 
increased productivity by 300 percent and 
cut energy costs by 50 percent for a forging 
facility. 

The Westinghouse induction heating 
system is so much faster than any type of 
surface heating, it enables the forge to pro
duce parts at three times the old rate. That's 
because the controlled electric current f low 
within the bar stock heats to the precise 
depth required. 

Such controlled heating from within 
significantly reduces the energy waste that 
accompanies surface heating. It also means 
an improved environment for employes in
volved wi th forging, forming, roll ing, heat 
treating or curing of coatings. 

Office productivity increased 6 percent 
when a Westinghouse "Open Office" 
System was installed by a major Eastern 
bank. 

"Open offices" improved communica
tions, provided efficient work stations and 
lowered noise levels for the bank's program
mers and analysts. Productivity increased 
almost overnight. 

Today, white collar employes represent 
half of the American work force, but white 
collar productivity has increased only 0.4 
percent per year in the last five years. Install
ing "open offices" by Westinghouse can im
prove those figures. 



Microprocessor-based production control 
increased productivity 300 percent for an 
agri-business. 

AWestinghouse Numa-Logic™ PC-700 
programmable controller system replaced 
manual batching. Now a single 8-hour shift 
can mix 720 tons of 30 different types of 
feed requiring 41 separate ingredients. With 
only a 1 percent weight error in a given 
ingredient. 

Before Numa-Logic, the same output 
required two 12-hour shifts, and there was a 
20 percent weight error. 

The Westinghouse Numa-Logic can in
crease productivity in a wide variety of 
process and manufacturing operations. 

Ultrasonic Cleaning and Degreasing 
increased productivity by over 900 
percent for a manufacturer of iron molds. 

Instead of 1,300 man-hours and 
$21,500 to clean 100,000 units, now it takes 
133 man-hours and slightly over $2,100. 

Westinghouse Ultrasonic Cleaning does 
a faster, more thorough cleaning job than any 
other method. Using less harsh chemicals 
and no elbow grease, high intensity sound 
waves implode small vapor bubbles that 
blast off dirt and residue. 

If cleaning has been your productivity 
bottleneck, ultrasonics could be the answer. 



Vlfestlnghouse technology 
saves energy. 

Energy Management will save over $800,000 
per year in fuel consumption and labor costs 
for a 600-acre, 150-building chemical plant. 

A Westinghouse Industrial Energy Man
agement System replaced the plant's slower, 
traditional ways of monitoring and adjusting 
energy generation and use. 

Now, over 1,800 sensors provide the 
central computer with continuous data for 
real time analysis of the entire plant's energy 
generation, distribution and process 
systems. 

Result: Any deviation from opt imum 
operational levels-anywhere-can be spot
ted and corrected in seconds. By one opera
tor. At the press of a button. 

Illumination costs were cut $233,000 per 
year for a 22-story bank. 

The reason? Westinghouse Ultralume" 
lamps. Westinghouse researchers discov
ered that combining three particular wave
lengths of light produced a fluorescent that 
gives better lighting for less money. 

Two Westinghouse Ultralume Fluores-
cents provide the bank wi th a lighting envi
ronment which the employes agree com
pares to four standard fluorescents whi le 
using only half the electricity. 

The bank has since installed Ultralumes 
in two other facilities. And is saving an addi
tional $84,000 annually as a result. 



Combustion Control has cut the fuel bill of 
an Eastern chemical company 15 percent, 
saving it $75,000 per year. 

The company installed a Westinghouse 
fully automatic boiler system on one of its 
four boilers. 

Combining a probe-type oxygen ana
lyzer wi th a microprocessor-based oxygen 
trim controller, the system optimized fuel 
consumption, increased safety, and de
creased excess oxygen by 8 percent. 

It has been so impressive that the com
pany has ordered similar equipment for its 
three other boilers. 

Modular escalators will save over $150,000 
per year in energy costs for the mass transit 
system of a major East Coast city. 

The 354 Westinghouse Moduline TOO" 
escalators used there save 30 percent of 
energy costs when going "up^ 60 percent 
when going "down" compared to the con
ventional type. 

These advanced Westinghouse escala
tors can be connected in modular sections, 
giving architects a design freedom they 
never had before. These escalators can skip 
a floor, span vertical rises of 100 feet or 
more, and provide a nonstop 10-story ride. 

That's right, 10 stories. 



Wfestinghouse technology 
for the future. 

Electricity from sunlight is one step closer to 
economic reality. 

The unique Westinghouse Dendritic 
Web process promises to significantly re
duce the cost of manufacturing photovoltaic 
cells. 

It produces long, thin, continuous strips 
of single crystal sil icon, the main component 
of solar cells. The costly and wasteful slicing 
of silicon blocks has been eliminated. 

Modules like the one pictured behind 
the dendritic strip above can produce up to 
16 watts per square foot. Now, Westinghouse 
is working toward automated production fa
cilities. And we've designed and installed 
systems for residential application. 

Fuel Cells promise to be a highly efficient, 
compact, nonpolluting source of electric 
power. 

Westinghouse is developing two types 
of fuel cells. 

One is a phosphoric acid fuel cell tar
geted for the mid 80's. It converts any hydro
gen-rich fuel such as synthetic gas from coal 
directly into electricity. It's environmentally 
benign, the only by-products are carbon 
dioxide, heat and pure water. 

The other type is a solid oxide design. 
It's even more compact and more fuel effi
cient than the phosphoric acid fuel cell. 
With an 1800°F operating temperature, it's 
ideal for industrial cogeneration. It should 
be ready for use by the mid 90's. 



High Power Battery technology may soon 
give commercial vehicles such as delivery 
vans a 100-mile cruising range, take only 
4 to 6 hours to recharge, and last 100,000 
miles. 

Westinghouse is developing a high 
power nickel-iron battery that offers the best 
combination of high energy density, long life 
cycle, longer time between charges and 
competitive life cycle costs. 

Smaller and lighter than older types of 
batteries, the new Westinghouse nickel-
iron battery could also replace fossil fuels as 
the power source for industrial forklifts, min
ing machines, and airplane tow trucks. 

It's already in limited production. 

Super Small, Super Fast Processors will 
dramatically enhance America's military 
capabilities and ultimately revolutionize 
American industry. 

Very High Speed Integrated Circuits 
(VHSIC) wi l l increase processing capabili
ties by over 1,000 percent. It wi l l be possible 
to put up to 500,000 transistors on a single 
chip. 

The production and use of very pure 
silicon wi l l enable such chips to process in
formation at much higher rates of speed. 
And they'll require 1,000 times less power. 

And advanced circuit pattern printing 
techniques wi l l help deliver all of this capa
bility in a package 400 times smaller than 
today's! 



Through Its technology, Westinghouse is ready 
to help American Industry Increase productivity 

PRODUCTIVITY INCREASE IN MANUFACTURING, 1970-1980 

United States 28.09? 

Japan 102.1% 

the Netherlands 74.8% 

France 60.6% 

Germany 59.9% 

Italy 59.0% 

United Kingdom 25.5% 

Source: Based on most recent data from the Bureau of Labor Statistics, United States Department of Labor, June, 1981 

and... 
Reestablish our worldwide industrial leadership. 
Improve our trade balance. Slow Inflation, and 
help preserve and Improve our quality of life. 

For more mformation, call toll free 
800-245-4474 

In Pennsylvania, call 800-242-2550 
Or write: Six Gateway Center, 

Dept. 10, Pittsburgh, PA 15222. 
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D u o - F a s t ' s n e w r o o f i n g s t a p l e r . 
O n e h a r d w o r k e r d e s e r v e s a n o t h e r . 

The new Duo-Fast RS-1748 roofing stapler is a tough, 
dependable tool that works as hard as you do. Its built to 
take rugged use day after day. packing power to drive 
16-gauge wide-crown staples from ^ 2" through 1V2". It'll 
save you money too. because it uses less air than many 
competitive staplers. And like all Duo-Fast tools, the 
RS-1748 is backed by the largest, best-qualified team in 
the industry for on-the-spot service anywhere. The new 

Duo-Fast RS-1748 puts power dependability 
and economy into every roofing 
job. It's just what you deserve. 
Check the Yel low Pages for the 

• name of your nearest Duo- Fast 
disthbutor 

BUOFAST 
Duo-Fast Corporation 
3702 River Road 
Franklin Park. IL60131 

Better tools, better fasteners, better ways to build your profits 

Circle 88 cm reader service card 



Byrlington "^ampSeU Soup "60^ 

L I F E I N S U R A N C E C O M P A N Y 

Lots of smart companies have 
hig^ blood pressure control 

prc^rams. 
Uliat about yours? 

Uncontrolled high blood pressure is a 
national health problem. About 26 
million workdays and billions of dollars 
are lost each year because of it. 

But high blood pressure can be 
easily detected and controlled. Proper 
treatment, every day. can prevent heart 
failure, kidney disease, stroke and 
premature death caused by high blood 
pressure. 

Many companies, large and small, 
have successful on-the-job high blood 

pressure programs for their employees 
and management. Look into it. You can 
save time and money. And protect your 
employees' health. To find out the whole 
stoiy write: 

Ms. Judie LaRosa 
Worksetting Programs Coordinator 
National High Blood Pressure EducaUon Program 
Bethesda. MD 20205 

High blood pressure. Treat it and live. 
National High Blood Pressure Education Program National Heart. Lung, and Blood Institute. U S Department of Health and Human Services 
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Builder. 
Dare copper to match 

Duraflex polybutylene's 
performance and cost. 

Corrosion 
Resistant 

Scale 
Resistant 

Freeze 
Resistant 

Installs Without 
Soldering or Heat 

Low 
Cost 

Duraflex 
Polybutylene 

YES YES YES YES YES 

Copper N O N O N O N O N O 

Plumbing pipe made from Shell 
Duraflex polybutylene resin chal
lenges copper in performance stan
dards rated most important by build
ers in a national survey. It's the most 
durable, most cost-effective pipe you 
can buy for plumbing and cole water 
service. At any price. 

Duraflex pipe"^ offers more pro
tection. Copper can corrode and 
rust. Duraflex pipe is inert, so it 
resists corrosion, rust and rot. And 
this tough pipe won't allow scale to 
build up and clog lines. 

Your customer's plumbing will be 
safe during severe winters. Copper 
pipe can crack when water freezes. 
Duraflex pipe won't. It expands to 
accommodate frozen water, prevent
ing damaging leaks. 

Duraflex pipe simpl i f ies instal
lat ion. It's lightweight, flexible and 
can be hand ed by one person. In 
fact, it can take as little as one-half 
'Duraflex'" is a trademark of Shell Chemical Company for its 

polybutylene resins. Shell Chemical does not manufacture pipe. 

the time to plumb compared to cop
per. And unlike copper, Duraflex pipe 
con be joined without using open 
flames or creating toxic fumes. That 
means a safer and faster job. Your 
contractor can employ one of four 
quick and easy joining methods with 
simple tools and readily-available 
fittings. 

Because Duraflex pipe is so 
tough, you'd expect it to be expen
sive. It isn't. Duraflex pipe is priced 
at about one-third the cost of copper 

Duraflex plumbing and water 
service pipes ore made from resins 
produced by Shell Chemical Com
pany. Write us. We'll send you a new 
publication that tells the in-depth 
story of how Duraflex polybutylene 
pipe can dare copper to match its 
performance and cost and a list of 
the manufacturers who make pipe 
from Duraflex polybutylene resins. 

Shell Chemical Company, Manager/ 
Communications,One Shell Plaza, 
Houston,Texas 77002. 

C o m e t o 

S h e l l f o r a n s w e r s . 
Circle 66 on reader service card 

HOUSING/OCTOBER 1981 124C 



Housing Magazine-
frem McGraw-Hill, the 
world's largest source of 
building industry 
information. Unmatched 
in research, news, and analysis 
for the building industry. 

Housing. The largest staff of reporters, writers and editors of any 
magazine in its field, supported by all of the domestic and international 
facilities of McGraw-Hill, world's leading publisher of business infor
mation. No other publishing company provides its journalists with 
such a rich and continuing flow of news and information. Housing's 
staff is backed by these McGraw-Hill resources. 
Housing Seminars. Industry leaders provide up-date on subjects 
including finance, design, selective marketing. 
Architectural Record. The source book of practicing architects and 
engineers. 
Building Cost Publications. Itemize current costs lor new and replace
ment construction. 
Data Resources Inc. The leading supplier of economic and market 
forecasts for the construction industry. 
Dodge Reports. Supplied to over 50,000 building products 
manufacturers, suppliers and contractors. 
Dodge Construction Statistics. Provides quantitative data on market 
potential for all segments of the construction industry. 
Dodge Newspapers. Daily, regional publications with construction 

projects news. 
Dodge/SCAN. Daily microfilmed reproductions of construction project bidding 

documents. 
Electrical Construction & Maintenance. Leading magazine for the electrical contractor 

in all types of construction. 
Engineering News Record. Leading construction industry newsweekly. 

McGraw-Hill Book Co. Over 500 professional and reference books for the construc
tion industry. 
McGraw-Hill Conference and Seminar Group. Conducts 175 seminars yearly 

including those specifically for the light construction industry. 
McGraw-Hill News Bureaus. Located in 17 domestic and international cities 
plus 160 correspondents who file industry information daily. 

McGraw-Hill Newsletters. The 38 newsletters and newswires provide 
up-to-the-minute information on markets including the construction industry. 

McGraw-Hill Regulatory Impact Service. Keeps industry abreast of federal 
regulations, guidelines, standards and legislation affecting building design. 

Standard & Poors. Publishes over 40 factual and advisory publications including rating services 
and building industry reports. 

Sweets Cotalog Files. Provides building product information (general, 
engineering, industrial, light residential, interior furnishings.) 

Wood & Tower Asset Management Services. Investment 
tax credit and component depreciation studies based on 
construction cost surveys in nearly 500 cities. 

Housing: 
Infonnatlon that leads to action 
in the light construction industry. 
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PRODUCT INFORMATION INDEX 

For help in locating manufacturers listed below, use h o u s i n g ' s Buyers' Guide [Aug. '81). 

K I T C H E N / B A T H COVER 
Page 65—Cabinets; Formica® units by 
Custom Cabinets. Oakland, Calif. Flooring; 
bleached oak parquet by Stewart. Cooktop; 
Jenn-Air. Countertops; Formica®. Sink; 
stainless steel. Windows; Cobbledick-
Kibbe. 

T H E E U R O P E A N I N F L U E N C E 
Pages 66-72 

Page bb—Left: Cabinets; "Combi-Color" 
cabinetry from Poggcnpohl. Appliances; 
made in Germany. Right: Cabinets, the 
"Eden 6697" line from Tielsa of Germany, 
constructed of a golden-tone oak. Counter-
tops; high-pressure laminate, with solid oak. 
'/:-in. t r im, also supplied by Tielsa. Floor
ing; Viilcroy and Boch tile, as-is the wall 
tile. Appliances, oven, cooktop; Gaggcnau 
USA. a German manufacturer with Aineri-
can headquarters in Boston. Mass. .Sink; 
Frankc. steel finished with baked-on 
enamel. 

Page fn—Left: Cabinets; Allmilmo. Fix
tures; all are European. Unver left: Cook-
lop/gril le; combination gas/electric unit 
from Gaggenau USA. Upper right: Sink; 
"Bi lgar" from Viilcroy and Boch. Tile; the 
"Armada" scries from Viilcroy and Boch. 
Lowr right: Cabinets; dark oak from Pog
gcnpohl. 

Page 68 —Cabinets; the "Belgian" kitchen 
from Rutt Custom Kitchens, constructed of 
natural linen-cloth veneer with oak tr im. 
Flooring; vinyl, from Armstrong. Drop-in 
range; Thermador. Refrigerator; Sub-Zcro. 
Sink; Kohler. 

Page 69—Top: Cabinets; "F la i r " from 
Quaker Maid. Countertop; Wilsonart. oak 
edging. Ovens, cooktop. dishwasher; 
O'Keefe and Merrit t . Carpeting; Jason. 
Two-position range hood; Vent-A-Hood. 
Sink; Elkay. Left: Cabinets; Vorktowne's 
"Olympia" line from the "Contemporary 
American" collection. Flooring, countertop; 
Kcntile. Range, dishwasher, cooktop; Mod
ern Maid. Wallcovering; Birgc. Right: Cab
inets; Coppcs. oak with a honey finish. 
"F lush" style. Refrigerator; Whirlpool's 
"Mark I." Sink; bar sink by Elkay. Bar 
faucet; Grohe. gold-finish. 

Page H)—lj;ft: Cabinets; custom-made by 
Best Cabinets. Fla. Range; Jenn-Air. Dish
washer; KitchenAid. Sink: Kohler. Instant-
Hot; G.E. Ceiling fan; Hunter. Right: Cabi
net surfaces: Wilsonart. Flooring; Italian 
ceramic tile. Oven; Whirlpool. Cooktop; 
Whirlpool, convertible. Dishwasher; Whir l 
pool. Refrigerator; three-door with cold 
water / ice cube dispenser. Wh i r lpoo l . 
Countcrtops/sink; Corian® by DuPont. 

Page l \ — Top: Cabinets; Graybill Cabinet 
Co. Flooring; "Cedas Bahamas" from Vir
ginia Tile. Oven; Thermador's "Therma-
tronic I I . " Cooktop; Jenn-Air. Countertops; 
Corian®. Sink; Kohler's "Brookficld." Fit

tings; Moen. Middle left: Cabinets; custom-
made with high-pressure Formica® and oak 
tr im. Flooring; "JeflTersonian" herringbone 
oak from Sykes Flooring Co.. Inc. Appl i
ances; all from Whirlpool. Countertops; 
custoin-made F'ormica®. Sink; stainless 
steel American Standard. Lighting; Pro-
gcss. Below left: Cabinets; St. Charles tex
tured steel. Flooring; "Salt i l lo" Mexican 
icrracotte tile. Cooktop; Jenn-Air. Dish
washer; KitchenAid. Refrigerator; Sub-
Zero. Sink; Elkay. BeUM' right: Cabinets; 
custom-made. Tub surround; American 
Olcan. Tub; Kohler. Lavatory; Kohler. 
Lighting; Lightolicr. 

ISLAND K I T C H E N S 
Pages 84-89 

Page S5 — Top: Cabinets; custom-made. 
Oven; Jenn-Air. Microwave oven; Jenn-Air. 
Cooklop; Jenn-Air. Dishwasher; Whirlpool. 
Refrigerator; Whirlpool. Countertops; ce
ramic tile. Sink; Eljer. Bottom: Cabinets; 
custom-made by Grabill Custom Cabine
try, Grabil l . Ind. Flooring; ceramic tile. 
Oven; micro-thermal oven by Therma-
dor/Waste King. Trash compactor; Kitch
enAid. Refrigerator; Sub-Zero. Freezer; 
Sub-Zero. 

Page H6—Top: Cabinets; custom-designed 
by Environmental Space Designs, Inc.. Cin
cinnati and constructed by Kinsella Manu
facturing Co., Cincinnati. Oven; Chambers. 
Microwave oven; Chambers. Cooktop; 
"Magnawave" by Chambers. Dishwasher; 
Chambers. Refrigerator; Sub-Zero. Sink; 
Kohler. Light fixtures over island; Habitat. 
Middle: Cabinets; modular cabinets from 
Mutsch lcr Ki tchens. Oven; Therma-
dor/Wastc King. Cooktop; Jenn-Air. Dish
washer; Thcrmador/Waste King. Trash 
compactor; Thermador/Wasle King. Re
frigerator; Sub-Zero. Countertops; Corian 
by DuPonl. Sink; Elkay. Bottom: Cabinets; 
custom-made. Oven; Jenn-Air. Microwave 
oven; Jenn-Air. Cooktop; Jenn-Air. Dish
washer; Whirlpool. Refrigerator; Whir l 
pool, Countertops; ceramic ti le. Sink; 
Eljer. 

Page HI—Top: Cabinets; custom-designed 
by Kinetics, Farmington Hills, Mich. Oven; 
G.E. Cooktop; McGraw-Edison. Dishwash
er; "Superba" by KitchenAid. Trash com
pactor; KitchenAid. Middle: Cabinets; cus
tom-made. Flooring; oak. Refrigerator; 
"Americana" by G.E. Sink; Elkay with 
Moen fittings. Solarium window; Blomberg 
Window Co.. Sacramento. Bottom: Cabi
nets; Cameo Cabinets. Miami. Fla. Floor
ing; ceramic tile from Designer Tile Inter
national, Miami. Cooktop; Jenn-Air. Dish
washer; KitchenAid. Trash compactor; 
G.E. Countertops; ceramic tile from De
signer Tile International, Miami. 

Page 88—To/).- Cabinets; custom-made by 
Anz Woodworking, Arl ington, Mass. Sink; 
Elkay. Lighting; Lightolicr. Al l appliances; 
Roper. Faucets; Delta. Bottom: Cabinets; 

custom-made of oak by Masterwood Cabi
nets. Albuquerque, N . M . Oven; G.E. 
Microwave oven; Amana. Cooktop; Jenn-
Air. Dishwasher; KitchenAid. Refrigerator; 
Frigidaire. Countertops; Wilsonart. Sink; 
Elkay. Cabinet hardware; Stanley. Floor
ing; brick by Kinney Brick Co.. Albuquer
que. N .M . 

Page 89—Top.- Cabinets; custom-made by 
M Cabinets. Miami. Fla. Flooring; Stone
ware. Oven; Thermador/Waste K ing. 
Cooktop; Jenn-Air. Dishwa.shcr; Kitchen
Aid. Refrigerator; Sub-Zcro. Sink; Elkay. 
Island top; maple butcher block. Bottom: 
Cabinets; custom-made by Tidwell Indus
tries, Lancaster. Tex. Oven; Hotpoint. 
Microwave oven; Hotpoint. Cooktop; Hot-
point. Dishwasher; Hotpoint. Trash com
pactor; Caloric. 

BATH R E T R O F I T 
Pages 9 0 - 9 1 

Page 91 —Flooring; ceramic ti le froin 
American Olean. Tub surround; ceramic 
ti le from American Olean. Lavatory; 
American Standard. Whirlpool bath; Ja
cuzzi. 

IDEA NOTEBOOK 
Pages 92-94 

Page 92—Top: Cabinets; "Classic Harvest" 
from Haas Cabinet Co. Oven; Jenn-Air. 
Cooktop; Jenn-Air. Countertops; Formica 
Corp. Sink; Kohler. Wallpaper; from the 
"American Country" collection by Imperi
al. Bottom: Cabinets; "American Country" 
from Haas Cabinet Co. Oven; Jenn-Air. 
Cooktop; Jenn-Air. Countertops; Forinica 
Corp. Sink; Kohler. Wallpaper; from the 
"American Country" collection by Imperi
al. 

Page 9i—Top: Cabinets; "Ranch" by I Luis 
Cabinet Co. Flooring; ceramic tile. Cook
top; Modern Maid. Countertops; ceramic 
tile. Sink; Elkay. Middle: Cabinets; "Farin-
stcad" by Haas Cabinet Co. Flooring; Arm
strong. Refrigerator; Westinghouse. Count
ertops; Formica Corp. Sink; bar sink by 
Elkay. Food center; Ronson. Bottom: Cabi
nets; "Plantation H " by Haas Cabinet Co. 
Refrigerator; Westinghouse. Countertops; 
Formica Corp. Sink; bar sink by Elkay. 
Food center; Ronson. 

Page 94—Top: Cabinets; "American Heri
tage" by Haas Cabinet Co. Flooring; Arm
strong. Oven; Modern Maid. Microwave 
oven; Modern Maid. Cooktop; Modern 
Maid. Dishwasher; Modern Maid. Refrig
erator; Westinghouse. Countertops; Formi
ca Corp. Sink; Elkay. Lighting; Thomas 
Lighting Co. Bottom: Cabinets; "Farm
stead" by Haas Cabinet Co. Flooring; Arm
strong. Refrigerator; Scotsman. Counter-
tops; ceramic tile. Sink; bar sink by Elkay. 
Food center; NuTone. Icemakcr; Scots-
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"An intensive two-day course 
that will show you how to 

profit from snriall office buildings 
and shopping centers. 

Today's higher interest rates and tight 
money are making it harder than ever for 
traditional residential bui lder/developers to 
survive. All over the country, builders are 
diversifying as a hedge against the cycl ical 
nature of the housing industry...and to 
ensure themselves of a revenue base. 

Small, non-residential projects 
offer new opportunities. 
Developing small, non-residential 
properties is the most viable—and 
natural—expansion for residential builders. 
In scale, design, f inancing and construction 
these projects are not so different from the 
housing you are already building...your 
experience, skills and knowledge will be a 
big plus from the start. 

And, these income-producing properties 
may well be your key 
Real Estate assets in the near future. 
Small, non-residential projects with high 
profit potential can provide you with tax 
shelters, revenue for capital investment as 
well as sound business alternatives. 
But, the non-residential market 
is a demanding one. 
It demands precise understanding of where 
the market is, its size and what it wants. It 
demands professional, flexible design and 
planning. It demands first-class marketing 

and management. And, it demands tight 
cost controls all the way from initial 
f inancing to the management budget. 

This HOUSING seminar 
will show you how to meet those demands. 
Specifically, you'll learn: 
Market research 
• How to locate and identify prospective tenants 
• How to identify market segments 
n How to project absorption rates 
• How to select the right site 
Feasibility 
• How to project construction costs, overhead 

and profit 
• How to project cash flow 
• How to project operating costs 
• How to make the most of tax advantages 
• How to handle depreciation 
Design 
• How to select an architect 
• How to scale spaces to prospective tenants' 

needs 
• How to handle tenant improvements 
• When and how to provide extra amenities 
• How to handle special construction details 
Financing 
• How to put together the best possible loan 

package 
• How equity participation should be structured 
• How to go the joint-venture route 
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Marketing 
• How to select a leasing firm 
• How to work with local brokers 
• How to structure rents 
• Short-term vs. long-term leases 
• How to handle percentage clauses and 

escalation clauses 
• How to advert ise—and when 
Management 
• How to pick a good management company 
• How much to pay for managemeri t—and 

what kind of service to expect 
• How to use operating statements 
And, you'll learn about 
special opportunities in recycled 
non-residential property 
• The advantages of re-marketing existing 

properties 
• Determining an existing building's potential 

value 
• Deciding the right time to buy 

You'll study with Michael F. Browning, 
assistant vice president of Real Estate 
Development Services at Coldwell Banker 
in Newport Beach, CA, Dr. Alfred J . 
Gobar, president of the southern 
California-based real estate research firm, 
Alfred Gobar Associates, Inc. and Steve 
Gravett,- vice president of Holland 
Builders, Inc., a major development firm in 
Ft. Lauderdale, FL. 

Newport Beach, CA 
Oct. 29-30 
Marriott Hotel 
Denver, CO 
Dec. 10-11 
Marriott Hotel South East 

How to register 
Please complete and return the coupon below to: 
Seminar Dept., Housing Magazine, 1221 Avenue of 
the Americas, New York, NY 10020. Or you may 
register by calling (212) 997-6692. 

Cancellations and refunds 
Cancellations received later than two weeks 
before the seminar date are subject to a $50 
service charge. 
Seminar fee $585 
The full registration fee is payable in advance and 
includes all luncheons, workbooks, tapes and 
other meeting materials. 

Seminar hours 
Registration begins at 8:30 a.m. the first day. 
Programs run from 9:00 a.m. to 5:00 p.m. on both 
days. 
Hotel reservations 
You will be responsible for making your own hotel 
reservations. In doing so please be sure to say you 
are attending the Housing seminar to assure yourself 
of the special rate. To make your reservations call the 
Four Seasons at (202) 342-0444, the Newport Beach 
Marriott at (714) 640-4000 and the Denver Marriott 
South East at (303) 758-7000. 
Tax deduction of expenses 
An income tax deduction is allowed for expenses 
of education (includes registration fees, travel, 
meals, lodgings) undertaken to maintain and 
improve professional skill. See Treasury regulation 
1.162.5 Coughlin vs. Commissioner 203F .2d 307. 
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Seminar Department, Housing Magazine 
1221 Avenue of the Americas, New York. NY 10020 
Please register me for the Non-Residential 
Development: Building Assets for the Future 
seminar checked below; 

U Newport Beach, CA 
Oct. 29-30, Marriott Hotel 

• Denver, CO 
Dec. 10-11, Marriott Hotel South East 

• Check payable to Housing enclosed 
• Bill my company 
• Bill me 

Name. 

Title & Company, 

Address 

City State_ 

Phone 



F O R F L I G H T S O F F A N C Y . . A B A T H W O R T H T H E T R I P 

Introduong the Infinity oo 
Bath Whirlpool ̂ '̂  Your mother 
always told you sharing was 
a virtue, now Kohler makes it 
practical, relaxing and good 
clean fun 

Infinity oo IS the same 
length as a conventional 

bath but Its extra width 
broadens bathing pleasures 
infinitely 

It's a luxurious. 20 inch 
deep, body-contoured 
whirlpool, with a control 
panel that eliminates spouts; 
making sharing comfortable 

as well as beautiful. 
Your dreams of Infinity c o 

can be realized in Expresso 
or a variety of Kohler 
decorator colors. So, whether 
you're interested in luxurious 
bathing, invigorating 
massage or just togetherness. 

the Infinity <=><=> Bath Whirl
pool offers more for one.. 
or for two... than just tea. 

For more information 
about Kohler products, write: 
Kohler Company 
Department REO, Kohlec 
Wisconsin 53044. 

T H E B O L D L O O K 

o KOHLER Copyrigni I98l Kohler Co 
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A R C H I T E C T S ! BUILDERS! D E V E L O P E R S ! 
Enter your housing designs now in ttie 

1982 H O I V I E S 1 ^ BETTER L I V I N G 
A W A R D S P R O G R A M 

E l i g i b i l i t y 
Any liouse or apartment building in the United States or its pos
sessions built since January 1,1979. Must have been designeOby 
a registered architect. 

E n t r y c a t e g o r i e s 
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; 
PUDs; 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 
vocation 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 forjudging. 

R e g i s t r a t i o n f e e 
S50 per entry (Fees ore non-refundable.) 

R e g i s t r a t i o n d e a d l i n e : 

October 16.1981. 

S u b m i s s i o n o f m a t e r i a l s 
A spiral binder for each project entered vi/ill be sent to registrants 
by January 1982. 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 12,1982. 

J u d g i n g 
A panel consisting of leading architects, builders and editors of 
Architectural Record and HOUSING will meet on March 30 & 
31,1982 at the A.I.A. headquarters in Washington, D.C. to 
judge entries. Award types: First Honor Awards and Awards 
of Merit. 

W i n n e r s 
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 114th annual 
A.I.A. convention. June 6-10. in Honolulu, Hawaii. Winners will be 
asked to provide A.I.A. and HOUSING with slides of winning 
entries, and will be charged $25 by A.I.A. to cover production of 
its annual award-winner presentation. Winning binders will not 
be returned. 

C o n d i t i o n s 
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 

Sponsored b y 
The A m e r i c a n Institute 
of Arc l i i tec ts 
a n d the ed i to rs of 
HOUSING M a g a z i n e 

Mal l to: Dept. HFBL, HOUSING, 
McGravi^-HIII, 41sf f loor, 1221 
Avenue of the Amer icas, New 
York, N.Y. 10020 by midnight . 
October16,1981. 

All winning entries will be 
publ ished in HOUSING. 

REGISTRATION FORM — 
I wish to submit a project in the 1982 HOMES FOR BETTER LIVING AWARDS PROGRAM. 
Enclosed is $50 per entry in check or money order mode payable to HOMES FOR BETTER 
LIVING, I have used a separate form (or photocopy) for each entry Please send me my entry 
material for the following category 

Custom-designed house • Production house • 

Architect name 

Street, city, state, zip 

Project name & location 

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

Company and address 

Checl< appropriate company categoryllesi Builder • Architect • Developer • Owner • 
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ADVERTISERS INDEX 
Circle 

No. 

A 
34 Amcriciin Express Co 34-36 

Ogilvy & Mather. Inc. 
113 American Standard 113 

Clinton E. Frank, Inc. 
52 AristOKraft 52 

Tree Marketing Co. 
• 114 Armstrong World Ind. Inc 114 

Marsteller, Inc. 
• 107 Artistic Brass 

Div. of Norris Ind 107 
Joel Goldstein Mktg. Comm. Inc. 

c 

1 Carado Corp Cov. II , Pg. 1 
MacGill/Ross Inc. 

• 21 Champion International Corp 21 
Grey Adv.. Inc. 

Classified 131 
• 131 Conipolile Shower Pan 131 

SSC&B Ijic. of Calif. 
13 Congoleum 12, 13 
42 Congoleum 42 

Grey Adv., Inc. 
• 8 Crestline 8 

The Cramcr-Kras-selt Co. 

D 
• 68 Duo-Fast Corp 122B 

Juhl Adv. Agency 

G 
• 49 General Electric 49 

BBDO. Inc. 
105 General Electric 105 

Meldrum & Fewsmith, Inc. 

H 
H F B L 129 

99 Hewlett Packard 99 
Wilson, Coombs & Colnctt, Inc. 

14 Home-Crest 14 
Juhl Adv. Agency 

• 23 Hotpoint Div./Gen. Electric 23 
Adv. & Sales Promotion Operations 

Housing Seminars 
Non-Residential 

Development 126, 127 
Sales-Effective 

Marketing & Design 50,51 
Smaller, 

Higher-Density House .108, 109 
133 Howmet .\luniinum Corp Cov. I l l 

Criime & Assoc, Inc. 

I 

39 International Paper Co 37-39 
Ogilvy & Mather, Inc. 

K 
29 Kitchen A id Div./Hobart Corp 29 

Griswold-Eshleman/Cleveland 
• 25 Kitchen Kompact, Inc 25 

Halbleib & Moll A.ssoc, Inc. 
128 Kohler Co 128 

Campbell-Mithun, Inc. 

L 
96 Lanier Business Products 96 

Foole. Cone & Belding Adv., Inc. 

Circle 
No. 

M 
• 22 Majestic Co 24 
134 Majestic Co Cov. IV 

Keller Crescent Co. 
67 Maytag Co 124D-G 

Leo Burnett USA 
24 Microphor, Inc 24 

Media Pacific 
• 44 Moen 44 

Wyse Adv./Cleveland 

•See Advertisement in Housing 
August 1981 Buyers Guide 

For your convenience Reader .Service 
Circle numbers precede advertisers names 

N 
Nutone Div., Scovill Inc. 

Dektas & Eger, Inc. 

o 

64 Olympic Stain 
Kraft Smith 

.17, 18 

.64 

65 Parga.s, Inc 124A 
The Runyon Agency, Inc. 

Q 
43 Quaker Maid 43 

Schullheisz/Kennedy Adv. 

R 
7 Riviera Kitchens 6,7 

Aves Adv., Inc. 
103 Rolscreen Co 103 

Kcrker & Assoc. 

31 Scheirich Co.. H. J 30, 31 
Doe-Anderson Adv. 

I l l Sears, Roebuck & Co I l l 
Stern Walters/Earle Ludgin 

66 Shell Chemical 124B, 124C 
MDR, Inc. 

T 
2 The Tappan Co. 

(O'Keefe & Merritt) 2 
Lewis & Gilman 

69 Temple, Div. of 
Temple-Eastex Inc 96B, 96C 

Ritchie, Hopson & Assoc. 
4 T V I Energy 4 

Muller Jordan Weiss Inc. 

U 
27 USS Novamount Corp 27 

David W. Evans Inc. 

w 

Westinghouse Electric Co 115-122 
D'Arcy-MacManius & Manius, Inc. 

95 Whirlpool Corp 95 
The Netedu Co. 

X 
11 Xey Corp. of America 11 

LeBeau, Leicht & Santangini Inc. 

ADVERTISING SALES S T A F F 

A T L A N T A . G A 30309 
Peicr H. Mi l ler 
1175 Peachtree St. 
(404) «92-2868 

C H I C A G O . I L 60611 
Richard Hathaway 
Robert E. K le in 
645 N. Michigan Ave. 
(312) 751-3700 

C L E V E L A N D , O H 44113 
Mi l ton H. Ha l l , Jr. 
55 Public Square 
(216) 781-7000 

D E N V E R , C O 80203 
l l ; i r ry B. Doyle 
655 Broadway 
Suite 325 
(303) 825-6731 

D E T R O I T , .VII 48075 
Robert E. K le in 
4000 Town Center 
Suite 770 
(313) 352-9760 

H O U S T O N , T X 77040 
John Strong 
7600 W. Tidwel l Rd. 
Suite 500 
(713) 462-0757 

L O S A N G E L E S , C A 90010 
Wil l iam Goodr ich 
3200 Wilshire Blvd. 
South Tower 
(213) 487-1160 

N E W Y O R K , N Y 10020 
Peter H. Mi l le r 
Kathy Tschantz 
1221 Avenue of the Americas 
(212) 997-4034 
(212) 997-3486 

P H I L A D E L P H I A , P A 19102 
Peter H. Mi l ler 
Three Parkway 
1215) 496-3800 

P I T T S B U R G H , PA 15222 
Mi l ton H. Ha l l , Jr. 
6 Gateway Center 
11 Stanwix Street 
(412) 227-3640 

S A N F R A N C I S C O , C A 94111 
Wi l l iam Goodr ich 
425 Battery Street 
(415) 362-4600 

S T A . M F O R D , C T 06901 
Kathy Tschantz 
300 Broad St., 7th F l . 
(203) 359-2860 

Advertising Sales Mgr. : 
Kenneth E. Gazzola 

Business Mgr . : 
V i to DeStefano 

Classified Advert is ing: 
(212) 997-2556 
Send adveriisemenis and box number 
replies to : Housing F'.O. Box 900. 
New York N Y 1()()20 
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Classified Advertising 
The market-place of housing. 

BUSINESS OPPORTUNITIES 

B ( / Y WITHOUT MONFV 
BARTER MAKtS StNST 

BARTER. II was all explained on Ihe PHIL 
DONAHUE show recently NOW you can 

8el |usl about anything you want through 
arter WITH NO MONEY 

BUSINESSMAN o i HOMEMAKER can gel 
Advertising, equipment, supplies, building 
repairs, inventory, travel, cars, (ood 
clothing, babysiliiru). Medical & Dental 
care, through baiter Yes, |usl about 
anything 
LEARN ALL ABOUT IT Send $2 lor Sample 
Issue, The Barter & Exchange Naws, to: 

T H E B A R T E R & E X C H A N G E 
A S S O C I A T I O N 

120 Wal l Street. 1044 B, N Y C. 10005 

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

Dealerships available for many prime 
marketing areas selling instantaneous 
boilers hot water heaters. Over 15.000 al
ready sold. Call or write Chronomite Lab. 
21011 S. Figueroa. Carson. California 
90745-(213) 320-9452. 

SPECIAL SERVICES 

C O M P U T E R I Z E D 
E S T I M A T I N G 

Mijtr BENEFITS lltlH l i oriir ot {•portiict by oir lurs. 
AiiylikltiMlFlMlbK 
MonAccinli E i l lu lu 
Sin* EillMlor'tTiM 
EnKllnMarkitlii 

Unri n i n i l i i • TIME SAVINGS ol 114k ptr n l lMtt . 
96% u\i tiny tiM kiy i i r lystMi iiilR. 
SMII ui lirgt llrat kivi b m i i l ig i i r iv i tM tor am 7 ytirs. 
Avillibli lor IBi . Riilo Sbiek. Wi i | . T.I. ui Dlgltii cmpiliri. 

Call or aand buaineas card TODAY 

T h i T o w i C N i i r O t f l c i l l i t 
S i l t i 5 1 5 / 1760Rll tNAin 

RntoiVA 22090 
(703) 435-3172 

POSITIONS VACANT 

Marketing Director — Executive man
agement position now being created by 
one of South Florida's safest growing real 
estate developers and builders. Located in 
the center of rapidly expanding Palm 
Beach County. The Satter Companies is 
looking for a proven Marketing Director 
experienced in sales motivation and train
ing, advertising and publicity programs, 
market research and administrative abili
ties necessary to truly be a top executive 
and decision maker. Compensation pro
gram includes competitive salary, full 
medical insurance benefits plus profit 
sharing plan and unusual opportunities to 
build real estate equities. Forward resume 
in confidence to: George A. Ray Jr.. Execu
tive Vice President. The Satter Companies. 
Inc.. 2328 South Congress Ave.. West 
Palm Beach, FL 33406. 

POSITIONS WANTED 

Painter and decorator for 25 years looking 
for position in redecorating and serving 
owners of investment properties. Will 
travel. Excellent references. R. E, Rood 
312/255-3916, 2407 Brandenberry, Ar
lington Heights. IL 60004. 

T E L E C O P I E R 

X E R O X 4 0 0 

To enable you to get your Class 
ified Advertising typewritten 
copy into this section at the 
last possible minute, we've 
installed a XEROX 400 TELE 
COPIER I which also receives 
copy from other makesi m our 
New York home off ice 

If you have a telecopier. 
|ust call the number below to 
see if your equipment is compat 
ible If you don't have a tele 
copier, call and we'll help you 
locate the nearest one It 
could even be m your own f i rm 
or building. 

NOTE The Xerox 400 cannot 
accept photos or art, but as 
always, there is no charge for 
typesett ing and layout service 

C A L L ( 2 1 2 ) 

9 9 7 - 6 8 0 0 

i 

than skin deep. 
COMPOTITE 
. . . best for remodeling 
Compot i te is designed for waterproofing 
under tile showers. Often used to replace 
worn out, ready-made units. Compotite can 
be cut to accommodate any drain location 
and any size space. Keeps sub-floors dry 
year after year. Because it is economical , 
convenient and efficient, Compotite is the 
best you can choose for your bathroom re
modeling jobs. 

P.O. Box 26188 
Los Angeles. California 90026 

Phone: (213) 483-4444 

Circle 131 on reader service card 

Religion In 
American Life. 
I t ' s o u r n a m e . I t ' s o u r 

b e l i e f . I t ' s o u r g o a l . 

W h y shfmld i t be yours? 
"If business is to function 
properly, it needs a commu
nity where basic values are 
believed and encouraged. 
That's religion's job and it 
needs the support we can give 
it through an inter-religious 
organization like Religion In 
American Life." Wi l l lam F . May. Dean 

New York University 
Graduate School ol 
Business Administration 

I f you're in l i - r rs l f t i in f ind ing out 
mor*' about R e l i g i on In .Amer ican 
L i fe , send for a fn-e copy of our 
.Annual Iti-puri 

Sena to The Annual R«porl 
Religion In American Lite 
815 Second Avenue. Suite 200 
New toik. New Ybrk 10017 

c o ("ittut company s name) 

City 

Slate 

R e l i g i o n i n A m e r i c a n l i f e . . . I W I 
* w e n e e d i t . 
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EDITOR'S PAGE 

The All Savers Certificate— 
It could have been better for housing 
In many ways the much-louted A l l Savers Cerl i f icatc . which makes its 
debut this month, is a sign o f the times for the housing industry. 

For one thing, it wasn't designed to bolster the industry but rather to 
bail out the thr if ts . And even though 75'7r o f new savings generated must 
be used for residential f inancing, there won't necess'arily be many new 
mortgages. Instead, much of the money is l ikely to go into existing 
mortgages in the f o r m o f Fannie Mae. Ginnie Mae and Federal Home 
Loan Mortgage Corporation term securities. So even as starts reach new 
l o w s f . v < '<7J . 15). the government offers little help for housing. 

The A l l Savers Certificate is a sign o f the times in another way: It's one 
more investment that's been created in recent years for small investors. 
People who once looked to housing as a secure investment that would 
provide tax shelter, possible appreciation and a hedge against inflat ion 
now have other choices: A l l Savers or the newly expanded Individual 
Retirement Accounts for shelter; certificates o f deposit and money 
market funds for high yields. Housing's no longer the only game 
in town. 

At the same l ime, the public is being told that funds diverted into 
housing for the past several decades should have gone into the nation's 
reindustrialization. and that housing's "favored treatment" must end: 
Housing must compete for money in the capital markets along wi th 
everyone else. So we're seeing I7'/J mortgage rates, which the public 
finds harder to accept than 17% returns on certificates o f deposit. (Unfor
tunately, most people don't make the connection between the two. ) 

Meanwhile the annual rate o f housing starts has dipped to 937.000. 
That's due not to lack o f demand, but lack o f ability to qual i fy for loans at 
today's prices and interest rates. 

Housing isn'tjust an investment. It's shelter—which people need—and 
it's a way to achieve a particular l i fes tyle—which they feel entitled to. I f 
they can't get what they want—or at least feel they're working toward 
what they want—they ' l l spend their money on other things that improve 
their l ifestyle: cars, vacations, stereo sets, clothes, restaurant meals— 
whatever denotes status and success to them. That may be happening 
today: Commerce Department figures show personal consumption 
expenditures moving up. 

I f we have to live with high interest rates—and no one offers us much 
hope to the contrary—we must f ind a way to help people come up with 
large enough down payments to qual i fy them for a mortgage. Earlier this 
year Senator Robert Dole o f Kansas proposed a b i l l to permit tax-exempt 
savings accounts for f irst- t ime homebuyers. Unfortunately, that proposal 
got swept away in the A l l Savers enthusiasm. The idea—or something 
similar—should be revived. A l l Savers is fine as a quick f i x for the 
thr if ts . But for the long haul, let's l imi t its tax benefits to people who don't 
already enjoy the advantages o f home ownership. Let's encourage them to 
help themselves. Let's give them a reason to save rather than spend. 

We realize this amounts to more "favored treatment" for housing. But 
wi th A l l Savers, the Treasury is losing out anyhow. Why not use thai 
money to get people started on owning a stake in their communi ty—and 
in the nation? — N A T A L i i i C h R A R D i 
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