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Une Buiit-in Power Unit for Sl

EVEN MRS. OCTOPUS HATES "PLUG-IN CLUTTER"
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WOMEN ARE FED UP WITH "PLUG-IN" FOOD APPLIANCE PROBLEMS LIKE.

Jangled Lords « Heawy Lifiing « Wasred Space

control plate AT LAST.. ALL THESE PROBLEMS SOLVED...
flush with
WITH THE NUTONE BUILT-IN FOOD CENTER!

So easy to install in your kitchen counters. NuTone’s
Food Center is completely recessed and out of sight.
No tangled “plug-in” cords .. No wasted work space .. No
need to drag heavy portable “plug-in” appliances with
bulky motors attached..No crowded storage problems.

The NuTone Built-in Food Center stores itself. All the
attachments are light weight and easy to handle. Keeps
kitchens uncluttered and neat..because the stainless-
steel control plate is flush with the counter top. The
powerful, concealed motor operates six food appliances.




6. JUICER

NOW...THE NUTONE FOOD CENTER POWER UNIT ONLY $42.50 LIST

It's no wonder this NUTONE BUILT-IN FOOD CENTER is so
popular with homemakers. There’s no limit to it's daily
use in the kitchen for all food preparation. It shreds,
slices, mixes, grinds, juices and even sharpens knives !

What a wonderful built-in feature to “perk-up” sales for
your new homes .. and the moderate cost is so easy on your
d budget. The NuTone Built-In “all-purpose” power unit lists
for only $42.50, with a choice of six interchangeable food
appliances at a low cost. Here's a “sales-closer” which
has proved itself in homes of America’s Leading Builders.

MAY 1950 SEE OTHER SIDE ———> |
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NuTone’s Intercnm_-Radio
is a step-saver. Fills the
home with radio music.

®

NuTone Door Chimes make
any home more inviting
with a “friendly greeting”.

U. S. and Foreign Patents

NuTone's Ceiling Heaters
provide instant heat for
toasty-warm Bathrooms.

L ]
NuTone's Exhaust Fans

get rid of cooking odors
grease, steam, excess heat.

&
NuTone's Range Hood-Fan

.. acts like a huge vacuum
to keep kitchen air fresh.

<€ SEE OTHER SIDE

- Domemadking i fasier witk Kdowe !

CEILING
HEATERS

- dome Jelling is Faster wiidk Hielye !

FREE CATALOGS & INSTALLATION DATA.. Write NUTONE, INC. Dept. HH-5 Cincinnati 27, Ohio




SAVE SPACE WITH COPPER TUBE. Anaconda copper tube and fittings assemblies are com-
pact, result in greater ceiling height and more usable floor area. No need to build wide plumbing
walls—a 3" copper tube stack with fittings will fit inside a 4” partition. Overhead work is easier be-
cause copper plumbing is about one fourth the weight of ferrous materials. In close quarters, copper
makes light work out of tight work. Use these space-saving modern plumbing materials—Anaconda
copper tube and solder-joint fittings—for your next water supply AND sanitary drainage installation.
For more information on copper tube, write: The American Brass Company, Waterbury 20, Conn.
In Canada: Anaconda American Brass Ltd., New Toronto, Ont. 500

ﬁN ﬁ; N D A® COPPER TUBE AND FITTINGS for soil, waste and vent lines £\
o CO | Available through plumbing wholesalers. Products of the American Brass Company e,

e

Longer Lengths—Fewer Joints Preassembly—Saves Time Lightweight Copper—Easier Instal

N

HOUSE & HOME. May 1958 Volume 15, Number 5. Published monthly by TIME, TN( 4 Rockefeller Plaza. New York 20, N. Y. Sccond-class postage paid at New York, N. Y., and @

additionsl malling ofices. Subseription price $6.00 u year




S Hallmark of electrical excellence
to help builders sell homes faster

oUTSIDE, the Built-in Thinline hasa “no-see-through™
aluminum grille. It can be painted to match exterior.
From street, it has a neat, built<in look.

\NED TO FIT
EEN STUDS

INSIDE, the new Thinline air conditioner panel can be painted or papered to blend
in with room décor. Easy-to-reach controls are hidden from view.

DESIGNED FOR HOME BUILDERS

New General Electric Built-in Thinline

Solves more builder problems
than any other air conditioning system

Designed specifically for home builders. The new Built-in
Thinline’s aluminum case is exactly as high as two building
blocks with mortar, six courses of standard brick, or five
courses of jumbo brick. Case fits between a standard
two-stud width. Unit actually becomes part of the wall.

Cuts on-site costs— Your work-
men build case into the wall
during construction—slide the unit into place when the
building is finished. No ductwork or plumbing needed.

Problem SOLVED!

Preserves beauty of home—In-
side panel can be painted or pa-
pered to match interior. It blends with room décor! Out-
side grille can be painted to match exterior.

Problem SOLVED!

Flexible—Y ou can now air con-
dition as little or as much as
you need to assure a quick, profitable sale,

Problem SOLVED!

Economical—Saves you labor
cost in installation, the material
cost of ductwork and plumbing. This means the new
General Electric Built-in Thinline system costs less than
most central systems.

Problem SOLVED!

Powerful, but quiet!—One mod-
el, packing up to 10,000 BTU’s*
is enough to cool the large rooms in an average-sized
house. A second complementary model, with extremely
low noise level, is ideal for bedroom use.

Problem SOLVED!

Buyer acceptance—It's assured!
Because your customers know
the General Electric name. They know they’re getting de-
pendability and advanced design.

Problem SOLVED!

MODEL NUMBER
: R4355 RAT7 55
BTU/hr.—

ASRE Cooling Capacity.. 5300 9500
NolbOE® . s a5 wajsioios 230 230
Amperoge (nameplate). . . 5.0 6.9
Wiatts (ASREY. «.cs0s0mm00 o 1000 1575
Height of cabinet........ 15%" 55"
A R R NS 12* 1676
WL o oeiio @ e o8 S 00w 26" 26"
Depth of Louvers. . ...... 1% 1%

*Cooling capacities are tested and rated in compliance with NEMA
Publication No. CN1-1959, and are stated in British Thermal Units.

See your G-E representative, or

SEND FOR FREE BOOKLET
Get the whole story. How you can
save air conditioning dollars—and
still give home buyers the latest and
best in home cooling. Write to Miss
Gail Evans, Dept. HH-5, General
Electric Company, Appliance Park,
Louisville 1, Kentucky.

Progress ls Ouvr Most Important Produet

GENERAL @ ELECTRIC
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Qua.hty is a
lot of
11t1:1e

thmgs -

Little things like selecting the proper
- material and method to manufaeture i
- each individual lockset part o
- Kwikset’s new unbreakable steel W
_spindle and round-face latch are st

two of the 220 improvements made in

Kw 1Lset “«-'100" lme 1&){1{39{% smce 19)1

Quahtv isa hat of httle things w h}ch togethel have
- resulted in a residential Jockset that outsells all others.

When you or 6er Kv» }lsset vou'll appreuate these little thmgﬁ
that glve you a htt’ie more fm your lockset doilar

Amenca 8 la:qest scllmg ?csadmhai Iodcset IW/[S! t

KWIKSET SALES AND SERVICE COMPANY

A subszdlary of The American Hardware Curporatlon » Anaheim, California



Heavyweight (300 Ib.) Bird Architect Shingles
are worth shouting about. No need to
be modest about a roof that’ll last 50%
longer. We're telling your future customers
about Bird Architects in The Saturday
Evening Post. You can use Bird Architect
Shingles to show your customers you've
“cut no corners” in the homes you build.

Use these quality features of Bird Architect
Shingles to sell homes.

15" x 36" — 300 lbs. per square.

Three full layers of protection with 5" exposure.
Exclusive jumbo granules, 3 times standard
size, for richer texture and color, greater hold-
ing power.

For slopes as low as 2" in 12,

e Two 18" wide tabs vs. standard 3 for cleaner

lines and stronger nailing.
Massive — thickness of standard slate.
50% longer life than standard shingle.-

8cCc
See full specifications in SWEETS FILE

BIRD
BIRD & SON, inc. EAST WALPOLE, MASS

- |  CHICAGO, ILL. « SHREVEPORT, LA, - CHARLESTON, 5.C

BEST FOR YOUR ROOF

ARCHITECT
SHINGLES

i
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éﬂ" S Hallmark of electrical excellence
%,;;;, to help builders sell homes faster

Insure extra built-in potential 2 ways with

FRIGIDAIRE WALL OVENS

featuring Drop-Leaf Doors — another Frigidaire First!

Built-In Customer
Satisfaction with Frigidaire.

Cooking satisfaction is the real test
of a kitchen in any price home.
Naturally you can’t invite every
®  homemaker prospect to try out your
kitchen for livability—but—you can be certain
shell feel like a Queen with a Frigidaire
Built-In Cooking Center. And here’s why:
All Frigidaire Built-Ins are designed with
today’s woman in mind. Even the economy
model De Luxe Wall Oven (RBZ-93) features
the famous Drop-Leaf Door for easiest clean-
ing without stretching. Holiday-meal capacity
and Sheer Look beauty, too! And the brand-
new budget model Cooking Top (RBA-102)
has four Radiantube Units, famed for quick,
. even cooking. Easy-to-reach, easy-to-read
control knobs are built-in on the top ... offer
five exact heat settings for each unit. Cooking
satisfaction? It’s built-in!

CLOSED for
Sheer Look beauty

OPEN for sturdy
set-down space

DOWN for cle'aning
without stretching

Built-In Savings with
“Minute-Man” Installation.

Frigidaire Built-Ins are designed with you, the
builder, in mind, too! For example, Wall Ovens
were installed in as little time as 7 minutes and
52 seconds in factory tests! Here's how easy: 1.

minutes with feet provided.) Time saving? You bet!

Every home you build can feature the “feel like a Queen”
appeal of a Frigidaire Cooking Center. Let your home-buyers
choose from four Wall Oven models, three matching Built-In

With carpentry and rough wiring completed, connect junc-
tion box and factory attached 54” armored cable. 2. Slide
oven onto level shelf. 3. Mount oven with screws con-
cealed behind door. (If required, leveling may be done in

Cooking Tops and five exclusive Fold-Back Surface Units.
Ask your Frigidaire Distributing Headquarters for your copy
of the 1959 Builders’ Planning Guide, or write Frigidaire
Division, General Motors CUI’p()IdtlUIJ, Dayton 1, Ohio.

See our catalogs in Seez‘ Archifecz‘ua/ and Light Consfrucﬁon Files.

It's a woman’s world —
make her feel like a queen

& FRIGIDAIRE &

Built and Backed by General Motors ‘s

Build with Frigidaire in '59!

MAY 1959
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HONEYWELL I3 PUSHING THE
HOTTEST HOME-SELLING

JEA IN YEARS!

If you are now building homes with these 6

You get the jump on competition, create greater

sales appeal for your homes by putting

2-furnace or 2-zone heating in your plans!

You sold more homes by promoting
2 baths, 2-car garages and 2 sinks!
Now Honeywell is promoting 2-
furnace and 2-zone heating for all
it’s worth. The comfort-conscious
public is becoming aware of its many
advantages every day. So tie-in—
you’ll find that this exciting feature
adds “sell” far beyond its low cost.
The present standard system sim-
ply won’t handle the problem areas
outlined here. Be the first builder
in your area to offer comfort-zone
heating! Give your house-hunters an
extra reason to favor your homes!

HERE'S HOW IT WORKS!

Each of the zones shown above has
its own thermostat and distribution
system which provides even heat-
ing throughout the home.

problem heating areas, you can take full

advantage of the 2-zone heating ideal

Rooms over unheated areas

Spread out floor plan

Split level homes

: Finished basements

f] =] Large picture window

,H[ Separate living
and sleeping areas

HOUSE & HOME




This exciting ad in May issues of
BETTER HOMES & GARDENS and
HOUSE BEAUTIFUL kicks off
Honeywell's Promeotion!

2 new ways to get better

heat, more comfort for your money!

A SALES PLUS FoR
WARM AIR SYSTEmS)

SOMETHING EXTRA TO SELL

2 oonnller Stnods s IN HOT WATER SysTEms;

greater comfort than i3 2 or more comfort Zones provide

larger one. 2 constant, even flow of heat in
every room!

Mr. Builder, here's what Honeywell
is doing to help you sell!

Tie-in and you get a complete merchandising kit. Every-

thing you need to make your homes outstanding for 2- Honeywell
zone heating—mno obligation!
* Window streamers » Ad mats ¢ Hang tags e Kleen-stik = *
pointers e Signs s Pass-out literature » Ideas for promotion Mt wi
parties = Radio & TV scripts
See your heating contractor or call
your local Minneapolis-Honeywell office.

MAY 1959 7



Loader: International Pippin . . . Rear blade: Danuser

New International 340 Utility tractor. ..

BIG-TRACTOR BRAWN

______ 7 ...low budget economy!

You get a lot of work for your money in a new
International 340 Utility tractor. While rated in
the economical 45 hp class, the 340 has built-in
weight usually available only with larger, more
powerful tractors. Premium weight and high-
torque power provide work-boosting traction,
stamina, operating economy.

Work-speeding options include new Fast-Reverser
unit providing six reverse speeds to save time on all
shuttle-type work, or Torque Amplifier drive for 10
speeds forward, two reverse; new built-in hydraulic
system with capacity to operate backhoe, loader,
3-point hitch equipment, and accessories such as
power steering!

 Fork lft: Harlo Ask your IH dealer to demonstrate the new 340 Utility
Cut job site materials handling costs with the brawny Inter- . . . or others in the complete International line of 6
national 340 Utility, equipped with 4,000-Ib capacity fork lift. power sizes, 12.8 to 90 hp*. For catalog and your IH B
Big-diameter tires give sure-footed traction over rough or soft dealer’s name, write International Harvester Com-
ground, in mud or snow. Unload trucks, stock pile or spat materials pany, Dept.HH-5,P. O. Box 7333, Chicago 80, Illinois.
at point of use, lift them to roof or scaffolding as high as 20V feet. * Bare engine hp at standard sea level conditions.
L
. SEE YOUR
INTERNATIONAL HARVESTER peater
International Harvester products pay for themselves in use—Farm Tractors and Equipment. .. Twine...Commercial Wheel

Tractors .. . Motor Trucks . . . Construction Equipment—General Office, Chicago 1, lllinois




MORE SALES APPEAL

C

 9usry ALSEI
ALUMINUM SIDIN

It’s a fact! Contemporary and traditional houses
sided with Alsco attract more buyers—faster.

A brand name, it's nationally advertised in
Better Homes & Gardens, American Home and other
leading home magazines. Alsco Siding meets F.H.A.
specifications for new construction. More and more
lending institutions are evaluating Alsco-sided houses
in the same high loan classification as brick veneer.

You have a tremendous story to tell prospec-
tive home-buyers about the lifetime lasting qualities
of Alsco as well as the baked enamel finish which
ends paint problem for years.

Alsco Siding is easy to work with—fits snugly.
Installation is no problem! (Alsco will furnish in-
stallers—or help you train your crew.) There’s no
waiting for dry weather for the second coat of paint
—it arrives at your job site with two finished coats,
ready to install.

LSCO

ALUMINUM SIDING

Alsco also manufactures aluminum double-hung and

slider windows, shutters, vents, soffit and fascia material.

MAY 1959

Builders get merchandising aids from Alsco in
the form of point of sale signs, displays, literature,
brochures, newspaper ad mats and other sales aids.

If you are looking for a practical way to in-
crease sales appeal in your homes—investigate Alsco
Siding. In the long run—it costs less.

* BUILDER'S prgpy;
- of FACTS apppy
ALUMINOM 3y

i
Al

BUILDER'S DIGEST
of FACTS ABOUT
ALUMINUM SIDING

Short, easy to read in minutes.
Building Products Division, Dept. 5-60

ALSCO INC., 225 5. Forge St.
Akron 8, Ohio

Name.

Firm Name. i g Gl

Address. T iy SIS L 0 1

City Zone___ State
{ Please attach this coupon to you: letterhead)




Now!
the first and only

No longer need vou guess about the
quality of plastic ]l.i]_)t"

Here at last is a slit-proof plastic pipe so
strong and so tough, it is Guaranteed and
Bonded for 20 years for cold water service,

Under the terms of the Bond, repairs or

.“f";Jf(.‘C‘!‘H?{'Hf-'s', INCLUDING LABOR COSTS,

due to the failure of the pipe will be

made at the expense of Orangeburg!

Application for the Bond is simple and
involves no work for you. When your

plumber or well driller completes his

plastic pipe...

(J"I'.lli\'\_’.l‘}ll]l': SP installation in accord
ance with manufacturer’s instructions, he
simply forwards the “Request for Guar-
anty Bond” form to Orangeburg, After
approval, Bond is issued direct to the

home owner—made out in his name.

Be first to feature Orangeburg SP Plastic
Pipe in your homes’ water system instal-
lations. Orangeburg SP—the only plastic
pipe backed by a 20-year Guaranty Bond
—gives you a first-rate .\‘('”illg point that
says vour homes are quality built.

©

ORANGEBURG MANUFACTURING CO. * Orangeburg, New York » Newark, California

\ Division of The Flintkote Company, Manufacturers of America's Broadest Line of Building Products

ORANGEBURG S/2 Placstic Pipe

S

GET ALL THE
DETAILS ON
THIS AMAZING

20

YEAR
GUARANTY
BOND

Have your pl

Authorized Orangeburg
saler or write Depl.

S RARRRARRRRAATRALARARARAY

=l
==
=
=
%

imber or well driller

AR DARARA AR
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NEW Butyl-Finish Helps Keep Original Color and Beauty!

bl i

3/8 INCH
FIRE CLAY
TILE INNER
LINING

Van-Packer Chimney with permanent
masonry flue goes up in 3 man hours

3 INCH
VERMICULITE
CONCRETE
INSULATING
WALL

ASBESTOS

Embossed-brick design housing of the Van-Packer Chimney looks il
attractive and stays looking that way. New Butyl-finish protects against S
discoloration . . . helps retain original color and beauty. The Van-Packer
Chimney is long-lasting, too. Permanent masonry flue sections won’t

corrode, are UL listed for all fuels, safe even for incinerators.

Installing a Van-Packer is fast. One man can install it in 3 hours or Vi Pucher fiae stitians s e
less without special skills or tools. It comes completely packaged and sonry construction for permanence.
labeled, with everything provided, including flashing. The two-foot ,
masonry sections are joined with special acidproof cement and secured !
with snap-lock drawbands.

Van-Packer Chimneys are available everywhere, and can be delivered
to your job site exactly when needed. See “Chimneys — Prefabricated”
in the yellow pages, or write for Bulletin RS-1-19.

VAN=RACKIER

Division of [||NIKOIE America’s Broadest Line of Building Products
Van-Packer Co.v 1232 McKinley Ave., Chicago Heights, lll. » SKyline 4-4772

One man can install a Van-Packer in
three hours or less, saving up to 40%.

MAY 1958



Gerber helps you sell SN :

res bacau.se you can offer rhese
for their money, without in-

! re possrhle Hfm:uu:;e we make
ing “ultra Iumumi'f! items that add
Id have to be absorbed by our

1 bs h‘y‘ ordsnng Gerber “pack- |
5. Choose deluxe or economy
eci “ardering, ship- L
v ibethrooms are
t lor, simplify
o & 2 i &ix colors — |
Remodeling . . . The Mighty Middle is the mass st ;

green,

80% of all hames in the U.S. are aver 15 yea
no bathrooms.” This is your biggest, most profi
*Source: 1959 Statistical Abstruchiof the United States

space-saver set featuring
Gerber's rust-proof shower cabinet complete with chrome

Gerber Nassau Bathroom — luxury set for The Mighty Gerber Key West Bathroom) —

Middle. Porcelain enameled steel recessed tub with auto-

matic bath and show diverter (4582) and pop-up drain
(180G ). Shelf-back lavatory (390) has pop-up and aerator
(143A). Deluxe unit-tvpe closet (1200) has reverse trap,
12" rough-in. Stainless white, petal pink, wedgewood blue,
forest green, driftwood tan, daffodil yellow, cloud gray.

plated shower head and soap dish, Rostone ceramic base,
and plastic curtain with pins (RB50 or RB40). Lavatory
(300) has raised splash back and features centerset mixing
faucet (141). Closet is close-coupled washdown, space-saver
design, with 12" rough-in (800/912).

Write for Gerber folder 419
& f leadi j 8 .
ey Dependable service from leading jobbers, or prompt delivery
Plumblng direct to your job from 5 modern factories: Kokomo, Ind.,
Fixtures Woodbridge, N. J., Delphi, Ind., Gadsden, Ala., West Delphi,
-

Y y S Ind. Export Division: Gerber International Corp., 500 Green St.
Gerber Plumbing Fixtures Corp., 232 N, Clark St.,, Chicage 1, lllincis
Woodbridge, N. J.

HOUSE & HOME
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You can step ahead of the competi-
tion in home sales with Western Cedar
Siding...Bevel or Tee-Gee.This comfort-
able advantage is yours with the miracle
of Western Cedar because it is undup-
licated by science or nature. The “grown
in” qualities of this wood siding work
for you from original application to final
closing of the home sale.

Western Cedar Siding has the char-
acter to design into any architectural
style. And, it has the sincerity to create
definite home personality. This all
natural-wood siding takes all finishes
beautifully and has the durability to
last generation after generation.

Ask your lumber dealer . . . he knows
Western Cedaris the Sterling of Sidings.

rEO(E0AR

Ask Your Western Cedar Sales Representative

WESTERN RED CEDAR LUMBER ASSOCIATION

4403 White-Henry-Stuart Building + Seattle 1, Washington

Alaska Pine & Cellulose Sales Limited Lamford Cedar Ltd. Norwaod Lumber Co., Ltd.

Vancouver, 8. C. New Westminster, B. C. Vancouver, B. C.

Aloha Lumber Corporation MacMillan & Bloede! Limited Powell River Forest Products Limited
Seattle 11, Washington Vancouver, B. C. New Westminster, B, C.

British Columbia Farest Products, Lid. . C. Miller Cedar Lumber Company Seattle Cedar Lumber Manulacturing Ce.
Vancouver, B. C Aberdeen, Washinglon Seattle 7, Washington

Flavelle Cedar Nalos Lumber Ltd. Weyerhaeuser Timber Company

Port Moody, B. C. Vancouver 3, B. C. Tacoma 1, Washington

MAY 1959 13



R&M-Hunter combines | > i3] &
best features of

Electric Basehoard and
Forced Air Heatmg

New Forct

o nee
QU.‘QS hal[“
-
The new R&M-Hunter FORCED AIR easier to install. No expensive accessories, no ;
BASEBOARD has definite, salable advan- parts to assemble. Produces warm comfort
tages over other heating systems. It costs throughout living zone—no cold air at floor
much less than convection baseboard and is level or “heat pack™ at ceiling.
i— S A ISR SRR T B ST -i Complete safety—Discharge grille is safe to touch.
I | Electric current shuts off automatically when grille is
| | removed for cleaning of interior.
| | Independent zone control —Individual thermostats
[ | provide amount of heat desired for each room. Located
| | in unit at floor level for fast response.
| | Quiet operation—Special design centrifugal blower
| with low-speed R&M motor operates very quietly.
Plenum chamber | g e ; s
with heating elements | Engineered for compactness—Dimensions: 33" long,
o i : i | 3” high, and only 374" deep. On recessed installations,
Centrifugal low-speed blower pulls in cool floor- | : < A b
i s L i unit extends only 134" from finished wall.
level air and delivers to subdivided plenum | *
chamber over coil heating elements. Here air is | Simplified line reduces inventory needs—There are
I heated and distributed evenly into room with I 3 capacities (1000, 1500 and 2000 watt), with or with-
I uniform velocity across discharge grille. I out thermostats—a total of 6 models. One thermostat
L — 2 e oy will operate two or more units in room.
Write for full details: HUNTER DIVISION-ROBBINS & MYERS, INC., 256’¢ FRISCO, MEMPHIS 14, TENN.
FORCED AIR BASEBOARD |
Other i 1 = a

Electric Heaters
ELE(TR'( HEAT by R&M-Hunter

Vi ‘ol fose! : el
,‘?4{{1/54,(4?4, WALL HEATERS CONVECTION BASEBOARD BATHROOM HEATERS

Live better . .. electrically

14 HOUSE & HOME




Stonewall Board reduces gable end construction time

because it comes in large 4’ wide sheets in lengths up to 12"

T

Stonewall Board cuts soffit costs
because it is easy to score and
snap to size, nails perfectly.

There are many uses for Stonewall Board in new
home construction—many ways to cut building
costs with the most useful and versatile asbestos
building board on the market. In addition to
those illustrated above, check its economy as a

closet liner, for garage interiors, over furnace in-
stallations.

Stonewall Board is another Ruberoid building

_/"h-—--_-_-"

—

/ e —
Stonewall Board makes board and batten
construction easy. De Luxe Stonewall with
Primeroc finish cuts costs because it’s
pre-sized to take paint without primer.

product designed to help you build better new
homes and cut your costs. It’s part of a line that
has been serving builders better since 1886. On
your next house or project, check with your
Ruberoid dealer. Learn how you can build better
and cut costs with Ruberoid quality products.

For more information on Stonewall write:
The RUBEROID Co.

500 FIFTH AVENUE, NEW YORK 36, N. Y.
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Easy Care! Housewives can clean beneath
the Briggs “King” with the merest flick
of mop or broom. This wall-hung model
eliminates dust-catchers and hard-to-
reach space between wall and fixtures.

THIS BRAND DOES
MAKE A DIFFERENCE!

Let these modern features of
Briggs Beautyware build sales for you

Exclusive Color Inserts key Briggs fittings to the
glowing, decorator ecolors of Briggs Beautyware
fixtures. Distinetive styling by Harley Earl, Inc.

&

Low Ledge Back combines with subtly modeled basin to create the clean, modern
look of the Briggs “Whitman” vitreous china lavatory. Here’s eye appeal typical
of Briggs Beautyware! .

The complete Briggs Builder Promotion can help you sell homes with Briggs Beautyware.
Get full information from your Briggs representative.

Exclusive Briggs Porcelain Finish is glass-smooth, fused
right into Briggs Vitreous Enameling Iron. The result:

true, nonfading colors that resist acid and chipping.

B B A Ml X, ¥ & R K

16 HOUSE & HOME




Chase helps you build with
low-cost quality copper!

Chase helps you sell w
the homes you build!

SEND FOR THESE TWo BookLeTs |\ W

Did you know that Chase® copper tube plumbing specially written to help builders sell more houses.
costs less installed than ordinary rustable pipe? Get It tells your prospective customers the reasons why
the facts about using the finest plumbing material— Now is the time to buy a new home...helps you with
CoPrPER in your houses. Send for your free copy of convincing facts on the “economics” of buying a
the new Chase book, Save on the Homes You Build. home now. Available at low cost for your own im-
It’s illustrated—quick-reading—handy. And it gives print. You can have a sample for the asking.

you FAcTs about savings that can be made with Chase

Get these two helpful booklets right now...from
copper tube plumbing.

the nearest Chase office, representative or warehouse.
Also, be sure to ask for a copy of the new Chase Or fill out and mail the coupon to Chase at Waterbury
booklet, Now’s the Time to Buy a House. It was 20, Connecticut.

L T : . TR I B L

5 CHASE BRASS & COPPER CO., Dept. HH-659, Waterbury 20, Conn.

. Please send me my FREE copies of "‘Save on the Homes You Build"”

and “Now's the Time to Buy a House.” | want to see how low-cost,

‘m WUk ase Chase® copper tube plumbing can help me save money and sell
-wmmm more houses.

BRASS & COPPER CO., . THAME

WATERBURY 20, CONN.

e o w0

ADDRESS

Subsidiary of Kennecott Copper Corporation
« CITY Zone__State.

™

THE NATION'S HEADQUARTERS FOR ALUMINUM + BRASS « BRONZE » COPPER *» STAINLESS STEEL
Atlanta Baltimore Boston Charlotte Chicago Cincinnati Cleveland Dallas Denver Detroit Grand Rapids Houston Indianapolis Kansas City, Mo. Los Angeles
Milwaukee Minneapolis Newark New Orleans New York (Maspeth, L.1.) Philadelphia Pittsburgh Providence Rochester St.Louls San Francisco Seattle Waterbury

MAY 1959 23




24

SELL THE
CUSTOM LOOK WITH
GEORGIA-PACIFIC §

Every family wants a home to reflect its own taste—and nothing adds warmth,
character, individuality to a home like Georgia-Pacific Family-Proof Paneling!
What's more, this wide line of handsome hardwoods makes it easy for your
customer to choose just the color and grain she likes best.

The “family-proof” finish protects the paneling, keeps it beautiful. Hair tonie,
household chemicals, grease, ink, paint, mercurochrome, cleaning fluid, tur-
pentine, boiling water can’t harm the durable finish. This luxury look lasts
longer, costs less over the years than any other wall covering!

This kit helps you sell! Georgia-Pacific’s new selling kit for builders tells the
story, helps you sell! You get a viewer with color slides, a new color booklet
full of room ideas, actual paneling samples to show your customer. Write
today for your Georgia-Pacific selling kit.

Tr Rt eRn

Georgia-Pacific, Dept. HH559
Equitable Bldg., Portland, Ore.

Please send me complete information and selling kit
for GEORGIA-PACIFIC Family-Proof Paneling.

Name

Firm

Address

City State

GLEORGIA — PACIEIC )

Lumber & Hardboard - Plywood & Redwood - Pulp & Paper

HOUSE & HOME




a Skyscraper of Ranch Homes

Now — you can live in Iuxury 5 minutes from the heart of Phoenix,
The new, magnificently conceived Phoenix Towers is literally a
skyscraper of air-conditioned ranch homes, each affording a gor-
geous view of sunny Arizona’s mountain and desert grandeur,

Phoenix Towers is all Vibrapac Block constructed. Exposed,
lightweight units, for both exterior and interior walls, provide a
high degree of insulating and soundproofing qualities, as well as
fire-safety and storm-safety. Residents have the advantage of living
in a beautiful suburban home located in a busy metropolitan area.

Yes — you can build better with Vibrapac Block, the modern building
material. Numerous styles and sizes, interesting textures, and distinctive
color tones challenge both architects and builders in achieving beauty

and permanence. Write for chart showing 50 block wall patterns
available. No obligation.

BESSER Company

Dept. 175, Alpena, Michigan, U.S. A.
FIRST IN CONCRETE BLOCK MACHINES

AD-199
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bathroom accessories

in sparkling %&gﬂ/jj{f 7,

These sParkI}ng Hall-M_ack accessories are st.yled for modexrn, © HALL-MACK COMPANY Division of TEXTRON INC.

convenient IIVIHg. O]'lglnal m ldeﬂ, and Crafted from quﬂ!ity * 1380 W. Washington Bivd., Los Angeles 7, California  HH-59

materials, they provide a clean, uncluttered arrangement of [ Please send your FREE color booklet of new bathroom ideas - .

space —add convenience, warmth and charm to any bath- . :

room. Their functional good looks and simple styling have : Name
. e . . PLEASE PRINT)

set the trend in bathroom utility. So beautifully practical, : i

they truly provide the touch that means so much. Quality-

wise, budgetwise — the choice is always HALL-MACK! : cjty

Sold by leading plumbing, tile, and hardware dealers everywhere iuee e e e e P T L L LR R

Address_ - ; .

Zone_____State

es s ew
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ARE THE "BEST BUY”

Quality wood windows look better
—work better and cost less to

own because they are much
easier to maintain.

Cheap windows cost you more to

install and more to service.
Use R-O-W windows—

with built-in buyer satisfaction.

R*O*W is the

Company,

ade-mark of R*O*W Sales

cademy Avenue,
Academy A

Ffarndale

R-O-W SALES €O, 1300-5 ACADEMY -

B

Wood Windows provide residential character mot available in
metal units. Wood is a natural insulator—metal is a natural
conductor.

Removable Wood Windows insure better weather protection
with natural insulation—plus take-out convenience, the feature
that sets modern windows apart from windows manufactured
fifty years ago.

Top Quality and Top Value are the basic guides which have
made R'O'W Removable Wood Windows the fastest selling
double-hung unit in the country. Original cost is a little more
than the lowest priced units, but you're buying lasting beauty and
lasting performance. Eliminate call-backs and customer dissatis-
faction by going R-O-W.

FERNDALE 20, MICH.

27



Fruitwood, Honeywood, Autumn Birch,
Sandalwood on today’s finest cabinets .

LOOK!

Youngstown Kitchens
brings yvou three other
wood styles in addition
to Autumn Birch.
Choose: (a) Honey-
wood; (b) Sandalwood;
(¢) Fruitwood.

Autumn Birch (shown above) is just one of 4 beautiful new
kitchen fashions presented by Youngstown Kitchens,
masters of kitchen cabinetry. Here are handsome wood fronts
on basic steel eabinets, including fortified wood styles that
heat, water, steam or stains can’t harm...won’t warp, swell
or sag! See this new group of kitchens now!

28 HOUSE & HOME




Now you can
show glamorous

Youngstown Kitchens
Fruitwood

in your model home
and offer 3 alternate
wood styles and

1 steel style at no
additional cost! New
SNAP-ON DOORS...

1 BASIC STEEL FRAME
...take the risk out of
home sales by offer-
ing home buyers

a wide choice of
kitchen styles.

AUALITY HOMES ARE BUILT WITH YOUNGSTOWN KITCHENS
e Don’t risk home sales with less than quality kitchens...  the kitchens...snap on doors and fronts of owner’s
and don’t risk sales on just 1 kitchen style. Youngstown  choice as home is sold. So easy and quick. Any of 5 styles
Kitchens new Woodcharm line gives home buyers a  at no extra charge to home buyer!

wide choice of fine quality wood or steel kitchens and e Immediate delivery from 80 distribution points. Con-
makes your kitchen installation easy! tact your Youngstown Kitchens Sales Representative.
- » Finish your home starts with basic steel cabinets in

American Standard, Youngstown Kitchens Div,
Dept. HH59, Warren, Ohio

e o ke o e e e e e i
1

i
|- Please rush me complete information on your new wood I
style kitchens. , I

Name

| Firm
| Address.____

) AMERICAN-Dtandard

YOUNGSTOWN KITCHENS DIVISION

MAY 1959 29
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ABOVE: Quiet beauty in the modern manner. Here a handsome waill

done in B-inch square diamond-pattern block adds its special
charm fo this handsomely proportioned room. Block blends well th e WO n d e rf u l n eW World

with contemporary decor, other building materials.

OC

The bright, new world of concrete ma-
sonry is one of imagination, warmth and
beauty —full of intriguing ideas to give
your new homes color and distinction,
inside and out. There was never a build-
ing material like block, combining beauty, proof against
fire and vermin, sound absorption, and the economy of
the lowest “in place” cost in building. Ask your local
NCMA member to show you modern masonry. Step into
the wonderful new world of block yourself.

National Concrete Masonry Association « 38 South Dearborn « Chicago 3

ABOVE: A practical sun screen for patios or an otfractive
divider inside the house. Anywhere you find it, this wall of grille

Wall is made up of alternating grille

black is @ scene stealer,
and hollow units.

NEAR RIGHT: Lace in living concrete block.That's the picture created
by this lovely screen. Practical too for the patic. Gives privacy,

yet passes the cool breeze

FAR RIGHT: Another sculptured wall in modern masonry. Here, a
long wall is given life and attention with the introduction of ver-
tically placed hollow units.




LOOK FOR THIS

Quality building is evident before

you even enter a home that has been locked

with beautiful Schlage Locks. A Schlage

Lock on the entranceway —the first thing

you touch —says, “This is the work

2 of a quality builder.”
Schlage, pioneer of the much-imitated

: cylindrical lock, is the standard OSCH LAGE ®

of the industry. To a customer, to a

builder, to an appraiser there is no AMERICA'S MOST DISTINGUISHED

finer name on a latch plate than Schlage. LOCK BRAND

Schlage Lock Company...San Francisco...
New York...Vancouver, B. C.

MAY 1959
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- __comes a new concept in home lighting!

D..............0..............‘.....0.....

the tightCiden.

to help you sell your new homes easier...at better prices

Now, give your homes exciting new sales appeal!
Lift them above competition! Take the emphasis
off the price! A/l at no added cost to you!

“the light idea" by Virden makes it possible!

It’s a new coneept in home lighting! The use of
Virden lighting not only to illuminate, but to
match today’s modern living patterns... o create
the vight lighting mood for every occasion, from a
gay party to a quiet evening at home . . . to em-
phasize beauty, to bring out colors, dramatize
points of interest, accent prized possessions. . . fo
provide safety and protection inside and outside
of the home.

It's easy to use...inexpensive too!
Virden’s new line of lighting fixtures is light idea

virden

LIGHTING
®

A Division of the John C. Virden Company
Cleveland 3, Ohio

In Canada, John C. Virden Co., Ltd., Toronto, Ontario

Member American Home Lighting Institute

designed! Each is styled to provide the beauty,
comfort and safety that makes “the light idea”
a practical, wanted new home feature . . . a fea-
ture that is worth far more than its slight ad-
ditional cost.

Get the details now!

See your Virden distributor. Tell him you want
to use “the light idea” by Virden in your new
homes. You'll find his name under “Lighting”
in the Yellow Pages of your phone book.

Or mail the coupon below for your free copy of
new “light idea™ catalog. 52 full color pages
showing the new 1959 selection of Virden lighting
plus dozens of “light ideas™ for you to use.

Virden Lighting, Dept. HH ....:..'5_...,
YELLOW PAGES
ot i

5209 Euclid Avenue, Cleveland 3, Ohio

I like *‘the light idea." Mail me your new light idea
catalog and the name of my local Virden distributor.

Name D~ ey

Address.

City. Zone State
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Here’s the sign that stopped us!

 See the B

‘that "house-cleans” itself |

s BROOKHAVEN

ELECTRONIC HOME AIR FILTER

“I imagine every woman has dreamed about a
home that would keep itself clean . . . tables that
would dust themselves . . . walls that would keep
their new look . . . rooms that would automatically
‘clean themselves’. I've dreamed of such a home,
too, but I never expected to find it!

“That’s why this sign stopped us. We could
hardly believe that now automatic house-cleaning
is here, at a price we could afford!

“The salesman showed us how a simple elec-
tronic device, attached to the furnace or central
cooling unit, drew up to 20 times more dirt par-
ticles out of the air than throw-away filters. It was
easy to understand how Electro-Klean could
prevent thick layers of dust from collecting on
furniture, walls and windows by trapping it from
the air. Naturally the Electro-Klean gets bacteria
laden dirt and pollen, too. I understand that doc-
tors use Electro-Klean for relief of allergy troubles.

“When we found that automatic house-cleaning
added less than two hundred dollars to the cost of
a home, we were sold!”

“I'magine . . . this addition to our furnace will house-clean
every room in the house, every day!”

Electro-Klean is a compact, “package” unit that may
be quickly installed on the return air side of any forced
air furnace or air conditioning system, using existing ducts.
There are no water or sewer connections, Electro-Klean
traps airborne dust and pollen like 2 magnet attracts and
holds bits of iron.

Electro-Klean provides a tremendously effective selling
point for your homes at low cost. It is backed by a
national promotion program that will pre-sell your best
prospects. Localized promotional material and plans will
help you reap the benefits of this outstanding new and
exclusive selling feature,

Electro-Klean is a product of American Air Filter Co.,
oldest and largest manufacturers of electronic air filters. It
is backed by more than 30 years’ air filtration experience.

Investigate Electro-Klean today. Be first to offer this
amazing new selling point — “homes that house-clean
themselves”. Write for details of promotion plan and
Electro-Klean prices.

American Air Filter Company, Inec.
215 Central Avenue,
Louisville 8, Ky.

Built and Backed by American Air Filter . . . World’s Largest Manufacturer of Electronic Air Filters

34
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CID Our dealers profit from

’--~
- .

Demand-Acceptance
\ for Premium Quality

PALGD.

N\ Architectur

Finest Premium Quality

combined with a 90 year rep-
utation for unmatched dependabil-
ity not only has been, but is today,
the deciding factor behind the demand —
acceptance for PALCO Architectural REDWOOD.

Better buy PALCO~—there’s no better buy than the best.

Your dependable supply
source: Capacity: 155
million board feet. Inven-
tory: 100 million board
feet — self- perpetuating
timber reserves.

905

THE l"\‘}l pl‘} LUMBER COMPANY

Mills at Scotia, Eureka, and Elk, California
100 BUSH ST., SAN FRANCISCO 4 « 35 E, WACKER DRIVE, CHICAGO 1

2185 HUNTINGTON DRIVE, SAN MARINO 9, CALIF.
F CALIFORNIA REDWOUIRD ASSOLIATION
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BUILDERS VOTE 0AK

New survey shows 86.4% of builders use Oak Floors
in living rooms...83.8% in dining rooms...89.8% in

bedrooms of conventional foundation homes

What flooring material do home builders like
best? The above figures, developed in a new
survey of builders throughout the country, leave
little doubt. They gave a tremendous majority
(a high of 89.8%) to Oak as the floor used most
often in living, dining and bedrooms of conven-
tional foundation homes. This survey covered
every type of home building operation . . . large
and small, r{larket and contract. Its findings are
authentica?éd%y figures on actual shipments of
Oak Flooring which, for many years, have
shown Oak Floors first by far.

POPULARITY IS WELL DESERVED
Oak Flooring has many advantages of beauty
and practicality, plus economy. It costs much
less than almost any other floor, yet is a symbol
of luxury to home buyers. Always in style,
appropriate with any architecture, Oak Floors
are a builder’s best choice for any home.

Compare these advantages of
OAK with any floor at any price

Lifetime durability Warm and healthful
Distinctive grain and color ~ Easy to install
! Easy to keep clean Comfortable resilience
i Low cost Non-denting surface
| Natural wood beauty High insulating quality
' Resistance to damage Home buyer preference

The most popular, most practical of all floors
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FLooRs FIRST gy mar

Home buyers prefer Oak Floors
over all other types

No other flooring material has ever approached the
popularity of Oak with home buyers. Only Oak offers all
these features and at low cost: natural beauty, warmth
and resilience, lifetime durability, ease of maintenance.

Oak Floors increase loan
and resale values

The universal acceptance of Oak Floors helps builders
obtain highest loan valuations, In the resale market an
Oak Floor is always an asset because it resists so well
the signs of age and wear.

Oak Floors enrich
all home styles

Ouk Floors adapt naturally to all architectural and dec-
orative styles. Their warm wood beauty provides the
perfect accent to either contemporary or traditional
settings, harmonizes with all colors.

MAY 1959

88.8% of realtors vote
Oak Floors "most acceptable”

Realtors know, perhaps better than anyone else, the
value of Ouak Floors in selling homes, A new survey
shows 88.8% of all realtors endorse Oak as the “most
acceptable” floor to home buyers.

NATIONAL OAK FLOORING MANUFACTURERS' ASSOCIATION
814 Sterick Building, Memphis 3, Tenn.



a message to every architect, builder, contractor,
dealer, distributor, engineer, government official, lender
and realtor who s on his toes.

this is the 3ear‘!

these are the pools !.

L_ast October, Romar advertised this to the industry:
“There is a big extra profit you’re missing in home
sales today.” Meaning the extra profit to be earned by
specifying, selling, installing and lending money

on swimming pools.

That prophecy has been borne out. Today the
swimming pool market has burst its bonds of the past.
Today there is a healthy, booming consumer demand
for high-quality, low-cost packaged swimming pools.
Truly, we are seeing a market in search of an industry —
not the reverse.

Consumer acceptance of Romar Pools has a sound
market condition behind it: the increasing days of leisure
time becoming available to families in all income
brackets. Inherently they prefer to spend this spare time
at home. And a Romar Pool, which they can own for
anywhere from $2,000 to $6,000 installed, gives them
a packaged estate and a whole new outlook on life!

Right now is the time to learn this fascinating new field.
Our management team, engineers and marketing
people are at your service. Write, wire or telephone for
Catalog 591, current pool kit and equipment prices,
installation drawings, etc. Better yet, visit our

i ' manufacturing plant here in Milwaukee . . . see a
Dont "Q)l"get: Braves game as our guest, and learn why this is the year
and these are the pools.

your many swimming pool
markets: besides new and
older homes, you can sell

Romar Pools to motels, Call Milwaukee. ..
country clubs, smaller EDgewood 2-9070
hotels, shopping centers, for full details

outdoor theatres, restaurants,
churches, institutions,
resorts, and many more.
Romar’s line includes
EVERYTHING for pools
15x30, 18x36, 20x42,

25x50 and larger.

SWIMMING POOL EQUIPMENT DIVISION .
Member, National
Association of Home Builders
Charter Member,

RSP:759 National Swimming Pool Institute

120 W. MELVINA ST., MILWAUKEE 12 WIS
fomsme Lo
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Scored Tile, in new Crystalline Glazes, used in an entrance hall designed by Emily Malino Associates. Walis: 315 Cr. Tan in Scored Design SD-1. Floor: 345
Cr. Cobalt in Scored Design SD-4. Color Plate 82.

This Entrance Hall is a Real Sales Feature!
It's cheery and charming with walls and floors of
American-Olean’s new Crystalline Glazed Tiles. They
have a rich textured surface as decorative as it is
rugged. On floors, they'll last a housetime without
waxing, scrubbing or replacement.

Architects and builders are using Crystalline Glazes

i 1
1 ]
: AMERICAN-OLEAN TILE COMPANY, INC. 4
! 1409 Cannon Ave., Lansdale, Pa. :
1 I
} Please send me booklets 1020, “‘Crystalline Giazes and :
: Scored Tile'" and 450, “‘Color Planning with Ceramic Tile'". :
i i
1 1
t I
1 NAME = :
i ! |
I 1
' COMPANY = s e R e S ‘l
: !
)

! STREET ADDRESS —— i
: i
1]

: CITY ZONE STATE :
, :

and Scored Tiles* to create new and different decora-
tive effects not possible with other materials.

Crystalline Glazed Tile is made in thirteen new colors,
as well as In four Scored Tile designs—permitting
hundreds of different patterns and color combina-
tions. Send for full color booklets which give com-

plete information.

EPAT, APPLIED FOR

CERAMIC TILE

AMERICAN-OLEAN TILE COMPANY, INC. » EXECUTIVE OFFICES: LANSDALE, PA. FACTORIES: LANSDALE, PA., OLEAN, N. Y. MEMBER: TILE COUNCIL OF AMERICA, PRODUCERS’ COUNCIL
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You will sell more houses

There’s more to show, more to sell with these complete kitchens!

Here are the kitchens with all the advantages and
conveniences ‘“‘most wanted by most women”! They
are beautiful kitchens, with every appliance color-
matched and design-coordinated. They are conven-
ient kitchens! Imagine the “‘desire-to-buy” your
houses will arouse when you offer prospects such
exclusive better-living features as a built-in oven
barbecuer; a refrigerator-freezer with automatic ice
maker; a 2-cycle dishwasher with Filter- Stream™
washing; a washer and dryer that set themselves;
Select-A-Door cabinets that change color in minutes;
% Tmk

RCA WHIRLPOOL . . . America’s first family of home appliances

and many more advantages.

And, they are kitchens that give you big profit
opportunities. You obtain everything you need . . .
appliances and cabinets . . . from one quality source
of supply. Ordering is simpler and less costly

. service is fast . . . and you get a package deal
at a package price. Here's an important extra . . .
vou can have an RCA WHIRLPOOL Kitchen designed
for your houses by the staff of a leading magazine
“LIVING FOR YOUNG HOMEMAKERS".
Write for full details.

Uve ol tiodemarks agt and RCA outhorized by Irademark owner Rodia Corporation of Amarico

Products of WHIRLPOOL CORPORATION St. Joseph, Michigan




(1) “Select-A-Door’” wall and base cabinets (2) Built-in
gas and electric ovens (3) Built-in gas and electric
cooking tops (4) Dishwashers (5) Disposers (6) Gas
and electric refrigerator-freezers . . . plus automatic
washers, gas and electric dryers, gas and electric washer-
dryers, air conditioners, combination range-sink tops.

i

Contract Sales Division
Whirlpool Corporation, St. Joseph, Michigan

Please send me complete information on the new
RCA WHIRLPOOL kitchens and appliances.

MAME e ___ — WITE__

FIRM NAME___

FIRM ADDRESS —

Y ZONE___ STATE

Everything for the modern kitchen with
one brand name...RCA WHIRLPOOL

Mail coupon for complete details!

, kitchens
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\TY LE %EL[H HOMES ... AND THAT'S WHY YOU SEE

EEE@ F|LIO|OIR|S

IN TODAY’S FASTEST-SELLING HOMES!

Colors shown are Black and White Nugget. Lower wall done tn Kenlile® Crystalite Vinyl. Wall Base is White KenCove®,

KENTILE METALLIC STYLE—

golden elegance in thrifty Vinyl Asbestos Tile!
T ——— ’ FREE!

There’s exciting eve-appeal in this stylish new—  or traditional. Like all Kentile Floors, Metallic MODEL HOME SALES KIT
> W= ¢ ). 1 savily presold ouch continuous national = .

vet low-cost ].\.,!,IIJ H(n! Pr Hulul”, ase Hj. l‘;“ yle is heavily presold through continuous national Yo, et A Lav: Sion wifh

too, because it’s made with Vinyl. Nine striking advertising—in LIFE, LOOK, THE SATURDAY your development name,

colors, each smartly accented with gold. Use EVENING POST, AMERICAN HOME, BETTER (2) Personalized interior signs

HOMES & GARDENS, LIVIN( forwall base, (3)Helpful selling

tips and color leaflets for use

TOR COLORS IN SOLID VINYL, by salesmen. Write to: Kentile,

OVER 200 DEC
Emmﬂﬂ.m E.mmmg \“NY[ i o ‘ e i  ialk
NYL, RUBBER, CORK, ANI rr-i‘r!.‘\tl TILE Brooklyn 15, N, Y., for details.

anywhere indoors. ll s any décor . .. modern
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The bright side: starts surge forward

Private starts now seem firmly headed for a 1.3 million year. Experts are begin-
ning to drop the familiar “if”—enactment of a housing law. Starts in March rose
to a seasonally adjusted rate of 1.39 million. This ranks behind only last November
and December among the biggest months since 1955 and it is the biggest March
on record. First quarter private starts of 288,200 are likewise an all-time record.

Economist Miles Colean, pointing to a big pick-up in conventional and cash
home purchases as well as in FHA, predicts: “The outcome of the year appears
to be less dependent on the actions taken in respect to federal legislation [a VA
interest rate boost] than is ordinarily thought.” He foresees 1.3 million private
starts—up 110,000 from his most recent forecast (March, News). With 60,000
public starts his new total forecast is 1,360,000—for the biggest year since 1950.

It is also clear that dollar volume will surge ahead even more. The size and the
price of houses is going up. One reason: the government is no longer bribing
builders via subsidized FNMA special assistance loans to build cheaper houses
($13,500 or less). So builders are putting up what the sales and money market—
blended—will absorb.

The question mark: will the economy’s boom squeeze building

Some doubters contend housing is about to taper off. For every builder like Bill
Levitt who says he had his best winter in five years, there are others who report
sales, only fair. Says NAHB Past President Tom Coogan: “In spite of several
bright spots, home sales are generally slow in many areas.”

And while Labor Secretary James Mitchell hails the starts figures as meaning
“more jobs for more people,” a top Administration economist notes employment
in the building industry, at least, has not risen. “We've got starts, but we don’t
have the people on the job. I think this is a reflection of bum figures,” he says.

(BLS figures became suspect a year ago when the Census Bureau’s housing
inventory indicated BLS starts had been 20% too low for six years. BLS gives
up the starts counting job to Census next month.)

Many a builder thinks a 1959 Housing Act would ease his mortgage money
problems. But the general level of interest rates is rising so fast a 5%4 % VA rate
may bring out little more money (see p 66). Sales of durable goods are going up
and their financing competes for money. Corporations are stepping up expansion
plans and this means lots of money. But even if mortgage money tightens again,
advance commitments should maintain a near-record rate of starts well into the
last quarter of 1959. Housing is having a wonderful splurge, whatever problems
may lie just ahead.

More items may win approval for FHA repair loans

Because House & Home’s Washington editor, Dick Saunders, asked a pertinent
question, FHA has begun studying whether it can broaden its list of items
cligible for Title I repair loans. The upshot may be to qualify such home
improvements as greenhouses, built-in vacuum cleaners and intercom systems for
FHA repair loans.

The subject came up when FHA sent out a reminder to repair loan lenders
that bomb fallout and tornado shelters are eligible for FHA loans. The agency
noted, however, that such loans must be on a direct lender-to-borrower basis,
with no dealer or fixup contractor in between. “Why?” asked Saunders. To keep
out promoters who might start scare campaigns, explained FHAides. “If you
have this degree of control over items which could be abused, why do you use
it on only one thing,” asked Saunders. Next day, Asst FHA Commissioner Roy
Cooke called his staff into a huddle. “Why indeed?” he wanted to know.

Some fixup and improvement items are banned for FHA repair loans by
Congress. But others are blacklisted administratively. FHA is pondering whether
to pare down its own blacklist—under strict controls to prevent abuses.

Is military housing riddled with ‘gross waste and negligence’?

Sen Harry F. Byrd (D, Va.) the archenemy of federal spending who first pointed
an accusing finger at FHA Sec 608 windfalls, insists it is. He bases his charge on a
probe the General Accounting Office has just made of Capehart military housing
at Ft Belvoir, Va. GAO reported irregularities there “apply to the Capehart pro-
gram as a whole.” Among other things, GAO found: 1) a $15,000 outlay for “title
search and insurance” although the government has owned the land for a century,
2) “additives”—such as patios for officers’ houses—which were tacked onto the
low bid to bring the unit cost to $16,345 (close to the legal ceiling of $16.500).
3) costly redesigning to include only 2-family houses instead of 4- to 8-unit struc-
tures as originally planned when the cost ceiling was only $13,500.

NEWS continued on p 46
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PAVI LION The first unit of the new Memphis Academy

of Arts rises majestically in the city’s Over-

ton Park.This impressive structure will be the

OF BEAUTY.. pride of Memphis residents for generations.
KEYWALL masonry reinforcement is

protecting the beauty of this Fine Arts Cen-

ter. It’s adding greater crack resistance and

increased strength to outside and partition

BUILT TO LAST WITH

KEYWALL

Galvanized Masonry Joint Reinforcement




walls, as well as the retaining wall at the base.

Architects have specified KEYWALL be-
cause they know it does an exceptional job
in reducing shrinkage cracks and increasing
lateral strength. And, as on all KEYWALL
jobs, they can be sure this masonry rein-
forcement is used as specified.

Masons find KEYWALL easy to handle

The winning design in the Million

Dollar Fine Arts Center architectural
competition, Memphis, Tennessee.
When completed, this building will
have facilities for an art academy, a
theatre and a concert hall. Mann and
Harrover, Architects; Allen and
Hoshall, Mechanical Engineers; John
C. Brough, Structural Engineer;
Whitsitt Construction Co., Inc.,
General Contractor; Memphis.

KEYWALL masonry joint reinforcement
is made for the following wall thicknesses:
4",6",8",10" and 12",

Name

Keystone Steel & Wire Company

and store. It unrolls in place on the wall, it
cuts easily, and it’s easy to lap without add-
ing thickness to mortar joints. Full embed-
ment and a strong bond are always assured.

Why not use KEYWALL masonry joint
reinforcement on your next job? You’ll find
it gives the low-cost, effective reinforcement
you’ve been looking for.
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KEYSTONE STEEL & WIRE COMPANY

Peoria 7, lllinois
Keywall « Keycorner - Keystrip « Keymesh® « Welded Wire Fabric .

Nails

Peoria 7, lllinois

Please send me complete information on Keywall.
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MATERIALS & PRICES:
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Lumbermen sign up to promote aluminum

Is LuReCo pact with Reynolds Metals the start
of sweeping changes in materials marketing?

A sales & development contract that may have far-reaching effects on housing
technology and the economics of the retail lumber trade has been signed by Reynolds
Metals Co and a subsidiary of the Lumber Dealers Research Council.

Under the agreement, LuReCo Service Assn, the LDRC subsidiary, is supplying
a complete line of Reynolds aluminum building products direct to the 1,475 US
lumber dealers franchised to build house parts under the LuReCo modular system

In effect, the agreement lets LuReCo
dealers nearly match the mass direct alumi-
num buying power of the prefabbers who are
their chief competitors. But the tie-up between
fast-growing LuReCo* and the fast-growing
aluminum residential products field (Feb,
News) has more than mere price implications:

1. Aluminum gets a bigger foot in the door
in new-house construction, “It gives us more
than 1,400 potential retail outlets we didn't
have before,” says a Reynolds spokesman.
“Up to now most of the aluminum in hous-
ing has been sold to the remodeling and fixup
markets.” Moreover, Reynolds had no well-de-
veloped system of wholesale or jobber outlets.

Reynolds reports that some builders par-
ticipating in its “House of Ease” promotion,
featuring heavy use of aluminum, last year
had to go to fixup applicators for their ma-
terials—siding, for example—because regular
suppliers were not stocking them.

What does Reynolds think the pact will
do for the company? “Welll be disappointed
if this doesn’t increase our residential sales
by 25 million pounds the first year.” How
does that compare with present sales? “We
don't release our figures, but the entire in-
dustry sold 400 million pounds last year—
300 million to fixup alone.”

2. Lumber dealers get an incentive to relax
resistance to materials many now scorn as
“substitutes"—metals among them. Besides
getting aluminum products cheaper for their
own use, LuReCo dealers can sell them out of
stock to builders and fixup contractors. They
can also benefit from aluminum’s national
promotions like Reynolds’ “House of Ease”
program.

3. Aluminum becomes easier to carry in
stock because there will be a central source
of supply. “Up to now,” says Raymon Har-
rell, LuReCo rtesearch director, “many of
these products were available only from
scattered individual fabricators. Now they all
will be available from one source.”

4. Coordination of aluminum components
like windows with LuReCo's modular system
can lead to more standardization and lower
prices. Reynolds has designed and will pro-
duce five different window styles for the
LuReCo market, all of which fit the same
hole in the standard four-foot LuReCo panel.
If acceptance is as great as expected among
dealers (who produced an estimated 25,000
houses last year), mass production economies
could make these cheaper for everyone, a
development long urged by many industry
leaders (H&H, June ’55).

5. Similar arrangements with other materials
producers may follow. “We're not joining any
camp to the exclusion of others,” says Lum-
ber Dealer Clarence Thompson, president of

at 5 to 15% less than they could buy them elsewhere.

LDRC and LuReCo Service Assn. “We're
willing to work with any material that is
willing to work with us and move with us.
We hope to do so.”

6. New product development gets a big lift.
By providing a ready-made setup for field
trials and test marketing, LuReCo removes
one of the worst stumbling blocks to harness-
ing modern technology to housing needs. Tt
teams Reynolds' design and production re-
sources with the experience and ideas of
LDRC's research-oriented executive commit-
tee, can do the same for any similarly willing
producer. Eventually, says Harrell, “we could
be the catalyst to bring together two, three
or four producers to develop new combina-
tion products. If we can take two or more
materials and make them do more than one
thing in a single operation—Ilike roof sections
or sandwich panels—we can cut labor costs.”
A first objective, though, will be “applied re-
search”—finding new uses, new methods with
existing materials. “Pure research—develop-
ment of new products—will come in the
future as we visuvalize additional needs.”

7. Research by lumber dealers gets a two-
way boost. Profit from the modest 5% mark-
up LuReCo will take goes to LDRC for
research. And the economic advantage is
expected to boost the number of Ilumber
dealers who will pay $300 to become fran-
chised under the LuReCo system.

Where it leads

The tieup is a good example of how Rey-
nolds builds its markets—one that other
materials producers might well study. Execu-
tive Vice President David P. Reynolds told
House & HoME he believes aluminum’s en-
trance into the new house field will parallel
its entrance into the auto industry (from 6
Ib/car average in '49 to 60 lb/car now, esti-
mated 400 Ib/car in five years). “We build
this market up gradually, using aluminum in
parts where we couldn’t miss in acceptance
or performance. Mass production helped cut
costs. We perfected new finishes, new
strengths in alloys, so each year we could
take more of the auto market.

“The public and our technology are not
ready for the all-aluminum house, but we're
getting them ready for more and more alumi-
num parts. One day there may be aluminum
houses, but we'll only get them through the
gradual growth of technology and acceptance
that our material allows.”

The agreement is the outcome of talk about
product development which started casually
between LuReCo’s Thompson and Harrell,
and Reynolds representatives, at the NRLDA
convention in Chicago last November. “It is
a mutual thing that we worked out together,”
says Harrell. “Both sides can gain.”

continued on p 55
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Court kills transit cars

Slowpoke rail shipment of Western lumber—
so-called “transit” or “roller” shipment—by
the Union Pacific Railroad has been enjoined
by a US district court. The injunction prob-
ably means the end of a marketing device
that has been important to some small mills
and lumber dealers, but is generally disap-
proved by the industry. The ban was asked by
the Interstate Commerce Commission (Feb
‘58, News).

Transit shipment consists of deliberate de-
lay of unsold lumber enroute from mill to
market by the railroad at the shipper’s request.
It gives wholesalers more time to find buyers.
In his finding, Judge Edwin R. Hicklin at Des
Moines said that the railroad was in effect pro-
viding warehouse facilities for shippers, pass-
ing on increased cost of such delays to the
general shipping public, and that other ship-
pers were denied the use of the cars involved.
The special service, obtained by merely mark-
ing the shipping order “via Colby”, amounted
to granting a superior competitive position to
shippers using it, the court ruled.

Transit shipment flowered in the post-World
War 2 boom when wholesalers could pget
premiums from buyers as the cars reached
their destination. As the market weakened,
shippers began to ask for more time. The
method lost popularity when many shippers
had to sell at distress prices as the cars
reached the market unsold. Most large mills
now sell, and most large dealers buy, on firm
order. Most affected will be small dealers
who make a practice of shopping for distress
cars.

The looming freight car famine

Chances are getting better for a summer short-
age of freight cars. Some lumber producers
estimate the supply will fall as much as
40% behind demand by year’s end. Early
twinges (April, News) have become sharper.
Two-or three-day waits are commonplace
for West Coast lumbermen.

Alarm is spreading to other industries. Na-
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RESIDENTIAL BUILDING COSTS rose only 0.2
point to 285.3 on Boeckh’s index in March. “But
wait till June. Then we'll show you something,”
suys Col E. H, Boeckh. A hint of why is given by
Long Island home builders who report these price
boosts: framing lumber from $64 mbf in mid
Jan to $70; %" fir sheathing plywood from $96
to $106/m sq ft; asphalt roofing up 8% to wipe
out Jast year’s drop. Result: a 1% rise in
construction costs,
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tional Gypsum has warned its customers
against letting inventories fall. Steel, sand &
gravel and other car users feel the pinch.
A Senate commerce subcommittee started
hearings on the problem, heard cries of grain
shippers last month in Kansas City, where
rail men predicted a peak 50,000-car shortage.

The reason: wusable cars are 5% down
from last year while carloadings are up
nearly 10%. In '58, carriers ordered only
17,546 new cars, scrapped 41,000. Compli-
cating the picture: Eastern railroads which
cry they can't afford new cars are hanging on
to those of more prosperous Western roads,
spending $2.75 a day rental instead of $8-
$20,000 each to buy their own. Outlook:
railroads are placing big orders for new cars,
but delivery probably won't be until late '59,
into '60 if a midyear steel strike develops.
The whole picture means lagging deliveries
and probably higher prices for building prod-
uct users this year.

Components plan started

Douglas Fir Plywood Assn is setting out to
create a plywood component industry.

A newly-formed (in March) subsidiary,
Plywood Fabricators Service, begins a pilot
program this month to recruit fabricators.
DFPA sees a potential $100 million extra
business in components (against a $500 mil-
lion industry gross last year).

Headed by W. D. Page, formerly DFPA’s
Chicago regional promotion manager, PFS is
supplying engineering, testing and certification,
and national promotion (including services of
DFPA’s 60 field salesmen) to three fabricators
each in Chicago, New York, Boston, and two
in St. Louis. First emphasis is on developing
and selling box beam and panel roof systems,
box beam and heavy panel floors, especially
for homes.

“If we can get 50% of the truss business
going into residential construction,” says Page,
“it will mean $320 million volume a year.”
As soon as the pilot program is working
smoothly, PFS facilities will be offered to
potential plywood component fabricators on
a national basis. Fee is 1%2% of gross sales,
or $650/mo, whichever is less. One reason for
the steam: fir ply sales are building fast, will
end the vear 1 billion sq ft ahead of sales.

Research in *59 will focus on new struc-
tural systems, especially an “erector set”
system for plywood components.
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MATERIALS PRICES rose to 133.8 in March, up
a half poiat from BLS' revised figure of 133.3 for
February. Main reason: plumbing rose 2.5%,
heating equipment 3.3%, lumber and wood prod-
ucts 1.3%, asphalt roofing 1.1%. These increases
were partly offset by a 2.4% drop in metal doors,
sash & trim. The cut was concentrated in alumi-
num products and was probably due to competi
tive price slashing.

MAY 1959

CLOSE-UP:

Clarence Thompson: leading a quiet
revolution in the lumber yards

To some of his more conservative colleagues
in the notably conservative retail lumber in-
dustry, Clarence A. (for Albert) Thompson,
48, is a deeply disturbing fellow,

He talks of *the threat of the prefabber”
and urges them to forsake the solid old meth-
ods they know so well to get into something
called making houses in parts—or sometimes
just LuReCo—in order to meet the competi-
tion. He suggests there may be new and bet-
ter ways to do business, new and better prod-
ucts to replace—or at least compete with—
tried & true standbys.

It is reasonable to assume that Thompson's
latest gambit, which brings aluminum smack
into the lumber trade, and at a price break
for LuReCo dealers, will be even more dis-
turbing.

To those who have not yet felt the sting
of prefab competition, Thompson's concern
over it has some aspects of a knight-errant
jousting at factory-built windmills. But a
growing number who have, or who are
alarmed at shrinking profits from other causes
(Jan, News), believe this slender (510", 150
Ib), sad-faced, soft-spoken lumberman from
the downstate college town of Champaign,
I, has found some important answers to the
challenge confronting the traditional “bricks-
and-sticks” technology of housing. They listen
carefully to him.

To Thompson, who gives the impression
he would be unruffled on a sleigh ride down

Walter Daran

LUMBERMAN THOMPSON
QOne aim: “to be competitive.”

the Matterhorn, it is surprising that what he
is doing should be disturbing at all. It has
only one purpose: to keep the retail lumber
trade competitive with other segments of the
housing industry.

“I don't want to be accused of doing this
[the deal with Reynolds] for the sole purpose
of getting it cheaper or eliminating the job-
ber,” he says. “The only reason is because I
want to be competitive.” His competitor? The
prefabber, who can buy direct in huge
economy lots, save all down the line by
eliminating every possible on-site operation in
favor of factory operation, and in wooing
away the builders and buyers whose trade is
the lumber dealers’ bread & butter.

As owner of four lumber yards in down-
state Illinois, Thompson has good reason to
be concerned for the future of the industry.
And as the son of a lumberman, he has a
long background in it. His father, McPherson

Thompson, entered the lumber business in
Champaign in 1925 after operating a string
of small yards around Springfield. In 1932
the elder Thompson bought out his partner,
and in 1933, when young Clarence graduated
from the University of Illinois (BS in busi-
ness administration), he went into the busi-
ness with his father.

Thompson traces his interest in progressive
methods to a housing goods school conducted
in the mid-30's by Art Hood, longtime editor
of American Lumberman, for Johns-Manville.
He traces his interest in prefabs to 1937,
when he saw one of the first Gunnison steel
prefabs. His interest turned to action after
World War II, when he returned from two
years' service as a Navy supply lieutenant,
became involved in the work of the University
of Illinois Small Homes Council. “I thought
it would be a good idea for the lumber deal-
er to go into home building.” Thompson but-
tonholed Ray Schaub, another forward-think-
ing lumber dealer from Whiting, Ind. They
talked for a year. Then Thompson, Schaub
and a few others formed LDRC, putting the
$50-$100 per member dues into research
grants. One study by the Small Homes Coun-
cil led to the conclusion that a modular pre-
fab system was feasible. Another, in 1953, led
to the LuReCo system as it now stands.

An adaptable plan

“All T wanted was a study to let lumber-
men compete with prefabricators,” Thompson
says. What he got, he admits, is essentially a
prefabrication system, only oriented to local
lumberyard operation instead of factory as-
sembly. The chief difference is that the lam-
ber dealer can adapt his modular house parts
to many different house plans instead of a
limited number of stock models. Says Thomp-
son: “We don't use the word prefab but our
units are prefab units. We can put up a house
in one day.”

In Champaign, Thompson (Tommy to his
friends) is a civic and business leader. Be-
sides his lumber business, he is involved in
land development and component manufac-
ture. He has held offices in the chamber of
commerce, county credit bureau, Rotary Club,
YMCA and Champaign Country Club, He be-
longs to the Masons, Elks and Moose. Once
married and father of three but now divorced,
he lives quietly near the Champaign Country
Club golf course in a white two-story LuRe-
Co-built dwelling he designed himself. He
calls it “contemporary Illinois farmhouse.”
His reading tastes range from lumber trade
journals to Dr. Zhivago; social pastimes in-
clude bridge, dancing, golf (mid-90s).

An independent traveller

Politically, he calls himself “independent”
—I used to be a Democrat but around here
[in a heavily Republican area] it's useless to
be a Democrat.” He enjoys driving—fast but
skilfully—and likes to travel, which he does
often in the interests of LDRC and LuReCo,
both of which he heads. On the platform, he
is known as an effective, low-pressure speaker.

He has a pleasant but needling manner
when he lectures lumbermen on the—to him
—self-evident need for lumber research.

“We have $40,000 in our treasury for re-
search,” he says. “We should have half a mil-

continued on p 51
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VENEERED

EXCLUSIVE WOOD BLEND PANELS

MANY WAYS SUPERIOR TO HARDWOOD PLYWOQOD...YET COSTS LESS!

Timblend, Roddis’ amazing man-made beard, is now
available veneered, in the most popular genuine hard-
woods . . . from warm Birch to rich Walnut. New
heauty plus highest warp-resistance combine in
veneered Timblend to assure finer product quality, at
lower cost, in many hardwood plywood applications.

Builders have responded enthusiastically to the introduc-
tion of Roddis' new veneered Timblend. Sales have
actually tripled in just one year! Here's how you can
profit from this “success story.”

With veneered Timblend you’ll get all the richness and
beauty of your favorite hardwoods, plus all the proven
advantages of its exclusive Roddis man-made core. It's
this Timblend core that makes the big difference!

Because of the unique, controlled density, non-grain
construction of this core, veneered Timblend machines

SPECIAL
TIMBLEND

CENTER CORE

heautifully with ordinary woodworking tools or power
tools. Saw it. Drill it. Rout and rabbet veneered Tim-
blend. You get smooth, gap-free edges every time. Even
lipped edges turn out beautifully! And veneered Tim-
blend has a remarkable dimensional stability that assures
highest warp-resistance! Screw-holding ability equals
that of the softwoods.

Choose veneered Timblend in any of these best-selling
woods: Elm, Birch, Maple, Cherry, Mahogany, Oak,
Walnut and many others. Available in 34" in common
plywood sizes. Other thicknesses and sizes available,
prefinished if desired, on special order.

Use veneered Timblend for your cupboard doors, cab-
inets, built-ins, wardrobes, sliding doors and other hard-
wood plywood applications. You'll achieve excellent end
results at lower cost. Why not send the coupon today for
a free sample of veneered Timblend plus the illustrated
brochure: “Working with Veneered Timblend”?

YOUR CHOICE
OF HARDWOOD

VENEERS

HOUSE & HOME

a



USE BEAUTIFUL,
WARP-RESISTANT

TIMBLEND FOR:

Cupboard doors
Counter fronts
Table tops
Kitchen cabinets

TV and Hi-Fi
cabinets

Shelving
Wardrobes
Sliding doors
Store fixtures

and displays

Regular or
Filled Timblend
(for painting)
also available
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Roddis Plywood Corporation » Marshfield, Wisconsin = Dept. HH-558

Please rush free sample of Veneered Timblend and brochure: “Working with Venesred Timbiend"

NAME
COMPANY.
ADDRESS.
cImy
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NO ORDINARY REFRIGERATOR
CAN HELP YOU SELL HOMES
LIKE FABULOUS FOODARAMA

Lot FOODARAMA bt

A 12 CU. FT. DELUXE REFRIGERATOR AND A 6 CU. FT. UPRIGHT FREEZER
ALL IN ONE CABINET ONLY 41” WIDE, 63“ HIGH AND 25" DEEP

With a family-size home freezer in just 10 inches more styling and fan-cooled mechanism, Foodarama can be
space than needed by an ordinary refrigerator, Fabulous  built-in completely! It costs much less than the valuation
Foodarama by Kelvinator actively contributes to your you can place on it. Be the first in your area to profit by
selling story. It gives your homes advantages your com- the sales and publicity advantages only Foodarama can
petition can’t touch! And with handsome square-corner  give you. Send for the complete story today.

SELL HOMES FASTER WITH AMERICA’S MOST ADMIRED, MOST DESIRED APPLIANCE.

MAIL THIS COUPON TODAY'!

KELVINATOR DIVISION, Dept. HH-5
14250 Plymouth Road, Detroit 32, Michigan

BUILT BETTER TO SERVE BETTER

rKetlvinaftfor

Please send complete details of the Special Foodarama Builder Plan.

Name.

Division of American Moters Corp., Detroit 32, Michigan s
.‘,n-..‘o‘ Streel
American Motors Means Dﬁ}_ More For Americans Live Better Electrically % m
o 'o‘::::s‘ City State.
L e e T S —
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lion.” But even on such short rations, he
thinks the lumbermen can keep pace with
advances in prefabs.

“I still think that the lumberman with com-
ponent parts can compete with any kind of
prefabricated house,” he says. “And even
when they start stamping out homes en masse,
the lumberman will still function.” A major
obstacle to full realization of the LuReCo
potential, he believes, has been the lumber-
man’s lack of merchandising know-how, and
LuReCo’s own lack of resources to provide
the full array of merchandising aids supplied
by prefabbers—notably National Homes.

“We emulate National Homes,” he says.
“l have a lot of admiration for them.” And
he hopes that arrangements like the new con-
tract with Reynolds will let lumbermen tie in
with national merchandising programs by
manufacturers to help even the odds.

“I'm interested in keeping active and strong

How imports pinch US materials

By Robert Seaver

the small-to-medium factors in the building
industry,” he says. “Yet at the same time |
want to use the large factors.” He hopes that
more and more of these large factors may be
harnessed through LuReCo. “We want firms
to develop new products, but the trouble is
that most are interested only in their own
phase of the work. We feel that we can be
honest and open enough to work with several
different manufacturers to develop new tech-
niques.”

Since LDRC started franchising LuReCo
dealers five years ago, some 1,475 have paid
the $300 fee (plus two in Alaska, one in
Australia). Not all produce components, but
a recent survey of 478 revealed these dealers
felt they could produce 42,000 houses a year
if they had the market. Thompson's goal: “I
would like to see 5,000 LuReCo dealers work-
ing with local builders.” For himself? “I don’t
want to be a big man in the industry. I'm

Imported building materials, under the stimulus of low tariffs and exported American
know-how, are beginning to give some domestic producers competition.

Imports range from a whopping 52% chunk of the hardwood plywood market
to an “insignificant™ percentage of asbestos roofing sales. Overall, they still amount
to a trickle rather than a flood in the US marketplace. But producers are eyeing
more and more uneasily such items as a wrecked price structure in common hinges,
drooping employment in window glass, growing volume and improved quality in

foreign-made nails and locksets.

Most agree that imports are a small worry in times of expanding markets and
high production levels. But they are concerned about what might happen if building
slumped. Some are hurting badly now. Others are feeling sharp effects in specific

market areas. For instance:

® Last month a Portland lumber retailer,
in the heart of the fir plywood belt, ordered
50,000 sq ft of Philippine mahogany plywood
because it was $76/m sq ft delivered for 4"
sanded against a special offer of $80 for
domestic softwood plywood of the same
quality (the latter was actually a $5 cut from
the mill price because the wholesaler was
overstocked). Said the retailer: “l hate to
do it because some of my customers work in
plywood plants, but competition forces me
to.” Three days later the US Tariff Commis-
sion heard charges by
Rep Russell V. Mac (R,
Wash.), Rep Prince H.
Preston (D, Ga.) and
Sen Strom Thurmond
(D, S.C.) that imports
have resulted in a 35%
drop in net sales for
40 plywood mills in 17
states. The Douglas Fir
Plywood Assn reported that imports repre-
sented about seven weeks of industry pro-
duction last year.

exclusive

® Japanese ceramic tile is selling in New
York City at 29¢/sq ft, little more than it
costs an American manufacturer to prepare
his product for the firing kiln. The US indus-
try is operating at about 60% of capacity.
Imports have grabbed 119 of the market.
Says Alfred McMillan, secretary-treasurer of
the Ceramic Tile Council: “The only way
we are holding our own is to increase the
use of ceramic tile 7 to 10 million sq ft
a year. You begin to feel vou're on a tread-
mill, fighting like hell just to keep what
you've got.”

® Belgian and French window glass is for
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sale on the dock, duty-paid in Miami and
New York, for less than Libbey-Owens-Ford
can set its product on flatcars at its West
Virginia plant. Though freight rates rapidly
diminish the price advantage inland, the com-
pany reports average employment has dropped
nearly 1,000 in each of the past three years.

The list of other products with enough
foreign competition to excite comment if not
alarm includes steel furring channels, rein-
forcing bars, and pipe; hardboard and insula-
tion board; copper pipe and tube; asbestos
cement items; linoleum and rolled floorings;
softwood lumber; metal lathe.

The foreign edge

Imports have grown as tariffs shrink under
US free trade polices. But many manufac-
turers say this is not the vital factor in for-
eign competition. What is:

1. Foreign manufacturers have much lower
labor costs. In steel, where competition is
confined to a comparatively small portion of
the total industry (but where imports are
acutely affecting that small portion), a
breakdown of foreign wages for six coun-
tries shows a range from Japan's low of
40¢/hr to Australia’s 98¢, compared with US
industry’s $2.91—from 66% to 86% less.
“You can see,” says a spokesman, “why the
Japanese can buy scrap steel here, ship it
home, run off reinforcing bars, ship them
back and still undersell the home industry.”
One steel executive has estimated that wages
to American labor in five products—barbe.l
wire, reinforcing bars, pipe, plain wire, and
nails & staples—in 1958 would have been $6
million more if imports had been manufac-
tured here.

THOMPSON'S LURECO HOUSE

satisfied with our firm as it is. T do feel 1
should have a successful business—otherwise
I'm just wasting time. But I'm not the kind
of guy who has to be on top of the heap to
be a success.” Top of the heap or not, Clar-
ence Thompson has become a leader in retail
lumbering—and unlike some other prophets
of housing progress, he is quietly but suc-
cessfully carrying the field with him instead
of leaving it behind.

producers

2. Many foreign producers have, through ex-
ported American know-how and equipment,
achieved productivity and quality equal to
their American competitors. Foreign hard-
board, for instance, has grown to a capacity
roughly equal to American producers’.
“Many new mills have been built with US
aid and technical advice,” says Donald Lin-
ville of the American Hardboard Assn. “So
they have equal productivity and we don't
have that as an advantage.” Scandinavian,
European and Oriental producers now have
10% of the US market, says Linville, are
offering their product at 10-15% below
domestic prices, with marked effect on the
US price structure.

A third plus often adds to the coastal im-
pact of some goods that can't be shipped
inland economically:

Foreign shippers can often put their prod-
uct aboard ship and send it to US ports
cheaper than inland producers can send their
products to the same ports. Says Linville:
“It costs us $12.50/mbf to ship %" hard-
board by rail from the West Coast—where
much of our industry expansion has taken
place—to any Atlantic port. From any Scan-
dinavian country—where the bulk of the
competition lies—it costs only $5.” Opening
of the St Lawrence seaway is expected to
extend this uncomfortable advantage.

Is tariff protection the answer for pinched
domestic producers? Some are crying for it.
But few believe that this offers any permanent
shield. Many say that major factors in in-
dustry and government are so far committed
to free trade that even temporary relief from
this quarter is unlikely.

“They could put tariffs on ceramic tile back
up to 100% of pre-war levels, and we would
still be undersold,” says McMillan. Says Lin-
ville: “We can’t expect to sell $19 billion a
year of US products abroad and expect our
foreign friends to sell nothing here.”

Sharing the plight of many another Ameri-
can industry, they are considering ways &
means already advocated or tried by com-
panies in other fields. Among them:

® A tariff tie-in with foreign wages to give
the advantage to overseas producers who pay
higher wages. “For years we have been trying
to take wages out of competition here at
home,” says one materials spokesman. “Some

continued on p 55
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“Our home owners continually tell us

with TWINDOW insulating
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how happy they are

windows,”

says Edward J. Dougherty, Builder
Allentown, Pennsylvania

HIS FORWARD-LOOKING CONTRACTOR builds about 15 homes a year in the Allen-
Ttown. Pennsylvania, area. Prices of his homes range from $20,000 to $45,000.
In Mr. Dougherty’s opinion, not only does Twmnpow add sales appeal to 2
home; it is practically a necessity in view of the requirements of present-day
buyers. He says: “With home buyers constantly insisting on larger window areas
in homes today in order to fully enjoy the best outside views, it is necessary to
install TwiNDow in these windows to permit a clear, undistorted, frost-free view
for all seasons. TwiNDOW creates a feeling of spaciousness and permits a fuller
view of the outdoors.”

Does Twmvnpow make home buyers happy owners? Most assuredly, according
to Mr. Dougherty: “Our home owners living in homes containing TwiNnpow are
continually remarking to us how happy they are with Twivbow insulating
windows. This has convinced us that the advantages of Twinpow are worth
making available to all our prospects.” Adding a note of endorsement derived
from personal experience, Mr. Dougherty says: “Our past, hard winter season
certainly pointed up the added comfort and convenience to home owners with
Twinpow in their homes.”

Help sell your homes and generate customer satisfaction by including Twivpow
+ « « Pittsburgh’s windowpane with insulation built in. It cuts heating and air=
conditioning costs, reduces drafts at windows, muffles outside noises, eliminates
the need for storm windows. Further information is contained in our free Twinpow
booklet. Why not write for a copy today? Address Pittsburgh Plate Glass Com-
pany, Room 9168, 632 Fort Duquesne Blvd., Pittsburgh 22, Pennsylvania.

TWO TYPES OF TWINDOW

4

TWINDOW—METAL EDGE. This type is ideal for
large windows and where maximum insulation is
needed. It's made up of two panes of % ° clear-
vision Plate Glass, with a %" sealed air space
between. Its stainless steel frame, a TWINDOW
feature, eliminates bare edges . ., makes handling
safe, quick and easy.

TWINDOW —GLASS EDGE. This type is just the
thing for modern window-wall construction. Having
exceptional insulating properties; it is constructed
of two panes of % * PENNVERNON®—the quality
window glass—with a 34" air space between.
TWINDOW —glass adge units are available in popular
sizes for a variety of window styles.

| TWINDOW’

. . . the windowpane with insulation built in

@ PAINTS » GLASS « CHEMICALS « BRUSHES * PLASTICS » FIBER GLASS
G

==PITTSBURGH PLATE GLASS COMPANY

IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED
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HELPS YOUR SALESMEN SELL BETTER, SELL FASTER

New SELL-A-HOME program sells

every feature in your model home

KEEPS CUSTOMERS SEATED TILL THEY SIGN ON THE DOTTED LINE!
After the customers have seen the model, the salesman can show them pictures of
any feature of the home they’d like to see, then complete his sales talk (with help
from the selling booklet) and ask for the order.

LOOK WHAT YOU GET IN THE SELL-A-HOME PROGRAM!
First, a Polaroid camera, to take pictures of the home, of [prospects
and of features they’d like to remember. Second, a supply of film
and flash bulbs. Third, a wallet presentation for your salesmen,
with a pull-out picture folder and the new custom-tailored selling
booklet “Your New Home.”
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Picture-story presentation is
custom-tailored to the homes
you are selling

The Sell-A-Home program helps any salesman—
beginner or old pro—sell better than ever!

Here’s what’s in the Sell-A-Home program. You
get a wallet presentation for each of your salemen.
The wallet contains the new room-by-room sell-
ing booklet, “Your New Home,” and a fold-out
sleeve for photos. You get a Polaroid camera and
a supply of film and flash bulbs.

Using the Polaroid, you take pictures of all the
important features that make your home a real
buy. You put copies of the pictures into each
salesman’s wallet. Now he can show a customer
any feature he wants to see, any time during the
sales talk.

Next, you write in each salesman’s selling booklet
information on the standout features of your
model home. (The book reminds you, room by
room, of all the features you should mention, and
suggests selling arguments your salesman can use
on customers.)

Sell-A-Home was the talk of the Chicago Builders’
Show! Hundreds of builders signed up for ad-
ditional information at the show. To find out
how you can get in on the Sell-A-Home program,
get in touch with your American-Standard Air
Conditioning Division distributor, or send in the
coupon below—today!

American-Standard Air Conditioning Division
40 W. 40th Street, New York City

Sirs: Your Sell-A-Home program sounds interesting.
Please send me more details and tell me how I can get
in on the program.

Name.

Company
Address
City Zone, State

Anzmican - Standard and Standard ® are trademarks of American Radiator & Standard Sanitary Corporation

AMmERICAN-Dtandard

AIR CONDITIONING DIVISION

HOUSE & HOME

L

4




say we should try the same thing with im-
ports.” An illustration of how this might
work: Canadian softwood lumber comes into
US at about 2 billion bd ft a year, but at
same price. So it is no discomfort to US
industry (26-30 billion bd ft/yr).

® A counterinvasion of overseas markets.
Domestic producers would establish overseas
facilities in low-cost labor areas to produce
for the home trade. “Those with money to
go abroad are going to go, and the small
ones will be dead,” glumly predicts Ceramic
Tile’s McMillan, Many American producers
have overseas ties already. Among them:
Armstrong Cork. Yale & Towne, Johns-Man-
ville, American-St. Gobain Glass. Others, like
American Hardware Corp, are eyeing the
possibility.

® More efficiency and productivity through
more automation, closer control of costs and
marketing. “It's already apparent that new
plants have more machinery, fewer people,”
says one industry spokesman. “It may be
that this competition, as a stimulant, will be a
good thing.”

LuReCo-Reynolds agreement
means savings for dealers

continued from p. 46

Under the five-year agreement, LuReCo
will handle sales, marketing, advertising and
promotion of a list of at least 13 and per-
haps more aluminum products. Included now
are shingles, siding, windows, foil insulation,
gutters & down spouts, ductwork, soffit &
fascia material, corrugated farm roofing, nails,
hardware, louvres & ventilators, lighting fix-
tures. Those manufactured by Reynolds will
be purchased direct by LuReCo. Others will
be bought from fabricator-customers of Rey-
nolds. Both parties insist Reynolds is making
no price concessions. “We are treating them
like any other customer,” says Reynolds,
which will continue to sell elsewhere, as at
present. Secret of the price break: “We are
taking less than the customary markup, in the
interests of providing a service to our deal-
ers,” says LuReCo's Harrell.

Benefits of the arrangement are limited to
LuReCo franchised dealers—Ilumber retailers
licensed to produce house parts under the
modular system worked out by LDRC and
the University of Illinois Small Homes Coun-
cil. Under the LuReCo system, lumber
dealers construct in their own yards, either
for sale to builders or use in building them-
selves, lumber & plywood wall, door and
window panels, and roof trusses, on a 4’
module for assembly on-site. Jigs and pre-
cision pre-cutting let unskilled or semi-skilled
labor do the preassembly, with a theoretical
—and often real—saving in costs. Some
LuReCo dealers use prefab plumbing trees
but none do shop wiring.

Harrell says a spot survey indicates dealers
can save $65 per house on siding by buying
at $5-$6/m sq ft less than they would pay
normally.

LuReCo is not now warehousing materials
for its dealers—price lists have only recently
been issued—but if volume grows to expected
levels, it is “definitely part of the plan.”

LuReCo’s Thompson & Harrell shy away
from speculating on the eventual scope of
the project. But it is evident that if the
present deal works out, LuReCo dealers may
one day be able to buy the bulk of their
materials from such warehouses.
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Producers brighten as sales rise,
profits rebound in first quarter

Building materials’ sales and profits are
bouncing back with increased vigor from the
recession slump. Delighted producers are be-
coming more and more optimistic. First-
quarter reports for 59 show 15-209% hikes in
sales for many. Some are predicting a record
year. Among them: Flintkote Chairman I. J.
Harvey Jr, who expects a $200 million sales
volume. Georgia-Pacific announces first-
quarter profits “considerably ahead” of last
year, expected to be 20% over any previous
first quarter. Others with cheering news:

® National Gypsum orders are running 20%
ahead of ’58, with first quarter sales up to
$38.3 million from $32 million the year be-
fore. Johns-Manville Chairman A. R. Fisher
says his firm’s sales and profits are up 15-20%
in the first quarter.

® Yale & Towne's first-quarter orders are
30% ahead of first-quarter '58, even though
a strike will cut earnings.

Year-end figures for 38 producers show a
substantial number were able to recoup first-
quarter drops. improve both sales and earn-
ings in '58 over '57. Others upped either sales
or earnings, to continue a trend seen at mid-
year (Sept, News) and bear out hopes for a
good second half sparked by the housing
upsurge. The score: at year’s end, 46% im-
proved both sales and profits; 62% improved
sales; 54% improved profits. In mid-'58 only
29% showed improved sales and profits; 44%
upped sales; 39.5% improved profits.

National Gypsum Chairman Melvin Baker

has revised his year-end prediction that
housing starts will hit 1.2 million, now says
it “is definitely a minimum estimate, We
might start as many as 1.3 million.” Echoes
President C. J. Backstrand of Armstrong
Cork (whose sales hit an all-time high, profits
rose to near-record in ‘58): “New and ex-
panded opportunities should be present in
many markets.”

Although the second-half housing come-
back gets a good share of credit for better
profits, belt-tightening and hard work helped.

Price lag was a big factor for producers
unable to offset early losses with later busi-
ness. In spite of “a vigorous program” in
which “losses incurred in the first quarter
were quickly offset and increases established
over the previous year,” Flintkote found “the
time lag between the end of the recession and
the establishment of more adequate prices”
kept net profits below those for *57. Similarly,
Certain-Teed found prices “had broken so
badly that . . . we were unable, for several
months, to conduct our business at a profit.”
Volume increased over '57, but “we could
not recoup our losses of the earlier months.”
Rising labor and materials costs contributed,
says Certain-Teed President Malcolm Meyer.

But even here the optimism for ‘59 is
shared. “We're quite bullish,” says Presi-
dent Henry Collins of Celotex, which suffered
a drop in fiscal '58 (which ended Oct 31; By
year’s end, the firm showed an improvement
over calendar '57).

NEWS continued on p 58

HOW THEY FARED

periods in 1957:

58 % %

SaLgs Cmance CHANGE
CoMPANY (MILLIONS) SALES Ner
Luwmber
TS Plywood® ........ $171.8 411 102!
Weyerhaeuser ....... 410.4 —2.6 —5.7
Georgia-Pacific ...... 152.4 8.1 “+1
Wallbhoard, roofing, tile
RO s viaein 70.0 -+4-3.2 +20.8
Mugonite® ........0.. 59.1 +-.3 —14.6
Ruberoid ........... 82.9 +4-2.2 —22
IS GYpeum ...ivvas 265.8 6.5 +5.8
Johns-Manville ...... 304.1 —1.4 423
National Gypsum .... 163.2 +4-15.3 22
Flintkote ...ocoiieen 156,2 4.7 —11
Armstrong Cork 249.9 41.4 24
Congoleum-Nairnd .. 33.2 —15.8 o
Certain-Teed ........ BR.4 +-5.7 —18.8
Philip Carey ........ 66.4 —0 —11.8
Beaiangll .. e 34.0 +16.7 -89
Heating & plumbing
Ameriean-Standard 351.4 —4.7 —19
Rl O ot s 386.2 —11 —86.8
e R e e e R R e 81.6 -+1 —3.6

o First 9 mos, of jiscal pear ending Apr. 30, '59.
b Based om quarterly figures for calendar *57-'58.
¢ Figeal year ends Auwgust 31.

4 Firat 8 months only.

® Defieit of $1.87 million.

Sales and earnings for some of the biggest producers in 1958, compared with the same

Cement

Lehigh Portland .... 5. +-8.4 241
Y R e R 92.8 +16.8 19
Penn-Dixie .......... 47.0 15,5 +43.4
O ST L ek a0.7 +4.7 41
Alpha Portland ..... 38.2 =+7 —3.8
General Portland .... 46.9 24 -+26.5
Marquette ........... 53.0 -+11.1 —+10.6
Permanente ......... 67.8 +33 44
Hardware

American Hdware ... 41.8 +157 23
Yale & Towne ....... 115.7 —10 —28.4
Appliances

(CRRTIETE L Godiiteiiaivviee —4.1 +2.7
Westinghouse ....... —B —+2.9
Minneapolis Honeywell 3285 -+1.1 —+56.6
YRRIZIDOOY. cieisisinision i 404.6 -.6 —3.8
Worthington  ........ 184.2 —3.8 —19.7
O cscnvmessrnivesrmes 4,120.8 —b —2
MOVERR ot oerasesonne 106.8 +17.3 +-40.2
Glass

Pittsburgh Platex ... 518.6 —170 —44.9
Libby-Owens-TFord 216.9 —38.8 —23.6
American-8t. Gobain. 24.8 -8 L

I Execludes 48¢/share tax reserve in dispute; if
added, would show earnwings —19% for '58.

# Fiseal wear ends Oet, 31,

b Deficit of $276,468,

Vineludes $2.5 million non-recurring income ew-

+53.9%.

cluding this, earnings =
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NAHB Research House features

Cudt. by Chiytly

New‘high-quality air conditioning,
heating and air purification for a low-budget home

Perfect year-around climate for a limited-budget home . . . that’s the Conditioning offers the builder. The entire installation and service job is
contribution of Chrysler engineering to the NAHB Research Home in handled lacally by a Chrysler Airtemp Dealer. No extra subcontractors

South Bend, Ind.

are needed, and troublesome service calls are eliminated. To get all the
facts and figures on Climate by Chrysler, call your nearby Chrysler

Climate by Chrysler is the next step beyond mere air conditioning. In ; i
: ; : Airtemp Dealer . . . today.

addition to automatic heating, cooling, humidifying, and dehumidifying,
this Chrysler system actually purifies the inside air. It traps even the
tiniest particles of dust, dirt and pollen electrostatically. Kills air-horne

germs electronically. And absorbs smoke, fumes and odors almost b
.» HRYSLER
Climate by Chrysler is the kind of luxury-home feature every buyer ‘?@ % 7
wants, Yet it's so low in cost it can be included in a quality home like the : P 4 AIRTEMP
* ot b .‘QII.N‘JI'“'Ah
NAHB Research House that’s built to sell for less than §15,000. i
High customer appeal is just one of the many advantages Chrysler Air Airtemp Division, Chrysler Corporation, Dept. L-59, Dayton 1, Ohio
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duilt to sell below $15.000,

freshness it puts in their home,

Traps dust electrostatically!

Qutmodes the inefficient con-
ventional filter. This new dust
remover actually magnetizes
the air-borne dirt, dust and
pollen, draws it out of the air.

ELECTROSTATIC
AIR CLEANER & PURIFIER PACKAGE
(Contains activated carbon filter and steri-lamp)

/
/

/
/

Kills germs electronically!

Special germicidal lamp
probes every cubic inch of the
air circulated in the home.
Kills air-borne germs and bac-
teria instantly, thoroughly.

\‘]i!ll[l!:lﬁll_‘_‘ {r‘ifu.\ outside or to the basement.

GAS-FIRED
/ COUNTERFLOW
AIR " FURNACE
CONDITIONING (Blower on top)
UNIT

AVRTR M

S0 B0 70 A0 %0 fG0

- N i) | i) 4 VI'Il - |.:
i @Hm'sl.m Pl g

I N G
COOLING

i
ors Auty

CLIMATE MINDER

(Air Cooledl/

S
e

completely in a closet.

MAY 1958

4 LOW-COST CHRYSLER HEATING-COOLING

a minimum of floor space. Handsomely designed cabinet blends in attractively

SYSTEM.

" ‘ 1959 NAHB ]\’I“I\H(” HOUSE. South Bend. Ind. One-story. slab-on-
arade, mnnlvm]uwt'dl'\'—~T\!I'II house with a new type of combined outdoor
storage area and car shelter. Three bedrooms, one bath, fully air conditioned.

Sponsor: NAHB Research Institute. Builder: Andrew S. Place. Architectural
Design: NAHB Research Institute. Consulting Architect: Herman York.

EXCLUSIVE CHRYSLER ELECTROSTATIC FILTER PACKAGE.
Only Chrysler offers 3-way air purification. This new development keeps
the air dust-free, odor-free, germ-free. Customers really appreciate the

Purifies air almost magically!

Special activated charcoal fil-
ter has millions of tiny pores
that trap odors, smoke, smog,
and other fumes, Makes the
air crisp, clean, fresh.

CHRYSLER CLIMATE-MINDER CONTROL. Another quality sales
feature every Fll'ihln‘r'l will ’nu'_ One touch of the []n-_;:-r ¢reates any r|w~ir'm]
climate. Choice of automatic or manual operation to heat, cool, or circulate

fresh, |mr'iﬁ|--rl air. Even overloads can be reset at this control center—

lequires

with basement or utility room decor. Or is small enough to be hidden away
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HOUSING POLICY:

House rules committee stalls housing
bill but FHA continues to hold out

The housing bill, which the Democratic-con-
trolled Congress was going to make the first
order of 1959 business, remained stalled for
a fourth month in April.

The bickering centered in the House rules
committee, which screens legislation before it
is brought onto the floor for a vote. A con-
servative coalition of Republicans and South-
ern Democrats on the rules committee sty-
mied the first effort to report it out—via a
6-6 tie vote. The deadlock was a symptom of
how the Southern Democrat-conservative Re-
publican coalition is reasserting itself in the
House. Chairman Howard Smith (D, Va.) is
the man who, by absenting himself from
Washington, blocked efforts to give the 1958
housing bill a rule during the dying days of
the last session of Congress (whereupon the
bill failed by six votes to muster the necessary
two-thirds majority to pass under suspension
of the rules). Now, Smith and other fiscal
conservatives are arguing that items requiring
use of Treasury funds should be cleared
through congressional appropriations commit-
tees. Such programs as public housing, urban
renewal and college housing loans operate
under a public debt law and do not require
such clearance. If Smith succeeds in tacking
his idea onto the housing bill, more delay
seems sure.

Politically, the rules committee deadlock
embarrassed House Speaker Sam Rayburn
(D, Tex.), who quelled a House revolt early
in the session with a personal promise that no
legislation would be bottled up by the rules-
men. The situation moved Cartoonist Herb
Block to satirize Rayburn as a distrusting
keeper of the keys (see cut).

While Congress fiddled, FHA was burning

coMturess-onlAL-
TEGIDLATIO!

Herblock-Washington Post

“Aren’t You Big Enough To Have a Key of
Your Own?"

up its dwindling authority to insure mortgages
at a surprisingly slow rate—thanks to its stop-
gap “agreement to insure” setup which post-
pones actual commitments to insure until the
last minute, In March, House & HomE
learned, loan amortization plus terminations
and recapturing of commitments actually ex-
ceeded new FHA commitments. On April 1,
FHA still had $1 billion of insuring authority
left. Tt did not plan to impose tighter controls
until this falls to about $750 million. Appar-
ently, FHA can keep going for a while longer
without a housing law.

And elsewhere in the legislative mill—

While the omnibus bill still holds the spot-
light in housing's 1959 legislative melodrama
(April News), a crowd of bit players and
character actors jostle each other in the wings,
waiting to make their entrance. Some are
well-supported by special-interest claques.
Others wait for scripts to be written by the
Joint Economic Committee of House & Senate
which is mounting a “broad inquiry into
overall economic policies” under Chairman
Paul Douglas (D, IIL).

Organized by the Democratic majority 1o
counter spendthrift criticism from Repub-
licans and their own conservatives, the com-
mittee is expected to develop evidence sup-
porting the need for some spending measures,
including housing programs, dear to the
Democrats’ hearts. The cast, not necessarily
in order of appearance:

® Second supplemental appropriations bill.
FHA's operating requests for the balance of
fiscal 'S8, slashed 10% by the House, have
been restored to their original $3.6 million by
the Senate appropriations committee, are
expected to survive the Senate floor. Next
question: will they survive conference? Or
will Democrats’ desire to avoid the spend-
thrift label, plus Congress’ selfsupporting
FHA how much of its own money it can
spend, make it a victim of horse-trading?
Dour predictions that already sticky backlog
situation (April News) will worsen if the

money isn't forthcoming, plus fact that it
doesn't cost Treasury anything, make survival
seem likely—but not certain.

® Real estate investment trust bill. Pending
before the House ways & means committee,
with hearings set for mid-month, it extends
immunity to corporate income tax enjoyed
by security investment trusts to similar
“passive” real estate trusts. They must have at
least 100 shareholders, distribute at least
90% of their revenue directly to beneficiaries.
A revamped version of a measure vetoed
last year by Pres Eisenhower, the bill was
boosted by NAREB President James Udall in
a visit to Tke. Following the visit NAREB
announced Udall had pledged realtor support
to the President’s drive against budget-busting
housing legislation, urged endorsement of the
tax-reducing bill as “an aid to Administration
policy.” Ike's reply, in a letter: if the bill
passes, he will “be very happy to reconsider
the whole matter together with your argu-
ments.” Chances: fair.

® Community facilities bill. A $1 billion
direct-loan program to help cities finance
water, sewerage facilities, and build public or
nonprofit hospitals and nursing homes is up
in the House banking committee. Chairman
Brent Spence, whose similar $2 billion meas-
ure was refused for action by the House last
year, calls HHFA's present loan program

“hopelessly inadequate,” would limit bond
interest to 2% %, reserve 25% of the billion
for use of small (under 35,000 pop) cities.

® FHA insurance for land purchase & de-
velopment. Endorsed last year by an FHA
advisory committee, but too late to catch up
with the housing bill, the idea has been
suggested as a floor amendment. But Rep
Albert Rains (D, Ala) chairman of the
House housing subcommittee, blocked this
idea, will instead hold hearings on the matter
separately later this year.

Civil Service Commission
probes HHFA job setup

An indiscreet order by Deputy HHFAdmin-
istrator Walter Rosenberry has prompted a
Civil Service Commission investigation of
HHFA personnel practices.

Rosenberry, who came to HHFA with Ad-
ministrator Norman P. Mason in February,
fired off a letter to HHFA's seven regional
administrators which said: “Senators and
Congressmen are very much interested in all
appointments and promotions of their con-
stituents. In order that this information may
be supplied to them, will you please see that
I am supplied with names and proper back-
ground including residence of all personnel
you are considering appointing or promoting
in your region.”

When news of this leaked back to Wash-
ington Post Columnist Jerry Kluttz (whose
Topic A is civil service jobs), Kluttz roared
into action. “CSC’s inspectors should take a
good long and hard look at HHFA" he
wrote, citing the Rosenberry letter as evidence
that the housing agency was ignoring Civil
Service rules requiring merit promotions.
Two days later, the Civil Service Commission
ordered its inspectors to begin “a complete
review of all appointments and promotions”
at HHFA since the Rosenberry order. Mean-
while, CSC suspended HHFA’s power to
make appointments or promotions except
after review by its own inspectors. Civil
Service Chairman Roger W. Jones wrote
Mason: “Any political clearance of candi-
dates for positions under the competitive Civil
Service system would clearly violate the Civil
Service Act and Executive Order 10577.
Moreover, furnishing background informa-
tion on applicants and employees proposed
for promotion to persons who do not have
authority to make such decisions is in direct
conflict with the law.”

Columnist Kluttz, speculating that the
HHFA job order “reflected on and embar-
rassed the Eisenhower Administration,” re-
ported “this could easily mean that Ad-
ministrator Mason and his deputy . . . Rosen-
berry are in a big doghouse.”

If so, Administrator Mason promptly
wagged his way out. He: 1) conceded Rosen-
berry’s action was “unfortunate . . . unthink-
ing.” 2) called his top aides together and told
them the Civil Service probe “is welcomed by
me and has my unqualified support,” 3) re-
called that “in my first meeting with the top
staff here, 1 made clear my admiration for
.« Civil /Service.”

Mason also shrugged off rumblings that
HHFA and its constituent agencies (FHA,
PHA, URA, CFA) “have more political jobs
than any agency of its size (11,000 em-
ployees) and more than most departments.”
HHFA has only 40 politically exempt jobs
(Schedule C) out of 1,200 for the whole
government, Mason noted.

NEWS continued on p 63
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MORTGAGE MARKET:

First signs of rising interest rates,
bigger discounts appear on horizon

A general rise in interest rates, which had been expected later this year, may be

arriving now.

As a result, some experts predict FHA and VA discounts will climb perhaps ¥4
point within a month or six weeks. Others agree the trend is toward tighter money,
but forecast it will not hit mortgages for some months.

Any heavy demands on the available supply
of money, either by housing or other users of
long-term credit, could push discounts up
quickly. The surge of housing starts in March
may indeed be the first tip-off that money
will cost more by June 1.

Business spending up

Corporate borrowing for expansion is al-
ready on the rise. It is one of housing’s chief
competitors for money.
And it was off 17% to
$30.5 billion last year
—a key item in the re-
cession’s easy money
spell. This year capital
outlays for plant and
equipment are expected
to climb 4% to $31.8
billion. But the Com-
merce Dept's past experience indicates that
when business is on the upswing—as it is
now—these estimates are usually too low and
too slow.

A key unknown in the long-term money
outlook is the government's own financing
plans. After the disappointing reception
given long term government issues this year,
the Treasury has glumly stuck to short term
issues—paying a top price, 3.075% ion 90-day
bills.

The Treasury would like to take another
shot at the long term money market later this
summer. It wants to cut its dependency on
banks because this is inflationary. And it
wants to make room for corporate borrowers
to make bank loans, thus boost the new
boom.

Yet the climate for a long term issue may
be worse, not better, later this year. President
S. Clark Beise of the Bank of America pre-
dicts the Fed will apply more anti-inflationary
screws by boosting the rediscount rate again.
It was raised from 2% to 3% in March. Such
action helps head off inflation but it com-
pounds the Treasury's financing headaches,

exclusive

The picture on savings is not encouraging
for homebuilding. The rate of gain has slowed
in both S&Ls and mutual savings banks.
Net gain in S&Ls for the first quarter is only
equal to first quarter, 1958. For savings banks
in the first two months net savings were
actually down because of heavy withdrawals.

In large measure housing owes the stable
mortgage market of the past six months to
the high level of personal savings last year.
The net 1958 savings gain of $17.3 billion in
savings institutions was up 50% from 1957.

With all this money in hand, S&Ls alone
loaned $3.2 billion in the first quarter (on
both new and used homes) compared with
$2.2 billion in the first quarter of 1958. Lend-
ing on new construction only—reached nearly
$1 billion—up 30% from the first three
months of 1958.

Off the roller coaster

The six months of mortgage stability which
extended through April has been the longest
in five years. Yet even in a period of calm,
FHA and VA rates have been pegged low
enough to force discounts of from 1 to 4
(FHA) and 4 to 8 (VA) points for all of the
six stable months. Mortgage men agree this
steers some lenders away from mortgages.

With money in a delicate balance of supply
and demand one of the key props under FHA
and VA prices has been Fanny May. Its sec-
ondary market prices either have stayed 1)
ahead of the open market or 2) equal to the
top price of an open-market spread.

As tighter money gets closer, offerings to
Fanny May secondary market are growing.
With only a couple of slips. volume has
moved up from an average of $8 million a
week in January to $10-$12 million in April.

Fanny May had to pay 43% % on its latest
$90 million issue of ten-year debentures. So
the agency seems almost sure to cut purchase
prices if offerings continue to increase.
Mutual savings banks are a cinch to follow.

Public pays FHA spot loan discounts

California mortgage bankers expect to get
back a big hunk of the FHA spot loan busi-
ness they have lost to commercial banks.

Major California banks have guit making
par FHAs on individual house sales and re-
financings. They now demand two points
discount from the house seller plus one point
origination fee from the buyer. (The owner
pays all three points, of course, in a re-
financing. )

These terms apply to 25-year, 10% down
loans. Banks make few, if any, minimum
down, 30-year deals on individual homes.
(But they do on new tract homes.) The only
FHA loans the banks will make at par now
are to depositors who put 20% down on a
20-year mortgage.
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The giant Bank of America led the way
in the new lending policy. Explains Vice
President D. Clair Sutherland: “There is no
justification for making these loans at par
any more, Even at 97 we are still over the
market. And doing this helps us control our
loan volume. We had been making individual
loans at a rate of $25 to $30 million a
month. We believe the new two point dis-
count will cut this volume 25 to 40%.”

Many borrowers will go back to mortgage
bankers, Sutherland predicts. He adds: “We
were never trying to take the mortgage
bankers’ volume away from them.”

This is the first time the bank has charged
discounts on individual FHA loans. Says
Sutherland: “We believe the general public

now understands discounting so that they
know what we're doing and why.”

Bank of America keeps individual loans in
its own permanent portfolio. Tract loans the
bank sets aside for a year, often selling some
in the secondary market.

MORTGAGE BRIEFS

S&L give-aways curtailed

A loophole in its rules governing S&L give-
aways to woo shareholders has been shut by
the Home Loan Bank Board.

Since 1957, HLBB has limited premiums
offered for new savings accounts to $2.50.
Now, it has told federal S&Ls they cannot
give certificates which, when sent with a
nominal amount of cash to a merchandiser,
is exchanged for a service of silverware.

But HLBB also told S&Ls they can give as
many $2.50 premiums during a life of an
account as they wish. There had been a
limit of one.

Problems for open-end

The open-end FHA and VA mortgage has
been closed by one of its biggest exponents.

Dime Savings Bank of Brooklyn, which
limits its home lending to the New York City
area, is no longer re-lending on open-end
FHAs and VAs.

Explains Vice President Fred Jackson: “We
would have to be lending below the current
price of mortgage money.”

Dime has been writing open-end loans for
10 years. Much of the time FHA and VA
rates were as low as 4%. FHA requires that
any re-borrowing on an open-end loan carry
the same rate as the original loan—no matter
what has happened to interest rates.

VA lets reborrowings carry the current
rate—which means the borrower is paying a
split-rate. But at VA’s current below-the-
market 4% %, the Dime is still not interested.

FHA also has piled a mound of red-tape
on open-end procedures, Jackson contends.
“We have to certify that the cost of any
proposed change in the real estate is reason-
able. This means we practically have to do
a material check-off to develop figures for
certification. It's laborious.”

Ironically, new FHA Commissioner Julian
Zimmerman has given top priority to promo-
tion of open-end lending to fight blight.

Open-end mortgages have yet to score a
major nationwide breakthrough. Few FHAs
or VAs originated in the West, Southwest and
South for sale in the East are open-end.

The Dime still does a substantial volume
of open-end re-lending on conventional
loans. But it requires that when a loan is
opened, the entire mortgage must take the
current conventional lending rate.

Servicing fees (cont’d)

Bowery Savings Bank, the nation’s largest,
is still studying whether to press mortgage
originators to accept lower servicing fees,
says Senior Vice President Harry Held.
Several mortgage bankers had pointed to
the Bowery as one bank which had given up
the idea of the lower fees (April, News). Not
so, says Held: “We have told no one that
we are not going to ask for a lower rate.
We sounded out some of our principals on
the subject and right now the whole situa-
tion is in a state of flux.”
NEWS continued on p 66
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CONDITIONED

Stanley Edge, marketing con-
sultant to NAHB, produced
this film. Owens-Corning
Fiberglas offers it as part of
the Comfort-Conditioned
Home Program. Here are a
few highlights from the film:

A good salesman guides his
prospects. And he will guide
them with CONFIDENCE if
the route is PLANNED.

HOW TO PLAN SALES ROUTE

Agood salesman hascharted
this route in advance to sell
on purpose, not by accident.
He doesn't follow the cus-
tomers, he LEADS them.

He establishes the living
room as the first step along
his route and he has also
planned what he will say.

NEW HELP FOR YOUR SALESMEN: STANLEY

When he takes customers
through the model, he uses
a small pad to take notes on
what they like and possible
changes to suit them.

s

Thisisa

COMFORT

Home

He asks their opinions along
the route. He asks casual
questions on where they live,
how many in family and what
they will need in a house.

He follows up every time
with letters and phone or
personal calls. But he keeps
selling, never writes a thank-
you note buta BENEFIT note.

HOW TO GET PERSONAL DATA FROM THE PROSPECT

With each follow-up contact
he reminds them of benefits,
finds out the cost of changes
that would suit them . . .
always keeps SELLING.

BACKED BY PROMOTIONAL POWER OF FIBERGLAS"
\

T
FULLY INSULATED wih

for Electrical Living
putt T Tocay and Tomorrom

COMFORT-CONDITIONED HOME PROGRAM includes Sales Builder Kit with a complete promotion planning guide; also
home buyers brochure, site signs, billboard material, model home displays, pennants and other promotional tools.
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STRESS CUSTOMER BENEFITS

He looks for selling features
or BENEFITS the buyer will
receive and writes them
down so he can fit them in
his selling plan.

For example, he notes a pic-
ture window looking out on a
side of the landscaped lot as
located . . . "with a view to
privacy."

-

POINT UP FEATURES IN PROSPECTS’ TERMS

He relates each feature with
a real benefit. Fireplace con-
struction is interpreted in
terms of safety, good up-
draft or easy ash disposal.

He translates size, such as
thediningarea,intoaspecific
benefit. “This room will take
a five-foot table to seat eight
to ten people.”

EDGE’'S “SELLING ON PURPOSE” SLIDE FILM

When customers make the
down payment and he re-
serves the house for them,
he knows that his job is by
no means finished.

LEADING PROSPECTS TO A CLOSE

When he follows up, he has
good reasons for calling—
new information, a new idea
or financing arrangement, a
new model home.

The salesman takes other
action, too. He pushes his
closing. He follows up financ-
ing arrangements and keeps
an eye on them.

He is ready to help expedite
matters and to help remove
financing snags. He never
takes his closing for granted
until the ink is dry.

COMFORT-CONDITIONED HOME PROGRAM

Here's how to train salesmen for most effective house

selling—new film is latest addition to the promotion ideas and help
offered by America’s No. 1 home-selling success. Now Comfort-
Conditioned Home builders get expert assistance in training their
salesmen with “Selling on Purpose”—30 minutes of step-by-step
instruction on planning, following and closing the sale. For complete
information on this film, the program and its merchandising support

—write: Owens-Corning Fiberglas Corporation, Department 67-E,

National Bank Building, Toledo 1, Ohio.

MAY 1959

Nothing succeeds like
America’s no. 1 selling success!

OWENS-CORNING

FIBERGLAS

T OREC U N RAT ORF

*TM (Rog, U.8, Pat, Off,) 0-C, I, Corp,
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Pension fund trustees fear
inflation, quit mortgage
market in favor of stocks

Pension funds, which were scarcely in the
mortgage market more than half-heartedly,
are out of it again.

Trustees of the $35 billion pool of funds
are now following a path already well-trodden
by other investors hedging against inflation:
they are putting the bulk of their new money
into common stocks, not fixed-income securi-
ties. An estimated $4.4 billion flows into
pension funds each year. Currently, the bond
market is suffering nearly as much as the
mortgage market from this investment shift,
though most pension fund trustees are basic-
ally bond men.

Ironically, pension funds withdrawal coin-
cides with disclosure of two new efforts to
bring more pension money into FHA and VA
loans (see stories this page).

Mortgage men hope the switch to stocks is
only temporary. A fatter vield on mortgages
would help, they contend. This would require
higher FHA and VA rates.

Two New York firms, both started two
years ago and both pioneers in selling FHAs
and VAs to pension funds, gave this report of
their efforts to House & HoME:

1. Investors Central Management Corp,
owned by 24 of the nation's top mortgage
banking firms, made its first major sales to
pension funds a-year ago—just one year after
its start.

Since then it has sold about $35 million in
mortgages to 60 trusts administered by four
big trustee-banks. ICMC performs a home
office function for the funds, overseeing the
servicers and checking the quality of all loans.

The picture today: “For the first time in a
year we can't see any funds readily available,”
says Vice President Arthur Viner.

Disappointed but not discouraged, Viner
reports: “The basic preference of the pension
fund trustees today is common stock. Tt
wouldn't be but for the fear of inflation.”

When yield on FHAs and VAs is higher
than the best corporates, Viner predicts, “we
will do a lot of business.” So he argues that
the best answer is a flexible FHA and VA
rate.

“The real significance of our experience of
the past vear is that pension funds will buy
mortgages if the yield is there. All this talk
of pension fund trustees being bond men
really doesn’t mean much.”

2. Instlcorp, the subsidiary of Institutional
Securities Corp, hasn't made a deal with a
pension fund since last summer. It sold its
first $500,000 in trust notes, pledging mort-
gages as collateral, in 1957. Since then it has
sold about $8 million—most of it in the easy-
money period of February-August last year.

Instlcorp is mot trying to make any deals
now. Explains President Clifford Boyd, who
runs ISC and Instlcorp for the New York
savings banks who own it: “We set up Instl-
corp because of a couple of the (pension
fund) trustees asked us to do something. We
were happy. So were they. Then their en-
thusiasm waned when yields didn’t look so
hot. They stepped out just as fast as they
stepped in.

“If they want to use Instlcorp again we will
be glad to help them but T don’t think T could
have sold them any more [collateral trust
notes] if T'd slept on their doorstep for the
last six months.”

Commercial banks study FHA, VA
plan to freeze out mortgage bankers

Commercial bankers are studying a detailed
plan on how they can grab a big chunk of
the nation’s FHA-VA mortgage business.

One of the plan's key points is outright
exclusion of the mortgage banker, who is
described as an expendable “middleman.”

Mortgages would be originated and serviced
by commercial banks in the West and South
and sold to commercial banks in the East.*
The latter would invest pension funds for
which they are trustees as well as their own
time deposits.

The plan was devised by the New York
law firm of Cadwalader, Wickersham & Taft
at the joint request of a group of New York
commercial banks and the committee on real
estate mortgages of the American Bankers
Assn,

Comparing their plan with two others in
use by pension fund trustees, the lawyers be-
lieve the bank-to-bank system will produce a
yield of from .35% to .18% more. Based on
an investment of $1 billion a year, this would
mean a net vield of at least $1.8 million more
than the best competitive plan.

Some of the plan’s key features:
® Originating banks would keep custody of
the mortgages, sending investing banks only
a single piece of paper as evidence of its in-
vestment. This certificate would be transfer-
able.
® Servicing banks would furnish reports to
investors on a single debit block basis for

*This was one of the main ideas held by
founders of FHA. But most commercial banks
spurned it. As a result, say some experts, the
whole mortgage banking industry has grown up
to fill the gap.

each trust. “Thus, no intervening middleman
is needed to assemble and reprocess reports,”
the lawyers add.

® Since the deal is between two commercial
banks, investing banks as a practical matter
would not have to supervise servicing banks
since they would be subject to independent
government supervision and audit (unlike
mortgage bankers).

® Originating banks acting on behalf of
investing banks would approve sites and build-
ings and borrower credit according to agreed-
upon standards. This would give them far
more leeway as originators than most mort-
gage bankers now have.

@ Theoretically, investing banks would have
little trouble getting immediate delivery on
loans from inventory. The lawyers comment:
“Originating commercial banks, to a far
greater extent than mortgage companies, can
and do accumulate mortgage inventory sub-
stantially in excess of their own investment
needs.”

The attorneys insist there is no danger of
getting involved in doing business out of state
—a chronic worry with investors because it
subjects them to extra taxes. This bank-to-
bank plan is the most significant benchmark
in the efforts of a group of commercial bank-
ers, working through ABA, to get more of
their number into the FHA-VA market
(April, News).

Bankers hope that more mortgage activity
will help them 1) compete with S&Ls for
savings, 2) build up other services in their
banks and 3) build a portfolio of investments
in an area most have ignored because of un-
familiarity and conservative lending policy.

Three firms ask SEC to approve
sale of shares in FHA mortgages

A major new effort to sell participating shares
in FHA mortgages should be started within
weeks.

Three mortgage banking firms have asked
the Securities & Exchange Commission to ap-
prove a plan to sell such shares—mainly to
pension funds. FHA has already approved the
plan and the 57-page trust indenture. SEC is
still considering the idea.

Carry Winston of Washington, Weaver
Bros Inc of Washington and Baltimore and
J. Maxwell Pringle of New York City have
formed Mortgage Corp of America to under-
take the effort.

Their plan is much like one started in 1957
by Instlcorp, a subsidiary of Institutional
Securities Corp, mortgage investment com-
pany owned by New York State savings
banks. But Instlcorp insists its operation does
not involve sale of participating shares.

What MCA plans and what Instlcorp has
done, is to sell collateral trust notes to pen-
sion funds—pledging a pool of FHA and VA
mortgages as collateral. The mortgages would
be held in trust. MCA would make the col-
lections from the originator-servicer who re-
tains the usual %% servicing fee. MCA
would pay the interest to the note holders.

The note holder would have nothing but a

picce of paper like a bond, would not have
to bother with the bookkeeping or supervising
servicers. Neither would the note holder be-
come involved in litigation if MCA had to
foreclose, because MCA would be the mort-
gagee.

Losses by investors under MCA’'s plan
would be minimized by the pooling setup.
For example if a pension fund held $100,000
in notes on a $1 million pool of mortgages
and a loss occured, the fund would have to
tuke 10% of the total loss, its proportionate
share. This would be much less than if the
$100,000 in notes were backed by a specific
$100,000 block of mortgages.

Tentative rate on the trust notes has been
fixed at 456%, about as high as feasible at
FHA’s current interest of 5% %.

MCA’s mortgages would be held in trust
by the Maryland Trust Co. The trust would
be open-end with the repaid principal con-
tinuously reinvested in more mortgages. The
interest would be paid to the note holders
semi-annually. Principal would be paid on
maturity.

Notes would be callable because the trust
would be open-ended. This is a hedge against
a possible cut in the FHA interest rate. If
MCA were pledged to pay a fixed interest rate
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on uncallable notes issued when FHA’s rate
was 5% %, for example, it would be severely
pinched if FHA cut the rate and the only
mortgages available to meet interest payments
on the notes were pegged at 5%.

MCA’s founders doubt whether many in-
dividuals will buy MCA notes. MCA plans
no effort to sell the notes to individuals be-
cause of the high cost of dealing with a
multitude of small investors.

FHA first opened the door to sale of mort-
gage participation in July, 1957. (The action
was taken at the time Instlcorp was started,
though Instlcorp claims the change in regula-
tions was not necessary for its operation.)

Up to that time, dating back to FHA's
founding in 1934, such sales had been banned.
The agency's founders drafted the ban with
one eye on the 1929 crash, when thousands
of investors lost millions in bonds supposedly
secured by mortgages. Mortgage holders had
sold more notes than they had mortgages and
kept bonds in circulation long after the mort-
gages had been paid off.

When FHA dropped its ban in 1957, the
agency warned mortgage men that it would
carefully police any plan they started. That

fall 15 mortgage banking firms began the
legal spade work on a plan to meet FHA's
demands. FHA agreed only to study any
proposal submitted, not to aid writing it.
Reason: it wants to retain regulatory latitude,
frankly wants to avoid being a party to an
error, if one shows up.

All 15 firms are still interested in the plan
but only the three MCA founders are anxious
to push ahead quickly. They will provide the
first block of mortgages for the corporation.

Foreclosures up 24 9,

Nonfarm real estate foreclosures hit 42,367
last year—up 24% from 1957 and the highest
since 1941,

But the Home Loan Bank Board calls this
level extremely low considering the huge
volume of homebuilding in the past 10 years.

Discounts down, FHA says

Discounts are shrinking, says FHA.

Prices on FHA 25-year, 10% down loans
inched up from 97.4 to 97.5 in March, ac-
cording to a survey of field offices. (Quota-

MORTGAGE MARKET QUOTATIONS —rcw construction only

tions represent field director’s opinions, not
actual sales of mortgages.)
The change reflects better prices in three of

six regions. Prices were unchanged in the
other three. Details:
ZONE AVERAGE RANGE AVERAGE
April 1 March 1
Northeast ......... 99.4 98-par 99.4
Mid Atlantic ...... 98.7 97-par 98.6
Southeast ......... 97.1 96-97.5 96.9
North Central ..... 97.1 96.5-99 96.9
Southwest ........, 97.3 96-98 97.3
1 S S 97 96-97.5 97
United States ...... 97.5 96-par 97.4

Oddly, the field office survey shows con-
ventional interest rates up in March—while
FHA discounts were supposed to be moving
the other way. These are the findings—with
rates applying only to first mortgages:

ZoNE INTEREST RATE
April 1 Jan 1l Oect 1
MNortheat) . ..u s 5.45 5.45 5.50
Middle Atlantic ...... 5.45 5.55 555
SOutheastc . i e 5.60 5.70 593
North (Central ........ 5.60 5.70 5.75
Southwest .. ..o b 7 5.90 5.90
e iy e T s 5.85 6.10 6.10
United States ..o..oe 5.65 o 5.80
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(Sale by originating mortgapee, who retains servicing.) As reported to House & HoMme the week ending April 10, '59
FHA 51/s (Sec 203) (b) VA 43)s
FNMA prices Conven-

Spec Scdry | Minimum Down* [Minimum Down* |10% or more down 30 year 25 year 20-25 year tional

Asst Mkt | 30 year 20-25 year 20-25 year no to 2%, down 5% down 10% down or more | Interest
VAw: FHA=y| Immed Fut Immed Fut Immed Fut City Immed Fut Immed Fut Immed Fut j_a_t:s__

96 97 9614-97 9614-87 9614-97 9614-97 9714-08b 9714 Atlanta no a0 ne ne no a0 514-534

96 98 par-101 par-101  par-101  par-101 par-101 par-HFV Boston local| 99 99 99 99 99 99 8

— — 96-9615 9514 96-9614 9514 wi " out-of-st | 92-92 Ve  92-9215  92-921; 92-921, = s —

96 97 96-98 96-98 96-98 96-98 96-98 96-98 Chicago n . . " n s 515-534
T96 07  07-08  96%-97% 97-98 0540705 97-98  9614-9714| Cleveland 92-03> 92085 " 94b 94b 514-53
“06 961, 96-9714 96-97%  97-98 97-98 9714-990 9714-99¢ | Denver 91-93 91-93 9214-.93145092-93156 940 s 514-6

96 9614 96-97 96145-07 96140714 O7-97%% 97%.98 971 " | Detroit 02-92 S 92 . . 92145-93 0214 5146

96 97 96-9614 96-9614b 06.9614 96-9614b 9614-97 9614-97 Houston 92-9214 92-9215 92-9215 92-9214 9214-93 9214-93 514b-534
T96 97  96-96; 96-96%4° 96%-97 9614-970 97 97 | Jacksonville| 92-921;  02-9214b = " . . 514-6

96 96145 96 96k s a 97-98 97 Los Angeles | 92k 92k a " a s 534-6.6

96 971, 99 9814 9 9814 par 9914, Newark 96 a5 9614 9515 98 97 514-534

96 98 99 99 29 99 a9 99 New York 971 971 97t 971 971t a7t 514-534

96 9614 97 96! 97 961 971, 97, Okla City 92-9215h & 92-021, = 92-92%%5 = ,.i?"

96 97% 99-par 99-par 99-par 99-par 99-par 99-par Philadelphial = n . » L n 514-514

96 9614, 96 96 96 96 - a San Fran 92y 92b s . . . 534-6

96 97 94145-97 94-97 95-97%, 94.971,  96-99 9514-99 St Louis b d . . . s 514-6

a6 7Y, 9814 97v 9814 i 99 97 14b Wash, DC 9314 92b 96 93140 96 9314k 514-534

¥3% down of first $13,600; 159 of next $2.600; 30% of balance.

SOURCES: Atlanta, Robert Tharpe, pres, Tharpe & Brooks Inc; Boston,
Robert M. Morgan, vice pres, Boston Five Cents Savings Bank; Chicago,
Maurice Pollak, exec vice pres, Draper & Kramer Ine; Cleveland, William T,
Doyle, vice pres, Jay F. Zook Ine; Denver, C. A. Bacon, vice pres, Mortgage
Investments Co; Detroit, Harold Finney, exee vice pres, Citizens Mortgage Corp:

Houston, Donald MecGregor, exec viee pres, T. J. Bettes Co; Jacksonville,
George Dickerson, Stockton, Whatley, Davin & Co; Los Angeles, Robert E.
Morgan, exee vice pres, The Colwell Co: Newark, Arthur G. Pulis, Jr.

pres, Franklin Capital Corp; New York, John Halperin, pres, J. Halperin
& Co; Oklahoma City, B. B, Bass, pres, American Mortgage & Investment
Co; Philadelphia, Robert 8. Irving, exec vice pres, W. A. Clarke Mortgage
Co: St, Louis, Sidney L. Aubrey, vice pres, Mercantile Mortgage Co: San Fran-
cisco, Maurice V. O'Hearn, vice pres, Bankers Mortgage Co of Calif; Washing-
ton, DO, Hector Hollister, exec vice pres, Frederick W. Berens Inc,

Immediate covers loans for delivery up to 3 months; future covers loans for
delivery in 8 to 12 months,

’Quntution:i ref.r to prices in metropolitan areas; discounts may run slightly
higher in surrounding small towns or rural zones.
}Quotntiuns refer to houses of typical average local guality with respect to
design, location and construction.
Footnotes: a—no activity, b—very limited market. c—very limited demand.
d—some offering at 91-92. e—lenders offering 90 with no takers. [—includes
construction loans, g—a few at 93. h—no merchandise, i—almost all goes to
insurance companies, j—just over 3 mos and limited amounts, k—developing
registance at this price, w—FNMA pays 98 for FHA 519% mortgages of
$13,600 or less after % point purchasing and marketing fee and % commitment
fee, x—FNMA pays % point more for loans with 109 down or more. y—FNMA
net price after 14 point purchase and marketing fee, plus 29 stock purchase
figured at sale for 50¢ on the $1. z—price after % point purchasing and market-
ing fee, plus % point commitment fee: applies only to VA mortgages of
$18,500 or less,

NEW YORK WHOLESALE MORTGAGE MARKET

FNMA STOCK

FHA 5Y;s VA 43%s FHA 5%/; spot loans Month's Month's
(On homes of varying March 17 April 14 low high
Immediates: 95-97 Immediates: 91.92 age and condition) Bid 66 631/ 631 661/
Futures: 95-96l3 Futures: 90)/-92 Immediates only: 83)2-96 = | HE erbsesees 2 a va
Agked i 68 652 654 684

Prices for ouwt-of-state loans, as reported the weel
ending April 17 by Thomas P, Coogan, president,
Houging Securities Ine.

Note: prices are net to originating mortgage _hrvkwr
(not necessarily net to builder) and wusually include
concegsions made by servicing agencies.

Quotations supplied by C, F. Childs & Co.
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Truscon builder-inspired designers have engineered excess cost right out of metal

windows and doors. We’'re now on the market with additions to our

complete product line that are designed specifically © for the economic

needs of home building and light construction—not simply adapted to them.

This new philosophy —and it is new in this industry—reflects itself
in mass-production economies. Cash savings that we can put into
traditional Truscon quality, one area in which we will not compromise, As

a result, competitively priced Truscon products are worth un\-_
dollars more on the job and in the structure. e

Coincidentally, we have been busy streamlining distribution and distribution

costs. This E __ pruning is paying off in improved service at low

cost. You ! have the advantage of an expanded dealer organi-
. . . . D '

zation, backed by our nation-wide net of service- | ¢ minded ware-

houses, for fast delivery of what you want, when you want it.
Truscon is geared up now __mwa~==" to sell like “60” in’59...and on into
the future. With quality you /59 i : can point to, prices you can live with.
Low purchase cost.. . low installed cost . ..complete selection . .. high quality
. . . nation-wide warehouse stocks. It all adds up. Try Truscon today.

Note : Be sure to see Truscon's new economy line products: Series 500 Aluminum Awning
" Window, Series 160 Aluminum Single-Hung Window, Aluminum Slider, Metal Door Frame,

DOORS, FRAMES, METAL LATH AND ACCESSORIES

]

STEEL WINDOWS

REPUBLIC STEEL CORPORATION
TRUSCON DIVISION + DEPT. HO-7582
1312 ALBERT STREET « YOUNGSTOWN 1, OHIO

I'm interested in Truscon quality products. Send fact.

TRUSCON DIVISION ‘ Name Title
Youngstown 1, Ohio Firm
e .
TRUSCON :
MARK OF MERIT +++ NAMES YOU CAN BUILD ON Address
PRODUCTS i
Ciry Zone State
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HOUSING ABROAD:

Cuts in rent, interest rates choke Cuban realty activity

Fidel Castro may be delighting the Cuban
masses but in doing so he has just about
brought construction in that revolt-torn
country to a standstill.

He has scared off investment capital, has
prompted many property owners to fist their
holdings for sale at bargain prices. This was
not an entirely unpredictable result when the
revolutionary leader:
® Cut rents on all buildings erected since
1939; 50% on rents up to $100 a month:
40% on rents up to $200; 30% beyond $200.
@ Compensated owners theoretically by cut-
ting the interest rate on FHA mortgages from
6 to 4% on buildings affected by the rent cuts.
He also doubled the term up to a top ex-
tension of 10 years. (The order does not
affect conventional loans though the rent
cuts do.)
® Cut interest rates on all houses not affected
by the rent control law and on any new
sales to 6% maximum. Rates have been as
high as 12%.
® Suspended for six months any legal action
to collect the principal of a mortgage if more
than 20% of the original amount is still out-
standing. provided the mortgagor continues to
pay the interest.
® Ordered owners of undeveloped urban

CANADA:

land to build on in it within five years after
so directed by the government. If they fail to
comply they must sell the land to the govern-
ment at a price set by the government.
Castro insists landowners should not make
a profit on unearned increment as their un-
improved land benefits from development of
nearby parcels. He considers a fair price for
the land the sum paid plus reasonable rate of
interest for the time held.
He believes no land is worth more than $4
a sq meter though some in downtown Havana
brought up to $165 before the revolution.
The government’s frontal assault on prop
erty rights has had a devastating effect on the
real estate business. Says one US realtor who
visited Cuba in April: “Half the people figure
Castro won't be around in six months so they
aren’t doing anything. The other half want to
sell and get out, but there aren’t any buyers.”
Up to now, Cuba has sought foreign funds
for real estate investment with some success.
Arthur Vining Davis of Miami, former Alcoa
board chairman, owns 200,000 acres on the
Isle of Pines—a Cuban island. One invest-
ment counselor says now he cannot recom-
mend land investment there any longer.
Cuba's FHA was started in 1953 and was
modeled after that of the US. Main variation:

Record high starts in 58 produce
glut of new houses in '59 market

More homes were started in Canada last
year than ever before. The 164,632 starts
were a 19% increase over 1955, the previous
best year. Many of them have been com-
pleted and gone on the market during the
past month. The result, in many areas: lenders
have limited new loans to “owner applicants™
(meaning builders must have buyers lined up
before getting a mortgage).

In many cities builders have adapted to
the situation, launched aggressive promotions
to sell ahead of starts.

They are using more and dressier model
homes, offering more built-ins, service war-
ranties and other enticements.

Sales in typical cities:

Vancouver: builders made more starts in the
first two months than in Montreal—Canada’s
No. 1 homebuilding city but slipped back to
their usual third place in March. Vancouver
is a small builder city, so builders have long
been used to dealing with single owners
rather than volume production. Only soft
spots in Vancouver market: Surrey and Lulu
Island, where the biggest builders (100-a-year
is top) sell the lowest priced homes (average:
$12,500).

Edmonton: new homes are being started at

Ciry PoPULATION

('56 census)
VONOOUVEr ..tcoesionriessns 860,000 12,200
MTEEINEST " 1 ialioimnioans: oiase aiet o bsabbare 180,000
EARONEONE. s vt e o0 acnimiemi osbrem 250,000
WInDIDAE:  «vinvoies siisensinion 410,000 4,422
TOROMBO!. g cinaimininsinsias adinsle 1,350,000 24,301
Mortreall ..o insisiesisinas 1,600,000 26,198

* Not available

Toral '58 STARTS FIRST QUARTER STARTS

twice last year's rate and almost twice as
many homes are under construction (1,400
at the end of March, with most due for
completion last month). “Too much opti-
mism,” warns President Lorne Baxter of the
builders association.

Calgary: builders are optimistic, figure sales
are holding up well. But they complain
lenders won't make blanket commitments,
favor projects sold well ahead. Canada’s big-
gest builder, E. V. Keith (1,200 starts in
1958) looks for a 25% increase this year.
He notes a big trend to Cinderella styles.

Winnipeg: has been one of Canada’s de-
pressed housing markets for two years, after
a splurge of overbuilding in 1955-'56. The
builders assn, only one in Canada to do its
own statistical reports, says there are less
unsold homes than at this time last year.
First quarter permits dropped almost 40%
(322 single family homes vs 501 in the first
quarter of 1958).

Montreal: heavy winter slowed building, so
big selling season is still to come. Builders
are worried about the glut of new apartments
in all price classes. “As apartment house own-
ers cut rents and offer bonuses to fill their
buildings, they cut into the new home mar-

UNSOLD INVENTORY

K1 '58 Mar, 81’59 Mar.31'5
2,667 2,280 4656 348
B18 653 42 36
316 424 1902 57
500 263 107 307
3,008 4,200 . .
3,232 2,996 - ”

it insures loans on commercial and industrial
buildings as well as residential. Income from
the loans is tax-exempt (like public housing
bonds in the US), even for foreigners who
buy mortgages.

FHA is administered by a committte con-
sisting of two bankers, a government repre-
sentative and the FHA executive director.

There was no limit on interest rates on
FHA loans. Despite this, discounts of up to
20% on mortgages were normal. Apparent
reason: padded appraisals.

Though some reform may well have been
called for, there is still feeling in the Cuban
real estate and building industry that Castro
has gone too far too fast, showing some
naivety about the business of building. Un-
fortunately in almost shutting down the
building business he has added 120,000 more
workers to the rolls of the unemployed.

And he is already talking of new reforms.
Next step: agrarian land reform. He plans
to expropriate uncultivated or badly cultivated
land, though the owners would be paid.

His minister of finance, Rufo Lopez Fres-
quet, adds however that Cuba will not break
up efficiently running estates. “We are not
going to make the mistake the Mexicans
made,” he explains.

ket,” says Builder Irving Magil. Montreal is a
traditional remting city. The main way build-
ers can lure buyers is by getting monthly pay-
ments well below rentals.

Toronto: the market got a severe blow when
Ottawa cut back its military aviation pro-
gram, idling many workers at huge Avro
plant. Builders fear a mass exodus in search
of employment elsewhere could put many
recently built homes on market, reduce need
for new ones.

Toronto metro builders assn tried to whip
up buyer interest with electronic data pro-
cessing at last month’s home show. New home
prospects were invited to submit their re-
quirements to an IBM machine. Over 5,500
got back a list of suitable homes built by
assn members. “We've seen them carrying
these lists around the projects,” says Secre-
tary-Manager Bill Clements. “Sales are going
fairly well.”

Government predicts drop
in starts from last year

Housing starts will slip a little from last
year’s record high, government forecasters
predict.

Outlook is for 150,000 to 155,000 starts
vs the 164,632 of 1958. Dollar volume
would slip from last year’s $1.78 billion to
$1.73 billion.

Ottawa’s predictions have usually been too
low. Last year it predicted 140,000 starts.
Now the government is already hedging its
new forecast, commented last month: “Present
intentions were framed at a time when busi-
ness conditions were in the initial stages of
recovery.”

The forecasts are made by the Dept of
Trade & Commerce which also predicts total
construction outlays will drop from last year’s
$7.23 billion to $7.2 billion.

HOUSE & HOME




HOUSING MARKET:

Realty boards with multiple listing
services lose tax-exempt status

The government has exploded a small bomb under operation of many of the nation’s

1,315 local real estate boards.

Internal Revenue Service has announced it is revoking the tax exempt status of
real estate boards “in cases where a principal board activity consists of operating a
multiple listing service.” Tax men argue that multiple listing services “render par-
ticular services to member firms as a convenience and economy in the operation of
their businesses and, in addition that it [multiple listing] represents a type of activity

ordinarily carried on for profit.”

Multiple listing services are clearing house
arrangements, often organized on a county-
wide scale, which let member realty firms
offer many more properties for sale than
those they can hope to offer individually.
The wusual practice, when the owner of a
house sells it through multiple listing, is for
him to deal directly with any realtor who be-
longs to the MLS. The realtor lists the
property with MLS. MLS's central office
photographs it, sends out a photo plus perti-
nent details to all MLS members. MLS parti-
cipants split the sales commission, often 70%
to the selling firm and 30% to the firm
which listed the property originally. Top
NAREB brass profess ignorance of how
many realty boards operate multiple listing
services. But a cross-country check indicates
a sizeable fraction—perhaps a majority—do.

California test case

Do they make a profit? Both NAREB and
Internal Revenue plead ignorance of the total
picture. But IRS for the last 3%4 years has
been pressing a test case to impose taxes on
the West Contra Costa (Calif.) Real Estate
Board, one of many around the San Francisco
Bay area whose multiple listing gross has
helped pay for handsome new office buildings.
NAREB, accepting the Contra Costa case as
a national test, had the case moved from

ING
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HOUSING STARTS turned up again on a sea-
sonally adjusted basis in March, ending a slide
that followed the December peak. Starts totalled
120,000 (117,000 private and 3,000 public). The
private total is the highest on record for the
month and sets a seasonally adjusted annual rate
of 1.39 million, This ranks only behind last
November and December among the biggest
housing months since 1955. It is up 51% over
March of last year.

First quarter starts total 295,000—288,200 of
them private, also a record for the period. This
is a 43.2% gain over the first quarter of 1958.
The 7,800 public starts are off 45% from the
14,200 in the first quarter of last year,
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San Francisco to Chicago. For two years it
has been before the US Tax Court but it is
not yet on the calendar for trial.

What took NAREB by surprise was that
IRS decided to revoke tax exemption for
multiple listing boards while the issue was
still being tried in federal court. But IRS
spokesmen explain that acting now establishes
a “cut-off date—January 1, 1958" after which
the government will attempt to collect income
taxes.

NAREB plans to fight Internal Revenue in
court, presumably appealing case after case,
if necessary, to US Circuit Courts of Appeals.
“It is our contention that the interpretation is
in error in its application to real estate boards
generally,” says Eugene P. Conser, executive
vice-president of NAREB. “A multiple listing
service is only ome of the many services
rendered for the benefit of the public, and
only in rare instances of over-emphasis should
its status be subject to question.” George P.
Ellis, NAREB tax counsel who in 1927 per-
suaded Congress to include real estate boards
in tax exemption legislation, points out that
the 1954 Internal Revenue Act specifically
exempts real estate boards from paying taxes.
“A pronouncement of a bureau of one of the
departments hardly rates as an amendment
to the law,” Ellis has advised local real estate
boards. “It would, therefore, be necessary
for them [IRS] in the case of each individual

| 1958 DWEI
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FHA APPLICATIONS on new unils rose to
43,567 in March, highest since October 1950,
up 26% from February and up 33% from March
1958. Applications on new homes—38,930—were
up 32% from February and 55.9% from March
1958. Project applications of 4,637 were down
9% from February and off 39% from March
1958. Total new applications for the first quar-
ter were 106,912, up 42% from the 75,178 for
first quarter 1958. New homes were up 49.4%,
projects up 5.4%.

VA appraisal requests in March totalled 23,165,
up 10.5% from February and 175.6% from
March 1958. First quarter appraisal reqguests
of 62,063 are up 227.4% from 1958.

“Board specifically to hold that the income

from multiple listing service is an unrelated
income and to make the showing that it was
so relatively large that it would cancel out
the entire exemption.” He is advising boards
to continue to fight any federal effort to
cancel their exemptions.

How it started

The West Contra Costa case began four
years ago when the board’s accountant, ac-
cording to Executive Secretary William T.
Leonard, suggested that it check into the
possibility that IRS would clamp down on
non-profit groups. The board contacted
NAREB in Chicago, which studied its finan-
cial statements and advised it not to worry.
Six months later, Internal Revenue audited
the board’s books and declared a tax defi-
ciency of $1,214 based on an alleged net
income of $5,057.79 in 1953.

The West Contra County Board operates
today on a $43,000-a-year budget, says
Leonard. Of this, multiple listing brings in
$22.,000.

Some real estate boards make membership
in multiple listing automatic with member-
ship in the board; some do not. West Contra
Costa does. So it has 110 brokers, 70 officers,
170 salesmen who can use MLS. Costs of
running MLS are met by a levy on real
estate sales commissions—2% if the listing
and sale is by a single office, 5% if it is a
joint listing and sale. Last year, brokers using
its MLS sold properties worth $15 million.
For the $22,000 commission, the real estate
board supplies photos, stenographic help,
policy guidance and IBM machines.

Fighting this tax assessment in US Tax
Court, NAREB lawyers protested that:
® The board “did not realize net income,”
from running MLS in 1953.
® Internal Revenue is wrong in treating the
board’s $5,446 of dues income as income
from MLS.
® The board received “no unrelated business
net income” in 1953 because, among other
things, running a multiple listing service is
“directly and substantially related to the exer-
cise and performance” by the board of its
“purpose and functions” that give it tax ex-
emption.

Ahead: long litigation

Whatever the outcome of the tax fight, a
clearcut decision seems years away. But
already some multiple listing services, notably
in San Francisco, are taking steps to organize
as a separate corporation with no effort to
seek tax exemption. Federal lawyers, how-
ever, wonder if this might lay multiple list-
ing services open to restraint of trade charges.
They theorize this way: suppose multiple
listing service set up to stand on its own
feet balked at letting outsiders participate.
Suppose it said a real estate dealer who did
not belong to the board could not get its
listings. This, lawyers contend, would violate
anti-trust laws in most states. It would run
afoul of federal anti-trust laws in cases where
realty firms involved do business across state
lines.

But Executive Secretary Leonard of the
embattled West Contra Costa board concedes
the MLS ruling confronts his board with two
alternatives: 1) lower MLS fees so there is
no profit at all, 2) separate the organizations
and let MLS go into business in earnest, even
to the extent of buying automobiles for its
salesmen as some boards have.

NEWS continued on p 75




NOW SOMETHING BIG HAS
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HAPPENED TO AIR CONDITIONING!

~ The Revolutionary New

Carrier Climate Center

gives home buyers new mastery of indoor climate

...puts powerful new sell infto your houses!/

Ever sat behind the controls of a plane? Or stood on
the bridge of a ship? Then you have a fair idea of
how you’ll feel when you stand in front of the Carrier
Climate Center.

This handsome 8-by-14-inch wall panel which
installs between studs is more than a weather bureau
... which it is. More than a control board . . . which
it is. More than an automatic monitor that reports
on the operation of a Carrier air conditioning system
.« . and it’s that, teo.

The Climate Center is the heart of a Carrier air
conditioned Weathermaker* Home. Here your cus-
tomer is master of the well-being of his family. He
can see the performance of his system—and be able
to precisely control it. See what the weather is out-
side—and what it will be like tomorrow. And see
new ways to obtain the most economical operation
of his air conditioning system. One example: a

BETTER AIR CONDITIONING FOR EVERYBODY __ul
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MORE PROOF OF

timer that can be preset to automatically lower the
temperature in the house during sleeping hours.
Another: a warning light that signals when replac-
ing filters will improve efficiency.

Now your customer can watch—as well as ex-
perience—perfect climate control in operation. He
can custom-tailor indoor climate to the preferences
of his family. And be sure that he’s always getting
the best from his system —the all-season comfort, the
cleanliness, the health that truly fine air condition-
ing provides.

Hitch your wagon to this brilliant new merchandising
star! See your Carrier dealer for full details. He has
technical assistance, promotional support and mer-
chandising programs. Look him up in the Yellow
Pages before another selling day goes by! Or write
Carrier Corporation, Syracuse 1, New York.

% Reg. U. 8. Pat. Of,

EVERYWHERE
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Advertisement

Need we say more?

The house you build is one of the largest dollar investments your
prospective home buyer is apt to make . . . and probably one of
the best. If the house you build is adequately insulated, the
buyer stands a pretty good chance to save upwards of 35% or
more of his fuel costs. What’s more . . . the savings go on year
after year, and your buyer is a real satisfied home owner!

If a cooler house, rather than a warmer one, is your buyer’s concern
...you’ll find thata good quality insulation, properly installed,
can save you and your home buyer real money on the cost of
air conditioning equipment. You can reduce the size of the
cooling unit as much as 50% . . . and save important money for
something else to increase the quality of your house. A well
insulated house is just that much easier to cool.

Doesn’t it make good sense then to use the best insulation in
the house you build . . . a quality insulation to make sure that
your house is a quality home in every respect?

Want to start right now ?

i Specify and use
|

\ BALSAM-WOOL

SEALED INSULATION

WOOD CONVERSION COMPANY, Saint Paul, Minnesota

Manufacturers of NU-WOOD® sheathing, Micro-Perf and Constellation acoustical tiles . . . other guality building materials
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LOCAL MARKETS:

The price of land continues skyward;
builders ask: ‘Where does it end?’

Soaring land prices have become homebuilders
biggest worry.

Chicago: “I know of an acre of land that cost
$3.000 four years ago and is nmow offered
for $17,000,” says a north suburban builder.
“I'm thinking of getting out of building and
going into land speculation. Where else can
you make that kind of dough these days?”

Cleveland: Land prices (even on land in less
than prime areas) are getting beyond the
point where they make sense. Builders are
beginning to worry that scarcity and high
prices may put them out of the housing
business.

Philadelphia: Land inside the city limits has
reached the $10,000-an-acre level. Builders
call it “absurd.”

lLos Angeles: A year ago it looked as if land)
¢ prices were leveling off. But as soon as sales' "
rose again so did the price of land. Says
Larry Weinberg of Larwin Co: “A year ago
we thought we couldn't possibly absorb
higher land costs, but at the risk of sounding
like a broken record we don't think so today
either but land is $2,000 more an acre [from
$6,000 to $8.0001.”

So little land is left in desirable, close-in
areas that only high priced houses—or apart-
ments—can be built on it. Builders blame the
high cost of acreage for their troubles in
building homes priced at $13,000 or $14,000
which they say they could sell in big quantity.

Denver: Land prices inside the blue line
(beyond which builders cannot get city water,
and there is no other major source) have
risen steadily to a point where many builders
look on asking prices as fantastic. One result:
no more inexpensive new housing is going up
inside the blue line. Projects outside it run
into sales trouble because new residents have
complained that drinking water from wells
“has a bad taste.”

Kansas City: Rising land costs are forcing
prices higher, chorus builders. “It’s nothing
to pay $100 a front foot for good land,”
says Builder Ray H. Shackelford, whose
houses sell from $50,000 to $110,000.

Oklahoma City: Only dark spot on the hous-
ing horizon, as builders see it, is land. Lots
are scarce, prices skyrocketing. Builder Ralph
Green paid $1500 an acre for a tract last
year. In mid-March, he bought the acreage
alongside it for $3,000 an acre. He paid
$5.000 an acre for a 10-acre tract in another
area. Some raw land is even costlier.

Other local market news:

Los Angeles: Apartment vacancies have
zoomed to what rental operators call “alarm-
ing” proportions.

The Apartment Assn of Los Angeles
County reports the countywide vacancy in
unfurnished units was up to 9.03% on Feb
1. Last October it was 8.38%.

For furnished apartments, the vacancy rate
slipped slightly, from 7.2 to 6.93% from
October to February. But President L. D.
Flickinger of the Apartment Assn says both
present “a critical problem” in some areas.

Moreover, he warns, there are no signs
that vacancies will shrink soon. Los Angeles
experienced an all time record in apartment
construction in 1957, and the pace has con-
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tinued nearly as high since. Predicts Flick-
inger: “This oversupply, unless checked in
the near future by curtailing multiple con-
struction loans, will pose as serious economic
problems as have ever developed in housing.
The population increase of approximately
3.5% a year is simply not enough to absorb
the continued construction of multiple hous-
ing units at the rate of 13.6% increase last
year.

4 Highest vacancy rate is in the norths

“western area (North Hollywood, Sherman

Oaks, Studio City, Encino, Burbank, San

Fernando). A whopping 15.36% of un-
furnished units and 10.98% of furnished
units were unoccupied. In unfurnished
rentals, these areas also reported big Febru-
ary wvacancy rates: Hollywood, 9.86%:
Northeastern (Pasadena, Alhambra, etc),
9.86%; Southern (Inglewood, Hermose,
Manhattan Beach, Westchester, Baldwin

Hills), 9.40%.

Centrally located units are showing lower
vacancy rates, the Apartment Assn explains,
because they are more attractive to Los
Angeles newcomers and unmarried persons.

The vacancy survey, says the association,
is based on a 35% sample of Los Angeles
County’s rental units completed and offered
for rent for at least 90 days (excluding Long
Beach).

Pittsburgh: Median price of new houses sold
last year was a whopping $17,353, according
to a survey by ACTION-Housing Inc. The
price compares with a national '58 median of
$13,900 and underscores a major problem for
local builders: site and development costs.
FHA's last typical cost survey, which excludes
land and heating costs, was $11,731 for the
area.* Builders report they put as much as
$3.000-$4,000 into a lot before starting the
house. Smaller builders complain at this price
they cannot compete in the currently most
active sale bracket, $10-$14,000. Their cries
are supported by ACTION-Housing's survey
covering 188 builders, 4,286 houses. It shows
median price for 15 builders who produced
half the houses was $16.305 compared with
median of $18,775 for the 167 builders who
produced the other half, even though each
group built about the same number of houses
in each size.

Most popular house was three-bedroom
(78% ), ranch style (51%). Splits (27%)
and two-story (8% ) accounted for most of
the rest. Most active arcas were suburban
South and East (28% each) with North
trailing (14%).

In spite of rising costs for everything,
builders look for a boom in '59, with starts
climbing 44% from an estimated '58 total of
6,800 in the area, lowest since '50. Price
range is expected to shift down, with more
houses selling under $15,000, the median
dropping to $16,743.

Quizzed on trade-ins, 87 builders who
answered were cool; 74% said they took none,
three admitted taking 10 or more houses in
trade, another 16 said they took one to three
trade-ins.

#*Reported in March '58, it was based on a 1,138
sq ft frame ranch style house, (three bedrooms,
two baths, kitchen, dining room, living room), and
ranked Pittsburgh 11th from the top cost among
71 cities surveyed.

MARKET BRIEFS

Prefab sales soar

Prefabbers are predicting the best year ever.

The forecast is based on a first quarter
spree which has seen a median sales increase
of 51% for 14 of the top firms.

They acknowledge that the first quarter of
1958 was poor and thus is a small base on
which to figure gains. But they predict the
gain for the whole year will still be 20% or
more. (Last year's shipments, according to
House & HoMmE’s count: 67,000).

National Homes, which accounted for 35%
of last year's prefab sales, reports its first
quarter sales up 51% in units; 41% in dollars.
The firm calls a 10 to 20% gain for the
year “conservative.” Other first quarter re-
ports:
® Kingsgerry Homes division of Lumber Fabri-
cators reports unit sales up 47%, dollar volume
up 45%. Its order backlog is 125% above a year
earlier,
® ScHoLz HoMES says unit sales are up 35%
with production in its three plants currently run-
ning triple last year's pace. President Don Scholz
notes that 200 builders have signed up for his
Mark 59 house promotion this year vs 105 in the
Mark 58 program last year.
® Harniscurecer HoMes reports shipments up
61%, dollar volume up 58%.
® ADMIRAL HomEes notes shipments up a little
but the order backlog up substantially. Second
quarter shipments are expected to be up 50%
from the second quarter of 1958.
® INvanD Homes lists a 63% sales gain, adds
that reception given its new low-priced Thunder-
bird line indicates sales for the year will be up
108%.

e Mmowest Houses says orders are up 33%
while shipments are up 85%.

® Puace Homes reports a sales gain of 51%,
expects this to be its best year,

® Tuyer MaNuracTuriNG Corp says sales are up
§5% in units, 30% in dollars. Dollar volume for
the year is expected to be 40% from 1958,

® PEASE WoOODWORK reports unit sales up 95%,
expects a 50% pain for the year.

® Ricumonp Homes says unit sales are up 21%,
dollar volume up 24% and looks for a probable
35% gain in units in April.

o AMERICAN Houses states its dollar volume is
up 300% to $1,045,052.

¢ Best Homes reports unit sales up 100% and
expects a 100% gain for the year as well.

® Knox Corp says that as of March 1 it had
more dollar volume of orders under contract for
delivery this yvear than it sold in all of 1958. And
in 1958 its dollar volume was up 27.6% to
$8,239,134, Earnings increased from $80,546 in
1957 to $160,174, “the best in our history from
practically every standpoint,” according to Presi-
dent Peter S. Knox.

FHA'’s typical '58 mortgage

FHA mortgages averaged $864 bigger than
the year before in 1958—though houses were
smaller and cheaper.

Effect of the 1958 Anti-recession Housing
Act which cut down payments and touched
off a boom in lower priced houses is thus
clearly reflected in the statistics.®

Median loan-to-value ratio passed the 90%

continued on p 78

*The 1958 act cut the down payment from 3%
of the first $10,000 valuation to 3% of the first
$13,500, left unchanged the ratio above $13,500:
15% of value up to $16,000 and 30% of the
balance with a $20,000 maximum mortgage.
The act put up $1 billion in Fanny May special
assistance funds to buy for FHA and VA mort-
gages up to $13,500 at over-the-market prices.
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Kitchen dining area. Notice how clean whiteness of
Insulite Roof Deck matches appliances and tables.

Home is built on three-foot module with four
roof heights. Highest is over the living room.

tos by Ernest Silva, courtesy Living for Young Homemakers
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: Builds Japanese-type masterpiece
with Insulite Roof Deck throughout

Before even selecting a lot, Ernest Silva, owner of this
unusual home, spent five years doing research on
Japanese architecture.

It’s easy to see that his builder, Ralph Lill of
Rochester, N. Y., and architect David Leavitt, A.I.A.,
have helped him make the most of his ideas. They have
also helped Mr. Silva take full advantage of Insulite
Roof Deck’s exceptional decorative and practical
characteristics throughout the home.

Inside and out, its clean, white finish adds to the
beauty of this remarkable home. Insulite Roof Deck’s
4-in-1 functional advantage economically provides deck-
ing, insulation, vapor barrier, prefinished ceiling—all
mn one. Its superior washability enables it to retain its
bright, new appearance.

Save money, add beauty like this to homes you
build with Insulite Roof Deck. See your lumber dealer
for facts, or write: Insulite, Minneapolis 2, Minn.

build better, save labor, with

INSULITE.

Roof Deck

ST

& @
-

.
Oriental influence is built into every room of home.
Note how Insulite Roof Deck blends with decor.
e
g Builder Ralph Lill (left)

and owner Ernest Silva
are extremely pleased with
Insulite Roof Deck. Mr,
Lill says, “It's easy to
work with. Goes on fast.”

MAY 1959

nsulite Division, Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota

Night photo shows how Insulite Roof Deck pro-
vides a built-in feeling of continuity throughout.
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BEFORE YOU INSTALL ANY FLOORING

Read this about HARRIS BondWood®

THESE FEATURES SAVE YOU MONEY!

SOLID HARDWOOD FOR ADHESIVE INSTALLATION—goes down and stays down in exclusive
Harris Adhesive Mark 10 over concrete or wood.

GREATER STABILITY—BondWood changes grain direction every 4%" resulting in a mini-
mum of contraction and expansion.

TIGHTER FIT—Exclusive adhesive and unique construction prevents shifting—makes
BondWood the most stable parquet ever designed.

ELIMINATION OF SQUEAKS—BondWood is solid hardwood, without tongue and groove—
no hollow noise, no squeaking.

THESE FEATURES MAKE YOU MONEY!

You'll find that BondWood's many advantages are immediately apparent to Home
Buyers. Here's a parquet that lets you offer.. .

UNLIMITED PATTERNS—BondWood can be installed in a variety of patterns—plain, with
divider strips, with insets, ete. Available in Oak, Walnut, Maple, Beech, Cherry and
other domestic and imported hardwoods.

NO DIRT-CATCHING CRACKS—BondWood units are unbeveled, square-edged, with flush
joints—no gaps, no cracks to catch dirt.

THICKER, LONGER WEARING SURFACE—BondWood's wearing surface is 81.8% thicker than
laminated block. Gives years of extra life.

BondWood units are 5/16" x 19” x 19", composed of 16 squares, 4%" x 4%", consisting of
several small slats and held together with paper which is removed during installation.

Send for free brochure today. See our catalog in Sweats.

HARRIS BondWood

QUALITY FLOORING SINCE 1898

/A

HARRIS MANUFACTURING CO., DEPT. HH-59, JOHNSON CITY, TENN.
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mark for the first time—hitting 91.5%. The
median house was priced at $14,261 with a
mortgage of $12,697.

Land prices continued up. FHA statistics
show income of FHA buyers was up and so
were monthly payments. Details with com-
parisons to past years:

ITEM 1958 1957 1950 1946
Mortgage .... $12,697 §1 1,823 $7,101 $5,504
Term in years. 27.3 25.6 24.1 21
Loan-to-value

retle e 91.5 85.1 88 87
Monthly
payment ... $96.10 $90.29 §54.31 §46.18

FHA valuation $14,207 $14,261 $8,286 $6,558
Price of lot

Gavg) ooisie $2.223 $2,148 $1,035  §761
Site-to-value

PO iacsivia 15.4 14.9 12 11.5
Size (sq ft) ... 1,092 1,105 838 -
Number rooms 6 6 49 5.5
Buyer’s income $6,803 §$6,632 $3,861 §3,313
Monthly

housing

expense .... $120.87 $115.17 $75.41 $62.85

Court backs flat roof

A ban against flat roofs in an old New
Jersey hamlet has been voided by the ap-
pellate division of superior court.

The court upheld a county court verdict
that John R. Hankins can build a contempo-
rary home in the Borough of Rockleigh
(Oct, News). The borough council has tried
to stop him by an emergency ordinance re-
quiring any new home to conform to the
prevailing traditional architecture of the 37
homes there.

Florida’'s land boom (cont’d)

Common stock of General Development
Corp, the big Florida land company, took
on all the earmarks of a speculative bubble
briefly in March and April.

General is the land developing wing of
the Mackle Co of Miami, 1958’s biggest
homebuilder. Tt is developing nine sites in
Florida, including 90,000 acres at Port
Charlotte. It sells lots as well as building
homes.

In February 1958, General’s common
stock was traded on the American Exchange
at 8. By the end of the year it rose to 30.
President Frank Mackle announced a one-
for-four stock dividend and the price edged
up toward 50. Early this March, it spurted,
reaching a late March high of 77%2.

Then it broke, falling as much as 7 points
a day—to 47% early in April. On three days
the exchange suspended trading as sell orders
piled in. The SEC started an “informal
investigation” to see who had bought and
sold shares.

The stock recovered after General an-
nounced an additional stock distribution.
Stockholders will get 10 shares for each four
owned. General Development reported first
quarter sales and earnings up 40% from first
quarter of 1958. By late April, the stock
was back to 56.

The Mackles as well as Financier Louis
A. Chesler, General's chairman, disclaim
knowing what caused the quick up and down.

Whatever the cause, General's gyrations
affected other Florida stock. Lefcourt Realty,
owner of several big tracts in south Florida
(including 10,000-lot Carol City near Miami),
slipped from 142 to 8. But Arvida Corp,
the landholding firm started by multi-mil-
lionaire Arthur Vining Davis, moved up from
13% to 20 in the same period.

NEWS continued on p 83
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Today a home of living beauty. put how
will it look to your great-grand children? Lik
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Dunbar Furniture, Franklin Harward Fabrics and d ation by Edward Wormley
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~lIVIng beauty go into

your home with every piece of wood from Crossett




The Crossett people grow the trees, expertly season and shape the wood.
This is the Crossett wood that beautifies your gracious home . . . Crossett
' wood that keeps your home standing straight and true for generations.

- What's behind this timeless beauty?

A concept of quality...

2. Crossett Pine Paneling

There is no matching the charm and
friendly warmth of pine paneling by
Crossett., Decorators delight in the
great selection of exquisite finishes,
and homemakers are happy that their
walls never need refinishing.

i

1. Crossett RoalOak Flooring

The subtle grain, the muted, mellow
color of Crossett Royal Oak will al-
ways be in high fashion. And no floor
looks lovelier longer and is easier to
keep shining clean.

Subfloors of Crossett Pine provide
quiet, solid support for generations.

3. Crossett Pirne Siding

Since Colonial times, siding of South-
ern Pine has stood the test of genera-
tions of wear and weather. On tra-
ditional or modern homes, Crossett
Pine Siding is there to stay.

Crossett Pine Sheathing provides extra
protection against the elements. [t
stands for snug comfort generation
after generation.

l\'\

4, CrossettﬁTritn

Whether of oak or pine, Crossett trim
gives you the fitting finishing touch
a good house must have,

And behind this concept of quality ...

Hidden behind this beauty are the
“bones” of the house, sturdy Crossett
framing lumber, seasoned and graded
with the greatest accuracy to prevent

shrinking or warping.

5. Crossett Ceilings

Here is a ceiling to look up to with
pride. Painted or stained, it preserves
its honest good looks indefinitely.

For hundreds of vears, homemakers

have sought the satisfying solidity of

exposed ceiling beams. Those by Cros-
sett are every bit as strong and long-
lasting as they look.




From the acorn or the seedling to the wood that builds your home,
the Crossett people are concerned with one aim—to produce
the finest quality lumber in the land.

Crossett treats trees as a crop, helping nature provide a
never-ending supply of wood—America's modern building
material yesterday and today.

When you’re building, buying or remodeling, insist on seeing

the name Crossett on the wood that goes into your home.
Your great-grandchildren will be glad you did.

CROSSETT

LUMBER COMPANY

A DIVISION OF THE CROSSETT COMPANY
CROSSETT, ARKANSAS

This 4-page spectacular HOUSE BEAUTIFUL Building Manual
sells your best customers HOUSE & GARDEN Book of Building

and prospects in LIVING’S New Guide to Home Planning
and Remodeling




Does FHA penalize efficient builders by
insisting carpet be paid for in cash?

FHA still wants nothing to do with carpet—
even if it means penalizing some of the na-
tions’ most efficient homebuilders and their
customers,

Still smarting from run-ins with retail
furniture and carpet dealers in 1956 and again
last year before the Senate banking commit-
tee, FHA top brass in Washington insist
carpet included in a new home must be paid
for in cash.

Builders argue that FHA should let a
builder put whatever he wants into a home
without penalty so long as he is not selling it
for more than FHA’s valuation.

But FHA clings to the theory that it must
cut the price on which the maximum mort-
gage is figured by the cost of the carpet—
forcing the builder to collect cash for the rug.

FHA Commissioner Julian Zimmerman, in-
formed of this by House & HoME, expressed
disapproval, said he would investigate.

Big Builder John Long of Phoenix cites this
example of how FHA’s logic works:

Long sells for $10,000 a home FHA ap-
praises at $10,500. This situation is not
unusual. Throughout the nation, FHA offices
base their appraisals on the performance of
average builders. Big efficient builders can
sometimes build for less.

Long worked out a deal with the Luxor
Carpet Co of Akron, Ohio to put $300 worth
of wall-to-wall carpet in each of his $10.000
homes, with the sale price remaining $10,000.
Thus Long wanted to offer a $10,800 house
for $10,000.

FHA in Phoenix and Washington turned
the deal down flat. If he wanted to put in
carpet, FHA told Long, it would cut the ac-

quisition price on which it figures the mort-
gage to $9,700 and the buyer would have to
put up $300 in cash for the carpet,

Long, of course, abandoned the plan. He
would have been in the absurd position of
offering a home with a slab floor which was
valued at $300 more than an identical home
with $300 worth of carpet—though both
houses carried a $10,000 price tag.

Complains Long’s project boss, Dave
Reade: “Why shouldn’t we be allowed to pass
along the advantage of our efficiency to the
man who buys the house. FHA is taking
away the builder’s incentive to cut costs.”

Cries Robert E. Brueggeman, Luxor sales
vice-president: “This is an excellent example
of how difficult it is for a builder to sell
quality.”

It's possible Long could have made his
carpet deal—if he hadn't told FHA. Other
builders throughout the US are giving carpet
to buyers under the same circumstances, with-
out FHA’s knowledge. Occasionally, one is
found out with an expectable result—his
acquisition price is cut and he must ask
buyers of any houses sold, but not closed, to
ante up the price of the carpet.

Three years ago, FHA seemed on the verge
of adding carpet to the list of items (washer,
dryer, refrigerator, stove, storm windows, etc)
which can be included in a package mortgage.
Furniture and appliance dealers protested
bitterly to the Senate banking committee then
and in 1958—not just about carpet but about
the entire package mortgage concept. As a
result the committee instructed FHA to con-
sult it before adding any more “rapidly wast-
ing assets” to the list of mortgagable items.

Michigan voids big building fees
to pay costs of booming suburbs

Detroit builders have won a five-year fight against suburbs that jacked up building

fees to put a brake on new subdivisions.

The Michigan Supreme Court has overruled two Circuit Court decisions and
unanimously held that two suburban towns cannot collect fat building fees to help

pay the general costs of government.

In 1954, the town of St Clair Shores and in
1956 the township of Redford boosted their
permit and inspection fees so high that reve-
nue swelled to three or four times the cost
of operating the department.

The Supreme Court went beyond the details
of the cases and forbade heaping the cost of
truly community facilities on builders or
homebuyers in any way. Excerpts:

“It was not the administration and enforce-
ment of the building codes that caused the
increase in governmental service. It was the
increased population. The burden of addi-
tional revenue must of course be carried for
fire, police and sanitation. But it cannot be
loaded on to the administration and enforce-
ment of the building code anymore than
could the increased cost of schools occasioned
by those who live in the houses built under
the code.

“These are public problems of the commu-
nity. And the expenses incurred in their solu-
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tion are to be defrayed from the general
revenues of the city and not on a fee basis
under the guise of regulating such matters as
plumbing and wiring new houses. . .

“The police power may not be used as a
subterfuge to an act and enforce what is in
reality a revenue raising ordinance.”

Irvin Yackness, general counsel and execu-
tive vice president of the Detroit builders assn.
predicts the decision will save Detroit home-
builders more than a million dollars a year in
fees not just in St. Clair Shores and Redford.
but others as well.

“Had the court ruled the other way” he
explained, “undoubtedly every other munici-
pality would also have raised their fees. There
are 200 suburban governments in this area.”

The Redford ordinance increased the build-
ing fees on a $10.000 house from $26 to
$91.50. The St. Clair Shores increase was
about the same.

CODES:

New Mexico builders win
fight for sewer pipe choice

Albuquerque homebuilders apparently can
continue using clay or asbestos cement sewer
pipe in residential areas,

Another in a-chain of efforts across the
US to require cast iron pipe has been re-
jected by the city’s board of standards and
appeals—contrary to the wishes of the city
building department.

The building: department proposed a cast
iron pipe requirement a year ago when it
revised the city plumbing code. Local builders
protested this would add $25 to $50 to the
cost of every new home unnecessarily.

The standards board recommended clay
and asbestos cement pipe also be permitted
(but not fiber pipe which has been banned
for several years). But in November the
building department quietly notified plumbing
contractors to get rid of stocks of any non-
cast iron pipe since it would no longer be
allowed.

Builders went back to the standards board.
won a unanimous recommendation approving
all three pipes. The change in the plumbing
code has been delayed, however, until the
board can consider a new building depart-
ment proposal that cast iron be reguired on
arterial residential streets, at least.

NY legislature saves
code but shifts work

A last-minute compromise has spared New
York State’s model building code from sud-
den death.

In its closing hours, the state legislature
voted to shift the powers and duties of the
State Building Code Commission to the State
Housing Division.

But instead of a $423,000-a-year budget,
the surviving technicians of the code group
will have to make do with about $148.000.
This will mean cutting the staff from 38
to 15 people, says Technical Director Art
Benline. This will let the code experts con-
tinue their No. 1 job of issuing certificates of
acceptability for new building products, he
predicts. Last year, the commission tested
more than 200 products (including compo-
nents of prefab homes), approved about 50.
The certificates go to local building officials
in the 293 cities and towns which have
adopted the state code, to guide them in ap-
proving or rejecting building permits involv-
ing new products and methods.

The Code Commission’s four $16,900-a-
year members and its $18,500-a-year chair-
man are out of their jobs.

The Code Commission was created in 1949
on recommendation of Gov Thomas E.
Dewey. It drew up a modern, performance-
type code which has been widely acclaimed
as one of the nation’s finest. Its adoption is
optional with Tlocalities. Big cities, where
archaic technology wusually has well en-
trenched defenders, have shunned it

The commission ran into political trouble
this year when Republican legislators balked
at Gov Nelson Rockefeller’s plans to boost
taxes, insisted on making a $40 million cut in
the state budget before they would agree to
trim state income tax exemptions. Moreover,
some code commissioners had come into dis-
favor with influential Republicans.

NEWS continued on p 86
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Now! CERTIFIED

GREATER ECONOMY ?:eqlt;s shg\‘wd Ll:l:aé‘., driving at 30 m.ph,.lFord GREATER EC ONOMY
AT LOW SPEEDS S 000 e ol e ikt AT SUSTAINED SPEEDS

'69 Fords average

Beat average mileage of the other leading pickup makes
by 25.2% in Economy Showdown U.S.A. All tests made by
independent research engineers. ..and certified!

® Here at last is certified proof of the driving—high speeds and low, open
differences in gas mileage between highways and city traffic, even door-

All tests 8 six-cylinder pickups...evidence that  to-door delivery. And in every test,
conducted and results §  you can use to save hundreds of gal-  ’59 Ford Sixes delivered more miles
E lons of gas each year! per gallon than any other make. Here
C E R T I F I D It was compiled by America’s fore-  are the actual percentages:

by America's foremost mosthu%depen;icntuau_tomt])glgfge i '59 Ford Pickup Sixes gave

independent automotive iﬁ;‘: 7o r?,l SJ rtaml"licki’g:gn f ;che sfi; 42.6 9, better mileage than make “D”
S i Gy AL g R . 31.1 9%, better mileage than make “I”

research organization B  leading makes. All trucks were bought 25‘2:_;:, better mileage than make “C”
*NAME AVAILABLE ON REQUEST. ] from dealersr—Just- as you wou:ld_ 22'0(;(, better m.ileage than make uSn
Sand inquiry to: P, 0. Box 2687 The tests paralleled every kind of 9.6 9, better mileage than make “G”

Ford Division, Ford Molor Company
Detrait 31, Michigan

Now during DIVIDEND DAYS at your FORD

Ford Dealers— (50 FORD WARD for Savings
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OOF of fuel econo

my

Ford held its edge at higher speeds,
too. At 45 mph, for instance, Ford’s
average advantage was 20.09,

In city driving—which comes closest to
matching average driving conditions—
Ford’s edge was a whopping 429,

25.2% over other makes

GREATER ECONOMY
IN CITY TRAFFIC

Taken together, Ford got 25.27,
more miles per gallon than the aver-
age of all other leading pickups!
The complete results of the entire
Economy Showdown have been gath-
ered in a special free booklet, “New
Facts About Gas Economy.” In it
you will see, for example, that all
trucks gain their best mileage at 30
mph . . . get about 409, less mileage
at 60 mph, and pay a tremendous
premium in stop-go work. You'll see
the standing of each make in every
test. You'll learn the best time to
trade your old truck for maximum
fuel saving. And you’ll see just how
much a new Ford saves in gas—an
average rate of 129 gallons a year

(10,000 miles) over the other makes!

What’s the secret of Ford’s econ-
omy? It's quite simple, really. First,
of all pickup sixes, only the Ford Six
has a modern Short Stroke engine.
This more efficient design reduces
engine friction and thus requires less
fuel. Second, to this modern engine,
Ford has added a new economy car-
buretor . . . by metering fuel more
precisely in both high and low speed
ranges, it boosts gas mileage in every
type of driving! And you get this
Ford Six standard . . . no extra cost.

If you'd like to pocket the Certified
savings of a real worker—a truck
that will save from the day you drive
it home—see your Ford Dealer!

TRUCKS COST LESS

less to own...less to run...last longer, too!
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GIVES ALL FIGURES AND |~ e
FACTS FROM ECONOMY [
SHOWDOWN U.S.A. I8 s
MAIL COUPON TODAY! | |
| st
___________ L.“‘\ Y
Ford Motor Co. T

12.paGE BoOKLET . .. ol

Box 2687, Dept. C,
Detroit 31, Mich.

Please send me ... without obligation ...
"New Facts About Gas Economy.”

Name.

Address.

City.

Zane State,

o s e B o — —— — ———————
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Housing in Hawaii

Land and mortgage money are scarce,

and building is costly. But a boom grows

Even a paradise has problems and Hawaii is no exception.
The soon-to-be 50th state, where the only grass shacks are
now museum pieces, has some whoppers.

exclusive

Like Alaska, Hawaii's geographical separation from main-
land US has produced two of its most nettlesome obstacles.
e Materials must be shipped in 2,400 mi from the mainland.
So building costs are 50% over California levels.

e Money is scarce—for construction loans as well as perm-
anent mortgage loans.

Moreover, most of the available land is in the hands of

ten major landowners who, if they make their land available
at all, prefer to lease rather than sell.

But booming Hawaii is attracting mainland builders who
are mobile enough and smart enough to adjust to a highly
competitive and very different market.

Every recent year gets bigger than the
year before for housing in Hawaii. In 1958
there were 5,600 starts—3,100 single family
and 2.500 multiples, excluding Capehart
military housing units.

And the outlook for 1959 indicates an-
other big increase. The territory’s population
has climbed 27,000 each year in the last
three, now stands at more than 585,000.
Statehood should mean even faster growth.

Three-fourths of Hawaii's population and
even more of its homebuilding is on the
island of Oahu—the city and county of Hono-
lulu. This is home to Pearl Harbor, Hick-
am Field and Schofield Barracks. The armed
forces rank with agriculture (sugar cane,
pineapple) and tourism as Hawaii's chief
industries.

Blend of styles, builders

Typical new tract homes in Hawaii are a
blend of contemporary California with ori-
ental style. And the men who build them
today include not only old-timers but also
newcomers from the mainland like Tom
Lively and his Centex Construction Co of
Dallas. Bill Blackfield of San Francisco and
T. Jack Foster of Oklahoma City.

For unlike Alaska where the private hous-
ing industry is struggling to get started, home-

Werner Stoy: Camera Hawaii

NEW ciTy for 60,000 persons is planned on
Oahu by Industrialist Henry Kaiser (l) and
Realtor Builder Fritz Burns, president of Kaiser
Communities. They expect to spend $350 million.

building in Hawaii is already a robust and
profitable business. And it's getting bigger.
Items:

® Those old collaborators, Industrialist
Henry Kaiser and Realtor-Builder Fritz
Burns, have just announced plans for a new
resort and residential city for 50,000 persons
on 6,000 acres leased from the Bishop Estate
near Honolulu. Estimated cost of the hotels,
apartment buildings and houses: $350 million.
Kaiser and Burns have already collaborated
to build a $14 million resort on Waikiki
Beach, but this will be their first Hawaiian
housing venture. In the years just after World
War II, Burns, a Los Angeles builder and
realtor, teamed up with Kaiser to build some
6.000 low-priced homes in southern Cali-
fornia.

@ Centex, one of the nation’s largest builders
of single-family housing, has leased about
12.000 acres, on the windward side of Oahu.
It started 200 units last year and sold 400
leaseholds to other builders. President Tom
Lively hopes to average 400 houses a year
from now on. His prices run from $17,000
to $20,000.

e Bill Blackfield has three tracts underway
on both the windward and leeward sides of
Oahu with homes priced from $15,000 to

R. Wenkam

REDWOOD-WALL home is offered for $14,950 in
one of his three tracts by San Francisco Builder
Bill Blackfield. Japanese influence on roof lines
is characteristic of most tract houses in Hawaii,
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HAWAIIAN HOMEBUILDING is concentrated
around Honolulu on Oahu, one of eight main
islands. Biggest current projects are numbered.

$£19.000. He sold 143 in two weekends this
spring.

e Joe Pao, who has been building in Hawaii
since 1939, is doing perhaps the most note-
worthy job of meeting competition from the
mainland. He's just finishing a 1,500-home
tract and is now starting on a new develop-
ment of 2,000 homes to sell for $16,000 to
$25.000. He will drain a leased marsh, re-
name part of it Enchanted Lake (74 acres).
The project will include a shopping center,
18-hole golf course, a hotel and apartments.

Designed for the climate

Homebuilding in Hawaii is much different
from that on the mainland. The mild sub-
tropical climate (avg year-round temperature
in Honolulu is 75°) means no heating, no
air conditioning, no insulation, no storm win-
dows. A house need be nothing more than
something to keep rain off and bugs out.

Nearly all houses therefore are single wall
construction—1x8” tongue in groove top
quality redwood or fir fixed to posts 8" oc.
Most are on slabs. On hillsides or low land,
post and pier construction is common.

The typical new Hawaiian home is wide-
open, stresses patios, lanais,” open gardens
within the home, vast glass areas, much

R. Wenkam

sIMPLICITY of Hawaii's single wall construction
is illustrated in this $9,250 three-bedroom, one-
bath home built by the Mortgage Co of Hawaii.
Architects: Wood, Weed & Kubala Ltd.
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screening with Iouvers to keep out the rain.
Hawaiian tradesmen are expert craftsmen
—if perhaps a little slower than mainland
workers. The carpenters—635 to 70% have
Japanese ancestry—are especially talented.
Says Blackfield: “They have to be good.
When they’re putting up those redwood walls
they're doing finish work. They can't hide
mistakes behind sheetrock or sheathing.”
Builders had little trouble with the labor
supply until the military services started their
Capehart programs. With 2.000 units com-
pleted, and 4,000 more in the works (all
multi-family) the labor force has been thin
at times. Wages have gone up and unions
have grown stronger (all the Capehart proj-
ects, subject to the wage-boosting Davis-
Bacon Act, are being built by unionized gen-
eral contractors). Carpenters in Hawaii now
get $2.85 an hour vs. $3.37 in California.

Materials monopolies

Because all of Hawaii's basic building ma-
terials are shipped in from the mainland,*
building materials dealers enjoy a unique
prominence in Hawaii. Six firms dominate the
business. They maintain huge inventories be-
cause of the vagaries of shipping schedules.
(Building materials, especially Tumber, occa-
sionally are left on the mainland docks, as
goods with higher tariffs take priority.)

But the dealers also maintain house plan
services. Since there is virtually no construc-
tion financing by banks in Hawaii, most
builders must depend on credit from suppliers.

Even big mainland builders like Centex
and Blackfield buy their materials from these
dealers since they are the only local source
of construction money for tracts. (But some
mainland contractors building Capeharts have
by-passed the local dealers, getting both ma-
terials and construction loans on the main-
land.) Democrats in the territorial legislature
have taken note of complaints that materials
dealers are “profiteering”, contributing to the
high cost of building. Witnesses at a terri-
torial House housing committee hearing on
the charges have accused the dealers of hold-
ing small builders in virtual peonage.

Suppliers deny it. They say that someone
must bond the small builders, make construc-
tion loans to the big ones. Fred P. Lowrey
of Lewers & Cooke protests that his firm
made only $128 on each $4,000 of sales
last year.

No new legislation seems likely. Nor is any
change likely in the traditional building sup-
ply system.

The same legislative committee is also tak-

*Only exceptions: a little native hardwood, lava
rock used in walls and facing and canex, a fiber-
board made of sugar cane stalks.

Photos: R. Wenkam
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FOSTER VILLAGE is one of the Hawaiian ventures of Oklahoma City Builder T. Juck Foster. This
tract is located on the leeward (southeast) side Oahu island. In the background are sugar cane

fields and Pearl harbor.

ing a look at Hawaii’s land problem—with
much more specific aims.

There are only 387,000 acres on Oahu—
a substantial part of it mountains.

Right now 47% of Hawaiian families own
their own homes. Owners in fee simple out-
number leasehold owners five-to-one. But in
the last five years, leasehold lots coming onto
the market have outnumbered fee simple lots
two-to-one. Thus pressure is growing to force
the big estates to sell more land. When land
is sold, current prices are $25.000 per acre
near Honolulu, $5,000 to $8,000 per acre for
rural land.

Actually, the leasehold deal—much like
those of Baltimore, has advantages of home-
builders. The builder usually does not lease
the land at all. He is simply an intermediary
ties up none of his own capital. When he
builds a home on a leasehold lot, FHA re-
quires a lease of at least 52 years. Annual
ground rent runs from $125 to $175.

The builder must put in his own improve-
ments and FHA recognizes these in its valu-
ations. (Up to now, VA has not—the big
reason there has been virtually no VA tract
building there.)

The lease is renmegotiable on expiration
though no one is sure yet what kind of sec-
ond leases will be offered on the thousands
of homes built since World War 2.

The Honolulu Chamber of Commerce con-
cludes in a study that policies of the big
landholders have been progressive. But Dem-
ocrats in the territorial House of Representa-
tives have introduced a bill which would re-
quire every owner of more than 5.000 acres
to declare the value of each parcel each year.
This statement would be a legal standing offer
to sell at value plus 25%. If the owner re-
fused to sell, then a new agency, the Hawaii
Land Development Authority, could condemn.

Theoretically, the owners could put such
a high value on their land no one would
make an offer. But this value would be used
as the assessment base for taxes.

Chances for passage of this bill look slim.
And even if enacted a long court fight over
its constitutionality would be certain.

Never enough money

Hawaii has had a chronic shortage of
mortgage money. Builders hope statehood
may help ease it. They particularly hope it
will entice the eastern mutual savings banks
off the mainland to Hawaii where their
known holdings are now zero.

An estimated 40 to 45% of new homes in
Hawaii are financed through FHA. Life in-
surance companies—who can't ignore the

continued on p 110; NEWS continued on p 90

CALIFORNIAN RANCH is one of several models

in Foster Village (see photo above), priced
from $20,750 to $24,000 with FHA Sec 213 co-
op mortgages. Richard N. Dennis is architect.
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POLYNESIAN and oriental influences are reflected
in this three-bedroom, three-bath home designed
by Lemmon, Freeth, Haines & Jones and built by
Kaneoche Home Builders. Cost: $22,350.

GARDEN in the living room is one of the sub-
tropical touches in this large custom home de-
signed by Architect Richard N. Dennis and built
by M. Yoshimoto. Cost: $40,000.

!——
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For today’s big market...the quality market...

C U RT] S offers both

Individuality

and Quality

plus the ]Q plan to promote them profitably

Introduce prospects to your quality house
through a beautiful Curtis entrance. This is
one of many designs in both traditional
and contemporary styling.
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How will you profit by the brand-new market for quality homes?
House & Home calls it “a market for more new quality houses than
all the houses, big or small, that have been built since 1946.” Right
now, in your locality, your prospects are waiting to be sold houses
with more built-in value, more design distinction than they can find
in the present market.

Build better with Curtis I-Q products

Curtis can help you capture the quality market—with top-quality
wood windows and doors, backed by the famous Curtis Guarantee
...with a line so varied that you can give every one of your houses
its own distinctive personality.

Sell successfully with the Curtis I-Q plan
You’ll get the most mileage out of Curtis Individuality and Curtis
Quality through the Curtis I-Q selling plan. You'll get the tools to
prove the extra quality, the extra attention to design refinements
that you have added by installing Curtis products. (Some of the
high lights are shown on the opposite page.)

Now’s the time to build with Individuality and Quality. Now’s
the time to cash in on the powerful I-Q program. Send the coupon!

Add personality with
an attractive Curtis
bow window. It com-
plementsthe designof
the exterior, enriches
the mood of the in-
terior. Any or all of
the casements can be
operating sash.
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Show Curtis Style-Trend® sliding windows
as practical and low-cost design accents.
Flanking sash open with a finger’s touch,
lift out for easy, safe cleaning or painting.

Display-quality with a beautiful New
Londoner® door that provides a
guaranteed long life of trouble-free
service. Patented hollow-core con-
struction prevents warping, check-
ing, delamination.

Use Curtis louvre folding doors as dividers
for living areas, to enclose closets, utility
rooms, wardrobes. Here’s a style trend many
women are aware of and are looking for.

They're yours to build sales—all these tools in the Curtis I-Q plan

NATIONAL ADVERTISING

a big schedule of full-
page, full-color adver-
tising in Befter Homes
& Gardens, plus full-
page advertisements in
New Homes Guide and
other consumer build-
ing manuals.

CURTIS
GUARANTEE
CERTIFICATE

a powerful sales-
making tool, as
many builders
have found!

BUILDER AWARD
PLAQUE

certifying you as a
quality builder who
brings home buyers
a high degree of in-
dividuality of de-
sign with quality
materials and work-
manship.

IDEA BOOKLET

sketches and ideas for
builders to use in stag-
ing a unique, new
| model-home pro-
motion.

SALESMEN'S SALES
CLINCHER

a display folder giv-
ing facts and figures
proving that it pays
to buy a quality
home, based on a
realtor survey.

POINT-OF-SALE DISPLAYS

national ad display easel
...window stickers.,..
signs to identify your
model homes. .. plus liter-
ature, ad mats, radio and
TV scripts, publicity and
otherlocalized sales helps.
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See what I-Q can do for you— |

Curtis Companies Incorporated

HH-5-59

Mail the coupon today!

CURTIS

Individuality and Quality in doors, windows
and FashionWood® cabinets

200 Curtis Building, Clinton, Towa

I want to know more about the Curtis I-Q plan for more sales and profits,
[] Please bave your representative explain the plan to me.
[0 Send full information.
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SEGREGATION:

Wilmington suburbs learn the bitter
taste of race friction in housing

The six-room brick house on Bellanca Lane
in the pleasant middle-class suburb of Collins
Park, just south of Wilmington, Del, had been
advertised for sale for three weeks with no
takers. At $13,500 it was priced a little higher
than most homes in the area, but not exces-
sively so. In mid-December, Francis A. Lev-
ering Ir, an independent real estate man (but
not a realtor) and owner of the property,
made an important change in his ad: he
would sell to Negroes.

Thus started a chain of events that has
stirred racial animosities for the better part
of two months in the Delaware capital, pro-
duced a “house bombing” that police later
decided was only a gas stove explosion in the
kitchen and given rise to a unique boycott of
Negro businessmen (and white businessmen
doing business with Negroes) by white house-
holders in the hitherto all-white Collins Park.
Parts of the story are seamy. But it is told
here, including many details so far unreported
except locally, because it sheds light on how
and why problems of Negro housing seem in
some areas to be growing harder, not easier.

On Feb 10, 1959, Levering's ad was an-
answered by Mrs. Lucille Rayfield, 35, of Wil-
mington. She arranged to look at the house
that evening with her husband George, 43.

A $36,000 gross income

Rayfield has been a laborer in Dupont Co’s
Deepwater, NJ plant for 23 years. On the side,
he operates a two-truck, four-man garbage
disposal service for some 2,000 Wilmington-
area homes. Last year, he grossed an esti-
mated $36,000. In February, the family lived
in a row house in a slum clearance area,
knew they would eventually have to move.

A postwar development of 730 $11.500-
$12.500 ranch style and two-story brick
homes laid out along broad, winding streets,
Collins Park was once heavily populated by
military and civilian personnel from nearby
(and now closed) New Castle County AFB.
Recently, the community has shown a lower-
than-normal turnover in ownership, now is a
half-and-half mixture of blue and white collar
families.

Real Estate Man Levering, whose license
was lifted for 90 days in 1957 by the Dela-
ware Real Estate Commission on charges
arising from a client’s 1956 lawsuit, says
“about 50%" of Levering Realty Co's busi-
ness in the past three years has been with
Negroes. He purchased the Bellanca Lane
house in November for $11,096, says it is the
first house he tried to sell to Negroes in an
all-white suburb.

‘pon’t buy,’ say churches

After inspecting the house, the Rayfields
agreed to buy it. What they did not know:
in December another Negro family interested
in the Levering house had been advised by
the Wilmington Council of Churches not to
take it. Reason: a survey showed violence
was likely to erupt in the all-white com-
munity. But by moving day, Feb 24, the Ray-
fields were fully forewarned. Church and
social workers had canvassed the community,
found it aboil with wild rumors (eg: five
Negro families would move into the house).
and ill-disposed to heed pleas for brotherhood.

By noon on the 24th, a dozen idlers
lounged along Bellanca Lane in front of the
house to watch the Rayfields move in, At
nightfall, the crowd began to grow. By the
time state police responded in force with
troopers, plainclothesmen and guard dogs,
300 men, women and children were milling
in the road.

Demonstration and disappointment

The demonstration began with a shout:
“We don’t want a garbage man moving into
Collins Park.” Somebody set off a firecracker.
Somebody else threw a rock. In the house.
Mrs Rayfield told newsmen of one neighbor’s
welcoming visit, sadly said: “We decided to
move to Collins Park because we thought it
would be a nice place to live. We had no

idea anything like this would happen.” By

THE RAYFIELD HOUSE, BLASTED & EMPTY
Was it an accident?

morning, a half-dozen windows in the house
were broken, three men and four boys were
under arrest for breach of the peace. Fines:
$10 each.

In the days that followed, most Collins
Parkers disclaimed wishing actual harm to
the Rayfields. Said one: “We're not against
Negroes. We just don’t want them living
here.” Stymied by a state police guard at
Bellanca Lane, the demonstration-minded
vented their ire in another direction: they
picketed Real Estate Man Levering’s home in
the well-to-do suburb of Carrcroft Crest,
parading with abusive signs, shouting at pass-
ing motorists. On Saturday night they tried to
burn a cross on Levering’s lawn but were
chased off by troopers. Then violence erupted
in Collins Park again. Score: one trooper
felled by a thrown brick, five demonstrators
arrested.

On Sunday, as ministers throughout the
area preached against the disturbances, the
Collins Park Civic Assn took up a collection
to pay the fines of those arrested. But the
authorities had had enough. A magistrate
escorted by 35 state troopers toured Collins
Park in a sound truck to forbid gatherings
of three or more near the Rayfield house.

In the following week, as a few pickets
marched and state police stood guard, the
Rayfields announced they would not move.
But more subtle measures were being planned
against them: 400 residents of Collins Park
and nearby suburbs, meeting in a local fire-
house, agreed to hire a lawyer to seek legal
means of evicting the family. More directly,
all agreed to join a growing boycott of mer-
chants serving the house or employing
Negroes, as well as Rayfield’s own garbage
service. The demonstrations were over, but a
bitter siege of harassment was just beginning:
® Local and state police arrested Rayfield
for not showing his new address on auto and
truck registrations.

® The Rayfield home suffered assorted as-
saults including more window-breaking, one
mysterious fire at the rear of the house, ap-
parently gasoline-fused.

® Twenty-five whites asked Gov J. Caleb
Boges to intervene (he said he could only act
within the law, did nothing).

® A woman appeared with the claim that
Rayfield maintained her and two children in
a Wilmington row house as his “second
family.”

While church and social groups tried to
ease the tensions, charges and countercharges
flew. Among them: that Rayfield had agreed
to move for a price, then reneged: that “out-
side influences” were sparking the trouble
(neither was proven). Rayfield himself con-
tributed to the confusion by alternately an-

nouncing that he wanted to move, then
letting his wife overrule him.
Levering, meanwhile, continued to find

pickets at his door despite pleas that he only
bowed to the inevitable in selling to the Ray-
fields. Arrested for throwing a flowerpot at a
woman picket, he pleaded self-defense.

At month's end, it was clear that the boy-
cott had failed to develop enough steam to be
effective, succeeded only in creating misery
for several innocent businessmen. Rayfield’s
own business, concentrated in other areas, was
affected hardly at all.

Bomb or boo-boo?

Then, on April 7, an explosion ripped the
kitchen and rear of the Rayfield home, de-
molishing interior partitions, blowing out
doors and windows, causing $4,000 damage.
Headlines screamed the question: was it a
bomb? The answer next day, by FBI and
state police bomb experts: no, probably a gas
explosion in the kitchen stove. Next ques-
tion: was it an accident, or rigged by some-
one? The answer to date: nobody knows.
Rayfield at first refused to take a lie detector
test about his actions on the day of the blast.
Later, he agreed. But his blood pressure
proved too high for an accurate test.

Since the blast, Rayfield’s lawyer, Theo-
philus Nix has filed and then withdrawn a
court petition which, among other things,
strongly criticized state police for failure to
protect his clients (it also alleged that one
night two shots were fired into a window
by rowdies); Rayfield, his wife and 14-year-
old daughter have gone into seclusion in
Wilmington; insurance investigators are still
going over the boarded-up house. Nix says
his clients will repair it and move back.
Whatever happens, it seems likely that the
Collins Park affair qualifies as one of the
vear's seamiest instances of race friction, a
sordid bit of mutual ill will that will be a
bitter taste in Wilmington’s mouth for a long
time to come.
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Civil rights official lauds Atlanta’s ‘gentlem:\n’s agreement’

An easy-going air of quiet amity pervaded the
aldermanic chambers of Atlanta’s city hall as
the federal civil rights commission took a
second polite look at discrimination in hous-
ing last month. In contrast to the circusy,
floodlit air and sharp testimony of the com-
mission’s first hearings in New York (Feb,
News), the Southern session was a homey
affirmation of “cooperation” in solving Negro
housing problems within a segregated frame-
work.

“I often tell my colored citizens,” said
Atlanta’s Mayor William B. Hartsfield in
fatherly tones, “that the important thing is
the direction in which we're moving and not
always the speed.” The direction: a “gentle-
man’s agreement” under which a biracial
committee has for seven years mediated
housing frictions on Atlanta's West Side, pre-
vented blockbusting by designating areas for
Negro and white occupancy. The solution
arose, said Hartsfield, in a context of strife:
Negroes, confined to “second-hand houses in
the old section,” were blocked by white
neighborhood committees in other sections.
“It dawned on us that we would have to get
both white and Negro committees working
together . . . whites were asked to leave an
area on the West Side. The cork was taken
out of the bottle and a whole section of
suburbs opened up for Negroes.”

A dozen leading citizens of both races fol-
lowed Mayor Hartsfield to assure the com-
mission that Atlanta has made real progress
in housing Negroes through such cooperation.
Nearly all agreed that as a practical matter
desegregation was out of the question, could
kill programs like public housing, FHA and
VA.

But some qualified their approval.

Negro Insurance Man T. M. Alexander said
political resistance to opening new areas to
Negroes nearly killed FHA Sec 221 relocation
housing, and with it Atlanta’s urban renewal
program. Though praising Atlanta’s west side
story, he noted: “The unusually large amount
of decent housing for Negroes in . . . Atlanta
is due to the initiative of the Negro himself
. . . The problems we have solved would not
have existed if segregation was not practised
in housing.”

W. O. DuVall, president of the Atlanta
Federal S&L (and vice president of US Sav-
ings & Loan League) noted that his institution
does “a considerable volume of home financ-
ing for nonwhite residents,” but said it “as a
policy does not invite, indeed does not make,
any loans on property located in an area
where there is racially mixed housing . . . We
do not consider investments in an area of this
kind stable and attractive.” Another reason:
“We do not want . . . to stimulate unrest

Stiffest anti-bias laws yet adopted
by two states; three reject them

Colorado and Massachusetts have become
the first states to adopt laws forbidding
racial discrimination in sale or rental of
private housing.

The Colorado law, a sweeping measure
that bans discrimination because of “race,
creed, color, national origin or sex” in virtu-
ally all private housing, passed both houses
of the Democrat-controlled legislature by
wide margins. It became effective May 1.
Only exceptions are individuals selling their
own homes or renting quarters to four per-
sons or fewer in a building they occupy them-
selves. Though no specific penalty is provided,
enforcement procedure is set up so that
violators may eventually face contempt of
court charges. Sex discrimination got into the
law when Rep. Lela Gilbert of Denver in-
sisted realtors often shy from renting to
women.

In Massachusetts, racial discrimination is
forbidden in apartment houses of three or
more units and developments of 10 or more
contiguous units. The law expands a 1957
measure prohibiting race discrimination in
publicly assisted or insured housing. No
penalty is provided. But conciliation by the
State Commission Against Discrimination is
expected to produce results.

The measures are among 12 pending or
considered by states this year. Of the bal-
ance, three more—in Oregon, Connecticut
and California—are given better than even
chances of passage. Four others face active
or passive opposition, Three have been de-
feated. The scoreboard:

e Connecticut: two measures—one to prohibit
bias in developments or apartments of five or
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more units, another to allow the state antibias
agency to start disciplinary action on its own—
“probably will pass” say sponsors, in spite of
apparent apathy by Democratic majority leaders.
The first bill passed the House April 21.

e California: passage by a wide margin in the
Assembly gives sponsors hope that their bill
prohibiting bias in publicly assisted or insured
housing, will do as well in the Senate.

® Oregon: f five civil rights bills, the one with
the best chance of passage forbids discrimination
in sale or rental of any housing.

¢ Rhode Island: introduced with strong out-
side support and bipartisan sponsorship, a bill to
ban segregation in any housing, however fi-
nanced, has run into strong opposition, is draw-
ing more attention than any other item before
the legislators, They tried to shunt the matter
to a referendum, were shouted down. Passage
seems possible, but the measures are more likely
to die quietly in committee.

® Pennsylvania: stuck in House committee,
if the anti-bias bill gets out, chances in the
Republican-controlled Senate are considered nil,

® Michigan: a measure to bring housing under
the state’s FEPC is expected to die in committee,
as it did last year.

® Minnesota: a bill limited to publicly financed
and assisted housing is stalled in committees of
both houses.

® New York: over protests of its own anti-bias
enforcement agency, the legislature defeated a
measure to extend present anti-bias laws to all
apartments, plus developments of 10 or more
units.

® Washington: a measure covering private
housing died in Senate committee after passing
the House, 83 to 6.

® New Mexico: 2 bill covering publicly-assisted
housing passed the House but was tabled in-
definitely by the Senate.

among ¢..r neople.”

Bluntly out of tune with the general tone
of swect reason, Q. V. Williamson, president
of the Empire (Negro) Real Estate Board,
said: “In other words, the denial of financing
has been used as a substitute for the racial
restrictive covenant.” Williamson asserted co-
operative efforts to provide segregated Negro
housing falls short of the need. “Due to the
very short supply of housing and vacant land
. . . Negroes have to pay 20% to 30% more
. . . than do whites for a similar house in a
similar area.” Because whites resist living
next to Negro areas, devices like green strips
or buffer zones have had to be provided
(sometimes at the developer’s expense) in
opening some areas for Negro housing. He
predicted that program like urban renewal
“will use the funds and facilities of the federal
government to establish further residential
segregation . . . create more ghettos subject to
consequent civic and municipal neglect.”

Oiling the waters, Commission Chairman
John Hannah summed up: “What has been
described here today is definitely better than
what we have in Northern cities.” About the
“gentleman’s agreement” he added: “This is
the sensible, practical approach, as opposed
perhaps to New York where desegregation
occurs in theory, but has not been realized in
practice.”

Biggest savings bank boss
calls for integration now

One of the nation’s major mortgage lenders
has demanded that the federal government
stop letting FHA and VA mortgage-backing
be used by builders who sell only to white
buyers.

Says President Earl Schwulst of Bowery
Savings Bank of New York City (the nation's
largest): “If our government condones dis-
criminatory practices in
the bestowal of its
housing benefits, it is in
effect defending the
practice of discrimina-
tion by all others oper-
ating in the feld of
housing.”

Schwulst’s pronounce-
ment was made at a
New York dinner in
his honor. The Natl
Urban League gave it
to underscore the im-
portance it attaches to
the report of the Ford Foundation-financed
Commission on Race & Housing (Dec,
News), of which Schwulst was chairman. The
report accused the building industry of help-
ing to thwart the nation’s efforts to overcome
race bias in housing.

Schwulst charged that “public assistance
has promoted segregation” in housing, with
the result that there is more housing segrega-
tion today than ever. He scoffed at white
communities’ fears of being inundated by
Negro home buyers if they let any in at all.
Said he: “If the entire housing inventory, or
even a substantial part of it were made avail-
able to those relatively few Negroes who
would afford it and who might avail them-
selves of it, the number of Negroes moving
into white communities would be so diffused

. . as to have no effect upon any particular
arca.” NEWS continued on p 94

SCHWULST
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“We put $500 more value in our homes,” say
Suburban Contractors Inc., Tonawanda, N.Y.,"and
it doesn't cost our customer a cent. By putting full
insulation in his house, we save our customer about
$25 a year on heat bills alone. And over 20 years
that adds up to $500 in savings. This extra cash can
provide special features for our customer — makes the
house more attractive for him —and full insulation

“Full insulation helps us close even the toughest sale”

for future air conditioning makes a perfect closer.

“Naturally our insulation is Gold Bond: 3" regular
in the walls and Full Thick Twinsulation in the cap.”

Full insulation can help you offer your customers
what they want today — comfort and savings.* Ask your
Gold Bond® salesman to show you our complete
line of insulation products. For complete sales story,
write Dept. HH-59.

NATIONAL GYPSUM COMPANY, BUFFALO 13, N.Y.

*Fell tnsulation specifications will vary with geographic location,
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Builders: Suburban Contractors Inc., Tonawanda, N. Y.

Gold Bond

BUILDING PRODUCTS

gall 0T 10morrow
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URBAN RENEWAL:

New weapon in the war against slums

Maryland Real Estate Commission suspends license
of Baltimore firm for racial blockbusting
as city ponders law to make blockbusting a crime

The Maryland Real Estate Commission, in a
primly-phrased decision that doesn’t even
mention the word, has just given slum fight-
ers a new, sharp tool against what many see
as the most virulent threat to sound city
neighborhoods—the practice of blockbusting.*

The decision: suspending the license of
Manning-Shaw Realty Co, a Baltimore firm
whose business runs heavily to trading in
panic-sale homes in ftransitional neighbor-
hoods, for three months. The reason: “a
continued and flagrant course of misrepresen-
tation . . . misleading and untruthful ad-
vertising . . . bad faith and improper deal-
ings” in the purported sale of a house in
a formerly all-white block, to a Negro.

The decision is hailed as little short of
epochal by slum-fighters in Baltimore, where
block-busting is such a threat that a non-
profit citizens’ group, Baltimore WNeighbor-
hoods Inec, was formed in March to fight it.
The reason: constant pressure of a mush-
rooming Negro population (11,000 a year,
from 227,000 in 1950 to 310,000 in 1959)
without enough housing, makes blight an
almost inevitable aftermath of a neighbor-
hood’s shift in racial population. Until now
the profit potential in blockbusting has kept
enough dealers active, in spite of criticism,
to foil efforts to stop it. One problem: op-
ponents of blockbusting are often thought to
be anti-Negro, an untruth demonstrated by
the biracial makeup of its critics. Says
Reginald Johnson, Negro director of housing
activities for the WNational Urban League:
“Any real estate man who is active in
blockbusting is guilty of an unethical act.
I don't care whether he is a member of
NAREB or any other group.” Moreover,
blockbusting itself, though decried by Negroes
as well as whites as a poor way of uncorking
the Negro ghetto, is not illegal. But the Balti-
more decision makes it clear that public
opinion is now starting to swing state agencies
over to the viewpoint that blockbusting is evil.
From there, it is no great trick to find its
workings violate realty licensing rules. So the
case has national implications.

New realty rules

Says ACTION President James W. Rouse,
Baltimore mortgage banker and national
leader in the fight against sloms: “The Man-
ning-Shaw case is going to reverberate across
the country because here in Baltimore, for the
first time, it has been proven that the fear
clutching at the home owner, and the blight
force mocking the urban planner—blockbust-
ing—can be stopped. This is the first time . . .
that private citizens have . . . won the ruling

*As defined by the Greater Baltimore Commit-
tee: “the deliberate creation or exploitation . .
of fear, ignorance, or panic, designed to induce
a rapid change of a block’s population from
while to colored.” In practice blockbusting means:
planting a Negro family in an all-white block,
buying fast as scared white home owners, rushing
to get out, sell at far less than their houses are
worth, while Negroes eager for housing flock to
pay more than they are worth, often overcrowd
them with roomers to meet the financial burden.
Thus slums grow,

of an official body . . . that some rules must
be observed in offering real estate for sale.”

What was illegal in the Manning-Shaw
case? According to the Commission findings,
a bona fide sale simply did not take place,
although it was made to appear so. The
decision, capping seven months of hearings.
794 pages of testimony, came as a surprise.
The Commission had already thrown out
three counts against the partnership of white
Manuel M. Bernstein and Negro Warren S.
Shaw. Among them was a charge that Bern-
stein falsified his broker’s license application
by failing to report a 1950 federal court con-
viction for defrauding VA of $15,000. On
this the commission declined to take action
“at this time.”

Tt did not, however, throw out the charge
by residents of Baltimore’s Ashburton neigh-
borhood that the partners had placed a “sold”
sign, in “gaudy, luminous-type orange letters”
on the house at 3800 Grantley Road to panic
them into selling (because of the firm’s wide
reputation for dealing with Negroes)—even
though the house was not sold.

The case in detail

Like most houses on quiet, residential
Grantley, number 3800 is a 30-year-old de-
tached house, built sturdily for upper-middle
class occupancy. It enjoys the added amenity
of a corner lot. On May 20, 1958, the house
was bought by Eutaw Realty Co, a Manning-
Shaw firm. from Edgar Foster for $18.000.
In June it was “sold” to Joseph C. Carter,
Negro. 58, on a conditional contract of sale.
He was to pay $40 a week on a mortgage of
$11,500, plus $120 yearly ground rent. The
question: was Carter really buying the house,
or was he a front man planted as an opening
wedge in the neighborhood? The askers:
Physician Allen Kleiman and Druggist
Bernard Cherry, who live across the street
and next door respectively. Their counsel,
Attorney Melvin J. Sykes, 35, established
early that race bias was not their motive.
Both testified that they are willing to live in
an integrated neighborhood—but not as the
only white residents.

On the stand, Carter testified that he was
indeed a real buyer. He swore he was an auto
mechanic, had four children and with his wife
a combined income of $100 a week. But
Attorney Sykes produced a Negro tavern
owner to testify that in August Manning-Shaw
had told him the house was still for sale, sign
or no sign. This small conflict in testimony
soon widened into a breach that upset the
customary failure of such hearings to pry
enough facts out of Negro householders to
show realty dealers in a bad light.

The next day, Carter’s wife sued her hus-
band for non-support.

In the trial of this case it developed that
Carter was not a mechanic, but a janitor and
messenger in an auto agency, earning $54 a
week. Policewoman Violet Hill Whyte testi-
fied she found Mrs Carter and her nine chil-
dren huddled around the kitchen range at

3800 Grantley Road, the children showing
“extreme” signs of hunger and insufficiently
clothed. The rest of the house was unfur-
nished and unheated. Sykes, looking further,
found that Carter had recently (it was now
February) contracted to buy another house
in a changing neighborhood, was in the
process of losing a third through foreclosure.

Brought back before the Real Estate Com-
mission, Carter reluctantly admitted to “17
head of children” (nine by his present wife),
was now somewhat vague about how long it
would take him to pay off his mortgage.
Thereupon Manning-Shaw’s attorneys intro-
duced photos of the family entertaining a
friend in the well-furnished, cheerful living
room and dining room of the house only
the Sunday before. Sykes examined them,
identified the “friend” correctly as the sales-
man who had sold the house to Carter (and
who testified later that he had never received
a commission on the “sale”). Finally, Sykes
demonstrated that Manning-Shaw and the
mortgage lender had investigated Carter,
could not have been unaware of his minus-
zero credit rating.

Some surprising sidelights:

® Realtor Mal Sherman, a vice president of
the Maryland chapter, and a nationally known
builder, took the stand to defend Manning-
Shaw’s good character, was shown to have
participated in some deals as the white pur-
chaser of property resold to Manning-Shaw
and again resold to Negroes.

® Of 99 recorded Manning-Shaw deals in the
past three years, 45 were resales the same
day; average profit was $2,740; in about half
the deals, because of speed and because they
had a mortgage ready (often from highly-
regarded S&Ls), Manning-Shaw had to use
no money at all.

Despite the legal breakthrough he has
scored Lawyer Sykes feels little glow of vic-
tory. A few days before the decision Manning-
Shaw advertised the house at 3805 Grantley
Road for sale, indicating the block is doomed
to panic selling anyhow. Moreover, Manning-
Shaw seems unlikely to be forced out of busi-
ness by a mere three months suspension.

But the principle involved is growing. Balti-
more's city council now has before it an ordi-
nance which prohibits blockbusting by name.

Remodeled model house
big hit in Fairfield, Conn.

A test to see if the model home idea can be
used to merchandise home remodeling as well
as mew houses is paying off handsomely
in Fairfield, Conn, Fairfield Lumber Co’s
“remodeled model”, undertaken in coopera-
tion with Lire magazine (April News) drew
7.000 visitors in its first day. The crowd
forced police to close roads to the site, turn
away another 13,000 would-be visitors. Second
week-end score: 1,250 visitors a day. Result:
40 solid remodeling prospects in the first week,
more coming in.

Hailed as “an entirely new concept in
marketing home modernization™ by FHA Asst
Commissioner (in charge of Title I repair
loans) Roy Cooke, the house is the first in
a series planned by LIFE in cooperation with
local sponsors across the country. Next: Mt
Clemens (Mich) Lumber Co’s model, sched-
uled to open during the first week in June.
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FRANK LLOYD WRIGHT

(1869-1959)

“After death we experience true freedom. Without that, we would not be true

individuals.

The sense of continuity is the soul of organic architecture, and it is

equally essential to the individual.”—FRANK LLOYD WRIGHT.

Mutely, with a barely audible sigh, Frank Lloyd Wright, artist, architect and

individualist, found true freedom.

He died April 9 at the age of 89, just five days after he first fell ill at his winter

home, Taliesin West, near Phoenix.

Almost to the hour of his death Wright seemed to be recovering from an operation
to remove an intestinal obstruction. On April 12 he was buried in a small cemetery
across the Wisconsin River from Spring Green, Wis., locale of Taliesin East.

Behind him this amazing genius, the great-
est architect of the 20th century, left an
amazing legacy. He created modern archi-
tecture. Most of the modern buildings of the
past 40 years reflect in some measure the
ideas he introduced.

He originated the open plan, joining of
kitchen and living room by means of work-
space. He pioneered opening the interior of
homes to outside light and vistas by glass
walls and corners—the first indoor-outdoor
integration. He started low pitched roofs and
big overhangs, built-in furniture to vield more
space; radiant floor heating and carports (a
name he originated).

Yet Wright. the sharp-tongued architectural
critic, despised nearly all the millions of so-
called modern homes which borrowed his
basic ideas without his taste and style.

He considered the modern suburb “a sani-
tary slum,” and most houses in them-—par-
ticularly tract houses—nothing but boxes.
“Except for the car, telephone, television, the
bathtub, the kitchen and the water closet,” he
once wrote, “there is nothing natural to a
free American humanity in any of these
houses.”

[

Destroy the boxes

Destruction of boxes on narrow lots (any-
thing less than an acre) was one of his great
drives—and he had many. He railed against
anything he saw which displeased him, re-
serving his most caustic barbs for the city.

“The city is done, finished,” he cried.
“What is this impulse to impinge upon every-
body, your elbows in somebody’s ribs and
standing on somebody's feet.”

Wherever he went, he shook up the local
gentry — particularly architects. He swept
through city after city in his tailored suit,
flowing tie, porkpic hat only partly covering
his long mane of white hair, sniffed at what
he saw. Then turning to local mewsmen, his
eyes twinkling, he would give his impression.
Examples:
® “Miamians are living in houses pigs would
be ashamed to live in.”
® “It [Indianapolis] is so depressing. I can’t
imagine how you got me here.”
® “London interests me as a museum piece
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but as a modern city it is not fit for human
habitation.”

® “This city [San Francisco] is chiefly char-
acterized by a kind of shanty building, a
peculiar type you seem to build here—thin.
cheap looking wooden things that look tem-
porary.”

Wright would occasionally admit he was
not all the old curmudgeon he sounded. He
told one interviewer: “When I say all those
things, there's always a wrinkle in the corner
of my eyes. That never gets in the paper.
The words do.”

But his words throughout the world did
make people think—to question, to wonder,
to hope and sometimes to expect something
better from their architects and builders.

‘Form is function’

Wright would have had a secure place in
architectural history had he died 50 years
ago. His career spanned almost three gen-
erations and his genius was established from
the beginning.

He was born in Wisconsin, son of a
Unitarian minister and a strong-willed Welsh
mother. His mother decided he should be an
architect before he was out of the cradle.
Wright studied engineering at the University
of Wisconsin three years, decided he could
learn no more there. He went to Chicago and
joined the brilliant skyscraper architect, Louis
Sullivan. It was Sullivan who said form
follows function—a radical new theory that
Wright first accepted, then rejected with the
argument: “Form is function.”

He spent six years with Sullivan, then
opened his own practice in Qak Park design-
ing the first modern homes—prairic houses
embodying “organic architecture”™—a phrase
he coined. The homes caused a sensation—
long low buildings with gently pitched roofs,
houses nestling to the earth as if they be-
longed to it.

They embodied Wright's concept of space—
enclosing it as a precious goal in itself for
the benefit of the life within.

When one of his first houses was under
construction Wright wondered what people
were saying about it. He crawled into the

continued on p 98

LIFE—Alfred Eisenstaedt

FFLW at his drafting table at Taliesin East
The section of building behind him was built

by his apprentices with local materials in 1934.

Hedrich Blessing

FALLING WATER, Wright's most famous house,
was designed for Edgar Jonas Kaufman at Bear
Run, Pa; cost $90,000 in 1936,

Hedrich Blessing

rOBIE HOUSE in Chicago was due to be razed

a year ago, was saved when Bill Zeckendorf

bought it to assure its preservatoin.
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The "Fair-L-Wood” (above) is one of many National
Homes models built by L & H Builders, featuring The
"OVERHEAD DOOR.” (In large photo) A specialist
from the Overhead Door Company and Barney Loeb
inspect a garage door installation at the Loeb and
Hogan "River's End" project in Carpentersville, lIl.
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Barney Loeb and Quinn Hogan,
partners in L & H Builders, Inc.,
will build over 600 manufactured
homes this year. The firm has
building developments in seven
locations in the Chicago area.

why

Loeb and Hogan uilders of 600 homes a year)

are sold on

The "Overhead Door” Plan

Because Illinois builders, Loeb and Hogan, figure their
construction costs with sharp pencils, they’re sold on
The “OverHEAD Door™ Distributor Plan for installa-
tion of garage doors.

With every National Homes purchase, these Chicago-
area builders receive The Original “OVERHEAD DOOR”
selected by the manufacturer for that home model. As
soon as the home is ready for garage door installation,
the door is promptly delivered by the local “OvVERHEAD
Door” distributor. And this distributor’s factory-trained
servicemen install the door in less time than the
builder’s own crew would require.

Under this plan, Loeb and Hogan get a famous-name,

The “QOverhead Door" made only by
OVERHEAD DOOR CORPORATION

Originator and perfecter of upward-acting sectional doors

GENERAL HEADQUARTERS:
Hartford City, Indiana

MANUFACTURING DISTRIBUTORS:
Cortland, N.Y. « Hillside, N. J.
Lewistown, Pa, « Marion, Ohio
Nashua, N. H.

MANUFACTURING DIVISIONS:
Dallas, Texas = Portland, Ore.

In Canada: Qakville, Ontario

® 1959, 0, D.C.
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top-quality door, and fast, professional installation that
saves time and leaves their carpenters free for other
work. There is never a maintenance problem because
every job is warranted.

Another advantage of The “OVERHEAD DooRr™ Plan:
there is no extra financing of the garage door, because
every door is included in the home package.

Home manufacturers like this plan, too, because it is
popular with builders, and because the manufacturer
carries no garage door inventory.

To learn about the many advantages offered to you
by The “OveRHEAD DooRr” Plan, look for “OVERHEAD
Door” in the WHITE PAGES, or mail the coupon, today.

FOR 38 YEARS more people have bought The
“OVERHEAD DooOR'" than any other brand.

SOLD ONLY BY the Overhead Door Company
of your city.

[m=———m—eme————————— - -

Overhead Door Corporation
Dept. HH-5
Hartford City, Indiana

Please send more information about The Original
“OVERHEAD DOOR' and installation
economies by Overhead Door distributors.

Name

Company.
Address

City Zone__State




upper part of the house one Sunday, re-
mained silent as a couple wandered in to
look. Said one: “Have you seen the man who
built this. God he looks as if he had pain.”
Remarked the other: “They say this costs
$30,000. I can’t see it.”

Said Wright in later years: “I learned my
lesson. T never listened like that again. It

SELECTED FOR QUALITY
was a long time before my fortunes as an

architect recovered from those reactions.”

GENEVA KITCHENS | .

of most of his countrymen changed.

Even the magnificent Robie house in
Chicago—the House of the Century—did not
win him acceptance in his own land. To mil-

Fﬂr FRESH MEADUWS e lions it was only the curious creation of a

curiously strange man. Consequently the de-

the fam“y community ﬂf 3000 sign of homes for the financial and cultural

elite became the foundation of his career—

apartments in Queens, Long Island, | and fame.

But if he was without honor at home, he

Owned and operated by was acclaimed in Europe following publica-
tion of his work in Germany in 1910,
New York Life Insurance Co. Private Hres

In his rise to architectural prominence he
acquired notoriety as well. He left his wife
and six children in 1909, built the first
Taliesin (meaning “shining brow™ in Welsh)
in Wisconsin for his mistress, Mamah Cheney,
wife of a client. In 1914 she, her two children
and four friends were all brutally slain by a
crazed servant who burned Taliesin as well.
Wright was away at the time.

Wright rebuilt Taliesin (the first of two
times) and married again—to sculptress Miri-
am Noel. The marriage lasted three years.
He was later jailed—briefly—on Mann Act
charges for crossing a state line with his third
wife-to-be — Montenegrin Dancer Olgivanna
Lazovich. She is now his widow.

Wright was bankrupt in 1927, was helped
out by wealthy friends who had him incor-
porate himself, gave him $50.000 capital.
Two years later he set up the Taliesin fellow-
ship, giving young men—some already archi-
tects—a chance to work with him and learn.

He later built the breathtaking Taliesin
West, shuttled his school and his work be-
tween Arizona and Wisconsin with the seasons.

New fame at Bear Run

In the mid 30's Wright emerged from what
had seemed like the forgotten past to achieve
new fame with a new generation, Two
buildings propelled him into the prominence
again: the S. C. Johnson Co office and
factory in Racine and the home for Edgar
Jonas Kaufman at Bear Run, Pa.
KITCHENS Perhaps it was the years without recogni-
tion that caused Wright to heap scorn on
nearly all his contemporaries—including al-
ask about all-new most every prominent architect in the world.
He once called the AIA the “Arbitrary

GREATER DURABILITY, EASE OF INSTALLATION,
WIDER CABINET SELECTION ., . . these are the reasons
GENEVA cabinets were selected to provide the ultimate in
practical and gracious kitchen living in Fresh Meadows. In

a two year modernization program for two and three story ® : !
buildings, 3000 GENEVA KITCHENS will be installed in GEMEVA'S exclusive fex- Institute of Appearances,” added: “Architec-
this famed project. tured cabinet finish of ture is coming along fine except for the AIA.

From architect to installation crew, to tenant, GENEVA ,efc:;';fhimstirgﬁ, 15}36?{ Th; Oljly.,lhmg WEGRE M SepEace ot
steel cabinets are found easier to work with, more fully Bl sl architects.

Despite this and though he was mnever a
member, AIA gave him its Gold Medal in
1949 along with its highest praise. Wright
e e ) e g ke . o ot ot e o = later remarked: “My tragedy is that I like

satisfying, permanently more charming. in appearance . . . superior
stain and mar resistance.

o | Erdman. NEWS continued on p 103

i
1 : =

: GENEVA MODERN KITCHENS 1 these fellovxfs but T don’t like \.Nhal they dp.
: Division of Acme Steel Company : Mrs. Wright plans to continue operating
i Dept. HH5-59 Geneva, lllinois ! Taliesin. has invited Wright's apprentices to
. Send Complete Information on the Geneva cabinet line. i | stay. There are 86 projects underway, 26 of
' : : e them under construction—enough work to
: Look in the yellow L Mackitacy L s o U oo : keep the staff busy for two years,
: Paﬂ“fU’}'ﬁe Nome : Just before his death Wright also com-
N gi’:_f;:w,',ﬁtme“ Wi o i pleted plans for the third in a series of
1 —— 1 BT s o " .
- nearest you. \ prefabs. Priced from $17.000 to $18.000, it
I City. County. Zone State. e : i will be built by Madison Prefabber Marshall
1
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PEOPLE:

Baltimore woos URA Boss Steiner
as major shakeup of agency looms

Urban Renewal Commissioner Richard L.
Steiner is being asked to come back to his
hometown of Baltimore to head its trouble-
wracked urban renewal and housing agency.

He would succeed Oliver Winston, 42, long
one of the mnation’s
prominent figures in
public housing. Winston
has resigned his $18.-
000-a-year job at the
request of Chairman
Walter Sondheim.

In mid-April Steiner
was unsure what his de-
cision would be. But he
could hardly be un-
aware that HHF Admin-
istrator Norman Mason
has been dropping hints
that he might ask Con-
gress to combine the Urban Renewal Admin-
istration and the Public Housing Administra-
tion, in which case either Steiner or PHA
Commissioner Charles Slusser would lose
rank.

The fortunes of politics complicate Steiner’s
decision. If the Democrats win the Presidency
in 1960, he may well be ousted. But in
Baltimore, Mayor Thomas D'Alesandro has
just been defeated in the Democratic primary,
which assures a new city administration. And
the mayor, not the renewal agency, appoints
the renewal director.

Steiner, 45, was director of the old Balti-
more Redevelopment Commission—predeces-
sor of the urban renewal agency—from 1946
to 1954. Theén he left to become deputy
redevelopment chief of HHFA in Washington.
After James W. Follin quit in 1956, Steiner
was acting URA commissioner for eight
months before he was given the full title.

In his 2% years at the helm Steiner has
won a reputation as an able urban renewal
technician who can take the long range view
of problems as well.

The shakeup in Baltimore followed a
barrage of newspaper criticism alleging intra-
mural feuds among renewal officials and
slowdowns in the agency's sweeping 20-year
program to make renewal work in Baltimore.
(Oct, 56, News).

Winston, a former PHA regional director
and a founder of NAHRO (president in 1953-

STEINER

54) had been Baltimore’s housing authority
director for eight years when he was ap-
pointed to coordinate the efforts of 26 public
and private agencies that were spoiling the
city’s renewal broth with diverse and un-
directed efforts. Formation of URHA under a
city ordinance followed in less than a year.
was widely applauded.

Winston's resignation was preceded by only
a few weeks by the resignation of the deputy,
Ellis Ash. He becomes director of Doxiadis
Associates Inc of Washington, DC, a newly-
established American arm of the far-flung
consultant planning, architectural and engi-
neering operations of ConStantine Doxiadis,
former Greek minister of reconstruction.
Doxiadis visited the US under state depart-
ment sponsorship last fall to advise city plan-
ners in Norfolk, Baltimore, Detroit, and
Washington, now will offer his services more
widely. Ash was director of management for
Ba]timorc‘;: housing authority nearly J0 years
before joining Winston. Senior consultant of
the new planning service is Jacob Crane,
past president of the American Institute of
Planners, who held administrative posts with
various federal housing agencies from 1938-
54, has been consultant to the UN, Great
Britain, and most recently the parent Doxiadis
office in Greece.

California realty investor
tells how he made a million

Dark horse on the best-seller list: California
Real Estate Man William Nickerson, whose
do-it-yourself manual, “How T Turnetl $1.000
Into $1 Million in Real Estate—In My Spare
Time” is in its second printing of 55.000
copies (first was 10,000) bringing national
fame to its heretofore little-known author.
Nickerson, who spent five years writing his
book, is a former telephone company em-
ploye who retired at 42 to look at his real
estate activities. In print, he bubbles over
with optimism about them. Samples: “Ex-
pecting wealth from savings is an impossible
dream . , . Millionaires, like banks, are made
of borrowed money . . . Your chances are
better than 1.600 to 1 compared to going
into business.” Sample chapter headings:
“Grow Rich on Borrowed Money”; “How to
Negotiate a Bargain”; “An Ironclad Lease.”

AIA picks its award winning homes of the year

Only three homes were among the winners
in AIA’s annual award competition. All three
received awards of merit. Seven other build-
ings also won merit awards. Five were chosen
for first honors. The residential winners:

® Home designed by New York architect
Ulrich Franzen for Mr and Mrs Richard
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Beattie in Rye, N Y (left). Builder was
August Nelson.

® Home designed by George T Rockrise AIA
of San Francisco for Mr and Mrs Dunbar
Carpenter in Medford, Ore (right). Builder
was Dunbar Carpenter.

® Home designed for his own family by

Oregon-born, Nickerson was self-support-
ing at 12, now lives in Alamo, near San
Francisco, deals mainly in Oakland, Stock-
ton, Sacramento, Santa Cruz. His specialty:
taking over sound properties in need of re-
pair but in growing areas, fixing them up to
increase their yield, and letting the profits
roll in. Says one real estate broker who
alone has sold Nickerson $1 million in real
estate: “He's a very unusual man and a very
brilliant man. And he certainly knows a
piece of property when he sees it.”

An experimental glass-skinned house will be
built at Pennsylvania State University by
A. William Hajjar, professor of architecture.
He expects it will eliminate paint, waterproof-
ing and other maintenance problems, but more
important, it may be a breakthrough on selar
heating. Hajjar plans to have a 2’ or 3 air
space between his outer skin of glass and the
inner walls as a climate controller.

Minto succeeds Edwards
as FHA operations boss

When Daniel G. Minto, 51, a retired auto
dealer with no previous experience in housing
or government, took over last August as
director of FHA's San Francisco office, people
shook their heads glumly. In spite of
its importance (second
largest in the nation),
the office had been
plagued with a succes-
sion of political hacks
in the top job. Morale
was at a low ebb,
efficiency ditto. This
seemed to be more of
the same.

But this month, as
white-haired Dan Minto
goes to Washington to
succeed Wendell O. Ed-
wards as FHA's assis-
tant commissioner for operations (April,
News), it is with universal good wishes—
tempered only by regret at his loss—from
his associates in San Francisco. For Minto
had wasted no time in making it clear that
high Republican connections were not his
only qualifications for the job.

“He caught on quickly and never stopped
learning,” says one banker, When Minto
took over, the office’s woes were complicated

continued on p 106

MINTO

John Black Lee ATA in New Canaan, Conn.
(not shown). Builder was Ernest R. Rau.

Contest judges were: Walter Bogner, Har-
vard school of architecture, chairman; Walter
Gordon, University of Oregon school of archi-
tecture, and Architects Albert S. Goleman,
Vincent G. Kling and Harry Weese.
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A FAMOUS LINE OF QUALITY BUILDING PRODUCTS...

“CEILINGS BY CELOTEX.” Sound quieting and
decorative . . . today’s mark of a modern home.
New fissured or perforated Hush-Tonel Tile and
printed Designer line, offer wide choice.

TRIPLE-SEALED* ASPHALT SHINGLES. Color-
harmonized. Complete line includes strip shingles
in standard weight, new square-tab wind-resistant
Celo-Lok* and self-sealing Celo-Seal! shingles.

CELO-ROK* PLASTERS & LATH. Base and finish-
coat gypsum plasters, “tailor-made” to assure
proper setting qualities for your area. Plain, per-
forated, foil-backed or long-length lath.

It pays to build

MINERAL WOOL BLANKETS. Preferred ceiling
and wall insulation. Spun-Process manufactured for
lighter weight, extra resiliency. Built-in vapor bar-
rier. Reflective and regular types. Full, medium
and utility thicknesses.

INSULATING ROOF SLABS. Roof deck, insula-
tion, built-in vapor barrier, finished ceiling, plus
continuous vapor seal at all joints. (Gr without
vapor seal and barrier.) Ideal for exposed-beam
construction.

INSULATING SHEATHING. Industry's most com-
plete line, including new STRONG-WALLT for
direct nailing of shingles . . . plus famous Life-of-
Building Guarantee. A type for every purpose,
every budget.

with famous products

CELO-ROK* GYPSUM WALLBOARDS. High-
purity gypsum deposits plus rigid quality control
in manufacture insure uniformly superior wall-
board products. Also a complete line of joint fin-

ishing products.
trnape MARK

*REG. U.S. PAT. OFF.

HARDBOARD SIDINGS. Beautiful, durable, easy

to paint. Channel-lap* applies with aluminum

channels; factory primed; invisibly fastened; self-

ventilating. Verti-Groove® offers vertical plank ef-
fect. Texbord* striated surface panels or shingles.

REG. U. S. PAT. OFF.

FLEXCELL* EXPANSION JOINT. Asphalt im-
pregnated fiber board. Non-extruding, resilient.
Pre-cut strips. For use wherever concrete meets con-
crete. Also for perimeter insulation of slabs at grade;
sill sealer; plate sealer. Variety of thicknesses.

CELOTEX”
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pre-sold through over a third of a century of national advertising!

DAVE B. JOHNSON, INC., Builder

. OUR SUPERIOR CON
" phe THESE FAMOUS BRANT
! mike this

. A BETTER HOME.. A BETTER INVESTMENT

teTS

| GENERAL ELECTRIC CELOTEX
Applineser fasulating Sheathing

CRANE | BRUCE

‘ Bathesom Firtirar | Hoedwoad Floars

LENNOX | FoRMICA
Kesting Syrtem . | Plaetie Connter Tope -

CrroreX | THERMOPANE
Hah-fooe Ceillng Tile .'u.-,‘maf Glagy
! A 3 ':"‘!“... B
LUMBER BY YALE
Bersovm Lumber (b, Loeks & Hardware

Top award-winning display available to builders! New "“Brand Names Display’” for model homes (above) won NAHB “Ideas for Builders”
contest. Available to builders featuring products by Celotex and other famous brands. For further information, write The Celotex Corporation.

Your prospects have confidence in the brand name
* CELOTEX. It says “quality built.” Speeds decision. E I| OT E s
Helps sell homes. Put the power of this famous- 1

name line of products to work . . . for you . . . now! BUILDING PRODUCTS

For samples . . . helpful literature . . . construction data . . . contact your Celotex representative or dealer . . . or write direct to
THE CELOTEX CORPORATION o CHICAGO 3, ILLINOIS

MAY 1959 105



Beats anything on tracks

“Cuts digging time more than 1/3", says D. L. Johnson of Pearson
Construction Company, large-scale home builder of Joliet, Illinois. The
operator says, "I do the same work in 5 hours that it took me 8 before.
I can dig a 300-yard basement with half the effort.”

“Balanced so well you can go out of the basement frontwards or back-
wards with ease”, says contractor John Guildenzoph of Manhattan, IlL
“For finish basements or close grading, you can see perfect.”

“Qperates as easily as an automobile”, says R. L. Shepherd, Muscatine,
Iowa excavating and grading contractor. “A three-year old child could
handle the power-shift and power-steer with ease. Although the Model 12
is rated 134 yds., the normal bucket load is always 2-yards plus. We've
loaded out 8-9 cu. yd. dump trucks from solid bank in three passes, or
2 minutes per truck.”

Works where others can’t”, says John Beniger, Sheboygan, Wis., “the
weight is spread over the entire track length —mnot concentrated on the
front. This allows us to work on soft, spongy ground where others can’t.
Operating the Model 12 is a cinch and you're not all worn out at the end
of the day. It's the best money-maker I ever owned”.

THE COMPLETE STORY of the Model 12's ®
design, its superior performance and its
greater profit potential for any excavat-

ing or grading job is fully explained in

an attractive 8-page bulletin, Write for THE FRANK G. HOUGH CO. -
your copy today. LIBERTYVILLE, ILLINOIS
BESF SUBSIDIARY — INTERNATIONAL HARVESTER COMPANY

r.l..lm.ll.l’llllll'l..-I-lIIII.IllI“l.lI.IllIlll--..-....Ill..l.ll.ll.lll..l.l

i THE FRANK G. HOUGH CO.  Name x
s 839 Sunnyside Avenue Title -}
= Libertyville, lllinois e TR =
: Compary H
= Send bulletin and other data on Strest =
8 Model 12 PAYLOADER. : -
= City n State =
] AT, |
II....“I.II-—.-----.-..-llll.'-lll-.llIIll.ll’.ll.l.lII'.IIIII-“IIIIII"III-ISIEIIII
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by a crisis: just as applications reached a
peak rebound from the 1957 tight money
spell, Washington demanded budget cutbacks
and staff layoffs. Processing time ran into
months despite late-hours by the staff. Minto's
reaction was quick and direct: he picked up
the phone, told Washington why he couldn’t
comply. Result: scheduled layoffs of 80 em-
ployees were postponed while the backlog
was reduced; 30 more were reprieved en-
tirely.

“He gave us our first positive direction in
years,” says one staffer. “His forte is good
management and public relations. He has
considerable intuition unsullied by previous
government experience. He didn’t know there
were a lot of things he couldn’t do, so he
did them.”

By the time Minto was in office a few
months, his staff of 230 was handling nearly
twice as many applications in one-third the
time that a staff of 200 had a year earlier.
On a typical day last month, the office ap-
proved 411 applications, had 3,044 in the
works. But Minto did more than merely in-
crease volume. He:
® Restored intraoffice communications through
effective, lively staff meetings.

e Reorganized the underwriting staff, then
kept hands off the complications of the insur-
ance program, leaving details to the pro-
fessionals.

® Boosted the CAP program through per-
sonal talks to the people who would be using
it. “The talks he gave were probably the
same as he gave to the Kiwanis,” says an
associate. “But they exuded confidence and
that’s just what was needed. He has the
psychology that everything’s going up, noth-
ing is going down. And, you know, that's
the way it turns out.”

Home Manufacturers elect
Inland’s Kurtz president

The new president of Home Manufacturers
Assn (prefabbers), Eugene E. Kurtz, 44,
president of Inland Homes Corp, foresees
“3 banner year” for prefabbers, including a
112% sales jump for his own firm.

A bespectacled and avowed optimist, Kurtz
notes he got into prefabrication just as ill-
fated Lustron Corp was folding, “so you see
it takes a lot to discourage me.”

Son of a real estate man in Columbia,
Mo, “Gene” Kurtz got out of high school in

the depths of the de-
Angelo Rose  pression, first went to
work for a Cleveland
brewing company. He
didn’t get into building
until 1940, when he
joined Perma Products
Co, rose to executive
vice president & general
manager. In 1949 he
resigned to become vice
president and general
3 8 manager of Thyer
KURTZ ™ Manufacturing  Corp,
Toledo. Three years
Jater, he and Roger Thyer organized Inland
Homes at Piqua, Ohio.

The most important component in the
package his industry offers builders is price
stability, Kurtz contends. “On too many oc-
casions,” he says, “the conventional builder
has found that rapidly increasing prices have
cither greatly reduced his profits or, in some
instances, wiped them out entirely. It requires
many months to plan, develop and complete
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a subdivision, and price stability permits the
builder-dealer of manufactured homes to
plan ahead with maximum security.” Kurtz
talks down what he calls the “popular mis-
conception” that home manufacturers are in
competition with local home builders. “In
actual practice we are no more than a
supplier of components and services to home
builders, and home builders are our only
customers,” he says.

BRI picks a businessman
as new executive director

A businessman rather than a technical expert
has finally been selected to succeed William
H. Scheick as executive director of Building
Research Institute.

He is Milton C. Coon Jr, who has been
in charge of BRI busi-
ness administration since
Sept '57. He is former
membership & promo-
tion director of Tile
Contractors Assn of
America. His appoint-
ment completes a move
by the National Acad-
emy of Sciences-Nation-
al Research Council,
parent bodies of indus-
try-supported BRI, to
separate its function ¢coon
from the Building Re-
search Advisory Board. Robert M. Dillon was
appointed recently as executive director of the
30-man board, which provides impartial ad-
visory services to government and industry on
contract basis.

Scheick, organizer of the University of
Illinois Small Homes Council and a noted
force in building research, formerly headed
both bodies jointly. He left last year to be-
come research boss of TECO. His top tech-
nical aide at BRI, Architect Harold Horowitz,
remains as assistant director for technical
programs.

Chase Ltd

HONORED: Builder Charles Ervin, 35, of
Charlotte, NC, has been named his state’s
outstanding young businessman of '58 by the
University of North Carolina’s Delta Sigma Pi
business fraternity. Ervin, who graduated
from construction school and began work as
a brick mason 10 years ago, now heads his
own firm, one of the nation’s largest builders
of custom homes (708 units last year in two
counties).

Architect Edward Larrabee Barnes, 44, is
this year's winner of the $1,000 Brunner
Memorial Prize in Architecture of the Nation-
al Institute of Arts & Letters. Chicago-born,
trained Harvard-schooled, Barnes has ranged
from individual homes to naval architecture,
aluminum prefabricated houses (for Vultee
Aircraft).

DIED: Henry J. Sullivan, 54, immediate past
president of ASPO and assistant to the presi-
dent, Detroit Edison Co, an organizer of the
Detroit Metropolitan Area Regional Planning
Commission and its chairman in 1953, a
director of ACTION, March 8 of a heart ail-
ment in Detroit; James H. Barron, 39, presi-
dent of Darlington Clay Products Co, March
30 in Pittsburgh; Hawley W. Wilbur, 76, head
of Wilbur Lumber Co, Waukeshaw, Wis,
former director of NRLDA, April 10 at his
home in Waukeshaw.

NEWS continued on p 110
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the trend today is let in the sun...
and builders, contractors, architects everywhere are translating their plans
into translucent with Barclite fiberglass panels for partitions, dropped ceilings,
siding, roofing, glazing, carports, patios . .. for homes, farms, industry.
Pound for pound stronger than most metals — yet so lightweight that
installation costs are cut to a fraction. Low budget building gets a big boost
with Barclite. Available in 14 colors plus new Designer's Group, smooth or
crinkle finish, flat or corrugated. Always look for the Barclite label on every
panel, it is your guarantee of genuine Barclite quality. Write today for
free literature and samples of this amazing product.

BARCLITE ()|

UL isﬁj

i
Barclite Corporation of America* Dept. HH5, Barclay Building, New York 51, N. Y.

“affiliate of Barclay Manufacturing Company, Inc.
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Tilt up wall construction and the use of
the new, modular Andersen Strutwalls
were big factors in bringing the huge
job in on time,

18,700 Andersen Strutwalls™
cut window installation time
one-third at USAF Academy

Del E. Webb Construction Co. and Rubenstein
Construction Co., a joint venture, faced a close
and difficult schedule while building the first 1,200
housing units at the new United States Air Force
Academy in Colorado Springs, Colorado.

Says Mr. Harry Rubenstein: * We estimate that a
six man erew set 120, or more, Strutwalls a day. This,
we estimate, would be about 509, more than the
number of conventional windows that the same crew
could install in a day.”

The new Andersen Strutwall offers substantial
savings in both time and costs in any kind of single

story frame construction. This modular unit comes
completely assembled with load-bearing side struts,
nailers and lower jack studs. Simply cut the load-
bearing struts to fit header construction. Nail to
adjacent studs.

Result—the tightest possible joining of window
and wall. And greatly reduced chances of error.

Andersen Strutwalls are now available in 7 sizes,
2 styles, together with 2 sizes of Strutwall door
frames. For more information, see your lumber and
millwork dealer, Sweet’s File. Or write: Andersen
Corporation, Bayport, Minn.

Andersen \Nindowalls-

#Trademarks of Andersen Corporation
ANDERSEN CORPORATION BAYPORT, MINNESOTA W




ABOVE—Andersen Strutwalls afford tightest possible joining of win-
lows and walls. Insure all-weather comfort. Clean, simple lines blend
Architects: Skidmore, Owings & Merrill, Chicago.

BELOW —Two Andersen Strutwall units butted together result in this
handsome picture window effect. Lower operating sash are awning
type. Permit ventilation even during rain storms.




continued from p 87

islands since they have customers there—
have picked up about 80% of the FHAs.
(Current prices: 94-96142). S&Ls and banks
have the rest. Only 1% of homes are VA
financed. (FHA can and has increased the
maximum insurable mortgage in Hawaii from
$20.000 to $25.000 because of the high
costs.)

The rest of the homes have been financed
conventionally by local lenders with 25 to
33% down payment and a 15 to 20 year term
at 6 to 7% interest. S&Ls make some individ-
ual construction loans. Banks make none.

Fanny May does a negligible business in
Hawaii because of building costs. The $15,000
limit on eligible mortgages applies in Hawaii
as on the mainland for the secondary market
program. Few Hawaiian loans are this small.

The legislature is working on two bills
which the territory’s ten S&Ls think will be
a big help to housing. One would allow 90%
conventional loans; the other would let main-
land S&Ls participate in Hawaiian S&L loans.

Mortgage Guaranty Insurance Corp, the
Milwaukee-based firm which has pioneered
insuring of 90% conventional loans (March
'57, News et seq) has filed application to do
business in Hawaii, a move that may soon

When home buyers can actually see and touch the cedar
shakes of Shake-A-Ply, they know it's “quality.” What

they don’t know is that this beautiful siding costs less give the islands their first 90% conventionals.
than any other kind of woed siding, installed . . . .
Boom in co-ops
AT Newest development in Hawaiian housing
has been a boom in high-priced cooperative
lEss housing in the last year. Some 1.000 co-op

units went up last year. Another ],000 are
planned this vear. Most of them are around
tony Waikiki beach. Prices begin at $12.900
for a studio apartment; then go up from
there. Developers include such diverse per-
in SIX HOURS sonalities as Hollywood Producer Joe Paster-
can apply nak and former South Orange, N. I. Builder
more than John Barkhorn.
1000 sq. ft. of Barkhorn went to Hawaii a year ago ex-
Shake-A-Ply pecting to build homes. Disaburaged with the
land situation, he turned to co-ops. Now, he
has plans for two. The first, with 162 units
on the beach at Diamond Head, was two-
_ thirds sold out in six weeks—though con-
[Easy to cut, o : e struction had not begun.
am::da::;::::. . v S Though 1,500 other rental units were built
Bl asliruis ' last year. Honolulu still has a shortage. The
barrier prevents B Chamber of Commerce estimates that of
paint failure o - 32.500 families (37% of the total on Oahu)
who cannot afford to buy a new home, half
live in overcrowded or dilapidated units, and
MITRED 12.000 to 14,000 earn too much to qualify for
Shake-A-Ply panels are public housing.
CORNERS 8'x18”, made like plywood,

establish But wi .
but with genuine shakes and U s
rban re al project
exposure, save shingles. Available natural or b e it o

cost of fitting painted. Interested? Write to- Honolulu has three urban renewal projects.

i i day for full information to The first, the Wilson project, redevelopment

The Shake-A-Ply Co., P.O. Box . £ R sy L

78, Mlorihy Paritand, Crogor. (wf ng.farm.'- in the western section of the
city, will be completed this year. There were

162 home sites resold to builders with houses

selling for $23.000 to $26,000.

The Queen Emma area, 72 acres, will be
cleared for redevelopment with 600 to 650
apartment units. The Kukui project is in the
planning stage.

The local housing authority operates 4,400
public housing units in seven sites and plans
1,100 more.

Though Hawaii has a polyglot population,
it has no segregation problem. There are
220,000 Japanese, 99,000 Hawaiians or part-
Hawaiians, 74,000 Caucasians and 65,000
Filipinos. The rest include Chinese, Koreans,
Puerto Ricans and Portuguese.

All areas are integrated but one—the Ka-
hala district, running from Diamond Head
southeast to Koko Head. It is home only to
Caucasians and native Hawaiians.

COST

TWO MEN
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Letters

Electric heat

Your article on electric heat (H&n, Mar)
was excellent.

It has been an uphill battle selling elec-
tric heat these past five years, but public
acceptance, helped greatly by articles like
yours, is gradually swinging over. Now we
feel the estimate that 15% of 1963 housing
starts will have electric heat is rather con-
servative.

Froyp D. ALsoN

Selar Electric Hear & Insulation
Salr Lake City

Last week T attended the EET convention,
which included a panel discussion on
atomic power. The information presented
by this panel does not substantiate the
statement (H&H, Mar) that a major de-
crease in electric power costs will result
from nuclear generation.

"At present, the capacity costs of atomic
projects are all above preliminary esti-
mates. The only major station in operation
—at Shippingport, Pa.—operates satisfac-
torily. But its cost per Kwhr is 14 mills—
approximately four times the present cost
of a coal-fired station.

And estimated initial costs at other
nuclear pbwer stations are also high—10 to
12 mills per Kwhr (with a probably low
of 7% to 9 mills) at Dresden, Ill.; 13.4
mills at Consolidated Edison's Indian
Point, N.Y., station; 12 to 14 mills at the
Yankee Atomic project, Rowe, Mass.; 10
mills at Detroit Edison’s project.

Even if the Shippingport reactors can
be operated above designed capacity, the
capacity cost per Kwhr may be reduced,
but this will have no effect on the fuel
cost per Kwhr because extra fuel will be
needed to produce the extra energy. Also,
the fuel component in the cost of a Kwhr
delivered to the customer is only 10% to
15% of the total cost. So even if the
energy wgre furnished without charge, a
large decrease in cost to the customer
would not be realized.

W. W. Bascock, vice president

Central INlinois Light Co
Pearia

‘““How to sell houses’’

The Walker & Lee merchandising story
(H&n, Mar) is really outstanding. Tt sums
up all of the best in merchandising not
only tract houses but also re-sale houses.
Reprints should go to every realtor in the
country,

Frank W. CORTRIGHT, vice president

Masen-McDuffie Investment Co

Berkeley, Calif.

The “How to sell houses” article is terri-
fic. Would is be possible for me to have
150 copies to distribute to local realtors
and builders as a public relations service
for you and us.

We keep plugging House & Home as
the best trade publication devoted to mort-
gage lending and housing.

WiLLiamM KELLINGER, secretary
Yakima (Wash.) Federal s&1. Assn

Moritgage bankers’ future

Congratulations on the interesting and
timely article (“Is there a future for mort-
gage bankers?”, Feb, News). I hope it
will stimulate more and more people in
the mortgage banking business and in our
own industry to be increasingly concerned
with government intervention.

MiLrorp A. VIESER, financial vice pres

Mutual Benefit Life Insurance Co

Newark, N.J.

continued on p 114
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for homes in every price range . . .

BESTWALL rummer svstems

gypsum wallboard
construction
at its best!

Drywall contractor for Jordan home
was Dry Wall Company, Inc. (Fen-
nell & Wagoner), Nashville, an orig- =
inal Hummer licensee with more than
20 years experience in the drywall field,

In the beautiful new home of Mr. Owen Jordan, Nashville,
Tenn., the Bestwall Hummer System of laminated gypsum
wallboard construction was used throughout.

This improved method of laminating two layers of Bestwall
Gypsum Wallboard to frame construction makes possible
a handsome, trouble-free surface; eliminates nail-popping
and joint problems; and gives added fire protection and
greater strength.

There is a Bestwall Hummer System for every type and
price range of construction with or without framing. For
savings in time and money and a superior finished job in
drywall construction, contact your Bestwall representative
for complete information.

FIREPROOF  Grpg,,

YOUR BEST BUY IS

8UILDjNG proDYCT

BESTWALL GYPSUM COMPANY -« Ardmore, Pennsylvania
Plants and offices throughout the United States

11



§ INSTALL...
3 ...FORGET

500-HOME TEST PROVES

| DEPENDABILITY OF THE

& ALL-NEW, ALLTRANSISTOR

% E2ZEZA GARAGE
DOOR OPERATOR!

12

Delco-matic is the all-transistor garage door operator
that's both completely new and completely tested. Not
only was it built by a pioneer in the garage door operator
field, but performance-tested across the country for a
six-month period! Both the transmitter and receiver have
been designed to take full advantage of transistor
dependability.

Trouble-free operation is further assured by a powerful
Delco motor, high quality component parts, and careful
construction by experienced craftsmen. Added to this are
the all-important transistors, made by Delco Radio, to
provide year-round service without interruption. The new
Delco-matic is truly the first garage door operator you
can install and forget.

NEW FEATURES

interference-guarded by operation in the 5-10 kilo-
cycle signal range. Delco-matic tuning rejects all but the
signal sent by its own transmitter. Not affected by higher
frequency operation of most interference-causing elec-
tronic equipment. Different frequencies are available to
prevent ‘‘cross-signal” with nearby operators.
trouble-free—Specifically designed for transistor
operation, the Delco-matic is far superior to so-called
“transistorized”” adaptions which are merely revised
versions of old door operator designs. Vacuum tube

HOUSE & HOME




burn-out problems, common to most door operator
designs, are non-existent with the new Delco-matic. The
tubes have been eliminated from both the receiving and
transmitting units.

easy to install—Delco-matic operates any track
mounted, overhead door—single, double, or twin. Trans-
mitters can be mounted in any car, or any number of
cars—and can be easily transferred from car to car,

built-in safety features—The Delco-matic has a
load sensitive control that automatically stops the door
if it contacts an obstruction. It can be reversed at any
time, and will operate manually in case of power failure.

one-year warranty—Every part of the Delco-matic
—transmitter, receiver, motor, shock absorber and
tubing—is fully covered by a General Motors warranty.

3 YEARS IN DEVELOPMENT—READY NOW!

Space-age electronics! Mechanical engineering know-
how! Delco Products and Delco Radio combined their
efforts to perfect the Delco-matic, and it's thoroughly
backed by General Motors. It was three years in develop-
ing, and six months in actual-use testing. You can install
and sell this operator with complete confidence of owner
satisfaction. Should service be necessary, a new warranty

LY

policy covers service and maintenance through factory
authorized electronics specialists. The Delco-matic is one
of the best ways to make your new homes sell.

Delco-matic Garage Door Operators are sold, installed,
warranted and serviced by Crawford Door Sales Company,
the nation’s leading garage door specialists.

DELCO PRODUCTS

Division of General Motors Corporation  Dayton 1, Ohio
-
=" Say
B DELCO Svao
o PRODUCTS b, G

- Division of General Motors Corporation i
: Dept. HH-5, Dayton 1, Ohio :
L) Please send more information on I
. Delco-matic Garage Door Operators -
1 1
[ ]

1 Name 2 = A0 :
1 1
' '
1 Company L -
1 1
1 ]
¥ Address e
] 1
[ 1
i City State -
l-‘--------------------—m----------‘.

’
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TYPICAL
_[INSTALLATION

3
Fasten wall

plates at
desired height

Place tele-
scoping

clothes rod in [
plate socket.

3. X-Pand shelf

- to desired
length —

_ place in posi-

" tion on wall
plates. [nstall

. rear wall

 clips. =

* Trade Mark of Home Comfort Mfg. Co.

Ea« products co.

3300 N. E. Adams 5t., Peoria, Il
A PRODUCT OF HOME COMFORT MFG. CO.
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GOOD BUILDERS NOW PROVIDE

QUALITY SHELVING ...

Q. Comes complete, ready to install.
All you need is a screwdriver.
Expands to fit.

"Woman Appead

— a selling plus
with

SN

SHELVES

* Beautifully pre-finished
* No shelf paper required
* Easily cleaned

* No splintering or warping

* Designed for neatness
and modern living

‘Buildory Appeat”

* Telescoping shelf, pole and
accessories in a package

* Install in 5 minutes, nothing
to cut, fit or paint

* Save 80%, on total labor
plus major savings on
installed costs

* Closet can be painted before
installing

» Shelves and accessories for
every need — clothes, closets,
linen closets, wall shelves,
etc.

* Choice of linen or greytone
finishes

L ‘and add ““Woman Appeal”

———-_———_——--——_j

Name

Address,

WRITE FOR FREE BOOKLET TODAY
HC Products Co. A-101
3300 N.E. Adams Street, Peoria, I,

Please rush me literature on X-Panda Shelves,

City

State

—— T ——————— — — — —

— e S— — — — f—

——

Letters

start on p 111

An ordinance goes out
An article (Jan H&H, p 49) on the use of
wood in a house in Lake Park, Fla. was
very explosive and, in many ways helped
get rid of the ordinance that banned wood
construction. This home, now completed
and occupied, has the approval of Lake
Park officials and FHA. Many thanks to
you, the Lumbermen’s Assn, builders, and
other interested people.

E. D. Hebprick, president

Coastal Properties Corp
West Palm Beach, Fla.

Confusion cleared up

Houst & HoME was instrumental in
breaking up a log jam between the Indiana
highway department and several Indianap-
olis developers.

Early in the spring, after a year of
fruitless negotiation with the highway de-
partment, I read in B&r (News) that FHA
had directed its local offices to continue
issuing commitments on land that was
threatened with condemnation for high-
ways, unless the taking of the right of
way was imminent and assured.

At a meeting with the state Fua office,
the highway department, and the builders
involved. 1 brought out the H&H article.
The FHA director then asked the highway
department to tell the builders whether
or not it was taking the right of way.

I am certain that the H&H article was
solely responsible for clearing the air and
allowing a settlement between the builders
and the highway department.

EuGeNE B. GLICK, secretary-treasurer
Indianapolis Homes Ine
Indianapolis

‘““We copied Bob Schmitt”

I have read and reread the Feb article
titled “We copied Bob Schmitt—there’s
money in his method.” It is wonderful.

E. J. CHRISTENSEN, builder & contractor
Cincinnati

Schmitt’s method questioned

We are about to embark on a small build-
ing program and are weighing the wisdom
of certain procedures outlined in your
September issue (“How to design and de-
tail to build better for less™).

Bob Schmitt’s practice of erecting and
finishing perimeter, ceiling, and floor prior
to partitions is very interesting. But we
intend to start on scattered lots, and one
of our major problems will be expediting
the subcontractors on each job. Even
though most plumbing will be in interior
partitions, some plumbing will be in an
exterior wall. So in erecting the perimeter,
therefore, we will need a plumber, simi-
larly, an electrician, sheetrocker, and car-
penters. Schmitt’s practice would mean two
trips to each job for these trades. It may
also mean double delivery of certain mate-
rials, double handling, or longer exposure
to the elements and vandals. Finally, it
may mean only a partial day on the job
for some trades.

Do you agree that the foregoing prob-
lems could create more expense and in-
convenience to a scattered-lot builder than
the time saving allegedly effected? Might
not the harried builder develop two ulcers
in place of one trying to keep up with
his double scheduling?

JoE WiLsoN
Wilson Morigage Co
Houston
For answer to these problems, see H&H,
Feb, p 111.—Ed.
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All-fuel chimney

In your March Publications section, you
“steel and asbestos”, Builders would find
this misleading. Actually, the insulating
material is high-temperature mineral wool
made from copper slag. It is vastly su-
perior to asbestos for the following rea-
sons: it is lighter; it has a high resistance
to melting; it is very stable; it doesn’t
compact.
PauL Purpom

Boland Associates
San Francisco

Vacation houses
Thank you for your delightful March
story “Today's vacation house.”

Carr. F. CouLp, AIA
Seattle

The whole section on vacation houses was
very good and a very good cover.
WiLriam N. BREGER

Pratt Institute
Brooklyn, N.Y.

You did a very fine job on the vacation
house section—it was most interesting.

MarsHALL W. Perrow, AIA
Tacoma

Trade-in, trade-up editorial

While T would not like to see people trade
homes as they do motor cars, I do think
in this particular argument you had all the
best of it.

Joun TavLoR, chairman of board

I. C. Nichols Co

Kansas City, Mo,

They like what they read

Your fine February issue has more ideas
on sound home construction than in any
other magazine I have ever read.

H. C. HoaGLAN, nat! dir NAHB

I want to express my sincere thanks for
everything you have done on behalf of
homebuilding. H&H is one of the few trade
magazines that has an acute knowledge
of the problems confronting the building
industry.

All of our top management read your
magazine religiously, We have urged many
suppliers, financiers, and people connected
with the real estate business to read it,
too. T have used much of your marketing
research data in laying out programs with
national manufacturers of building sup-
plies to give them insight into the building
industry. Your merchandising advice is in-
valuable to us. Even though the volume of
building in the Detroit area was reduced
during 1956, 1957, and 1958, we increased
our volume each year. And much of our
success was gained from the knowledge
that we got from H&H.

It is truly a wonderful publication, and
[ cannot see how anyone connected with
the building industry doesn’t read it.

CRrAIG SMITH, vice president, marketing
Sullivan-Smith, Inc
Dearborn, Mich.

Your magazine is wonderful. Thanks for
asking us to subscribe.
CLARENCE L. HINKLE, realty broker
Azusa, Calif.

[ find H&H a most interesting and informa-
tive magazine, well worth the subscription
price.
HuGi STORR, real estate & insurance
Revelstoke, B.C., Canada
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A most persuasive “salesman”...

As seen in the Better Living section of the February 1959 issue of McCall's

The features of a home that instantly and
unforgettably convey to homebuyers a feel-
ing of genuine quality are, in a sense, your
most valuable salesmen. Certainly paneling
of solid lumber—like rich, elegant Ilco Philip-
pine Mahogany—is one of the features that
can increase the appeal of your houses.

Ilco paneling offers an attractive basic unity
of texture and color, and, at the same time,
its grain patterns are strikingly varied and
distinctive. Whether used alone or in com-
bination with stone or brick, papered or

painted walls, the total impression is one of
great beauty and style.

But the total cost is not great. Ilco lumber
is graded after kiln drying to assure you of
full count and finest quality. Highly resistant
to splitting, twisting and warping, it can be
readily installed. What'’s more, this superb
solid hardwood takes all types of finishes
easily with a minimum of preparation. Ilco
Philippine Mahogany can help you give your
homes a luxury look at a very reasonable
cost.

PANELING e SIDING « MOLDING « FLOORING « TRIM « ROUGH AND SURFACED LUMBER

Order from the distributor nearest you

UNITED STATES

ALABAMA—Birmingham
Griffith-Coker Lumber Company, Inc.

CALIFORNIA—San Francisco

NEW MEXICO—Albugquerque
Frank Paxton Lumber Company

NEW YORK—Brooklyn
Ancher Sales Corporation

WISCONSIN—Milwaukee
Frank Paxton Lumber Company

CANADA

Davis Hardwood Company
COLORADO—Denver

Frank Paxton Lumber Company

ILLINOIS—Chicago
Frank Paxton Lumber Company
Columbia Hardwood Lumber Company

INDIANA—New Albany
Chester B. Stem, Inc.

IOWA—Des Moines
Frank Paxton Lumber Company
MASSACHUSETTS—Charlestown
Winde-McCormick Lumber Company
MISSOURI—Kansas City

Frank Paxton Lumber Company

NEW JERSEY—Camden
Du Bell Lumber Sales Company

Black & Yates, Inc.
—Eden

Griffith-Coker Lumber Company, Inc.

(P. O. Box 478)
NORTH CAROLINA—Greenshoro
Brown-Bledsoe Lumber Company
PENNSYLVANIA—Philadelphia
Fessenden Hall Plywood, Inc.
—Pittsburgh
Germain Lumber Corporation
TEXAS—Fort Worth
Frank Paxton Lumber Company
—Midland
Frank Paxton Lumber Company

WASHINGTON—Seattle
Matthews Hardwoods, Inc.

ALBERTA—Edmonton
Fyfe Smith Hardwood, Ltd.

—Calgary
Fyfe Smith Hardwood, Ltd.

BRITISH COLUMBIA—Vancouver
J. Fyfe Smith Co., Lid.

ONTARIO—Toronto
Robert Bury & Co, (Canada) Lid.

QUEBEC—Montreal
Robert Bury & Co. (Canada) Lid.
HAWAII

HONOLULU

American Factors, Limited
Shuman Hardwood Lumber Company

If none of these distributors is near you, write us direct

INSULAR LUMBER SALES CORPORATION

1405 Locust Street, Philadelphia 2, Pa.
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American Builder Award
FIRST GRAND PRIZE
$16,000—$40,000 category:
Gerholz Community Homes, Inc.
Flint, Mich.

Why Robt. P. Gerholz put %mqéame in every
window of this $23,950 prize winning house !

“There are three things my customers look for when buying
a house—comfort, attractiveness and economy,”” says Robert
Gerholz (NAHB Past President).

“With Thermopane insulating glass in the windows, we
can offer all three. A house that’s warmer in winter, less
expensive to heat . . . cooler in summer, less expensive to
air condition. And for folks who want a colonial effect, 1 use
removable muntins that fit over the outside of Thermopane
units. Washing windows and painting muntins are thus
simplified.

“House shoppers seem to know about Thermopane (after
all, it’s been nationally advertised for 16 years), and are
delighted to find it in our homes. We make sure they do
find it: our salesmen point it out always. Believe me, it pays.”

If you want to take advantage of the best-known name
in insulating glass, put it in your windows and sliding doors.
We will supply you with merchandising materials. Just
phone your local L:0-F distributor or dealer (listed under
“Glass” in the Yellow Pages), or write Dept. 1259,
Libbey:Owens-Ford, 608 Madison Ave., Toledo 3, Ohio.

Now, put OJMW in all of the windows

Two kinds of Thermopane
make it practical: Thermopane
with Bondermetic Seal® for
picture windows, window walls
and sliding doors. GlasSeal®
Thermopane for double hung,
casement, awning —many
types of opening windows may
be bought ready-glazed with
GlasSeal.

ane

INSULATING GLASS

Made in the U. S. A. by LIBBEY » OWENS » FORD only
Toledo 3, Ohio
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“We always point out the Thermopane windows. We
used only Thermopane windows in our 1958 Grand
National Award Winner, We also used Thermopane
windows throughout all of our other Westgate Park
homes.” —Robert P. Gerholz
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Letter from The Publisher

Dear Subscriber

This issue of House & HoME reflects a many-months-long
team effort in which we had to ask almost the whole housing
industry to help us.

Before the job was done we had to tap almost every expert
for facts or advice or guidance—from the merchandising com-
mittee of NAHB to the mortgage officer of the biggest insurance
company, from the chief underwriter of FHA to the heads of
the Savings and Loan League, from the Burecau of Standards
to the Small Homes Council, from architects to association
secretaries, from the HHFAdministrator in Washington t6 a
20-house builder in Texas, from the sales managers of all our
advertisers to the real estate executives who have had most
success selling quality.

We have all been hard at work on this job ever since last
September, when three off-the-record conferences with top
builders, lenders, and manufacturers revealed how urgently the
housing industry needs an item-by-item yardstick of quality
with a price mark on every increase.

Every participant at those meetings was for quality, just as
everyone is against sin, but at that point agreement ended and
confusion began—confusion about what quality means, con-
fusion about how much or how little quality should cost, con-
fusion about how to sell quality, and quite some doubt whether
it could be sold at all. If even these leaders had trouble telling
what quality requires and what it costs, how ¢ould the housing
industry hope to sell quality by the billion to its consumers?

So House & HoMmE rashly volunteered to meet the two-fold
need for 1) a yardstick of quality, and 2) a case book on
successful quality selling.

Had we known how much blood, sweat, and tears we were
letting ourselves in for—had we realized how many thousands
of miles of travel would be needed, how many thousands of
letters and telegrams, how many hundreds of long distance
phone calls, how many product-manufacturer conferences—
we might not have been so brave. THere are many short single
sentences in this issue that cost us well over $100 to make
sure each word was right, and Executive Editor Carl Norcross
criss-crossed the country twice and interviewed more than 250
leading realtors, builders, and manufacturers to get you the
selling points he has capsuled on pp 142 and 189.

Sincerely,

SL

Editor and Publisher
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Here, in seven sentences, is what we learned:

1. The quality house offers the housing indus-
try the greatest selling opportunity any industry
could want.

2. Quality costs so little more that “only the
rich can afford a cheap house.”

3. Quality cannot be sold until manufacturers
do a far better job communicating with hous-
ing professionals on the quality of their prod-
ucts and what their value can mean to home-
buyers and home modernizers in terms of
better living and lower long-term cost.

4. The most important professionals to educate
are the real estate salesmen who are the
industry’s front-line contact with consumers.
Unless and until these salesmen are given a
full understanding of quality, how can they
sell quality to consumers?

5. Quality can be sold a lot faster and easier
if the lenders can be persuaded to play a
dynamic part by giving full recognition to
quality in their appraisals, their loans, and
their credit policies.

6. Quality requires a brand new kind of selling
quite different from the way most houses
have been sold since the war. We call this
the “deep sell,” and you can read all about
it on p 212.

7. Salesmen who use the deep sell are tapping
a great mew market for housing—a market
whose virgin potential is even bigger than the
market that has bought 14-million new houses
since the war.

PS This issue has already aroused such in-
dustry-wide interest that it carries more adver-
tising than any building magazine has ever
carried, and we have had to print more copies
than any business paper has ever printed—
141,000 copies.

HOUSE & HOME
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s will add beauty
and style to your homes . . . qualities you can demonstrate and sell

Yrou can use Johns-Manville Corrulux fiber
glass panels to build light and color into your
new homes . exciting selling features for
home buyers. Corrulux translucent panels pro-
vide visible and practical values of luxury and
custom-look styling.

Used for patio roofs, partitions, canopies,
awnings, shower and bathtub enclosures, cabi-
net doors, fences, and carports, etc. Shatter-
proof J-M Corrulux panels make homes more
desirable and livable.

Corrulux is a premium-quality fiber glass
reinforced building panel recommended by
leading architects and builders for residential,

f

commercial and industrial buildings. It comes
in beautiful decorator colors that have been
scientifically formulated to give light transmis-
sion with maximum diffusion, minimum glare.

Panels are available in many styles and in
various widths from 26" to 42" . . . lengths up
to 12 feet . . . in granitized and smooth surface
finishes. Corrulux panels are light in weight,
easy to handle and install.

For full product information contact your
J-M distributor or write: Johns-Manville,
Box 111, New York 16, N. Y. In Canada,
Plastic and Allied Building Products, Ltd.,
Box 250, Dundas, Ontario.

JOHNS:-MANVILLE

PRODUCTS




Here's quality you can demonstrate and sell!

JOHNS-MANVILLE FIBER GLASS home insulation

gives home buyers more comfort-benefits at no extra cost

Better insulation performance

In winter, Johns-Manville Fiber Glass
home insulation responds quickly to
temperature changes—helps heating
systems to operate more efficiently in
maintaining home comfort. Saves heat-
ing fuel dollars.

In summer, it helps to hold back day-
time heat. Because it does not retain
heat, even homes without air condition-
ing cool off faster after sundown. In
homes with air conditioning, electric
power bills are lower.

Reinforced ""Double-Fold" Tabs

This new and exclusive feature permits
a tighter vapor seal. Tabs extend
around the cormer and onto the face of
the framing member. When a plaster
base (or dry wall) is added, the barrier

against moisture travel becomes even
tighter. The “double-fold” tabs, formed
by two thicknesses of Kraft paper and
one of aluminum foil, enable the staples
to do a better anchoring job.

Aluminum foil facing on one side
This permits the insulation to “breathe”
toward the outside . . . while the facing
reflects radiant heat and acts as a vapor
barrier.

Resists setting and shrinking
Because of its resiliency, Johns-
Manville Fiber Glass insulation retains
its full thickness, fits snugly against
studs and joists. It will not slump at the
edges or sag between joists . . . will not
rot or crumble to waste heating and
cooling dollars.

Easy and Quick to apply

Contractors and workers like to use
J-M Fiber Glass insulation because it
is lightweight. One man can insulate an
average home in a matter of hours. J-M
Fiber Glass insulation holds itself in
place between studs or joists until fas-
tened. It is pleasant to handle. Installa-
tion time and cost are cut to a minimum,

For additional information and name of
nearest distributor, write: Johns-Manville,
Box 111, New York 16, N. Y. In Canada,
Port Credit, Ontario.

Ask your J-M representative about
the 7-Star and Mrs. America” pro-
motion to help yousellmore homes.

@Reg. U.S. Mrs. America, Ing.

JOHNS-MANVILLE

JoHNs-ManviLLe 3|

PRODUCTS
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Here’s quality you can demonstrate and sell!

JOHNS-MANVILLE Seal-O-Matic” Shingles

b

hold tight even in hurricane winds

A patented adhesive stripe runs the

full length of each tab. Result: maximum

bonding area and holding power.

POSITIVE PROVED PERFORMANCE. Johns-Manville
Seal-O-Matic asphalt shingles have proved storm-tight

by the dependable performance of millions of squares
applied on roofs during the past five years.

ENTIRE BUTT EDGE SEALED. The sun’s heat auto-
matically bonds each tab to the course below. The
wide, thick stripe of adhesive is continuous. No breaks
in the stripe to weaken the bond or permit wind-driven
rain to blow under the shingles.

LAST LONGER. No blow-up or blow-off. Because the
tabs of Seal-O-Matic shingles are sealed flat and tight
to the roof they cannot flutter even in hurricane winds
or curl in cold weather. This means less granule loss
and longer shingle life.

BETTER LOOKING ON THE ROOF. Because they are

securely sealed down, Seal-O-Matic shingle edges re-
tain a straight butt line . . . the roof has an attractive,
even look at all times. Wide choice of decorator colors
available.

COSTS LESS TO APPLY ON LOW SLOPE ROOFS.
Eliminates the costly hand cementing required when
ordinary shingles are applied on roof pitches less than
4 inches.

EASY TO HANDLE. Seal-O-Matic shingles are packed
in pairs back-to-back with the adhesive stripes to-
gether. They are easily separated by a quick snap.
This patented method of packaging eliminates the
cost of removing and disposing of paper tapes. The
adhesive stripe is protected against contamination
until the moment of application.

For complete information write: Johns-Manville,
Box 111, New York 16, New York. In Canada, Port Credit, Ontario.

Ask your J-M representative about
the 7-Star and Mrs. America” pro-
motion to help yousell more homes.

JOMNS MANVILLE

JOHNS-MANVILLE
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NEW BUILT-IN SALES APPEAL

General Electric Dishwasher

DESIGNED AND PRICED RIGHT FOR YOU!

Two extra
sales-makers
for your
extra-value
homes

NEW! The Custom 4-Cycle SU-70  Model FC-15 Disposall ® . Budget-
(24 in.). Only dishwasher with a  priced, high quality. Easy, one-
cycle for every dishwashing need. man installation. One of a com-
A big, new trade-up feature for pleteline of Continuous-Feed and
higher priced homes. Safety Twistop models.




Model SU-60 Automatic Dishwasher—This “Princess” 24-inch
budget-priced, quality-built dishwasher gives you the famous General
Electric brand preference and consumer appeal . . . plus truly modern
kitchen convenience.

You get the extra value, visible quality, and competitive edge that
help you sell your homes faster. Available in 5 colors, 5 woods, brushed
chrome, and antique copper. Features famous Flushaway Drain,
built-in pump, custom washing performance.

“Empress” 30-inch dishwasher with reserve capacity also available.
And, you get world-famous General Electric dependability and service.

Look at this Easy, Fast Installation

DRAIN AIR GAP

ELECTRICITY
TERMINAL

DISHWAS.H ER DRAIN

4%

COMMON
~ DRAIN

INCOMING
WATER DRAIN

Saves Time and Work —Entire tub rolls right
out of cabinet—and out of your way—while
vou make electrical and plumbing connec-
tions. (Four wood wedges let vou shim and
level cabinet while in place.)

Sanitary Drain Air Gap—Eliminates need
for prior roughing in, provides maximum
sanitation, uses one drain for both dish-
washer and sink. (Optional: sanitary drain
which utilizes existing sink.)

We want to help you sell! Besides budget-
priced, high-quality models with easy installa-
tion and big sales appeal—we’re ready to back
you with a complete package of merchandising
tools designed to help you benefit from national-
ly advertised G-E Dishwashers and Disposalls.

Get complete information and all the profitable
details about the new G-E Dishwashers and
Disposalls—and the promotion help that goes
with them. Get in touch with your General
Electric representative . . . or mail the coupon
below. Do it today! No obligation, of course.

General Electric Company, Department DD-1
Appliance Park, Louvisville 1, Kentucky

Please send me complete NAME
information on the new TITLE
G-E Dishwasher and COMPANY
the promotional material ADDRESS
that goes with it. -

e’

ssuenu@mcmc
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This is a

COMFORT
CONDITIONED

Home

FULLY INSULATED with
for Electrical Living
il HOUSEPOWER Today and Tomorcow

Insulated

Dng [ TEXTRON METALS  yipiowe

Get FULL INSULATION in

Comfort Condition your home with EECEEIEE

OWENS-CORNING

ERGLAS

-

WORKING TOGETHER TO GIVE YOU DOUBLE BENEFITS!

OWENS-CORNING

Here's another great
gelling point for you
this spring from the

FIBERGLAS

Owens Corning Fiberglas Comfort-Conditioned
Home Program. Fiberglas® insulation plus full

“Housepower” teamed together with Textron

Metals double glazed aluminum windows enables
you to offer homes of true “Comfort” with savings
to builder and customer.

: J’?l When you install Textron Metals

E' V windows in the walls of Comfort-

E Conditioned Homes, you get

double insulation efficiency. This means that you

can further reduce the size of heating- euolmg

equipment. Extra bonus for summer comfort is

the perfect insect protection provided by glareless
Fiberglas* Screening.



WINDOWS and WALLS...

RECOMMENDED W _\
INSULATED % @ HEATLOSS cuT 47%
WALLS & WINDOWS A Ly

RECOMMENDED
WALL INSULATION

STANDARD
MINIMUM
INSULATION

Relative Heat Loss Measured in BTU’s
CUT HEAT LOSS BY 47 %

A tremendous savings in BTU heat loss is effected
through Fiberglas® and Textron Metals “full wall”
insulation. This Comfort-Conditioned team for insu-
lating the complete wall means greater customer com-
fort and confidence. The combination means quality
and satisfaction for the buyer.

THISDOLLARGOES  UP TO 41 CENTS UP TO 47 CENTS
TO HEATING OF THIS DOLLAR OF THIS DOLLAR
HOUSE WITH SAVED WITH SAVED WITH

STANDARD RECOMMENDED RECOMMENDED
MINIMUM WALL INSULATION INSULATED WALL
INSULATION AND WINDOWS

Dollars Saved on Fuel
FUEL BILLS DOWN 47%

Here’s a selling feature designed exactly for these
competitive times. With your Fiberglas* and Textron
Metals “full wall” insulation you assure your customers
of the lowest possible fuel costs. Fuel savings as great
as 47% can be achieved.

HEAT Loss cut 41%

and Aluminum INSULATED WINDOWS

SAVINGS SAVINGS
ON INITIAL ON INITIAL
EQUIPMENT EQUIPMENT

Heating Systems can be Smaller
HEATING UNIT COST REDUCED 11%

Fiberglas* and Textron Metals “full wall” insulation
can mean smaller heating and cooling units. In the
heating unit alone, the builder can save as much as
11% in the initial installed cost. When cooling equip-
ment is included, savings as high as 249 can be
achieved.

Income Requirements are Reduced
MORE BUYERS BECOME ELIGIBLE

“Full Wall” insulation as featured in Comfort-Condi-
tioned Homes with Fiberglas* and Textron Metals
double glazed windows increases the potential buyer
market. Lending institutions lower the effective monthly
income requirement of mortgagors as the monthly hous-

ing expense is reduced.

*Textron Metals windows reduce air infiltration

providing an additional savings of 11% when

family requirements will permit. This reduction

of air infiltration through windows also permits TEXTRON

the use of filtered air intake without increasing -

operating costs above normal, - f
Specific figures vary with different
climates, fuel rates, home designs
and family requirements. For fur-
ther information talk to your TM
representative.

TEXTRON METALS Aluminum VWINDOYS

Textron Metals Company, 39 James St., Girard, Ohio.




Burke Homes, San Antonio, Teras

AZROCK®CARPET TONES

an extra dimension of beauty
in low-cost, high-performance flooring

New from Azrock ... the soft, textured contractor to show you samples of these
look of carpet in high-performance, low- six new market-tested Carpet Tones.
cost asphalt tile. Azrock Carpet Tones are

specifically designed to help sell your Write for full information on Azrock’s
homes more quickly and profitably. And Model Home Program: Display floors,
the striking good looks of these new “hidden value” signs, identification cards,
Carpet Tones add charm and color to advertising and publicity. Extra selling
every room in the house. Ask your flooring power for you!

Azrock is a nationally-advertised product.

AZROCK FLOORPRODUCTS DIVISION

UVALDE ROCK ASPHALT CO. . sn2a FROST BANK BLDG. . SAN ANTONIO, TEXAS
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Panelok Wall

a flexible wall system with AdUSE-A-BIlt accessories

Nothing like it before—at any price! A colorful, easy-to-install wall with hidden supports
for shelves, racks, cabinets and other Adjust-A-Bilt* accessories that can be arranged and
rearranged without harm to the surface. No wonder the National Association of Home
Builders chose it for interior walls of the much-talked-about Knoxville Research House!

Here’s the big feature that’ll draw the crowds to your next Open House. Use it in the
living room, family room, child’s bedroom, or den; and as a wonderful, economical idea for
getting more space out of closets. It’ll be a prospect-pleaser in any room.

The Panelok wall system is available in 2’ x 8’ panels in the Royalcote colors shown
below, or unfinished ready for painting.

=

In 4 exciting colors

NEW! Royalcote® wood-grain finishes offer beauty, low cost

Here are full-bodied tones designed to harmonize with any decor. Combined with the handsome
walnut-grained pattern, they lend a rich warmth to room settings. A coat of wax or clear sealer
on these smooth hardboard panels will make them a permanent part of any home.

For complete details about these newest Masonite contributions to better building value, see
your lumber dealer or write Masonite Corporation, Box 777, Chicago 90, Il

Royalcote Rosé Walnui Style Royalcote Antique Walnut Style Royalcote Champagne Walnut

Royalcote Misty Walnut Style

#100. A cool and elegant shade #103. Rich in tone, it blends #104. For the more tradition- Style #102. Light and spar-
to complement blond furnish- with Early American or West- ally minded. Superb for an kling, it sets the mood for the
ings. ern motifs. accent wall. relaxing hours.

MASONITE 44.“..\,. S B B A

*Reg. T. M. U. S. Pat. Off. by L. A. Darling Co. ®pasonite Corporation—manufacturer of quality panel products.
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Why 1s RHEEM-RICHMOND

The Fastest Growing
Name
Plumbing Fixtures?

T WOULD be too easy to say
that Quality is all that lies
behind the rise of RHEEM-

* |  RICHMOND to such an im-
portant place in the manufacturing
of Plumbing Fixtures. A lot of dif-
ferent things go to make up Quality.

G

Superior Materials
RHEEM-RICHMOND Plumbing Fix-
tures are made of controlled process
enameling cast iron, the finest enam-
els and the best china clays. This
means we start with the finest ingre-
dients.

Exceptional Design and
Top Engineering

For beauty of line, for arrangement
of flat and curved surfaces, you'll
find RHEEM-RICHMOND fixtures styled
for today — and yet with good taste

that will be just as good years from

now. And for functional engineering

— you'll see that RHEEM-RICHMOND

makes no compromises, insists on top
A

performance. The Futura lavatory
on the lower left is an example of
RHEEM-RICHMOND's modern styling
and superior engineering ...

Skilled Manufacturing
Personnel
For length of service and pride of
craftsmanship, the men of RHEEM-
RICHMOND are outstanding in the in-
dustry. Supporting these craftsmen
is an unequalled system of checking
and final inspection. We add Quality
Control to Quality Materials and
Quality Workmanship.

Complete Line, Full Selection

By “complete” we mean complete in
all aspects — color range, matching

design, price—for all residential, in-
dustrial and institutional uses.
Throughout the completeness of this
line, RHEEM-RICHMOND maintains its
outstanding quality. There is a
RHEEM-RICHMOND Plumbing Fixture
for your every plumbing need.

Perfectly Matched Colors
The home-buyer or remodeler can
choose from seven colors (plus
“Whiter-White’’) of RHEEM-
RICHMOND fixtures — each color per-

fectly matched, in a wide choice of
matched designs. What's more,
RHEEM-RICHMOND provides this va-
riety of colors in each price bracket.
For example, this new RHEEM-
RICHMOND closet combination pic-
tured above, The Lacrosse, with its
modern lines, is actually priced in
the economy bracket.

Colors are worth extra emphasis,
hecause they are probably the quick-
est way to measure quality — again,
quality that goes all the way from
materials to final inspection. RHEEM-
RICHMOND's non-fading colors really
match — and match forever.

More New Products
Continuing product development is
another reason for the rapid growth
of RHEEM-RICHMOND. As an example,
the 1959 line offers still more new
closet combinations. Among others
is the Claymore, pictured to the left,
with its luxury look in the moderate
price range.

What This Means to You

Apart from your pride in selling
proved quality, you make more profit
with RHEEM-RICHMOND fixtures by
eliminating headaches and call-backs.
So you profit and the ultimate con-
sumer profits.,

This is the story behind the Fast-
est Growing Name in Plumbing Fix-
tures. Write for literature.

PLUMBING FIXTURES DIVISION

Rheem Manufacturing Company, Metuchen, New lersey

HOUSE & HOME
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WHAT THIS ISSUE IS ABOUT

Why the quality house is your opportunity
Yesterday's house is as obsolete as yesterday's car
Look at the fine new qualities we have to sell
Everything is set for a boom in quality houses

WHAT BUILDERS SAY ABOUT QUALITY

Nothing sells like quality—but you've got to prove you've got it

WHAT THE QUALITY HOUSE SHOULD BE

It will take cooperation from our whole industry
It must offer the most value per dollar
And it should cost less than $1000 more

HERE'S WHERE YOU CAN SELL QUALITY

Sell it with space—big-enough rooms and big-enough garage
Sell it with a bigger and better roof

Sell it with texture and variety in your walls

Sell it with better windows

Sell it with the right flooring

Sell it with the built-in convenience of big-enough storage
Sell it with a fully equipped kitchen

Sell it with better baths

Sell it with the economy of full insulation

Sell it with sound-conditioned quiet

Sell it with better heating, cooling, and air cleaning

Sell it with the convenience of plenty of hot water

Sell it with adequate wiring and piping

Sell it with the security of good hardware

HERE'S HOW YOU CAN SELL QUALITY

Display your wares like a showman
Use cutaways to let buyers see the quality
Train your salesmen to point it out

NEW IDEA IN HOME MERCHANDISING

What is the “deep sell”?
How Fox & Tacobs make it pay off

NEWS

Imported building materials: new competition for US producers
Are mortgage rates poised for a new jump?

Exclusive: the housing boom in Hawaii

Tax troubles face realtors over multiple listing services

Index to these and other News reports

NEW WAYS TO BUILD BETTER

Technology: how to build a slab for $1 a sq ft

What the leaders are doing: spring roundup of new models
New products for homes and homebuilders

Reviews of new technical literature

DEPARTMENTS

Letters to the editor
Advertising index

133




“We advertise these homes as custom quality at volume prices.”

“We use the same quality materials in this $15,590 model as we
use in our higher priced ($25,000) homes.

“We sold out our entire 500-home community three weeks after
opening and now we have deposits on 171 more homes that we
cannot deliver for the next nine months—so we know first hand
how strong the market is for quality.”

Dave Fox, chairman
NAHB Merchandising Committee
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This merchandising issue
1s dedicated to

The homebuilders of America . . .

to help them double their sales in the great new market of newly prosperous
families who still hesitate to buy the better new homes they can now easily
afford . . . to help them use today's quality as a selling tool to tempt millions
more able-to-buy families out of their present homes . . . to help them bring
down the cost of quality and so make quality doubly effective as a sales aid.

The appraisers and lenders of America . . .

to give them a practical yardstick of quality . . . to let them see how little more
it costs to build much more long-term value into the houses they finance . . . to
encourage them to give full appraisal credit for quality’s extra cost and so play
a more dynamic part in raising the American standard of housing,

The realtors of America . . .

to help them make a selling point of each added quality and so encourage more
builders to put more quality into the houses they contract to sell . . . to let them
see how much better we can build houses today than ever were built in “the
good old days” . . . to help them sell low-maintenance, and long-term value, and
better living instead of just talking low price and casy terms,

The architects of America . . .
to help them understand why sales appeal is an indispensable requirement of
every house they design for the built-for-sale market and so help them play a
more direct and effective part in raising the American standard of housing.

The building products manufacturers, distributors, and dealers . . .
to help them see why it is so important to give more selling help and much better
sales ammunition to their own “second sales force™ which includes the builders who
put quality products in their houses, the architects who write quality products into
their specifications, the mortgage lenders who provide the long-term financing with-
out which quality products cannot be sold, the appraisers who fix the price of
quality, the dealers who stock and merchandise quality products, and the realtors
who sell quality products to the homebuying consumer as part of the finished house.

The homebuyers of America . . .

to help them enjoy homes where they can live much better for less, homes whose
low operation and low maintenance cost will pay twice over for their better con-
struction, homes that will not need costly changes, additions, and replacements
because the rooms and the closets were not built quite big enough, the building
products and materials used were not quite good enough, the pipes, the wiring,
and the conveniences were not quite foresighted enough.
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The technical and construction sections of this issue were
written in collaboration with our Technical Consultant
Leonard Haeger, aia, former research director of HHFa,
former research director of NanB, and former vice president
and technical director of Levitt & Sons, Inc.

All cost comparisons in this issue are based on a 1500
sq ft house, with a 3’-roof overhang and 20% glass in
the walls.

So this issue is all about

How to sell today’s better houses

and
how to sell QUALITY

For today’s living, today’s good new houses have it all over yester-
day’s best, but . . .

not enough homebuyers know it, and

not enough builders and realtors know how to sell it.

So millions of families who could well afford to trade up to better
new houses go on living in old houses; old houses outsell new houses
three to one; and our industry misses out on hundreds of thousands
of sales we could be making if more homebuyers were made to
understand and appreciate quality, and if more homebuilders dared
ask a little more money for the new features and the new quality
old houses lack.

Old houses, like old cars, are usually cheaper, but they can
seldom compete with good new houses in convenience, comfort,
operating economy, or quality.

So the housing industry can tap a great new market if it learns
to sell

The advantages of the new
The economy of quality
The expensiveness of cheapness
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From now on it will get harder and harder
to sell the price appeal of minimum new houses,

because: 1. In most markets the shelter shortage is over; the American public is
now better housed than ever before, thanks to the 13-million new
homes our industry has provided since World War II;

2. In most markets enough good used houses are becoming available
to meet the needs of first-time buyers who cannot afford a good
new house; the millions of two-bedroom houses built right after the
war are fine for young couples just starting out, but their present
owners have outgrown them;

3. The price of houses built before 1950 is falling; and

4. No matter how much the builders cut their costs, today’s wages and
today’s material prices make it almost impossible to build stripped-
down models cheap enough to compete with the falling prices of
secondhand units.

SERSRRRRRANANY
But look at all the fine new qualities we have to sell

Today’s good new houses can be built much better and tighter than houses were built in “the good old days.”

Today’s good new houses can be cooled in summer and heated in winter for less than old houses cost for
heating alone. Today’s good new houses are well oriented and well insulated—-
and the better they are insulated the less it costs. Today's good new heating and
cooling equipment is much more efficient, so a well-built 12,000 sq ft house can
be comfort-conditioned all year round for an operating cost of less than $150.

Today’s good new houses can make servantless housework easy. They have fewer stairs to climb and fewer
steps to walk. They can be cleverly planned with the kitchen handy to the
front door to answer the bell, handy to the garage door to bring in groceries,
but handy to the patio too for alfresco lunches and barbecue suppers. They can
cushion the kitchen floor to save the housewife’s feet, and they can include
built-in dishwasher, disposer, refrigerator, range, oven, freezer, intercom, washer,
and dryer—all sold under a package mortgage with up to 30 years to pay.
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Today’s good new houses can

Today's good new houses can

Today’s good new houses can

Today’s good new houses can

Today’s good new houses can

Today’s good new houses can

Today’s good new houses can

Today’s good new houses can

have more baths and much better plumbing—and the second bath costs only
half as much as the first. They can be built with adequate wiring for electrical
living, and adequate piping for today’s use of gas. They can be much better
lighted day and night. They lend themselves to today’s fresher decoration,
today’s better colors, today’s richer textures. They can make use of scores of
fine new products and new maintenance-free materials.

have much better floors in a great variety of surfaces and textures—hardwood,
linoleum, vinyl, rubber, cork, ceramic, terrazzo, or even carpet.

have more windows, bigger windows, and much better windows—windows with
self-storing screens, windows you can wash from the inside, windows that leak
less air—double-hung windows, double-glazed windows, sliding windows, case-
ment windows, awning windows, jalousie windows, piggy-back windows, win-
dows that need no putty, windows with removable muntins, wood windows,
aluminum windows, steel windows, sashless windows, and skylights.

have better roofs with a choice of materials for every need—cedar, copper,
aluminum, asbestos, tile terne, built-up or self-sealing asphalt. They can have
wide roof overhangs that let you keep the windows open even when it rains,
wide overhangs that shade the glass so you don’t have to pull down the shades,
wide overhangs that protect the walls so they need less maintenance and
less painting.

provide much better storage where storage is needed. They can have more
closets and better closets for today’s much bigger wardrobes. They can have
drawers that will not stick or warp. They can have ceiling-high closets for
seasonal storage on the upper shelves. They can have medicine closets big
enough for today’s much greater use of more medicines, more antibiotics, more
cosmetics. They can have disappearing stairs to ample out-of-the-way storage
in a dry well-ventilated attic. And they can have garages wide enough for
today’s much wider cars,

be planned for far more enjoyment of the land (which is what most families
move to the suburbs to get). They can be planned for rear living and privacy,
instead of front living in sight of every passing truck. They can be planned for
indoor-outdoor living with sliding glass walls between patio and parlor. They
can be set close to the ground, so indoors and outdoors can be united all on
one level.

be kept quiet with acoustic ceilings. They can have built-in range hoods and
built-in exhaust fans to blow out kitchen heat and kitchen odors, bathroom
moisture, and clothes-dryer steam. They can have intercoms to answer the
front door, listen for the baby, or talk from room to room.

be more efficiently planned for family living and larger families, with two
separate rooms for daytime life—a formal room and a family room, a room
for parents and a room for children, a room for TV and a room to get away
from TV, a room for quiet and a room for talking.

Today’s good new houses, in brief, can be packed with sales appeals few old houses

can match, sales appeals that cost two and three times as
much to add to existing houses as they cost to build into new
houses during construction.

Here is the housing industry’s great new chance to increase
its sales.
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Everything is set for a boom in Quality houses—
if we build them and learn to sell them

A brand new market is opening up just as the old minimum-house
market is closing down—a brand new market twice as big as the
market the industry has been selling—a market for more new
quality houses than all the houses, big or small, that have been
built since 1946—a new market for at least a quarter of a trillion
dollars ($250,000,000,000) worth of quality homes.

Says housing Economist Miles L. Colean:

More than 24-million families could qualify FHA to pay at least
$12,000 for a good home, but there are only 10-million units in
today’s housing inventory priced for that market.

i

More than 12-million families could qualify FHA to pay at least
$17,000 for a better home, but there are only 4-million units in
today’s housing inventory priced for that market.

I “ Here is a shortage of quality homes even greater than the shortage

T e S . —

—-—HP-?

of shelter right after the war. Here are more than 14-million able-
to-buy prospects waiting to be tempted with something much better
; than the used houses they live in now—something much better than
our industry has dared to offer them.

Here is a quality market well worth learning to tempt and to sell
/ 21000 # [ 7; 000 —a market of second-time buyers we can sell only by making them
want the new features and the new qualities lacking in their present

homes.

Incomes in constant dollars are climbing close to 2% a year, so
each year the need for cheap houses will get smaller and the present
surplus of cheap houses will get larger; the market for quality houses
will get bigger and the shortage of quality houses will get more acute.

By 1980 the average family will have an income well over $8,000
(vs $5,480 in 1957 and $4,600 right after the war, all in constant
1956 dollars). By 1980 nearly 25 million families can qualify FHA
for a $17,000 house, and 21 million of those 25 million quality
houses would have to be built and sold in the next 21 years.

FHA is going all-out to encourage quality

Look at all the Federal Government is doing to help you sell better
nomes.

1. The 1958 Housing Act cuts the FHA down payment to buy a
$20,000 house to less than the down payment required to buy a
$12,000 house before 1954, and the 1959 act may cut down pay-
ments still lower!
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2. FHA requires less income to buy a $20,000 house than FHA required
to buy a $15,000 house two years ago; less income to buy a $17,000
house than FHA required to buy a $14,000 house two years ago
(H&H, Jan 'S8, p 150).

3. FHA requires no more income to buy a quality house built with
maintenance-saving quality materials than FHA requires to buy the
same house $1,000 cheaper built with minimum materials (H&H,
Jan 58, p 152, Paragraph B).

4. FHA requires no more income to buy a house fully equipped with
labor-saving quality appliances sold under the package mortgage
than FHA requires to buy a stripped-down model of that same house
(H&H, Jan °58, p 152, Paragraph A).

S. FHA requires no more income to cover the operation cost of air con-
ditioning than FHA requires for the same house without air condi-
tioning (H&H, Jan 58, p 152, Paragraph C).

6. FHA is rethinking its whole appraisal procedure to assure builders
they will get full credit in FHA replacement cost estimates for every
extra dollar they spend for quality products and quality materials
(H&H, Sept *58, p 84A; Feb 59, p 134).

For most of these changes in FHA to encourage quality and raise
housing standards, the homebuying public can thank HHFAdminis-
trator Norman Mason.

Trade-in and trade-up are
making quality houses twice as easy to sell

Already two new houses out of three are sold to second-time buyers
trading up from the too-small or too-cheap houses they bought a
few years back.

More and more builders are taking old houses in trade to help
present homeowners trade up. More and more builders are tying
up with realtors to make a trade-in team (Los Angeles Realtors
Walker & Lee have opened eight resale offices to handle houses
taken in trade by the 52 builders for whom they sell (H&H, Mar).

Soon new legislation, new FHA regulations, and new Home Loan
Bank Board rulings may make trade-in much easier to finance (H&H,
Jan). Said Nels Severin when he was president of NAHB: “The
biggest single help we still need from Congress and the President is
a financing tool to make it easy for homeowners to trade up to
better homes by trading in their present homes, just as car buyers
trade in their old cars.

“That tool need not cost the taxpayer a penny, but it could easily
triple the sale of better new homes.”

Before the year is out, the better financing needed to make trade-
in work should be available.

MAY 1959 14]




“Quality
really

sells
houses —

but you've got to
display it,”
says Mel Larsen

Tampa never had a sales success like Mel Larsen’s.

Last September he opened a new 4500 lot subdivision, the largest
ever seen in Tampa. He sold over 200 houses the first week, and
then settled down to a steady run. In six months he had sold 662
houses in the $9,000 to $13,000 range—all the production he could
handle.

A big reason for his success, he says, is that he tied in with
quality products and displayed them handsomely in his sales and
display building (photo above). When thousands of visitors came
out to Larsen’s Clair-Mel City, they first went through his furnished
models, then were routed past his special displays (you will see
them on p 790). His promotion program got an extra boost
from York Corporation which helped him promote “Tampa’s first
air-conditioned city.”
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LARSEN (above) stands in front of his new
sales and display building which he put up as
a showcase for quality products after his ori-
ginal display area (below) proved that good
displays pay off.

We instill confidence in our buyers by displaying a trade
mark showing a house and a hammer with our slogan “Crafts-
men with imagination and integrity.” This trade mark appears
on everything from paychecks to pickup trucks, from news-
paper advertisements to a brass name plate sunk into the
driveway of each house. We also display a magazine award
we won for building the best house for the money in our state.

MarTiN GreicH, builder
San Diego

We find that people who buy the surface
gloss still need reassurance about the prod-
ucts used in the house. So we use product
displays to reassure them.
MarviN B. MyEers, builder
Rockford, Il

Quality is a big sales appeal if the builder talks about it and
gives it a good display. We had used a few product displays
before but never a whole group until now when we have a
big show in each of our model houses. They are a real boom-
factor in our sales. We know they work because of people’s
interest in them and because of the new kind of technical
questions our salesmen are getting now. We also know our
displays are making both our buyers and our competition
quality consciois.

: Dave Eomunos, builder

Clearwater, Fla,

There is no basis whatsoever for the state-
ment that people cannot recognize quality.
They can. They do. But by quality 1 don't
mean high overall costs in houses nor the
most costly product. Construction economy
can permit quality.

LINDELL PETERSON, past president

Mortgage Bankers Assn

Quality is the key word in the production of any new house
—aquality materials, quality workmanship, quality in planning
and quality in engineering. It is possible to have all this and
still keep the cost within reasonable bounds.
Joun G. JEWETT, vice president
Prudential Insurance Co of America

We gain acceptance with customers who
never heard of us by tying in with Satur-
day Evening Post-advertised products. We
display the Post-advertised brand names
and the magazine’s name in our sales-
room. Throughout the model house we
show the names of the products along
with a plastic plague which shows a check-
mark and the words “a mark of quality.”

Dick Fox, builder
Plymouth Meeting, Pa.

Most people are shoppers. We know they've seen or will
see a lot of other houses before they buy ours so we con-
vince them we have the best deal by showing quality products
in a good setting—the model house. In it we name all the
brands to reassure them we're giving them “old fashioned
quality at old fashioned prices.”

Jim Hiy, builder

Houston

We hand out a brochure we call a “Check-

list for quality specifications” and ask peo-

ple to check our products and workman-

ship against others before making a choice.
BiLLy UnperwooD, builder
Dallas

If manufacturers will spend time educating appraisers about
quality, it stands to reason that higher appraisals for higher
quality will result.

Cut-rate builders can sell low, but they are the best friend
the quality builder can have, for the “cheapie” makes pros-
pective buyers shop with a suspicious glint in their eye. The
quality builder's products can withstand sharp scrutiny.

W. H. Hunt, vice president
Georgia-Pacific Corp.
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“Quality

pays
oll —

but you've got to prove
you've got it,”

says Charles Huber

Year after year Charles Huber sells more houses in his price class
(now about $13,500) than anyone else in Dayton and Columbus.

Last year total sales were close to 900. Despite this big volume,
Huber’s sales are not automatic. He is like a man hawking silver
dollars on Fifth Avenue for 85¢—people are suspicious. “What’s
wrong with those houses?” people ask. “At that price they must be
using cheap materials.”

A big part of Huber’s success results from the way his salesmen
use cutaway exhibits and cutaway construction to prove they have
a good house. They start out knowing they have to prove quality
construction and they sell quality products, materials, and methods
all the way (you will see how on p 200).

HOUSE & HOME




HUBER (azbove) puts cutaway
panels at convenient locations
around his model house so
prospects no longer need wade
in the mud to the construction
site (right) to see how the
house is built.
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Buyers who have been stung by a bad house before or by
bad products in a house are wary when they look for a new
one. They check the weight of shingles, the size and make
of the furnace, the type and quality of insulation, the traffic
pattern within the house and the outdoor living around it.
You've got to give them their maoney's worth and usually
you can convince them they're getting it with well known
products.

GorpoN  WILLIAMSON, ex-president

NAREB

Even among low-income groups people are
becoming acquainted with quality mer-
chandise which they never knew existed
nor thought they could afford. As more
quality merchandise is offered to them.,
they are going to demand more—and get
it.

STEWART B. MATTHEWS, general director

International Trader's Club of NARER

Too many people in the building industry
—whao basically aren't builders—take the
artitude that you should only build quality
if you plan to stay in business for a long-
time. What they don't realize is that you
can actually make more money building
quality today. It takes so litile to do a
job right.

James  Strauss, builder

Lincoln, Neb.

There is really only one way to build a house and that's the
right way. I build a lot of houses—as many as 2,000 a year
—and if I don’t build them right my telephone can fjingle an
awful lot of times. It's only logical to conclude that if I
want to build more and more houses—and | do—then I have
to build my reputation on quality.

AL BRANDEN, builder

San Jose, Calif.

Quality of workmanship is perhaps the
most common fault of merchant building.
It is also the most easily corrected. And it
also costs very little, if any, more than
shoddy workmanship.

The most successful merchant builders
are invariably the ones who are most
quality conscious, particularly in work-
manship. They not only have made more
money but have had better relations with
their customers. Quality of this type does
not need to be sold: it sells itself.

DonaLp Honw, archirect
Tulsa, Okla.

Today the builder must act like a gigantic purchasing agent

for his customers. To get customers he must buy the right

things for them. A builder makes a mistake if he fails to

choose products which have the most value and reliability per

dollar. If the builder is careless about the quality of items he

chooses, his reputation slips and his sales slip with it.
BurtoN W. DUENKE, builder
St. Louis

I'm sure that most buyers are looking for
quality—not only in materials, but in
design, livability, environment. If elements
of quality are made evident in the house
this should reduce the sales cost—and that
is no small item as most builders are be-
ginning to find out.

A, Quincy JonNEs, architecr

Los Angeles

The modern informed buyer is probably the least difficult

to convince that quality is not a luxury but rather is an

economy. Better quality shows up in longer wear, lower

maintenance, fewer replacements. And since this decrases

the drain on the family wallet the economy of quality be-

comes one of the most important tools a realtor has.
ALEXANDER SUMMER, ex-president
NARER
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“Nothing
sells

like
quality —

if you point it out
and demonstrate 1t,”
says Bill Beck

Last year in four southwestern towns Bill Beck sold 750 houses.

This year his target is 1,200. His price range runs all the way
from $8.250 to $60.000.

Beck sells a lot of houses because his salesmen are trained demon-
strators. To help them, last year Beck decided to supplement his
four furnished models in Odessa with a special demonstration room
where salesmen could show all the quality features and quality
products that go into his houses. Did it pay off? “Very definitely,”
says Beck, “it helps our salesmen and it gives buyers more knowl-
edge of our products and a lot more confidence in them. It is a big
factor in making people conscious of our quality.” (You can see
how Beck’s salesmen demonstrate on p 206.)
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We demonstrate quality by leaving part of
a house unfinished. Salesmen then take the
prospects around and demonstrate every-
thing they can: we even throw flaming
lighter fluid on countertops to show
their resistance to burns. We also found
that the display area is a good place for
salesmen to close the sale: a prospect is
under a constant urge to sign up after he
has seen all the quality items around him.
ANDY PLACE, ex-chairman
NAHB Research Institure

The day of easy selling is gone. The public recognizes quality
more every day. I'd say 80% of the people buying houses
know the right questions to ask. We answer a good many of
them by using all the standard big-name brands. Name brands
which imply quality are what is selling—not pony rides and
gimmicks. And it doesn't cost much to use quality products—
only 3% of your sales price.

GrorGe HevLtzer, builder

Anaheim, Calif.

When we sell quality we do it not in terms
of ourselves but in terms of the customer
and the benefits the qualities have for him.
We sell the benefits in terms of easier
maintenance, better health, greater econo-
my, pride of ownership.

JouN G. CLARKE, realtor

Portland

We offer our model houses as meeting places for women's
clubs to get a chance to talk about and point to gquality
features in our houses. It is amazing how much time women
will spend to see and hear about quality products in houses.
And once they are convinced, they go out and talk about it
to others.

NiLs P. JounsoN, builder
Youngstown, Ohio

We sell quality all the way because it is
more important for us to stress quality
than for builders of higher-priced houses.
We are proving that it is possible to build
high quality at a low price. We give our
salesmen field training so they can demon-
strate to customers.

Joun Lone, builder
Phoenix

As a lender I'm vitally interested in quality. We encourage
builders to put in more quality by getting our appraisers to
give them added value for it. We know it pays. The public
is more conscious of quality than ever before. People are
now better educated to housing standards and many new
purchasers have had previous houses to guide them in their
next selection.

HeNry Buss, past president
US Savings & Loan League

BECK (above) points out quality feature
of new window used on model house:
salesman (below) greets prospects in
Beck’s product demonstration room.

The best materials are the cheapest in the long run. T can
buy doors 50¢ cheaper and save, say $6 a house, but if I
have to have a man come in to fix just one of those doors,
it costs me more than $6. I use a mixed line of appliances
—I buy the best regardless of who makes it. The best manu-
facturers have good service to back up their quality. That's
important because callbacks can grind down a builder faster
than anything else.

Joe Eicwier, builder

Palo Alto, Calif.

We know people like to buy brand names
in which they have confidence.
Joun R, Warp, builder
Lafayette, Calif.

People are crying for greater quality. They
are very conscious of items with little or
no maintenance and a long life. The sale
of quality equipment could be quadrupled
this year if appraisers would recognize
quality,

WiLLtam Froyp, architect

Houston
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But here, alas! are seven sad obstacles to overcome
before the quality house can be the best seller

WUnfortunately:

Too few homebuyers recognize quality when they see it. Too few home-
buyers understand the importance of quality, so too few homebuyers are willing
to pay even a little bit more to get it. Too few homebuyers really know the dif-
ference between a good house and a house they will soon be sorry they bought.

Too few homebuyers know the difference between asphalt tile and vinyl
asbestos tile, between a ten-year roof and a 20-year roof, between brass bath-
room fittings and white metal fittings, between cheap electrical devices that
won't last and specification-grade devices that are twice as good. Too few know
that a shaded-pole direct-drive motor that saves $20 on the first cost of the
forced hot-air blower can add $17 a year to its operating cost. Too few know
enough to ask whether the “full insulation” hidden in the walls is 1” thick or
2" thick, paper-wrapped or foil-wrapped.

Cqually unfortunatelp:

Too many lenders do little or nothing to encourage quality, even though
quality offers them the best assurance of long-term value and security. Too many
appraisers give too little added credit for quality to cover its added cost. Until
just recently, even FHA was stacking the cards against quality, discriminating
iinst quality first in its mortgage pattern, second in its income requirements,

age

and third in its valuation practice and procedure.

Equally unfortunately:

Too many building product manufacturers discourage guality by quoting
more favorable prices on their poorer grades than on their better grades (because
they give the poorer grades a break based on bigger volume). For example:
An electrician who buys specification grade devices pays twice as much for
them, though on equal volume their cost might be less than 30% more.

Cqually unfortunatelpy:

Too many subcontractors load installation mark-up for better produects,
even if their labor cost is the same. For example, some New York paper
hangers charge $1 a roll to hang $1-a-roll paper, $2 to hang $2-a-roll paper, $3
to hang $3-a-roll paper. Resilient flooring contractors often quote 10¢ more a
sq ft for vinyl asbestos tile in place than for asphalt tile that costs them only
2¢ less. Apparently these subs figure that anyone who specifies the cheapest
product is too price-conscious to overcharge; and anyone ready to pay more
for quality is less likely to watch the pennies on labor.

148 HOUSE & HOME




Equally unfortunatelp:

Too few better-house builders work as hard at cost-saving as the builders
of minimum houses. Too few better-house builders build as efficiently and eco-
nomically as builders in the far-more-competitive minimum-house market. A
production builder should be able to build as good a house for $25,000 as could
be built one-at-a-time for $40,000 or perhaps more. Too often the builders
dissipate half this advantage by getting lax about their construction economy.

Spending a little more for better materials and better components makes it
even more important than ever to waste less on obsolete methods or faulty
scheduling.

Equally unfortunately:

Too many dealers try to take a bigger mark-up on brand-name quality
products. This is a particularly sore point with brand-name manufacturers in
many lines like windows, cabinets, and hardware where they have to compete
with many small concerns that short-circuit established distribution channels.

Most unfortunately of all:

Too few builders and too few realtors know how to sell quality, and too
few manufacturers give them adequate help and adequate information to sell
quality. (Most manufacturers think their selling job is finished when they sell
the builder, instead of realizing the builder is really part of their own second-
ary sales force and their sale is completed only when the builder has resold their
product to a consumer as part of the finished house.)
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Here is a selling problem that can be solved only by the most
intelligent and understanding cooperation among architects, build-
ers, appraisers, lenders, manufacturers, subcontractors, dealers,
and realtors.

T his issue of HOUSE & HOME is planned, researched, written, and
edited with this single purpose—to give everyone in the industry a
better understanding, item by item, of what quality means and to
lay a foundation for industry-wide cooperation to sell it.

149




A quality house

need not be large, or plush, or expensive

Quite the contrary, in fact: a quality house should cost less to own,
even if it costs more to buy.

A quality house is a house where quality has not been sacrificed
just to get the price down. A quality house is a house built for
maximum long-term value instead of minimum initial price. A
quality house is a house whose hidden values are as good as the
surface values everyone can see.

A quality house should be the best house for the money; it is
seldom the best house money can buy.

A quality house must always be economical, even if it can seldom
be cheap.

A quality house
lets builders offer consumers the most value per dollar

We all know that below a certain price level (which varies from city
to city) builders must begin taking value out of their product much
faster than they can take dollars out of its price. For three reasons:

1. “All your costs per sq ft come down as the house gets bigger.”

So says Rudard Jones, director of homebuilding’s No. 1 research center,
the Small Homes Council. If the first 1,000 sq ft cost $12, the next 500
should cost less than $5. If the first bath costs $1,200, a second bath
back-to-back should cost less than $600. If an almost useless 18" over-
hang costs $100, making it a good 36" should cost only $50 more.

2. Quality costs no more to install

On-site labor is the big cost in homebuilding. And the labor cost for
installing quality products should seldom be more and often be less
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than the labor cost for installing inferior products. For example: A ten-
year hot-water heater costs not a penny more to install than a heater
that will fail on the 366th day. Copper pipe costs less to install than
galvanized. A 20-year roof costs hardly a penny more to lay than a
ten-year roof.

3. Everything costs less to install while a house is being built.

For example, adequate wiring (at least 100 amp service) costs less than
half as much to provide before the house is finished. Full insulation
costs 60% less if it is installed before the walls are closed. And the
cost is a fraction as much to provide a second bath during construction
as 1t costs to tear the house to pieces to add a second bath later.

The quality house is the biggest bargain builders can offer. So it is
penny-wise pound-foolish for builders to build anything less, for
architects to plan anything less, for lenders to finance anything less,
for suppliers to manufacture products for anything less, for realtors
to sell anything less, or for consumers to buy anything less.

should cost very little more to build

Most builders could absorb all the added cost of quality without
raising their prices at all if they would adopt more of the new ways
to build better for less we reported last September (in collaboration
with the NAHB Research Institute). Most builders could save enough
to use only quality products if they would cut their costs with
trusses, modular wall panels, coordinated windows, etc. Many build-
ers could get adequate wiring for less money than they now pay
for inadequate wiring. Some builders could get two baths for little if
any more than they now pay for one (“I began saving $300 a house
after I took time out to learn about plumbing costs,” says Research
Institute Chairman Bob Schmitt).

All the added costs for basic quality (see p 153) add up to less
than the wasted cost of archaic and conflicting building codes,
(H&H, June 1958). They add up to a lot less than the useless cost
of land price inflation. They add up to less than the discounts most
builders have to pay for tight money.

Says Stanley Edge, the homebuilders” No. 1 merchandising con-
sultant: “You can't sell more houses by taking out quality and sales
appeal to get your price down. That’s the worst way to economize.
The only good way is to use better design, better methods, and better
new labor-saving components to offer more value and more quality
for less money. And this year hundreds of builders are proving it
can be done.”
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Of course—
a quality house should look like quality

If a builder’s architect can’t help him build a better looking and
better living house for less money, then the builder is working with
the wrong architect. And that is almost as true of the decorator
and the color consultant.

Good looks are an essential ingredient of any quality product.
So is good color, whose sales appeal has been proven again and
again. Good color costs not a penny more than bad color, and very
little more than plain white.

A more pleasing effect is a good enough reason for spending
more money for shakes than for shingles, more money for pure
vinyl flooring than for vinyl asbestos that will wear just as long,
more money for many other costlier products.

And even the best-looking products won’t add up to a good
house unless they are tastefully combined.

Good design costs no more than bad design; often it costs less.
Good taste costs no more than bad taste.

All this Houst & HoME has said many times before, so we will
not say it again in this issue.

A quality house
needs quality construction

Quality products won't guarantee a quality house unless they are
well installed. The best heating equipment won’t assure comfort at
Jow cost unless the system is properly balanced. The best 20-year
roof won't last unless it is properly installed. The best flooring is
seldom much better than its subfloor. The best windows will leak
air if they are carelessly fitted.

This, too, HoUuSE & HOME has said many times before, so through-
out this issue we will just assume that the quality products we specify
will be properly installed.

A quality house
will use brand-name products

Best assurance of quality a homebuyer can expect is the maker’s
brand-name on his product and the advertising dollars the maker
spends to build confidence in his good name. Quality must be more
than skin-deep; the looks of most quality products are too often
easy to imitate in inferior substitutes; and few homebuyers can
tell the difference just by looking at the part that shows.

| This, too, HoUusE & HOME has said so often before that we shall
not repeat it again in this issue. It holds true for every housing com-
ponent and every quality standard.

Last month the Brand Names Foundation honored five merchant builders with awards for

the excellence of their brand-names merchandising. First award went to Willard Woodrow.

Certificates were also awarded to Ronald S. Brock, Fox & Jacobs, Bob and Dick Fox, and
152 Harry W. Reed.
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Meeting minimum quality standards

could cost less than $1,000 more

On a 1,500 sq ft two bathroom plan, here is a rough item-by-item
cast-up of how little more it could cost a merchant builder to build
quality into every part of his house instead of using the cheapest
materials and components FHA would pass:

2l ST T o S S e R i $150
B T A R L e el it s 20
I S e B S Nl S R O R e 135
ST e e T R e Mo o A L g o 60
e T e N U S L e ST e I 60
DO IO s S e e i i s s 4 60
Adequate TOSUEMION . ./u.iesieissis s s v - < «30 10 100
e S A S el S R R R A S 140
Better heating and CODMRE . ... viis b o s 125
B R T R EICIONIE 0 Lo o s i b g et o i 75
BT WatEE BEBET . con it i 5 e mi o oy o i e 20
Pt T S T Ol R SR S e M 5C
3170 T SRl U B e o i i S O A L RS R $995

The added monthly payments on $1,000 added to the mortgage
would be about $8, but the better quality could save two or three
times that much on operating, maintenance, and repair costs.

Says Carl Mitnick, president of the NAHB

Says Bob Mitchell, president of the USS&L League

MAY 1959

¢¢If you want to sell a new house to a family who already own their
own home, you must offer them something better, not just something
further out. For example:

If their home is too small, you must offer them more space.

If the family have grown too big for one bath, you must offer
them two.

If their heating bills have been too high, you must show how
your new house will cut them.

If high maintenance costs have been their headache, your house
must cut maintenance to a minimum.”’

Martin

¢¢Our member associations plan to play a much more active and dy-
namic part in encouraging builders to build more houses for the
quality market.

As quality standards for housing evolve, we can render a real
public service by using them as the yardstick for our appraisals and
by increasing our loans to reflect the greater value they assure.

Where the higher price of a house reflects the higher cost of low-
maintenance quality materials and equipment, the League advises
its members to require less income* to buy it (rather than more). 7

H&H staff
=

“FHA may soon announce a similar policy (HaH, Feb '59, p 145)
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How to sell quality space
with big enough rooms and a big enough garage

Everybody wants more space. From coast to coast the best sellers
are houses that offer more space per dollar.

Lack of space is the homebuyers’ No. 1 gripe against new houses.
Lack of space is the No. 1 reason more homebuyers buy old houses
than buy new; and lack of space makes a house hard to re-sell. Says
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one of the biggest mortgage lenders (Metropolitan) : “Proper room
sizes facilitate the rental or re-sale of residential properties, thus
reducing the possibility of loss through foreclosure. . . . This element
of security is of primary importance.”

A quality house need not be big, but it must be big enough to
have big-enough rooms. And it is mighty hard to squeeze three big-
enough bedrooms, two big-enough baths, a big-enough kitchen, a
big-enough living room, a big-enough family room, a big-enough
entry, and big-enough storage into much less than 1500 sq ft. (The
small quality house shown in the frontispiece has 1450 sq ft of air
conditioned space plus 468 sq ft of garage and outside storage.)

Minimum sizes for big-enough rooms are much bigger than FHA
standards require. Here are some Quality House minima which
represent a rough consensus of the Small Homes Council, the
Cornell Kitchen Study, and the mortgage department of Metro-
politan Life, which has done such effective work to raise room-size

Master bedroom ............ 171 sq ft

standards and encourage builders to provide rooms the furniture

Second bedroom . ..o ... 110
Third' bedroom ... ..o .ot 0100

will fit: (minimum bedroom width 9%2")
e BAR wooilints o o sision e 40
Add 70 sq ft for partitions and you are already up over 1350 sq ft, T s S A I e 40

with all your spaces the rock bottom minimum for big-enough rooms
and with no allowance for extra space needed to give each room
pleasing proportions, no allowance to meet door and window re-
quirements, and no allowance for the impossibility of making six
minimum rooms and two minimum baths fit together without adding

a foot to any of them.

MAY 1959

Liveeg ‘room ..o T 196
Famaillyr TOOB: -« . ivvs ot i saiats 220
B R e L it e 112
Entey (&XEGY . o nnaions i 64
Bedroom hall (3'4"x16")..... 52
Lawndry and heater ......... 50
R 0 a5 o b i o D

flige] ) R E RSN 1l . L

More space is the cheapest thing to add

Too-small rooms are just about the easiest and cheapest fault to
avoid, but they are the most expensive if not impossible fault to
correct. If a too-small room costs $10 a sq ft, a smart builder can
add enough space to make it big enough for less than $5 a sq ft,
for the big-enough room needs no more corners and no more open-
ings to run up its cost. (Builder Bob Schmitt, chairman of the
NAHB Research Institute, adds finished space for as little as $3.37
a sq ft, including overhead and profit.) So, for example, if a too-
small 80 sq ft bedroom (FHA minimum) costs $800, you can make
it 37.5% larger and just-big-enough at 110 sq ft for only $950.

The master bedroom:

FHA will accept 120 sq ft, but the Small Homes Council* says “The
smallest desirable size for the master bedroom is 171 sq ft
(9%2"x18’) or preferably 187% sq ft (12%’x15").” And sHC
warns that “these dimensions may have to be increased if doors
or closets are so located as to conflict with the most space-saving
furniture location.”

Figure it out for yourself.

“It is essential to provide for twin beds in the master bedroom,”
says SHC. “Even if the homebuyers do not own twin beds it is
important to provide for the minority who do, in order to insure
maximum marketability for quality houses.” Twin beds side by

*SHC material on bedroom sizes is taken from Livability and dimensions for bed-

rooms by W.H. Kapple, 13th annual short course in residential construction. continwed
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side are 7’ wide and 6%’ long. You need at least 3" of go-space
at the foot, so the minimum room width is 9%2’. You should also
allow at least 3’ of go-space on one side of the two beds, 112’
between the beds, and 1%’ on the other side (otherwise the bed
will take twice as long to make—and Metropolitan requires 2 in
all but the cheapest houses). That makes the minimum length of

~

Ul e

7

t

E 180" =] a twin-bedroom at least 13’ without a single piece of furniture ex-
* % cept the two beds. For the other four pieces recommended by sHC
Here are the furniture plans suc used to figure (dresser, vanity, easy chair, and one optional item), “it is neces-
minimum sizes for a good master bedroom. sary to provide two additional areas of free floor space—one at

least 2'x8’, the other at least 3'x8”.” With a 94" room width, this
would make the minimum length 18" and the minimum area 171
sq ft, “provided the closets are on the long side. With closets on
the short side, the area must be increased slightly.”

']
i

“A bedroom 9'4’x18’ permits the most efficient use of space”
says SHC, “but it is not as pleasing as a room 12%2’x15’, which
has the further advantage of permitting more than one bed loca-
tion.”

6-

’

12

The other bedrooms

FHA will accept secondary bedrooms as small as 80 sq ft, but sHC
sets the minimum for good livability at 110 sq ft; the smallest bed-
room Metropolitan shows as “acceptable” is 121 sq ft, and sHC
points out that its 110 sq ft minimum is unworkable if the hall
door is within 2’ of the bedroom corner or if the closet is located
on the short wall. Both sic and Metropolitan use double beds and
two other pieces of furniture as the basis for their minimum bed-
room plans. Minimum room width with 3’ of go-space at the foot
of the bed is, of course, 9%42". The double bed with 12" free
on one side and 3’ on the other needs at least 9" of wall. The other

et

S it two pieces of furniture need 2’ depth. If the 3" go-space beside the
“W“”NH””“””m”“mmm‘ bed can do triple duty to provide for the hall door and to provide

— go-space for the other pieces, you can get by with 11”. So sHC

Above is how suc figures the minimum size for says: “the minimum that will comfortably accommodate three
secondary bedrooms. Below is the smallest second- pieces with a dual bed location is 9%2’x11%"—an area of 110 sq
ary bedroom Metropolitan shows as “acceptable.” ft.” And this would have to be increased to 10%2'x11%2" if the

closet is located on the short side.

f——11%-0"——

b | | TR T ’T
Q|| double bed
~
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This is the tightest suc plan for the bedroom wing.

Fitting minimum quality bedrooms together is a hard problem.
sHC says: “The bedroom wing cannot be reduced below 24’ width
without squeezing the bedrooms below the minimum desirable
dimensions.” And the smallest bedroom wing sHc shows with
three bedrooms, two baths, and bedroom hall is 624 sq ft.
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This is Metropolitan’s furniture plan for the

smallest good living room.

Living room

Smallest living room Metropolitan considers “acceptable” for even
the cheapest house is 196 sq ft, with 12’ the minimum dimension,
because “the living room should be large enough for a sofa, a
coffee table, two upholstered chairs, two or three occasional chairs,
and incidental furniture such as lamps and end tables,” and *all
the comfortable furniture should not be placed on one wall.”

Now that general acceptance of the family room is turning the
living room into a quiet room and a formal room, the minimum
set by Metropolitan for the cheapest houses may be accepted as
the bare minimum for a quality house too.

Family room

Family rooms get more use by more people for more purposes
than any other room in the house, so the family room should be
the biggest room in the house—at least 220 sq ft not counting the
kitchen work area. This 220 sq ft is only twice the 110 sq ft mini-
mum the Metropolitan requires for eating space in even the
cheapest three-bedroom house.

T e e T T e T T T T T T i T e e e e e
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Here is why garages must be wider,
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220"

Kitchen

The Cornell Kitchen Study recommends a kitchen work area of
96 sq ft. The Small Homes Council found an 8x10/ U-shaped
work area the smallest to which it could give a maximum score.
With the oven separate from the burner top and with a dishwasher
the sHc researchers found the minimum had to be increased to
112 sq it

Garage

Most families with money enough to buy a quality house need a
two-car garage. To take today's wider (up to 6’8”) cars with to-
day’s wider bicycle, a two-car garage should be 24’ wide, and at
least 22" deep. A one-car garage should be 14" wide. Garage
doors should be at least 9" wide. The only good garage doors are
upward acting doors, well balanced, sturdy enough to take plenty
of wear, and designed with a gasket at the bottom to keep rain
from running in. Says Sales Manager Warren Messer of Crawford:
“The garage door is the biggest piece of moving equipment in the
home. It is well worth paying a little more to be sure it will give
good service.” Two 9’x7” doors are much better than one 16'x7’
door and cost no more installed (because the center post saves the
cost of a long beam).

Entry

Metropolitan lists an entrance vestibule as “essential” in medium-
or higher-priced houses and “desirable” in low-cost houses. If the
entry is to be anything more than a vestibule it should be 6" wide
and long enough to give access to the bedroom hall and the rear
rooms of the house without passing through any other room.

157



158

How to sell a quality roof

A bigger and better roof is a bargain for builder and buyer alike.

A quality house should have a big roof with at least a 2" overhang
and preferably 3’, because:

1. It will make the house look bigger. In fact, it will do more to make the
house look bigger than making the house itself bigger without
increasing the size of the roof.

2. It will make the house look better. A strong roof line will help pull all
the design elements together, and a strong roof line just above the
window head will give the house the long low look so many buyers
like.

3. It will keep the house cooler. By keeping the midday sun off walls and
windows it will make the house much easier to keep cool without
air conditioning and cheaper to keep cool with air conditioning,

l. It will make the house cheaper to maintain, because it will protect the
walls and trim so they will need less repainting and less refinishing,
(and the windows will need less washing).

5. It will make the house pleasanter on rainy days, because all the windows
won’t have to be closed.

6. It will make the house quieter, reducing all outdoor noise and minimiz-

ing airplane noise, which is becoming a nuisance in many areas.
A wide overhang costs very little more than an overhang too
narrow to do much good, because a narrow overhang must be
framed the same way as a wide one and must meet all the same
soffit problems. So almost the only added cost is a little more roof-
ing and soffit material at, say, 35¢ a sq ft.

A better roof is a bargain for the buyer too

Re-roofing a house when the first roof fails can cost the homebuyer
a lot of money (anywhere from $300 to $1,000 for a 1,500 sq ft
house ), but most homebuyers know so little about roofs and take
so little interest in them that most builders feel they have no choice
but to use the cheapest-first-cost roof FHA will approve, whether or
not it will be the cheapest for the homebuyer over the length of the
mortgage.

And the National Bureau of Standards® comments: “Unfortu-
nately the salesman may be little if any better informed. As a conse-
quence, price is too often the determining factor. Without question,
many purchasers of inferior roofing materials would prefer better
materials if the advantages of the better materials were made plain.”

“All Bureau of Standards quotations are from BMS6 or BMST70.
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For pitches less than 3-in-12 the cheapest roof is built-up gravel,
which costs as little as $13 a square (100 sq ft) in Los Angeles,
or $12.50 in Miami (plus the cost of the plywood or solid sheath-
ing under it). This is the easiest kind of roof for the subcontractor
to skimp on, but if properly installed it will last a long time,
especially on pitches under 2-in-12. (That is why it it used on
most commercial and industrial buildings, where costs are figured
by the year.) In the warm climates where low roof pitches are
most common it will Tast 40% or 50% longer than the cheapest
roofs commonly used on steeper slopes.

For pitches of 3-in-12 or more the cheapest roof Fra will pass
is 210 Ib asphalt strip shingles with 5" exposure. At $6.80 a square
to the roofing contractor or about $8 to the builder, this is
priced even lower than the cheapest sheathing. It is a lot of roofing
for the money, and it has been greatly improved in recent years;
but it is seldom as good a bargain for the homebuyer as a better
asphalt-shingle roof or a better roof in some longer-lasting,
higher-first-cost material. Tt is least apt to be the best bargain in
hot humid climates, where the Bureau of Standards found that
“asphalt shingles weather more rapidly than in cooler climates with
less sunshine.” Asphalt-prepared roofings “may be expected to give
50% to 100% longer service in the Northeast than the same mate-
rials exposed similarly in the southeastern states.”

So BLS found asphalt shingles used on 88% of the new houses
built in 1956 in the Northeast, but only 59% in the South and
40% in the West. Conversely, wood shingles or shakes were used
on 33% of the new houses in the West, but only 2% in the
Northeast.

The weight of the shingles is important

when you are selling a second-time buyer.
GorpoN WILLIAMSON, realtor
Detroit

Terrible cheap roofing was used during
the depression, and FHA did a great service
by making a 210-Ib shingle the minimum.
Now the time has come to upgrade the
minimum again.
H.H. WHITTEMORE, general sales manager
Building Materials Div, The Flintkote Co.

Any asphalt roof is good value. A better
asphalt roof is a better value.

RoGers WEED, sales manager-roofing
Bird & Son, Inc.

Asphalt doesn't wear out, it dries out; so it
lasts longer in the North.

D.B. HumpHREY, merchandising mgr
US Gypsum Co.

Sheathing under the roof costs twice as
much as the 210-1b roof used to protect it!

Lroyp A. Fry Swr, chairman
Lioyd A. Fry Roeofing Co.

The self-sealing shingle came into being
because the insurance companies had great-
er wind damage than fire damage.

JLF. Smarson, director, building material sales
Barrett Division, Allied Chemical Corp.

Most lock-tabs are 220-Ib roofing. Manu-
facturers will replace locktabs and self-
sealing shingles at their own expense.
F.K. SWEENEY, vice president sales
The Ruberoid Co.

Cheapest way to get better roofs: buy better shingles

The shingle itself is a very small part of the total roof cost (about
$8 a square out of an installed cost of $25 to $28 including the
sheathing). So paying 50% more for better and longer-lasting

shingles would raise the finished roof cost less than 10%.

Asphalt shingles don’t wear out. They dry out in the sun, or
they blow loose in the wind, or they curl at the edges from tem-
perature differentials, or they lose the colored surfacing granules

that make them look so nice when new.

There are three good ways to upgrade asphalt shingles and cut

their long-term cost.

MAY 1959

1. Seal down the shingle tab, Bureau of Standards: “The greater granules will work loose almost
either by using self-sealing shingles the weight of the shingles, the bet- as fast. Sears Roebuck gives an
or by using plastic cement under ter the service.” Most makers give unconditional 10-vear materials-

each tab. This will help control
curling, help minimize wind dam-
age, help keep the granules from
working loose as the shingle flexes.
FHA requires self-sealing on any
roof pitch less than 4-in-12, and
self-sealing shingles cost only
about 80¢ a square, or $16 more
on a 20-square $500-plus roof (or
you can use interlocking shingles
for only 25¢ a square more).

2. Use heavier shingles. Says the

some sort of 10-year bond with
210-1b shingles; they give some
sort of 15-year bond with 250-1b
shingles, which cost about $2 a
square more, thereby raising the
total first cost of the roof from
about $25 to about $27; and they
give some sort of 20-year bond
with 300-Ib shingles which cost
about $5 more. On that basis the
heavier roofs would be a much
better buy, except that the coating

and-labor warranty when it lays
210-lb shingles, and a 12-year
warranty with 250 1b, but neither
warranty covers the granules.

3. Lay the same shingles with 4”
exposure instead of 5”. Says the
Bureau of Standards: “Roofings
that provide the best coverage re-
sist weathering best,” and also,
“as exposure is reduced the possi-
bility of wind damage is lessened.”

continued
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There are many other kinds of good roofing—

Most houses that are not roofed with asphalt (built-up or shingles)
are roofed with red-cedar shingles or shakes.

Their extra cost varies widely from place to place with freight
rates and local labor conditions. In Seattle roofers bid only $5.70
more for cedar shingles in place than for 210-Ib asphalt; in Los
Angeles $9.50 more; in Dallas $11 more; in St Louis $16 more.
In New Orleans, where asbestos shingles are a local standard, local
roofers had so little experience with wood shingles that Webb &
Knapp planned to bring roofers from California to nail them up.

cedar shingles The Red Cedar Shingle Bureau says builders can cut the above
cost differential $3 or $4 by laying shingles on 1x4 or 1x3 nailing
strips, which cost a lot less than the solid sheathing needed for com-
position shingles. (The Bureau of Standards noted “no appreciable
difference in the rate of weathering on shingle lath and on tight
sheathing.”

Forde Photographers

In Los Angeles, good cedar shingles laid on shingle strips cost e e
about $31 compared with about $25 for the cheapest asphalt
shingles laid on solid wood sheathing. Wood shingles last 40%
to 50% longer there, so over the years they will actually cost the
homebuyer quite a bit less. But in the Northeast, where wood
shingles cost more and asphalt shingles last much longer, the long
term cost balance is different.

and shakes, Light cedar shakes cost from $5 to $8 more per square in place
than shingles, and heavy shakes cost another $4, but they will last
even longer and many homebuyers like their looks.
Here are some local roofing bid prices to give you an idea of
how they vary from city to city:

Los Angeles Dallas St Louis Seattle

built-up 12.50 16.50 13.00 13.30

210-1b asphalt 13.50 11.50 12.00 13.30 P A5 i
: i 5 ogarty Studio

cedar shingles 23.00 22.50 28.00 19.00

light shakes 28.00 30.00 33.00 24.70 I

heavy shakes 32.00 34.00 37.00 27.55 :

Los Angeles prices from Hadley-Cherry; Dallas from Fox & Jacobs:; St Louis :

from Burton Duenke; Seattle from Albert Balch. |

aluminum, Until last year aluminum roofs were seen mostly in research or
demonstration houses, but now National-Homes has focused wide
interest on their possibilities by offering a choice of aluminum
shingle or panel roofs in its new Viking line. For a 1500 sq ft house,
they are priced about $300 higher than asphalt shingles and
National Homes reports that about 20% of its buyers this year have
paid the extra to get them.

For hot climates a metal roof offers special advantages because
1) it has a higher heat reflectance and 2) it does not deteriorate
under the hottest sun. Says the Bureau of Standards: “Climatic
conditions in the Southeastern states are very favorable toward the
durability of metallic roofings.”

AND

terne, Terne roofing has enjoyed a top rating for quality for centuries.
If repainted regularly it will last a long time, New manufacturing
efficiencies are now making it available at substantially lower prices.

and tile Tile is the other Cadillac of roofing.

160 HOUSE & HOME

e N N . e —— .  —,—,—,——— - mmnh  ————




Texture and variety — the way to sell quality walls

People trading-up to quality houses don’t want to pay that much
money for houses that look just like the houses next door. Big build-
ers who should have known better learned this lesson the hard way
when they tried to sell bigger and better look-alikes the way they
sold low-cost look-alikes.

Outdoors, stucco makes a good-enough plain wall surface, but
plain surfaces are not what trading-up buyers are lookingfor.

Indoors, wet plaster with steel reinforcing makes a good plain
wall—(its sponsors say it makes the best). Wallboard 38" thick
on studs 16” oc also makes a good plain wall*; wall board 2"
thick on studs 24” oc makes a better one for less money—better
because it lies smoother and because the heavier weight makes a
better sound barrier, cheaper because the heavier weight costs only
la¢ a sq ft more and saves every third stud. But plain painted
plaster or wallboard all through the house is not what trading-up
buyers want either.

*You can reduce nail popping and
save a lot of finishing labor on dry
wall if you use No. 1 framing lum-
ber kiln-dried to the right local mois-

Trading-up buyers want some individuality. They want some tex-
ture, some variety, some accent, inside and out.

ture contenl, (Builder Doelger in
San Francisco even reports he got
better walls for less money by using
redwood studs for their hard-to-beat
dimensional stability.) You will have
still less trouble with nail popping if
you 1) use shorter grooved nails in-
stead of longer plain nails or 2) use
less nails and an adhesive to hold
the dry-wall to the studs.

Outdoors their first choice in most cities is at least some brick.
One good way to use it is a sill-high band that helps make the
house look longer and lower; another is panels between the win-
dows. But there are many other good ways to give character and
variety to your exteriors—redwood, aluminum, cedar shingles,
colored asbestos, hardboard, fiberboard, or plywood panels that
do double duty as sheathing.

Indoors it costs comparatively little to give warmth and richness
to at least one wall with hardwood plywood paneling, which comes
easy-to-install in a wide range of veneers and long-lasting factory
finishes (some of them in colors). It costs still less to accent one
wall with photographic or coated finishes on hardboard or on plastic
coatings (which are also good to moisture-proof a bath or grease-
proof a kitchen). It costs still less to use fabric wall coverings in
decorator patterns, and it can cost least of all to use wall paper,
which is still as good today as when it first pioneered the economy

of factory finishes.

But even the best quality materials won't add up to quality on your
walls unless the builder gets good professional advice from a good
architect and a good decorator on where to use them and how to
make them work together. This is no job for amateur designers.
Without professional advice, spending extra money for variety and
fine finishes will end up nine times out of ten in a banana split.

Second-time buyers know a house has
four sides, and they look at all four walls
from both sides. They like some variety,
and they like the new materials and tex-
ture interest. And they want the salesman
to show them what is inside the wall.

StanLEy Epce
Stanley Edge Associates

On interior walls, quality is more the way
a house looks than anything else. . . . Fac-
tory finishing is increasing the use of fine
plywoods in the home, because a better
finish can be put on at less cost with big
equipment than by hand.

Eucene M. Forp, eastern sales manager
Roddis Plyweod Corp.
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Component construction is here to stay;
it permits higher quality at less cost.
Paur B. SHOEMAKER, vice president
Masonite Corp.

Identification is the No. 1 problem for
wall materials, . . We must let the
appraiser see exactly what kind of in-
creased quality a wall surface may have.

Davip C. SLIPHER

We increase value when we cut site labor,

. Combination siding and sheathing
34" thick can be applied in 11-12 hours
per 1000 board-feet.

Byron C. WAGNER, director of marketing
The Upson Co.

We should use dry and better framing
lumber to get good walls. . . . Some 2%
or 3% of drywall is now applied with an
adhesive. The only way to eliminate nail
pop is to eliminate nails.
Tep Unperwoobn, merchandise manager
US Gypsum Co.

For ceilings where joist spacing is 24" oc
and humidity is very high, we recommend
%" wallboard. In high-humidity areas
ceiling sagging has been a problem, and
the 9" board has reduced this trouble
considerably.

Joun W. BroOwN, senior vice president

National Gypsum Co.



How to sell quality windows

After July 1 FHA will begin requiring all wood windows at least to
meet commercial standards (which is more than a big percentage
of the windows used in recent construction could do).

Since 1957 FHA has insisted that aluminum windows should meet
AWMA minimum standards, but now many builders and many
manufacturers believe these standards are too low to do double
duty as quality standards for better homes.

For both wood and metal House & HOME suggests a quality
standard for windows would further require that:
1. They should be easy to wash from indoors (for double-hung and
sliding windows this means they must be easily removable);
2. In cold climates they should be condensation-free at O'F outdoors
and 30% relative humidity indoors;
3. They should include storm windows and screens wherever these
may be needed—both of them easy to remove and easy to store.
These quality standards are met by good windows in either wood
or metal frames, except that the condensation-free requirement
raises special problems for metal. Only the best aluminum windows
break the direct heat transfer around the glass with an insulating
layer of elastomer like vinyl or neoprene.
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Wood windows have a distinct advantage in lower heat transfer,
s0 they are used in most houses where winters are cold. Metal
windows have an offsetting advantage in lower maintenance costs
because aluminum needs less repainting; they have a second off-
setting advantage in greater strength with thinner members, which
permits larger glass sizes in the same opening; so metal windows
are now widely used in mild climates.

All brand-name wood-window makers and most brand-name
metal-window makers set themselves standards much higher than
the commercial standards FHA accepts. For example, the commer-
cial standard for air infiltration around double-hung sash is .7 cfm
per lineal foot of crack. Most brand-name double-hung windows
cut this almost in half. The commercial standard for awning win-
dows also permits .7 c¢fm infiltration. At least two brand-name
.

awning window makers cut this to less than one-sixth as muc

As a further example of brand-name quality, one manufacturer
points out that: “On our double-hung windows, we not only furnish
the stops, but install them exactly; we not only furnish the stool.
but the ends are already returned; we not only furnish the sash
lock, but pre-drill the sash rail accurately to locate it. We rout the
sash lifts into the bottom rail of the bottom sash. All our exposed
wood parts are toxic and moisture-treated after milling and before
assembly, and our aluminum weatherstripping is anodized.”

Any builder who puts in windows that just
meet commercial standards is putting in
real junk windows. . . .
HuGH ANDERSEN, vice president
Andersen Corp.

[ do not think metal-window manufac-

turers are satisfied with Fua standards,
B.L. LeEvinsoN, general manager
F.C. Russell Co.

oo often a cheap window and a good
window both have the same apparent
features.
A E. LIND, merchandising manager
Truscon Div, Republic Steel Corp.

I would specify, as an architect, manufac-
turers who will fix their windows at their
expense,
WiLrLiam KAPPLE, Ala
Small Homes Council

QOur problem is to get the mortgage lender
to recognize extra value in windows.
L.T. RiorpanN, sales manaver
Silerest Co.

Quality is the sum total of craftsmanship,
engineering know-how and esthetic design
sense.
PauL V. FarvERr, sales manager
Rolscreen Co

FHA should check job sites unannounced,
just as the uL does in factories. That might
stop a lot of chiseling in the window busi-

ness.

H.J. Gouun, advertising manager
General Bronze Corp.

How little more does quality cost?

Competition between window makers in both wood and metal is
so keen that manufacturers say a builder can buy the best brand-
1ame units with all the new improvements for not more than $5 or
$6 more per window (or $75 to $100 more per house) than he must
pay for the cheapest unit with cheap hardware that just meets
commercial standards.

Better windows usually cost less for labor to install them, and
most builders can more than save every penny of added material
cost for window quality if they will:

1. Switch to window sizes that will fit their wall openings, instead of
wasting framing lumber, sheathing, siding, insulation, dry wall,
and labor fitting their wall openings to misfit window dimensions
(H&H, June 55 and Jan ’57).

continued
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B.H. Donahue

Ad Photo Studios

e n

If we could spend ten minutes talking
window quality to every salesman selling
homes, everybody would be better off as
a result,

WiLiam M. MISHLER, sales manager
Winter Seal Corp.

Some of our distributors want a higher
mark-up for good brand names, and this
is a situation we have got to change. . . .
If you can show that your windows will
save the homebuyer money on heating-
cooling costs, then Fua will let you raise
appraisals.

Tom HucENIN, sales manager

Caradco, Inc.

: . The best way to make sure of
quality in aluminum windows is to make
sure the maker will back them up.

T.Y. SmiTH, president
Fleet of America Inc.

If the right modular size of window fits
just right into component construction
there can be a $5 saving for labor and
material per opening, and this can balance
off the $5 difference between the most ex-
pensive and the cheapest window.

Joun HERTZBERG, assistant sales manager
R-0-W Sales Co.

The convenience of cleaning windows
without risk of life or limb on ladders is
very important in rating a window prod-
uct. . . , Weather stripping and other
items must be easily replaceable to re-
store their original effectiveness.

A H. KieHL, vice president

Textron Metals.

Some builders buy cheap windows with
230% more infiltration than vL standards
allow.

Harorp W. CrLaypooL, vice president
F.C. Russell Co.

Brand-name manufacturers are constantly
trying to upgrade their product.

VERN GESSNER, sales manager
The Malta Mfg Co.

2. Switch to less and larger windows to get the desired glass area.

Two small windows cost almost twice as much to install and fit as
one large window, and small windows sell for almost twice as much
per sq ft of glass.

Switch to single-pane sash, using the new removable muntins when
the homebuyer prefers the effect of small panes. These slip-in
muntins also make a window much easier to wash and much
cheaper to repaint. They never need to be puttied, and they can be
thrown out if the homebuyer changes his mind about small panes.

Combine fixed glass with movable sash for some of their window
areas. Fixed glass costs only half as much, and today’s much big-
ger glass area seldom needs to be 100% openable for ventilation.
(Only drawback to fixed sash: it is harder to wash from indoors.)
Says the Small Homes Council;* “Large window panes (more than
12 sq ft) are economical only in fixed glass installations.

Best way to save the homebuyers money on windows is to include
storm sash and screens in the house package, for the builder can
buy them correctly engineered for his windows for less than half
what the homebuyer will have to pay later for what may be an in-
ferior product. The builder can finance them at low interest under
the mortgage, where as the homebuyer must finance them at high
interest on short term credit. And FHA requires no more income
to buy the house complete with screens and storm sash than to buy
it without those two essentials.

First cost of windows with sealed double glass (Thermopane or
Twindow) avearges about 10% higher than prime windows plus
storm sash, but the Small Homes Council points out that double
glass does not have to be put up or taken out with changing sea-
sons, that it has only two surfaces to wash instead of four, and that
it never interferes with ventilation or opening at night, so easier
maintenance may make it a better buy over a period of years.

Most new types of windows cost nothing extra

Before 1933 almost all windows were wood, and all wood windows
were milled and assembled in local millwork shops, glazed on the
job, and weatherstripped (not too effectively) after the first winter.
Today about 40% of all wood windows are factory-made by a
dozen big manufacturers who ship them pre-glazed, pre-weather-
stripped, and pre-hung. (Cleveland and Chicago were the last cities
where windows had to be glazed at the side.) Before 1933 almost
all windows were double-hung units that had to be washed from
the outside. Today 45% are new types developed or perfected in
the past 25 years. All the new types of window (awning windows
that can be kept open when it rains, hopper windows for low-level
ventilation, sliding windows for horizontal openings, top-hinged for
ribbons, etc) are available in either metal or wood, and they cost
about the same per sq ft as good removable double-hung windows,
except that casements (which used to be the most troublesome but
can now be the tightest) most slightly more.

Brand-name quality is doubly important in aluminum where
commercial standards are so low and competition is so keen that
many irresponsible manufacturers offer builders cheap windows
whose glass is too thin for its size and whose frames are too light,
while others offer sliding doors that let rain run in over the sill and
permit so much air infiltration that they can be used only in warm
climates. This situation has become so serious that Miami has taken
local action to require windows four times as strong as the mini-
mum FHA will accept, ie, 40 Ibs windload instead of ten. This
40 1b requirement may well be excessive, for it would allow a 50%
safety factor in a 125-mile hurricane, but the threat is spurring the
aluminum window manufacturers to adopt higher commercial
standards that would freeze out the most inferior makes.

#*See Circulars F11.1 and F11.2, price 15¢ from the University of Illinois Small
Homes Council, Urbana, Il
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How to sell quality flooring
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Floors get more wear than any other surface in the house. They also
get more cleaning, because they get more dirt and dirt stays there.
They get wet more often with more kinds of liquid, from detergents
and water to gin and tonic. They also make more noise and cause
more fatigue. They are the first thing most home shoppers notice
when they enter an unfurnished house.

Floors, in brief, are very important surfaces.

What is the quality standard?

The quality standard for flooring must be different for almost every
room of the house, because almost every room presents a special
problem, and in some rooms it is more important than in others to
spend more money for better flooring. For example:

The formal living room is the showplace of the house. Most women want
hardwood flooring there, and 84% of them get it.

The kitchen floor must stand up unprotected against more wear per sq ft than
any other. It must also be greaseproof, easy to clean, immune to
frequent wetting. So in the kitchen linoleum has long been the
favorite; vinyl asbestos is now strongly recommended; and sheet
vinyl over a rubber cushion is best of all to save tired feet. A
112 sq ft kitchen can have as little as 55 sq ft of exposed floor,
on which the very best cushioned flooring would cost less than $20
a house more than the cheapest.

The bathroom floor gets little wear but a lot of water. A 5'x8’ bath with a
30” tub has less than 28 sq ft of exposed floor, so once again the
best costs very few dollars more. Ceramic tile is good, and BLS
found it used in 38% of all living-floor baths installed in 1956.
Terrazzo is a bargain where local labor can put it in cheaply, as
in Florida. Many buyers like cork because it is warm underfoot.
Sheet vinyl is fine because its edge can be turned up around the
wall to be watertight.

In the family room the No. 1 need is a floor that is cocktail-proof and easy
to clean. Vinyl tile is fine and so is linoleum over a wood sub-
floor. Hardwood is handsome and just as easy to clean if it has
one of the new durable finishes.

The children’s bedroom, like the family room, needs an easy-to-keep-clean
floor, because children so often sit and play on it.

In master bedrooms, most families prefer hardwood and BLs found it in 81%.
A finished basement is usually the best place to cut costs with asphalt tile.

continued
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How little more does quality cost?

For the 1500 sq ft house whose room sizes are listed on p 155, the
material cost differences between the cheapest flooring builders use
(group C asphalt tile) and a quality flooring picked to meet the
needs of each area would run between $150 and $200. This extra
money would, for example, provide prefinished strip hardwood floor-
ing throughout the bedroom wing, sheet vinyl, or cork, or ceramic
tile in both baths, vinyl tile in kitchen, family room, entry, and bed-
room hall, prefinished hardwood parquet in the formal living room.

Iabor costs should be about the same no matter what flooring
material is used. Says the biggest maker of resilient flooring: “All
sheet goods and all resilient tiles cost the same to install, except the
so-called solid vinyls, which require a more expensive and time-
consuming adhesive.” Says the National Oak Flooring Manufac-
turers’ Association: “Installation cost for factory-finished oak floor-
ing in the average community would not vary much above the
installation cost of comvosition tile except that strip hardwood
requires screeds to lay over concrete.” Prefinished flooring should
cost less for local labor than flooring that has to be sanded, filled,
and waxed on the job.

Here is how material prices per sq ft compare. Resilient prices
are the largest manufacturer’s lowest published dealer prices fob mill
plus 20% . Hardwood prices are fob Memphis and are the oak floor-
ing averages quoted by the Hardwood Market Report plus 20%,
except that the quotation for ¥s” stretched hardwood tile is the
carload price fob New Orleans quoted by manufacturers.

Resilient Hardwood
Asphalt tile, /5™ Unfinished strip 25/32x2Y," Ypx2"  3px115"
Group B R $ .088 per sq ft Clear plain white il $ .299 $ .241 $ .233
Group C - o o . Skl Clear plain red . Il .304 241 .258
o R R e 1 R Select plain white .287 .234 .226
Group D ] i NS Select plain red ; 295 .234 .248
Grease proof ik AZBl T T #1 Common white .. . . .281 .218 .165
#1 Common red .. .283 .218 182
Vinyl asbestos tile #2 Common ; S, .203 .162 .091
Common & better 14" . ... ... ... .200 162 A5
Standard marbles, .065 ...... dh e
Metallic series, .065 s ' R A
Standard marbles, 15" .. : e S TR Prefinished strip
Metallics and i ials, 14", .. OF |
IR T N o 348
3 - SENTRER . 5 i a s e e @ e e 316
Homogeneous vinyl tile
Standard marbleized, .08 ... .. e T " .
Standard marbleized, %" .. 518 " "o Solid block unfinished
Clear . " U el o 456
Cork tile, G™ ool oee s 0 - (IS e Select .. T o B A T 420
e #1 C ¢ % .388
Rubber tile, .08 Ve 22 " won b
Rubber tile, 15" ... ....... R, e : e
/8 Solid block prefinished
Linoleum e 480
= S 19 v o om Standard & better .............. 408
Embossed, 1090 . ... cnho e £t - i
) Laminated block prefinished. .. 396
Sheet vinyls, .070 .. J34- 455
Special decorative effects. .. .54-163 " " " Prestretched hardwood, 3™ - . - .22
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A quality floor for every need

Good hardwood flooring has such natural beauty that before
the war most homebuyers thought of hardwood as the only quality
flooring for the living room, just as they thought of resilient floor-
ing or tile as the logical surfaces for bathrooms, kitchens, and
work areas.

But today resilient flooring makers are challenging hardwood’s
quality monoply in the living areas with luxurious new plastics, at
the same time that the hardwood manufacturers are challenging
the preference for resilient in the family room with new lower-
priced lines and with new long-lasting, easy-cleaning finishes.

Among resilient floorings, asphalt tile is still best where you
have to economize, but it should not be used in the kitchen,
family room or bath because it will not stand up under grease,
urine, and strong soaps and detergents.

Vinyl asbestos is good anywhere in the house. It costs very
little more than asphalt tile, and it is so durable that its makers
say 1/16” is thick enough if the subfloor is smooth.

Linoleum is best for covering up an imperfect subfloor, and
it is least apt to show footprints; but it must not be used in the
basement or on a slab because dampness coming up through the
concrete will rot the backing and decompose the linseed oil binder.

Cork and rubber tile are easy to walk on, and cork is warm
to the touch.

Pure vinyl is resilient flooring’s luxury challenge to hardwood.
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If a builder spends more money for a
better kitchen floor, it's up to us realtors to
make the buyer realize it will be easier to
clean and cheaper to maintain, that it will
not be damaged by grease, and that it
will be more comfortable to stand on.

Joun G. CLARKE, realtor
Portland, Ore.

No one floor is perfect for the whole
house. There is one good floor for one
area and another good floor for another.
You could put asphalt tile in the base-
ment, vinyl asbestos in the Kitchen, per-
haps pure vinyl as an accent in the entry,
cork tile in the den and oak floors in the
living room.

WiLLiam A, NEWMAN, contract sales manager
Kentile Inc

You must talk about color and appearance
when you talk about quality in flooring.
AL TurNEr
General Tire & Rubber Co

The trouble is that quality in resilient
flooring is something homebuyers can't see
at a glance. Vinyl asbestos looks too much
like asphalt tile.

JaMES Binns, general sales manager

Armstrong Cork Co

Vinyl asbestos is twice as grease-proof as
grease-proof asphalt tile, and it costs less
money.
Leon HArPER, general sales manager
Tile-Tex Co

A heated floor is more uncomfortable
under foot than an unheated floor, because
the sole of your foot is 74F and the heated
flcor is 80F. This is extremely uncom-
fortable, and that is why the housewife
complains that slabs are hard on her feet.

LEONARD HAEGER, AlA

The most important thing in a quality
floor is to have a quality subfloor . . .
Nine out of ten criticisms involve faults
of the subfloor.
VINCENT SELLS, sales manager
Long Bell Lumber Co

We're out to impress builders that they
need to get better real estate salesmen
to sell quality better.
RoserT HaARKINS, sales manager
Harris Manufacturing Co

We're doing basements with laminated
block laid on an adhesive.

Roy CoBBeTT, sales manager
Wood Mosaic Corp
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A quality house needs a lot better storage

For fourteen years all America has been on a buying spree, buying
more clothes for more different occasions, more household equip-
ment, more toys for children, more games for grown-ups, more
gadgets and more gimmicks than any people anywhere have ever

bought.

And still the buying rush goes on!

Charles R. Pearson

Trouble is: Most of today’s new houses provide no more
storage for all this mountain of purchases than houses built before
the buying rush began; many of them, in fact, actually provide
less, for yesterday’s attic is gone and yesterday’s basement is
going. So most families in desperation turn their garages into
two-car attics and still go half crazy trying to find a place for the
golf clubs, the sewing machine, the winter blankets, the card
table, the Christmas ornaments, the vacuum cleaner, the musical
instruments, the suitcases, the smelly sports clothes, and the
outgrown basinette waiting for the next baby to need it.

Too little storage for possessions drives more people to move
than too small rooms for people, and the Home Improvement
Council’s big consumer research found more homeowners com-
plaining of inadequate storage than of anything else. And closets
are the first thing second-time buyers look for after the woman
has sized up the kitchen.

Says the Small Homes Council*: “More and better storage
space is of extreme importance.” Many studies recommend ten
sq ft of storage for every 100 sq ft of living space; others say
15 sq ft will soon be minimum if the buying pace keeps up.

All quality houses need a $26 disappearing stair to the attic,
where 400 sq ft of good dead storage space can be floored for
only $50. (m&H Sept 58, p 128). All quality houses need a
garage wide enough to store bicycles, and baby carriages along-
side today’s wider cars (that means one-car garages at least 14/
wide; two-car garages at least 24’ wide). All quality houses in
two-season climates need at least twice as much outside storage
as FHA requires to provide winter shelter for lawn and patio
furniture along with the lawn mowers, hoses, and garden tools.

Indoors the Small Homes Council recommends that most
closets should be 2’ deep with ceiling-high full-opening doors to
permit full use of every sq ft of storage all the way to the top.
It recommends a clothes closet at least 9'x2’ in the master bed-
room, and a clothes closet at least 4’x2" for every other occupant.
It recommends three linen closets, each about four sq ft—one
for bedding, one for table linen, one for bathroom supplies. It
recommends a coat closet by the front door at least 4'x2°. It
recommends a broom closet at least 2'x2’, preferably 3’ long.
And it recommends at least 55 sq ft for miscellaneous storage.

For a family with three children, these minima listed by SHC
add up to more than 120 sq ft!

For eleven ways to provide better storage for less money see
H&H, Sept 58, pp 128-131.

““Household Storage Units," SHC circular CS.1, 15¢.
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A quality house should have a fully equipped kitchen

A quality kitchen should include range, built-in oven, range hood,
oven hood, exhaust fan, garbage disposer, dishwasher, refrigerator-
freezer, intercom, and appliance center or plug-in strip for small
appliances (mixer, toaster, blender, broiler, etc): and the house
should include, (either in the kitchen or somewhere else) a washer
and dryer. Perhaps soon one of the new smokeless and odorless
incinerators will also be standard equipment for a quality home.

A 25-house builder can buy them all for less than $1,000, and
he can install them and connect them all to water, gas, electricity
for less than $50. A homebuyer would have to pay at least $1,600
to buy these appliances on time and pay at least $300 more to
install them (unless the builder wired, and piped the house for
them while the house was being built, which too few builders do
because they are not sure FHA and their mortgagees will allow

o them the added cost).

So making all the appliances part of the house will save the
homebuyer something like $850.

continued
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Most FHA offices and most s&Ls will let the builder finance
them on 20-to-30-year low interest credit under the package mort-
gage instead of three-year high interest consumer credit.

Two years ago people could argue whether buyers would
rather get more space or more appliances, but under the new
FHA credit policy builders can play safe and add both—for today
FHA requires no more income to buy a good house with all the
appliances installed than FHA requires to buy a stripped-down
model of that same house for $1,500 less (H&H, Jan 58, p 151).

A good labor-saving kitchen will help close more quality house
sales than anything else, and the appliance makers, the appliance
dealers, and the local gas and electric companies offer builders
more selling help than builders can get from anyone else.

Quality standards for electric appliances are set by the National
Electrical Manufacturers Association (NEMA). Quality standards
for gas appliances are set by the American Gas Association (AGA),
and the Gas Appliance Manufacturers’ Association (GAMA) sets a
still higher quality standard with its gold star program.

FHA requires all gas appliances to carry the AGA seal of ap-
proval and all electrical appliances to carry the NEMA seal, but
there are two very important places where FHA requirements are
too low for a quality house:

The added cost of a good fan or hood
is seldom more than a dollar or two.
Don Hareir, building products mgr
Emerson Pryne Co

We must make the meaning of quality

clear to the man selling the house if he

is to sell quality to the homebuyer.
Davip WEPMAN, sales manager
Yorktown Kitchens

A fan without a hood is no good, because
it makes the whole Kitchen serve as a
highly inefficient hood full of fumes and
heat. . . . In an air conditioned house, you
can't afford not to have a good hood.

Mivtes WoOODALL, general manager
Vent-A-Hood Co

The price difference between a good and
a bad fan or hood is seldom more than
a dollar or two. . . . When you divide this
by many years of dissatisfaction, it is
“penny wise pound foolish” not to spend
a little more.

Don HarPERr, building products manager

Emerson Pryne Co

Even the cheapest new-house kitchen usu-

ally looks good to a woman by comparison

with the kitchen in her present home.
Harry HowELL, sales manager
Youngstown Kitchens

Unsatisfactory cooking ventilation is being
installed in too many of today's homes.
Last year 11% of our business was re-
placing ineffective equipment builders had
installed.

Mives WoobaLL, general manager
Vent-A-Hood Co

Most kitchen equipment should retain its
original appearance with little maintenance
expense for the life of the mortgage.

D.D. CoucH, vice presidemt
American-Standard

Quality kitchens need quality ventilation

The range hood should have a fan capacity of at least 35 cfm per
sq ft. It should run the full width of the range and extend about
20 out from the wall so as to catch all the heat and odors (a big
enough hood costs only $1 or $2 more than a small one). A second
hood is just as important over the oven door.

A good hood and fan will cost a builder about $33, and if he
locates the cooking units on the outside wall he can vent them
directly outdoors and save close to $40 on the cost of a duct and
the more expensive squirrel-cage fan a duct requires. He can also
save the homebuyer a lot of grief from Kkitchen grease in a long
duct.

A good kitchen exhaust system is a must for any air-conditioned
house, for one gas burner can create more heat in an hour than
an extra ton of cooling capacity can take out. It is also the only
way to keep the kitchen comfortable and the home odor-free if the
house is not air conditioned.
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Quality kitchens need enough quality storage

FHA's new standards for kitchen storage will be born next month
already as obsolete as coal kitchen stoves. They are too low to
meet the storage needs of even low-income families, for they do
not provide the far greater cabinet space needed for the post-war
revolution in food buying, food packaging, and food preparation.
Many women today buy most of their foods for a week on a single
trip to the supermarket—and that calls for more storage. Women
buy far more packaged foods and more ready-to-heat-and-serve
foods, and that too calls for more storage. Women cook for more
than one meal at a time, and that too calls for more storage.
Women have more china, more pots and pans, more kitchen tools,
and more kitchen appliances—and all these call for a great deal
more storage.

FHA's Advisory Committee on Housing Standards recognized the
growing need for far better kitchen storage and wanted to up the
old FHA minima roughly 50% all along the line, but after a 15-
month battle FHA settled for a one sq ft increase in its shelf space
standard for three-bedroom houses and a three sq ft reduction for
four-bedroom houses.

The only increases in the new standards are more shelf space in
one- and two-bedroom houses (few of which are being built this
year) and 11 sq ft of counter space (which is almost unavoidable
anyhow).

A quality standard for kitchen storage today would require cabi-
nets filling every sq ft of wall space in a 112 sq ft kitchen, and the
cabinets should extend ceiling-high* to provide protected storage
for little-used items. Even that would be too little storage for the
kitchen needs of a trading-up family with income enough to buy
a quality home.

You can buy quality cabinets in steel, or wood, or in steel with
wood or plastic doors. You can buy quality cabinets from a local
millwork house or from a national manufacturer. You can buy the
cheapest cabinets cheaper locally, and in some cities like San An-
tonio, where skilled Mexican cabinet makers work for low wages,
you may even be able to buy equal quality as cheap or cheaper
locally. But in most cities, for equal quality, you should be able to
buy brand-name cabinets cheaper (unless someone is taking too
long a mark-up at your expense). because almost anything can be
made cheaper and better in a factory than on the job.

You can buy factory quality cheaper if you dimension your
kitchen wall space to fit the module of standard cabinets, so you
won't have to ask local labor to make odd sizes to fill an off-
module wall. And factory-made cabinets offer the further advan-
tages of baked-on factory finishes and many special features re-
flecting recent research into kitchen needs.

Quality steel cabinets should be at least 22 gauge, bonderized
and cold rolled, with a 345F baked enamel finish. Quality wood
cabinets should use only treated lumber kiln dried, with dense sur-
faces and good joinery to prevent warping. All drawers should
have metal slides on nylon rollers (see Hardware, p 188). Best
latches for the money are magnetic. Baked enamel finishes will last
much longer, and the best baked enamel finishes can be applied
only in the factory.

“Best way to get ceiling-high storage is to put 44” doors on your 32” wall cabinets.
That costs even less than furring the ceiling down to waste the space.
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Roger Sturfevant

We invite the buyers to hit our sample
with a hammer to demonstrate our no-chip
finish.
J.C. MARSHALL, sales manager
Geneva Kitchens

Steel cabinets should be at least 22 gauge.
They should be bonderized and cold rolled.
. . . The bonderize gives a good base for
enamel finish, prime and finish coat.
MARTIN COFFEY
merchandising & marketing mer
Philip Carey Manufacturing Co

Most builders don't realize how much their

home-made Kitchen cabinets cost them.
Harry HowELL, sales manager
Youngstown Kitchens

A builder’s reputation depends on the
quality of the components he assembles
into his house.

1.J. CLARKE, marketing manager
GE, Major Appliance Div

Many quality features are hidden and have
to be pointed out to the homebuyer.

E. CArL Sorwy, vice president, merchandising
George D. Roper Corp

Minimum standards are a long way from
what we want, Selling opportunities are
casier in the kitchen, and it's a dynamic
area, changing all the time. . . .
C.R. HUNSICKER, gemeral manager
Fashionwood Div, Curtis Companies, Inc

Kitchen and bath are the only furnished
or fitted rooms in a new home, so more
and more people are judging the quality
of the whole house by the quality of the
kitchen.
M.L. Onpo, vice president, sales
Youngstown Kitchens

Selling quality products is the easiest job
in America. Homebuyers will give up the
tinsel and the pushbutton to get something
that will really work for years.

C.E. ParsoN, advtg mgr
Chambers Built-in Inc

Range and oven make the best place to
start selling quality because women can
see and understand quality construction
and quality features there quicker. Once
the house salesman has put over the idea
of quality in the kitchen he will find it
easier to sell quality in the rest of the
house.

H.T. ANDERSON, vice president, sales director
Preway Inc
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Willard K. Purves

: How to sell quality in the bathroom

A three-bedroom quality house needs two full 5'x8" baths.

Builders recognize the sales-appeal importance of their bath-

rooms, so they fill them with glamor features like colored fixtures,

‘ luminous ceilings, double vanitories, plastic-and-aluminum shower
| enclosures, and disappearing toothbrush racks.
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Here is a checklist of eight other items that add a lot of long term value
for very little more first cost and quite a bit less maintenance cost:

Hedrich-Blessing

H&H staff

As a former realtor, I realize fully the
value of being able to talk to the home-
buyer about gquality.
Cuarres W, Berz, sales director
AllianceWare, Inc.

A too-small lavatory is a never-ending
disappointment. . . . All working parts of
fittings should be of high quality material
and easily removable for servicing.
D.D. CoucH, vice president
American-Standard.

Low-priced fixtures annoy in small ways
. . . being too small, too noisy, too easily
soiled, too hard to use.

JoHN W. STRANDBERG, marketing manager
Eljer Div, The Murray Corp of America.

For fittings, all-brass has superior wearing
qualities and maximum resistance to cor-
rosion.
A.G. ZBELL, vice-president
Kohler Co.

A window does not solve the bathroom
ventilation problem.
Don HARPER, building products manager
Emerson Pryne Co

Quality in ceramic tile is precise sizing
(exact to plus or minus 1/64”) and care-
ful blending of color.
Louts D. METHFESSEL
American-Olean Tile Co.

Quality must combine both tangible and
intangible benefits, including service, ap-
pearance, durability, prestige, reputation,
and brand name.
W.0. BrowN, vice-president sales
Crane Co.
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1. Big enough water pipes for today’s much heavier water use. The
street connection should be 17, which will carry 80%
more water than the common %4 ”. Pipes inside the house
should be big enough to provide an adequate flow with a
velocity of not more than 8" per second. Otherwise, the
plumbing will be noisy with water hammer and hissing and
wear out at the bends, requiring costly replacement (see
Round Table on bathroom standardization, H&H, Aug
’55). Added material cost of the bigger pipes to the
phemaber @bOBE i e AR

Of course, all the pipes should be copper (or perhaps
soon plastic) which actually costs less than galvanized be-
cause it requires less labor.

2. A big enough lavatory—specifically, a lavatory 24”x20” (or its
built-in equivalent). This is 49% bigger than the widely-
used 19”x17”; which is too small to wash your face in
without splashing water on the floor. Added cost to the
T P T S S R e S R R

3. A quiet, easy-to-keep-clean toilet—specifically an elongated
(long-lipped) siphon-jet toilet instead of the more usual
round washdown unit, which is bad because 1) it is twice
as noisy, 2) the bowl often needs to be wiped off by hand
because of its high-soil area, and 3) the floor around it
often needs to be cleaned. Added cost to the plumber,
T e s o2 L S e i R e e e S e

Manufacturers say this added cost would be much less
if more builders specified the better toilet.

4. A big enough medicine cabinet. Builder Andy Place pays $29
for a cabinet 20”x30” with two built-in lights and a built-in
double outlet. He could get a 14”x18” black steel cabinet
with spray-coated paint and no lights for $7.50, but he
saves half the added cost on easier wiring and easier in-
stallation because the twice-as-big unit just fits between his
studs 32” oc without blocking or shimming. Net added
L T A T R T R S SN N LN e e (U1

5. Acid-resistant enamel on the tub, so it won’t wash off if the
wrong detergent is used. All colored tubs are acid-resistant;
so are all steel tubs and most, but not all, cast-iron tubs,
for the added cost of the better enamel is only ................

6. An exhaust fan, which is the only good way to ventilate a bath-
room, inside or out. A 300 cfm fan costing $20 would
change the air in a 5'x8” bath in about 60 seconds, blowing
out all the odors and steam. For an inside bath FHA requires
such a fan. For an outside bath it can be installed through
the wall for about $5, and half its cost can be saved by
using a fixed window. Net added cost .......ccccceereecunnsnreen.

7. First line fittings—fittings whose finish will be permanent but not
necessarily deluxe and whose action will last trouble-free
for 20 years instead of five; fittings whose operating parts
anyone can replace in two minutes for 20¢ if anything does
go wrong. Many builders could save half their added cost
the first year on less call-backs and complaints. You can
always tell a first-line fitting because no brand-name manu-
facturer puts his name on anything less. Added cost to the
LT S T e B R SR IS R XS

8. Moisture-proof walls all the way to the ceiling, instead of just
splash-high in the tub enclosure. No job-applied paint will

continued
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stand up under bathroom moisture. Their added cost will
depend on how much hard surface the builder would pro-
vide anyhow and what material he would use. This much
is sure: the added cost will be a lot less than a few years
ago and a lot less per sq ft than the cost of moisture proof-
ing only pact Of ‘the Walls .......ccisermteommmsemimmeee e saspinsisn ?

Here are two new quality features which
may soon be adding sales appeal to many Quality Houses:

9. A wall-hung toilet, as demonstrated in the 1957 NaB Research
House. In addition to the advantages of the long-lipped
siphon jet, this will also make the bathroom much easier to
clean. It will give builders a small saving on bathroom
flooring installation and a substantial saving ($40 or more,
in slab construction, says NauB Research Director Ralph
Johnson) on one-call, above-the-floor plumbing if used
with a raised-bottom tub (H&H, Sept *57 p 240). This $40
saving would more than cover the higher price of the
wall-hung fixture.

10. A wider tub—32" wide instead of 30”. The wider rim is much
more convenient, especially for bathing children, and if
the tub is 32" wide at the wall the builder can save the
needless cost of moisture proofing an off-module strip of
wall 27 wide alongside the fixture. Net added cost, perhaps  5.00

Will these quality features make bathrooms more expensive?

Not necessarily. Many builders could build all this added quality
and sales appeal into their baths for less money than they now spend
for uneconomical plumbing layouts and uneconomical plumbing
installation. Not one of these quality features costs as much as an
extra vent or the worse-than-useless house trap required by many
archaic codes. All of them combined cost less per bath than using
two wet walls for two baths instead of planning the two baths back
to back on a single wet wall. (For 29 ways to get better baths for
less money see H&H, Sept 'S8, pp 144-7.)

Most builders know comparatively little about plumbing and its
plumber-dominated pricing system, under which no two builders
pay the same prices. Says NAHB Research Institute Chairman Bob
Schmitt: “I began saving $300 a house as soon as I took time to
learn something about plumbing costs.”

Says Ralph Johnson, research director of NAHB: “Few builders
can put the cheapest single bath in a low-priced house for less than
$1,000 (including in that $1,000 the cost of the space the first bath
takes up at $10 a sq ft, plus the cost of bringing the water to the
house, plus the cost of sewer lines or septic tanks to get rid of the
waste, plus the cost of vents, plumbing, fixtures, fittings, and
lighting.

“So $75 more to transform a minimum bath into a low-mainte-
nance quality bath should be a bargain, even if the builder cannot
save every penny of that $75 by working with his plumbing con-
tractor to get his other costs down.”
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AVERAGE AMOUNT OF HEAT from the sun
(in Btu per sq ft per day) received by a flat
roof in July is shown on this map.

How to sell quality insulation

The best way to sell quality insulation is
to get to the money-man.

JouN Mckay
Owens-Corning Fiberglas Corp

FHA does nothing for heat gain, so that
you can build in Florida almost uninsu-
lated.
MyroN MILLER, secretary
National Mineral Wool Assn.

Paper-covered insulation doesn't make
enough impression on a prospect, but see-
ing a house in the bare stage with alumi-
num foil shining in every direction creates
an atmosphere of quality which is long-
lasting and effective.

E. Price HampsoN, general manager

Dale Bellamah Homes

Albuguerque

If a builder provides extra insulation, it's
up to us to show the buyer how this will
make his house more comfortable all year
round and how it will cut his fuel bill.

Joun G. CrLarkEe, realtor
Portland, Ove.

Our first step to educate homebuyers and
homebuilders on quality is to get ap-
praisers and lenders to use a quality yard-
stick to protect their mortgages.
Joun A. Mckay, sales manager
Owens-Corning Fiberglas Corp
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The quality standard for insulation is enough insulation to hold the
heat loss to 45 Btuh per sq ft of floor inside measure area in winter,
to hold the heat gain to 20 Btuh per sq ft of floor area on a hot
sunny day, and to keep space near the outside walls as comfortable
and usable as the rest of the house.
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Dozens of lived-in test houses all over the country have now
proven that a well-built 1500 sq ft house whose insulation meets
this quality standard can be heated and cooled all year round for
about $190 where winters are cold, about $140 in the South, and
about $170 in between (see lower map and H&H Apr, p 168).

In a cold climate you need more insulation against heat loss than
you need in a warm climate, but in a hot climate you need more
insulation against heat gain, so as a practical matter the two come
close to balancing each other out. (The heat gain problem is par-
ticularly tricky. Summer sun intensity is greater in most of Cali-
fornia than anywhere in Florida, greater in Minneapolis than in
New Orleans—see map at top of page.)

continued
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So almost everywhere in the US the quality standard works out
to about the same amount of insulation, provided the house has
storm windows where it is very cold and provided the house has a
good glass shading and good attic ventilation where it gets very
hot (which is almost everywhere):

In the ceiling—3" of foil faced mineral wool blanket insulation,
or 6” of blankets with no foil, or its equivalent in wood fiber
blankets or foamed plastics, or nine foil sheets separated by air
spaces, or fiberboard deck with supplemental insulation to provide
a U-factor of 0.05;

In the walls—2"” of foil-faced blanket and 25/32” insulating
sheathing or its equivalent, to provide a U-factor of 0.07;

Around the slab—1" of rigid insulation (FHA requires this anyhow);

With crawl space—I1"" of perimeter insulation around walls or 2”
of blanket insulation between the floor joists, or its equivalent.

Insulation manufacturers say that: 1. Putting this much insulation in the walls and ceiling of a 1500 sq ft
house will cost the builder about $120 more than the 1%2" ceiling
insulation that is the least FHA requires anywhere, and it will cost
him about $75 more than the insulation FHA now requires where
winters are cold; but

2. It will cut the first cost of a good central heating plant $45 by per-
mitting the use of at least one size smaller furnace; it will cut the
first cost of air conditioning by up to $200 by permitting the use
of a smaller cooling unit. So, for a non-air-conditioned house in
a cold climate. the net extra cost of quality insulation would be
only about $30; for a non-air-conditioned house in a warm climate
the net extra cost might run a little over $100; but for an air condi-
tioned house anywhere there may actually be a net first-cost saving
of up to $100.

3. In a non-air-conditioned house in a cold climate, the $30 increase
in first cost should save more than that $30 on fuel the first year.
For the air conditioned house, whose first cost may actually be
reduced by the added insulation, there will be a further average
bonus of $75 a year in lower operating cost for the heating and
cooling equipment all year round.

So manufacturers say: “Adequate insulation costs the homeowner
nothing at all; and the more you use the less it costs.”

FHA insulation standards are low

FHA still has no insulation requirement at all specifically designed
| to make houses easy and economical to keep cool in summer—
even though HHFAdministrator Norman Mason has said that
“within a few years any house that is not air conditioned will be
obsolescent.” And the FHA insulation requirement to stop wasting
heat in winter has been raised only about 15% since it was first
imposed in 1941 (as a conservation measure to save metal in
heating plants and conserve fuel. The 1941 standard allowed a
maximum heat lost of 60 Btuh per sq ft inside measure; the 1955
| revision lowered the limit to 55; the new standard effective July 1
| allows a maximum heat loss of 50 Btuh per sq ft outside measure-
ment, or between 52 and 53 Btuh per sq ft inside measurement.

When the first FHA insulation standard was written, not one
house in ten had any wall or ceiling insulation at all, not one house
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in ten was factory weatherstripped, not one house in ten had storm
windows, not one house in a hundred had a roof overhang, not
one house in ten thousand was air conditioned, no manufacturer
made fog-free double glazing, only a few theorists had even
thought of a vapor barrier for houses, and no one had ever spon-
sored a lived-in test house to prove how much money adequate
insulation could save on fuel.

So no wonder FHA set its original insulation standard low.

Two years ago the construction experts on the FHA Advisory
Committee on Housing Standards unanimously recommended that
the heat-loss maximum should be cut from the 1955 limit of 55
Btuh per sq ft inside measurement to 50 Btuh per sq ft inside
measurement. They thought that on a 1500 sq ft house this modest
increase in insulation requirements would cost builders not more
than $50 anywhere and perhaps only half that much in mild cli-
mates. They also thought it would cut the heating bill about $25
in two-season climates and cut cooling cost still more if a two-
climate house is air conditioned.

The homebuilders singled out the proposed change in insulation
requirements for their strongest attack. Finally FHA backed down
from the suggested 50 Btuh per sq ft inside measure to 50 Btuh
outside measure, which is about 52 or 53 Btuh per sq ft inside
measure.

This attack may prove to have been penny wise, pound foolish,
because adequate insulation is one of the hardest of all new-house
advantages to duplicate in an existing house. Wall insulation costs
two or three times as much once the house is finished. Further-
more, quality insulation should be wrapped in paper or foil—and
once the walls are finished it is too late to do this. Quality insula-
tion requires a vapor barrier, and once the walls are up the only
way to get a good vapor barrier is to put it on the inner face of
the wall, which can be expensive and limit freedom of decoration.
Good insulation calls for ventilating the wall cavity and letting
it breathe—and that too is difficult once the walls are up.

So now that the builders’ most serious competition comes from
old houses, it might be smarter for the builders to fight for higher
insulation standards instead of lower and to make adequate insu-
lation a big talking point to make people buy new houses instead
of old houses.

MAY 1959

Vapor barriers should be required for the
inside of all outside walls.
MarvIN GREENWOOD, vice president
Celotex Corp

We need a comfort standard for houses to
spell out quality.
1.D. FIscHER, sales manager
Wood Conversion Co

Balanced insulation is more important
than ever before because houses today
have a lot more glass in them.

M.C. FAIRFIELD, sales manager

Insulite Div, Minn & Ontario Paper Co

The right way to buy insulation is by
U value.
JW. BrownN, sr vice pres, mmarketing
National Gypsum Co
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How to sell quality sound conditioning

No one can enjoy a quality house where it is too noisy to think.

Most of today’s small houses crowd in every noisemaker except
firecrackers. Noisiest noisemakers are babies and young children—
especially boys—and today’s little houses have big families of
children. Second noisiest are radios and Tv—and many small houses
have three radios and two Tv sets. Third noisiest are motors and
appliances—and all small houses are full of motors and appliances
—garbage grinders, mizers, blenders, dishwashers, clothes washers,
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vacuum cleaners, and what have you. Sometimes four or five of
them may be running at the same time.

So you can’t have a quality house without doing something to
control its noise.

Most noise starts in the kitchen-family room area. This is an
extra-bad place for noise to start, because these rooms usually have
more hard surfaces to bounce noise around and fewer rugs,
draperies, and upholstery to absorb it. So all kitchens should have
acoustic ceilings wherever the ceiling is exposed (with ceiling high
cabinets the exposed ceiling area of a 112 sq ft kitchen may be only
60 sq ft or so). And all family rooms should have at least one-third
of the ceiling sound-absorbing. (Says Acoustics Expert Richard H.
Bolt of MIT: “Acoustic treatment over one-third of a given surface
is 80% as effective as acoustic treatment all over.”) And acoustic
treatment on part of at least one wall is almost equally necessary
to absorb the horizontal component of the sound waves. Any
acoustic material used in kitchens should be washable, because
there is too much grease in kitchen air.

Except for babies, not much noise starts in the sleeping area, but
with today’s open plan and hollow-core doors too much noise drifts
back from the day-time areas.

The rapid increase in noise generation in

Some of this can be kept out by using the fireplace, the closets, modern living—whether "rinm household
: [ ) ; FEL appliances, radio and television, auto-
and the two bathrooms to create a buffer zone, but even so the bed- sl iralic. or Ikieor Fanites: vadie
room hall can funnel back too much noise. The bedroom will be a some form of noise control (through the
. . 2 : e use of acoustical ceilings) essential iIn

lot quieter if this hall has acoustic treatment on the ceiling and at quality homes.

least part of one wall. WILLIAM A, MEHLER

Armsirong Cork Co

How much will it cost?

At the lowest published dealer price plus 10%, acoustic tile costs
a builder a minimum of 13¢ to 17¢ a sq ft. If you add 2V4 ¢ for 1x3
nailing strips and 5%2¢ for labor and then subtract 10¢ for the in-
stalled cost of the dry-wall it replaces, you come out with a net added
cost of 12¢ to 16¢ a sq ft. If you fasten the tile on top of the dry-
wall with adhesive, instead of nailing it to 1x3 strips, the cost is
about 10¢ more.

So the net added cost of acoustic tile on nailing strips would be
about $15 in the kitchen, about $30 in the family room, and about
$15 in the bedroom hall. Fastened on top of the dry-wall, the cost
would be almost twice as much.
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How to sell quality heating, cooling, and air filtering

Within a few years any house without air
conditioning will probably be obsolescent.
HHpadministrator Nogman P. Mason

Tomorrow’s buyers are all going to want
cooling.

STANLEY EDGE

Stanley Edge Associates.

A quality heating installation must have a
minimum expected life of 25 vyears.

D.D. CoucH, vice president
American-Standard.

Two-thirds of the cost is labor and duct-
work.
WiLLiaM Morrissey, sales manager
The Lau Blower Co.

With hydronic heating you can have any
number of zones off one boiler; you can
gel instantaneous hot water from the boil-
er; you can even melt the smow in the
driveway!

W.D. BRADEN,
National US Radiator Corp.

You can often buy a 75,000 Btu and a

50,000 Btu furnace system cheaper than

you can buy one 125,000 Btu furnace sys-

tem. This is excellent for zoning purposes.
Wneiam H. Baker, vice president sales
American-Standard.
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You can get quality heating by spending a little more money for
either forced warm air or forced hot water.

Quality standards for hot-water heat are no problem. FHA stand-
ards for hydronic systems are good, and if the local FHA offices
apply them wisely all hot-water systems that pass FHA must be qual-
ity systems.

Specifically, FHA requires that all hydronic equipment should carry
the appropriate seal (like IBR, SBI, AGA, ASME, UL), and FHA re-
quires that all installations should follow time-tested guides (like
those issued by the Institute of Boiler and Radiator Manufac-
turers). So, for example, no hydronic system is supposed to pass

FHA unless all the baseboard or convector units are located on the
outside wall where the heat is most needed.

Quality standards for forced warm air are almost non-existent.
“FHA standards are minimum,” says the biggest maker of residential
units. “So are American Gas Association (AGA) and Underwriters’
Laboratories standards (uL), and Air Conditioning and Refrigera-
tion Institute (ARI) standards are less than that. There are no stand-
ards at all for the efficiency and economy of cooling equipment.”

So on p 182 you will find the first quality standard ever pub-
lished for forced warm-air heating, cooling, and filtering. It was
developed for this issue of House & HOME by a large manufacturer
and submitted for comment and criticism to executives of nine other
big manufacturers and also to the engineers of the ARl and the Na-
tional Warm Air Heating and Cooling Association (NWAHACA).
It was then revised and re-written, and now the manufacturer has
formally submitted it to ART and NWAHACA to serve as the basis
for a badly needed industry standard of quality.

Quality standards like these for air conditioning could be of very
great importance to the sale of more good new houses because:

1. Good year-round air conditioning, including good heating, good
cooling, and good air cleaning, offers homebuilders their one most
obvious chance to dramatize how much more livable and how much
more economical today’s good new houses can be than yesterday’s
best, and

2. Most second-time buyers have had experience with cold or over-
heated rooms, high fuel bills, high maintenance cost, or recircu-
lated dust from heating and cooling installations that do not meet
quality standards.

HOUSE & HOME




How little more would quality cost?

Says John Norris, president of Lennox: “For a well-insulated 1500
sq ft house, a forced-air system that meets these proposed quality
standards should cost a merchant builder not more than $75 extra
for heating alone (not counting about $150 more for the optional
electrostatic air filter and about $35 more for the optional added
cost of a 10-gal.-a-day humidifier), and not more than $125 more
for year-round comfort compared with the cheapest system a builder
would be likely to buy.

“But it should save the homebuyer at least $20 per year on elec-
tricity and fuel for heating alone, and twice as much for heating and
cooling combined. His maintenance costs will be less, and he will
have a quieter and much more comfortable home to live in.”

Here is a high-spot quality checklist for forced air:

Cloetingh & DeMan

1. Continuous air circulation, properly adjusted instead of intermittent (see
Section 19). “This is the most important single requirement. It will
save more on fuel than the total cost of running the blower and it
will achieve a wonderful balancing effect between different zones.”

2. Perimeter floor duct air distribution with high level return inlets below
the ceiling insulation in each major area (see Section 15). A
dropped ceiling in the bedroom hall often makes a fine plenum for
return air. Supply air ducts should be sized big enough for cooling
and return air ducts should be kept below the ceiling insulation.

3. Big enough cabinets to permit big enough fans, big enough filters, big
enough cooling coils, big enough air passages, big enough com-
pressors, and big enough condensers (see Sections 3, 4, 9, 12).
Operating efficiency and economy are too often sacrificed to space
saving.

4. Belt-driven blowers (see Section 5). “They cost a merchant builder $20
more than the cheapest direct-drive blowers . . .” but they can
- save $15 to $20 on current in a seven-month heating season.”

9. Air cleaning (see Section 7). Seven years ago the cheapest electrostatic
filters cost nearly $700, but new manufacturing efficiencies (includ-
ing printed electric circuits) have cut the builder’s price as low as
$135 to $175 for a less-than-1500-sq-ft-house. Electricity cost will
run less than $1 a year. Replacement filters will cost about $12
a year for the cheapest units. Slightly more expensive units will
have washable semi-permanent filters.

6. Low current consumption (see Sections 2 and 12). This is the best easy
way to measure the efficiency of the system and its equipment.

7

Ten-gallon-a-day humidifiers (see Section 7).
8. Ten percent fresh-air supply (see Section 18).

9. Zone control (see Section 20). Most common reasons for needing it:
occupied basements, spread-out or split-level plans, large glass
areas in one or two rooms. Some times the best way to get zone
control is to use two separate systems, which may cost no more
installed than one large one.

10. Individual system design (see Section 14).

But no matter how well the system is designed and no matter how
good its quality parts, no system will be a quality system unless the
heating contractor installs and adjusts it right. This is the need
NWAHACA is trying to meet with its Silver Shield program.
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Here is the proposed quality standard for forced-air heating and cooling

This proposal was developed by John Norris of Lennox, studied by industry
experts, revised to meet their comments and criticism, and has been

formally submitted to ARI

Furnaces and heating units

1. All furnaces and the heating section of all combination
units should carry the American Gas Association (AGA) seal
of approval if gas fired, the Underwriters’ Laboratories (UL)
label if oil fired, and they must comply with commercial
standard CS 195-57.

S e e R

Blowers

2. All moving parts of the blower assembly should be
resiliently mounted to isolate vibrations from the unit cabinet.

3. The furnace cabinet, filters, blower, and cooling coil
should all be big enough to deliver the required air volume
quietly at a reasonable electric power cost. Specifically:

For heating: When air volume is adjusted to provide a
90 F to 100 F temperature rise through the furnace. the elec-
tric input to the furnace should not exceed:

2.00 watts per 1,000 Btuh of furnace input for a total sys-
tem resistance of 0.1” static pressure (wg) for both the
supply and return air systems.

2.50 watts per 1,000 Btuh of furnace input for 0.2" static
pressure (wg) total system resistance for both supply and
return.

! For cooling: When blower speed is adjusted to deliver 400
cfm per ton of cooling required, the electric input to the
blower should not exceed:
160 walts per ton of cooling required with total system
resistance, external to the air conditioner, of 0.2" static
pressure (wg).
180 watts per ton of cooling required with total system
resistance, external to the air conditioner of 0.3" static
pressure (wg).

Comment:

If the cabinet is too small, the blower inside it and the air
passage through it will have to be too small too.

If the air pussage is too small, it will take more power to
push the proper air volume through the restricted space.

If the blower motor is too small, it will have to run faster,
making more noise and more wear and tear, and that will
take more power too.

So power input required per 1000 Bruh of furnace input
and per ton of cooling offers an easy check on the efficiency
and quality of the system.

4. The blower motor must be big enough not to be over-
loaded when delivering 400 cfm per ton of cooling required.

5. All blowers should be belt driven, with a variable pitch
diameter pulley on the motor that allows the blower speed
to be adjusted to the needs of the individual duct system.

Comment:

Direct-drive blowers capable of comparable performance are
more expensive (except in large sizes). Belt-driven blowers
cost @ merchant builder about $20 more than the cheapest
direct-drive blowers using shaded-pole motors, but they
will 1) save $15 to $20 on current in a seven-month heating
season; 2) provide greater comfort because direct-drive

and NWAHACA as the basis for an industry standard.

blowers (shaded-pole or permanent-split capacitor) are often
hard to adjust; and 3) usually run slower and quieter, thereby
muking it possible to set the system for continuous air circula-
tion. Furthermore, belt-driven blowers are easier to adjust
to the needs of air conditioning when it is added later.

T e S

Humidifiers

6. When needed, humidifiers to add moisture should have
the capacity to evaporate at least ten gallons of water per
day and be adjustable from zero to the maximum.

Comment:

Tightly-built houses may need no added moisture at all;
houses with more air infiltration may need as much as ten
gallons of water a day. The simple evaporating segment
humidifiers which are standard equipment with many fur-
naces will evaporate only one to two gallons per day, too
much for some houses and too little for others.

e o e e R R

Air filters

7. Recirculated dust is a common complaint against heating
and cooling plants. Furnace filters should be large enough
and sealed at edges. Pipes and registers must be sized
according to the National Warm Air Heating and Cooling
Association (NWAHACA) manuals for proper air velocity.
Electrically-powered electrostatic filters using high-voltage
direct current to charge and hold dust and other particles
should be used in areas with substantial air pollution.

Comment:

This is the only device available today that provides nearly
100% removal of air-borne dust, lint, pollen, smoke, and
other microscopic particles. It consumes no more power than
a small licht bulb and has a low-mainienance cost. Only
electrically-powered devices meet these requirements.

Cooling coils

8. Cooling coils should make at least 30% of their total
capacity available for removing moisture.

Comment:

Too many cheap cooling coils (evaporators) cannot do a
good enough job of dehumidifying to produce comfort. Un-
fortunately, ARt standards do not as yet require a manufac-
turer to publish the per cent of moisture removal his specified
coils will accomplish.

9. Whether the tubes are 3", ¥4”, or 58" diameter, the net
face area of the coil should be not less than:

1.16 sq ft per ton of cooling with three rows of tubes.
.80 sg ft per ton with four rows of tubes.
.62 sq ft per ton with five rows of tubes.
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’ Compressor-condenser units (high sides)

10. The unit should carry the Air Conditioning and Re-
frigeration Institute (Ar1) seal showing it has been tested and
rated in accordance with ART standards. It should also carry
the UL seal showing it is listed by the Underwriters’ Labora-
tories.

11. The cabinet should be properly weatherproofed to be
placed outdoors. Preferably it should be made of hot-dipped
galvanized iron, properly cleaned and enameled. Tf un-
coated steel is used, it should be protected by finishes as
required for UL listing.

12. The compressor, condenser and condenser fan of both
air-cooled and water-cooled condensing units up to Shp must
have enough capacity to deliver an actual 7.5 Btu per watt
of power input to the compressor and condenser fan motor
as measured at ARI standard conditions of 95F outside tem-
perature with the cooling coil used as specified by the con-
densing unit manufacturer. For water-cooled units, this
power input should include the power input to the cooling
tower, compressor, and water pump at ARI standard conditions.

Comment:

If the condenser (air-cooled or water-cooled) or the condenser
blower is too small, the system will be inefficient and noisy.

If too small a condenser blower is operated slowly enough
to be quiet it will put too little air over the condenser and
run up the power consumption of the compressor. If this too
small condenser blower is speeded up to handle enouch con-
denser air and so reduce the power consumption of the com-
pressor, the higher speed will increase the power consumption
of the fan. So power consumption offers a reasonable
measure of quality.

Unfortunately the standards of the air conditionine in-
dustry include no cooling efficiency requirements like the
minimum efficiency requirements of aGa and vL for furnaces.

13. Air-cooled condensing units should be located and
“aimed” to cause minimum disturbance to neighbors.

System design

14. Each heating and cooling installation must be specifically
designed for the particular house at its particular site with its
particular orientation. Its heat loss and heat gain should be
calculated as directed by the official manuals of NwanACA
and the heating and cooling equipment must be sized
accordingly.

Air distribution

15. For maximum comfort, conditioned air should be dis-
tributed through perimeter floor ducts using narrow floor
diffusers on the room side of drapes. The ducts should be
sized large enough for cooling.

Comment:

Perimeter floor distribution is especially important in split-
level houses, too many of which use low-cost ceiling diffusers
or high sidewall registers in the on-grade or below-grade
rooms, which are usually the hardest to hear properly. With
good floor diffuser outlets in these lower levels and with
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correctly-sized return-air inlets on all levels, excellent com-
fort can be provided at all levels by properly adjusted con-
tinuous air circulation. (See below)

16. Return air inlets should be located on each floor and
in each major area. Return air ducts should run below the
ceiling insulation.

17. All openings should be located and sized as directed in
NWAHACA manuals or equal.

Fresh air supply

18. For optimum freshness in the conditioned space, a fresh
air intake into the return side of the unit should be sized
to provide about 10% of the total air volume to be circulated.

It should be properly insulated and have a manually operated |

damper.

Continuous air circulation

19. Every system should be completely adjusted for con-
tinuous air circulation as described in NWAHACA manual
No. 6. The thermostat must be of a type that will allow the
burner to operate for frequent and very short cycles (about
three minutes) during mild weather.

Comment:

This is the most important single requirement, and it is the |

requirement most often skipped by careless heating con-
tractors.

Continuous air circulation saves more on fuel than the |

total electric cost for running the blower, and continuous air
circulation achieves a wonderful balancing effect by pulling
air continuously out of all zones and recirculating it. This
minimizes the need for complicated and expensive zone
controls. Even though rooms on the sunny side of the house
need cooling in winter, the extra heat gain in these rooms
can be drawn out by continuous operation of the blower and
used to maintain warmth on the cold side of the house.

Zone control

20. Even small houses may need separate thermostats to
meet special conditions, and larger or more spread-out
houses frequently require multiple heating and cooling units
for proper zoning of temperature control. But most houses
where design heat losses are 90,000 Btuh or less can he
handled with a single thermostat if the blower is properly
adjusted for continuous air circulation.

Safety requirements

21. When the furnace is located in a closed room or small
closet, an opening for combustion and ventilation air should
be provided as outlined in the National Board of Fire Un-
derwriters’ Codes. For other locations, normal infiltration
plus the fresh air ducted into the furnace will usually pro-
vide adequate combustion air.

22. All installations must comply with local building and
underwriters’ requirements.

continued
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Here is a top salesman’s sales pitch

This is how Chrysler AirTemp'’s vice-president for sales would sell

quality heating,

cooling, and air-filtering if he were the real estate

salesman showing a model house. We believe every builder and
every realtor can profit by pondering his thinking and following

his advice.—ED.

By J.B. Ogden

If quality is to be sold, it must first be pointed out and
then related directly to the comfort, convenience, health,
and pocketbook of the prospective buyer.

This can be done with the full support of the buyer
if the salesman first piques his curiosity and if the sales-
man lets the potential buyer participate in the decision
to go into details (instead of forcing details on him
unasked).

Consider the furnace, for example:

You don’t have to sell the need for a furnace. If it's
there, it’s needed; so the first step here is for the sales-
man to call attention to it, saying perhaps: “You'll notice
this is a furnace. As I'm sure you know, is
one of the oldest and finest names in the field, and this
is a very fine product. It does have some outstanding
features which I'd be happy to tell you about if you're
interested.”

By merely calling attention to the furnace, the salesman
shows that he is proud of it. By offering to prove the
justifiability of his pride, he strengthens this impression—
and all without boring the potential buyer with details
before the buyer has stated his interest in them.

If the buyer says he's interested, the salesman goes on
to point out the quality features. He mentions the “con-
tour flame”, explaining that this makes the furnace more
efficient and he adds the all-important explanation that
this means lower fuel hills. He relates the sealed motor
to the fact that this ends the fuss and worry of furnace
lubrication; and shows how quality controls end the
need for resetting the thermostat mornings and evenings.

Finally, he mentions quietness, relating it to a more
restful, telaxing home, and then he demonstrates. At the
same time, he shows that the home is draught-free and
explains what this means in terms of more comfort and
better health.

He concludes his pitch by asking if there are any
questions, and if the customer now sees just why this is
a quality product, and why quality is so important.

Selling air conditioning is different

Selling air conditioning and electrostatic air filtering isn't
quite so simple, because fewer people know why they
are needed. So before you can start talking about why
your brand is good, you have to show why they should
want any brand of cooling and air filtering.

Take the electrostatic filter package, which includes
the electrostatic filter for dust, pollen, etc, plus a germi-
cidal lamp and an activated charcoal filter to screen out
odors. Here the unit is an exclusive. This is important,
but first the salesman must prove the need for such a
unit to screen out dust, dirt, pollen, germs, and odors—
and he must prove it in terms of direct benefits to the
homebuyer.

The benefits are obvious enough, but for that very
reason they may be overlooked. In other words, the
salesman may feel that by saying that germs are killed,
he has made his point. He hasn’t! He must add that this
means your families stays healthier, your children are less
susceptible to colds and flu. He must point out that
eliminating odors makes your home more pleasant for
family and guests, a place friends like to visit. And he
must show how better dust and dirt filtration means less
housework, brighter walls, cheerier drapes and curtains,
and cleaner, fresher air for the whole family.

Only after he has taken his final step in pointing out
direct family benefits can he start selling the quality of
his product.

You must sell the benefits first

Turning to air conditioning, the salesman here has a non-
exclusive product whose benefits are unknown to many
familics. His first step, then, is to talk about air condition-
ing in general, how it ends sweltering on summer days,
how it reduces sticky humidity, how it freshens and
cleans the air. and how it adds to the value of your home,
and how it makes your whole family healthier and happier.
Not until the salesman has shown that air conditioning
is something you need and want, can he start in again
where he began with the furnace, by stating that this is
a quality product by a quality manufacturer, and that it
has many fine features in which you should be interested.

At this point he indicates the sticker showing that the
unit conforms to AR standards, pointing out just what
that means to an owner in terms of confidence. He shows
how the “Climate Minder™ controls give year-around heat-
ing and cooling with just one sctting—no forgetting to
turn back the furnace or turn on the air conditioning,
resulting in hot, humid sleeping nights. He shows how
specific features cut operating or maintenance costs, or
how they simplify operation by the family.

And again, as with the furnace, he demonstrates. /END
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How to sell quality with plenty of hot water ¢

A salesman selling a home should let
quality punctuate his pitch and have the
facts to back it up. If his pitches are con-
vincing enough, the homebuyer will pay
the higher price for quality.

The quality standard for the water heater in a two-bathroom house
is nothing less than a 50-gal. quick recovery unit with an uncondi-
tional five-year warranty.
For gas, quick recovery means 50,000 Btuh input in cold-winter
areas, 35,000 Btuh input in areas where the supply water is warmer
than 60F all year round. For electricity in cold-winter areas it
would mean a 66-gal. tank where 9 kw is permitted by the local
utility, or an 80 gal. tank where 4% kw is the limit.
This quality standard is much higher than FHA requires. For a
two-bathroom house anywhere FHA will accept a 40-gal. 33,000
Btuh gas unit or a 66-gal. 3 kw electric unit. And FHA requires only
a two-year unconditional warranty with three more years pro rata.*

But University of Illinois studies for the American Gas Associa-
tion show that nothing smaller will meet the hot water needs of the
average family with dishwasher and clothes washer, and in most
areas the longer warranty unit will end up costing homebuyers only
half as much as a cheaper-first-cost unit. House & HoME has talked
to many homeowners who had spent hundreds of dollars replacing
two cheap heaters within five years. Says Builder Dave Slipher:
“Many one-year warranty units were miraculously engineered to

Joun H. Woob, sales promotion manager
Heater & Tank Div, John Wood Co.

What is the added cost of quality?

One fairly typical manufacturer lists his 5-to-10-year war-
ranty, gas-fired, glass-lined, quick-recovery 50-gal. heater at
$136.50; his 2-to-5-year warranty galvanized unit with the
same capacity at $118. If both units just last out the maxi-
mum warranty period, the cheaper priced unit would cost
the homeowner $22.80 a vear; the better unit would cost him
only $12.80 a year, or about half as much.

This same manufacturer lists his smaller unit that comes
closest to the FHA minima at $108 with a 5-to-10-year war-
ranty, or $88 with a 2-to-S-year warranty. This works out
that the smaller tank with a slower recovery costs a lot more
per gallon of hot water capacity than a larger tank with a
quick recovery. Also, in this smaller size, as in the larger
size, the unit with the longer warranty should cost about half
as much to own.

Four out of five new houses today use gas for their water
heaters, partly because their first cost is usually slightly less,
partly because at present rates their operating cost is sub-
stantially less almost everywhere except in the TvA area and

in the fourth year, or 80% in the fifth vear.
Most heaters with an unconditional five-year
warranty carry a similar pro rata warranty for experience record on glass-lined tanks has
five more years, and some manufacturers are

*This means the homeowner can get a re-
placement unit_installed for 40% of the list
price if the unit fails in the third year, 60%

fail on the 366th day.”

the Pacific Northwest. Oil-fired heaters have the lowest oper-
ating cost, but their first cost is much higher.

Tank corrosion is the most common cause of water heater
failure. Copper tanks have long been considered the best,
but these are quite a bit more expensive and are seldom found
in project houses. Most tanks with 5-to-10-year warranties are
glass-lined; short-warranty tanks are just galvanized iron.
These galvanized tanks have a relatively long life where the
water is hard, because the mineral salts in hard water soon
form a protective coating on the metal. Consequently, they
can be quite economical in large parts of the Middle West
and some parts of California. They have a relatively short
life in most parts of the East and South, where the water is
soft and aggressive.

Where the builder is in doubt about his water (and water
hardness shows great variations even in the same locality
and even from the same wells at different times), the slight
added cost of glass- or aluminum-lined tanks can be cheap
insurance.

beginning to convert these S-and-5 warranties
into straight ten-year warranties because their

been so good.
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How to sell quality wiring and piping for gas

Of course a quality house needs adequate wiring and adequate
piping for gas.

For gas this is no problem. It just means adequate provision for
the gas appliances—furnace, range, oven, washer, dryer, and soon
the new smokeless odorless incinerator.

But for electricity it means a lot more than meeting the adequate
wiring standard of 100-amp service which is essential to provide
current enough for today’s better lighting and all today’s commonly
used appliances. (For electric heat 150 amps will be needed.) For
20 ways to get better wiring for less money see H&H, Sept '58, pp
[48D-148F.

[n many large projects half the homebuyers have to spend nearly
$100 within six months for additional electric service that the
builder could have provided during constructon for less than $20.
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Here is a checklist of inexpensive electrical features

you need for a quality house:

1. Twice as many base plugs. The National Electric Code minimum of one
convenience outlet for every 12’ of usable wall space will never
meet today’s needs, let alone tomorrow’s. People use more lamps
than they used before the war, and they use many small appli-
ances all over the house. FHA and the code require only one
convenience outlet by the beds in the master bedroom—but as
many as 13 different units are likely to be plugged in there—two
bed lamps, two electric blankets, radio, Tv, razor, alarm clock,
room cooler, and what else.

In the kitchen so many small appliances are used that every
housewife will be grateful for a continuous plug-in strip behind the
counter, and so much cooking is done in the dining area that extra
base plugs are sure to be needed there too.

2. More and better fixtures. Fua requires as few as five (one each for
kitchen, bath, bedroom hall, and outside each exterior door) and
FHA sets no standard at all for their quality, so builders often spend
less than $35 a house for them! The Home Lighting Institute says
26 fixtures should be the minimum and recommends more than
twice that many. Homebuyers want much better lighting, and most |
middle-income families pay as much for just two lamps as most |
builders pay for all the fixtures in the house. Better lighting is one |
of the biggest advances a new house can offer, but too few builders
cash in on its sales appeal potential (which is extra high if the
model house is to be open evenings).

evening use. Half the beauty of a flower garden is wasted if it can-
not be seen at night,

4. Underground wiring. Lighting poles are the No. 1 eyesore in most new
tracts, so more and more builders are putting the wires under-
ground and more and more utilities are cutting their charges for
underground service (which is likely to cost them less in the long
run because of lower maintenance and freedom from storm dam-
age). For example: both Detroit Edison and Commonwealth
Edison in Chicago offer underground wiring free in any tract whose
houses use two heavy-load electric appliances (like the range.
water heater, dryer, or central air conditioner), and in some states
the telephone company will also bury its wires free. \

3. Outdoor lighting, Half the value of a patio is lost unless it is lighted for

5. Adequate switching. FHA requires only one switch per room, but the
living room lights should switch by the front door and also by the
bedroom hall; the light in the bedroom hall should switch at either
end. Extra cost: not more than $10.

6. Specification grade devices whose two-side electric contact assures far
longer service. The electrician may have to pay 20¢ more a piece
for them, but he can cut his labor cost more than that by using the
push-in (pressure lock) connection that is not available in the
competitive grade.

7. Grounded outlets. This safety measure is required by code and by FHA
for all outdoor outlets and all outlets near water (kitchen, bath-
room, clothes washer), but too few builders check to make sure
they get it. All outlets anywhere in a slab house should be grounded.
Added cost: about $5.

Builders can buy guality lighting equipment
for no more than they pay for inferior
merchandise, or at most an added 5%.
And this would be oftset by faster installa-
tion and less breakage and returns, for the
makers of cheap fixtures often cut their
costs by leaving out necessary hanging
accessories and by less factory assembly,
Hundreds of thousand of fixtures are sold
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that do not bear the vrL label. Many of
these are a potential fire hazard.
R.W. MINETT JR, general sales manager
John C. Virden Co.

If we can show the builder that more and
better fixtures help sell the house, he will
buy them and quality will follow.

Tom FULLER, sales manager
Moe Light Div, Thomas Industries Inc.

FHA on Long Island allows $35 for lighting
fixtures, but many merchant builders put
in up to $60 worth.

M. LoseLSoN, sales manager
Lighrolier, Inc.

Today new house buyers seem to spend
50% to 100% more for fixtures than the
builders’ allowance.

Leonarp HAEGER, Ala
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How to sell quality hardware

FHA sets no standard at all for hardware, because there is no com-
mercial standard FHA could adopt by reference.

The front-door lock is the first thing most home seekers touch
when they visit a model house, so it could be a good place to start
selling quality. And millions of second-time buyers have learned to
their sorrow that too-cheap locks are likely to give trouble and need
replacement in a few years, at a minimum cost of $6 even for
another too-cheap lock.

A quality standard for exterior door locks would require that:

1. They should have a deadlocking latch, without which a smart
burglar can open them almost as easily without a key.

2. They should have strong-enough brass or steel stampings for all
their critical working parts.

3. They should meet the minimum Federal standard (Type 160) or
at least the slightly lower special standard set to allow two more
lockmakers to qualify for Capehart housing (159). Unfortunately,
these Federal standards are now so loosely drawn that some makers
can meet them with a very cheap lock while others meet them
only at considerable added cost.

The need for better lock standards is so obvious that, at the Gov-
ernment’s request, a committee representing eight manufacturers
developed a performance standard and submitted it to the Depart-
ment of Commerce a year ago. So far, no action has been taken on
this proposal, and its terms have not even been circulated to the

industry.

How little more would quality cost?

Says the National Builders’ Hardware Association: “Most merchant
builders now pay only from $3.75 to $4.75 each for their exterior
locks, depending on their volume and their purchasing power. For
less than $1 more they could get a good plain lock with a dead-

locking latch and all brass and steel working parts.
“And here are two more quality specifications whose general
adoption would add very little to the cost of a good low-priced lock:
3. A backset longer than the common 23", because with a short

backset too many people are likely to catch their thumbs between
the door and the jamb;

42, A latch-throw longer than the common 34" because a 38" latch-
throw may not hold the door firmly enough if the door warps (as
too many doors do).”

For interior doors the story is about the same. Latches with steel or
brass working parts that meet 160 would cost about 35¢ a door
more (about $1.85 vs $1.50). Privacy locks would cost another
35¢ more (all locks for bathrooms or other places where a young
child might lock himself in should be openable from the other side
with a hairpin or any common small tool). Anodized aluminum
knobs and roses will keep their finish better than any other metal
except stainless steel (which costs more).

Quality means hardware that will perform
its required function for the life of the
house.

Wwm. S. HasweLL, secretary
National Builders' Hardware Assn

80% of the hardware in built-for-sale
houses won't meet the minimum Federal
specification.

C.D. MILLER, manager
Hardware Sales, Yale & Towne Mfg

The long backset installation reflects the

quality approach.
Stuart B. KNOTT, asst sales mgr
Schlage Lock Co.

What about hinges?

Homeowners would have much less
trouble with warping if all doors were
held by three hinges instead of two
(as FHA requires for exterior doors).

The extra hinge should cost the
builder not more than 20¢ a door,
and the cheaper the door the more
important it is to have a third hinge
to help minimize its warping. Labor
cost of a third hinge could be cut
(perhaps at some sacrifice in looks)
by using a non-mortise type (as in the
nans Research House in Knoxville).

Hinges would take 50% more wear
if they were .123-gauge, on which the
dealer price is 53¢ a pair vs 29% ¢ for
the cheapest US made hinges in .101
gauge, and 17%¢ for the cheapest
Japanese hinges. The longer service
is most important for bathroom doors
because they get closed more often.

What about sliding doors?

Too many sliding doors stick or buck
because their hardware is too cheap.
All interior sliding doors should be
top-suspension, with at least two-
wheel hangers up to 50 Ibs (added
cost: about $1 a door) and four-
wheel hangers above 50 1bs. Up to
100 1bs the wheels should be nylon
on self-lubrication axles. QOver 100
Ibs they should be ball-bearing with
a nylon outer rim and a steel inner
race. All sliding door tracks should
be aluminum extrusions (preferably
anodized) which cost a builder about
$1 more for a 4’ opening than steel,
which is hard to roll to close enough
tolerances to keep the wheels from
jumping the rail.

What about drawers?

Best way to keep drawers from stick-
ing is to specify rust-proofed metal
and nylon drawer-slides permit pull-
ing drawer all the way out without
sagging. These are integral on almost
all good steel cabinets. They are
standard or optional (for about $1
extra to builders) on most brand-
name wood cabinets, and builders who
buy their built-ins locally can get
them for about the same added cost.
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“I am now selling houses to grand- quality. Today people are educated and
children of my early buyers, Los 80% of our prospe are second-time
Angeles Builder G ge Heltzer “because buyers who know what to ask for in a
through the years 1 have built and sold house.”

Successful builders, right now, are merchandising quality

On the next 36 pages you will see dozens of their ideas—
each sales-tested and sales-proved. . ..
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Mel Larsen’s rule for selling quality:

Display your wares like a real showman

Builder Larsen (see his sales success, p 142) is a real showman,

He displays his wares—the materials and equipment used in his houses—
in an eye-catching setting: the sales office (background, above) at Clair Mel
City, his new subdivision in Tampa.

Any builder who doubts the value of product displays should talk to Larsen,
who is scoring Tampa’s biggest sales success (see p /42). He says:

1. Displays are an ideal way to draw attention to your quality story.

2. Displays keep prospects around by holding their interest after they have
been through your model houses.

3. Displays give your salesmen a chance to walk up to prospects and begin
conversations in an easy, casual way.

4. Displays help you separate serious prospects from those just looking.
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Any artist’s painting looks better in a handsome frame. That
is why Larsen displays his products in this attractive setting.

Larsen's display building gives most prominence to York
air conditioners and Norge appliances. His Clair Mel City
promotion (“Tampa’s first air-conditioned city™) is built

This wall 15
fire retardant:
Gypsum
does not burn!

Larsen puts quality products in this quality setting

around his York units (right rear, above). Some of the Norge
units displayed here are included in his sales price; others
are optional.

Also shown: his “full housepower™ display and displays
by the telephone company and other suppliers.

Larsen dramatizes quality . . . and identifies himself with quality products

Take this unusual display of drywall, for example. To show
how the drywall retards fire, he directs a lighted blowtorch
against it. “It’s a sure attention getter,” he says, “and strong
proof of quality.” Sign above the display lists other features
of the drywall.

Photos of several Larsen houses, mounted on this Masonite
display. help identify the builder with his brand-name prod-
ucts., The simple but professional looking display lists con-
vincing reasons why siding and other materials used in his
houses are quality products.

To see other builders’ ideas on how to put quality on display
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How to put quality on display continued

Homan Quen
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Builder Joe Eichler starts his quality story with this displa pole
The Palo Alto builder puts an eyc-catching display like this oven model with door that opens and closes) and a sign

in front of every model house. The box mounted on the pole saying: “Eichler approved . . . tested and selected for you.”
contains a lighted and animated product display (sample: Kelly Snow Sales Development produced the displays.
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Here are three ways to use outdoor signs to sell indoor features
Fox-Bilt Homes, Plymouth Meeting, Pa. posts a string of promotion displays to help explain benefits of a heat pump.
Saturday Evening Post feature signs (left) along a model- Willard Woodrow, Miami, uses triangular signs (right) to
house driveway. Young Construction, Phoenix, uses Carrier promote house features and “Advertised in LIFE" products.

Photos: H&H Staff
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Several smaller signs often score more points than one big one

That's why the builders of Park Village, Los Angeles, string average buyer comes out to the models three to six times
out signs like these on the approaches to their model houses. before he signs up. displays like these are a constant reminder
Each registers a single feature of the houses. Since the of quality features he might otherwise miss.
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If you are a real merchandiser you can make your office a real store

This impressive “Sales Showcase” is, believe it or not. a revolving displays, in color, of houses and floor plans; a
model-house garage. Gibraltar Homes, Anaheim, Calif, uses master tract map, a construction-specification display. Patio
the area as a sales office and as a display center: there are outside is set up for conferences.

4 &) at Y : - é : o

You can convert a garage for sales displays—or put up a special building
erma-Bilt Homes in San Leandro sets up its displays in a does John Long—his new sales building (right) includes a
modified garage (left). But the builders of El Dorado North- series of product displays (you'll see them on p /97). Buyers
ridge, Los Angeles, use a separate sales building (center). So pass through sales building to get to model houses.

P

This special building is the stage for Levitt’s big product show
Each time he moves to a new area, Bill Levitt builds a better a row of furnished models. is usually surrounded by crowds
sales and product-display building. And he has done it again, looking in the big windows at the product displays. To see
with this new office in Levittown, N.J. It is in the middle of what it looks like inside, turn the page.

MAY 1959
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How to put quality on display continued

Lawrence 5. Williams

Bru (1] B

Inside . . . Levitt’s product display suggests prestige brands

When you display your brand-name products in an inviting a neatly printed message telling why the product benefits
room like this, you show your respect for them. Notice the homebuyers. And Builder Levitt always makes sure he has
floor-to-ceiling glass. Notice the lighting fixtures. And notice enough salesmen on hand (behind the counter at left) to
the generous space around the displays. With each display is answer visitors’ questions.

White's Studies

Here is a new way to show off your quality of kitchens and baths

This imaginative display by Gibraltar Homes, Anaheim, Calif., bathroom plus a section of the master bedroom. Along the
makes the most of valuable selling space that often goes beg-  right wall (not shown) are other products plus a display of
ging. Along the left wall is a complete kitchen with all the services offered by an interior decorator. Product names
products that go into it. Along the rear wall is a complete stand out because they are framed in the lower panels.
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You can show visitors everything

In this big room Leonard Long Jr of Atlanta shows visitors
all the materials that go into his houses. Among his unusual
displays are bins of gravel, piles of concrete block, stacks
of lumber. And on the ceiling is a full-scale, three-dimensional

floor plan of one of his models.

Franklin Studios

L ¢ ‘
JOWNRCH CITY, TENK

- « . or display a few brand names

This modest but attractive display features products of one
manufacturer (Johns-Manville) but also points out com-
munity facilities with a photo of a nearby shopping center.
It occupies one corner of the garage that Builder Frederick

W. Zink of King of Prussia, Pa., uses as a sales office.

When you display it
tell why it is good

Both these displays tell and show why.

Left: George Goodyear of Charlotte
mounts samples of his quality floors on
a 5x5 panel. His display catches the
eye of visitors and gives his salesmen a
chance to tell why his floors are quality.
Prospects are invited to feel the wood,
see its “precision manufacture,” choose
among oak, walnut, cherry, or maple.

Right: MacKay Homes of Sacra-
mento, builder of Foothill Farms, dis-
plays a cutaway wall to stress the
importance of full insulation. Copy talks
up brand-name quality and benefits like
greater comfort and lower utility bills,

\mpORTRRT/

Ernest Braun

ARST for Foothill Farms

FULLY INSULATED
PERIMETER WALLS

0 WALL 1N VOUR FOOTHILL FARMS
INSULATED WITH FAMOUS
FIBER AND ALUMINUY

(.:OOLER insummer
WARMER in winter
Low uritiry BitLs
fumished & in
t
by YANCEYSé]gEd

Mat'l Electric

Always tell your quality story from the prospects’ point of view

To the prospect, adequate electric power means enough
power for all the appliances he wants to use. Both these

for at least 20 appliances (pictured in circles) instead of
seven which is all 60% of Chicago families can use. Right:

displays make that point. Left: Centex Construction Co Bernie Seidman, Wellington Park, N.J., puts across the house-

shows that its buyers in a Chicago subdivision get power

MAY 1959

power story with a display by Public Service Electric & Gas.
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How to put quality on display continued
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“You’d be surprised how much time people spend looking at these displays”’

They spend time looking, says Charles Pride, sales manager
of Dave Edmund Homes of Clearwater, because: “Women,
and even a lot of men, have no concept of what is in a house.
The displays give our salesmen a chance to tell them.”
The displays (on three walls of a two-car garage) make
people remember the model houses because. says Pride,
many are “audience-participation displays.” For example,

prospects can push a button, see how much current an electric
iron uses (part of “full-housepower™ display). They can turn
on an electric heating system. they can ring door chimes.
Also featured in the electrical heating display: a letter from
the power company explaining rates. Says Saleswoman Clara
Honold: “Displays are terrific for me as they let me explain
technical points to men without hurting their feelings.”

USPLYWOOD

SP‘d"‘Z :5;‘:

Peninsula Siding

e beauty
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“Sell quality systems as well as quality brands,” says joe Eichler

He follows his own advice with displays like the one at left
above, which explains what radiant heating is and how it
works. This display board, in one of his Palo Alto models,
attracts attention with a large, unusual picture, then talks up
“the wonderful comfort, even heat distribution, complete
decorating freedom™ with a radiant-heat system. All of his

displays are summed up by the slogan: “another reason why
vou should buy an Eichler home.” He also uses a series of
product displays (like the one directly above) which talk
benefits to buyers.

Eichler uses these displays to “dress up” his unfurnished
models, which he shows along with furnished houses.

HOUSE & HOME




Both John Long and Bill Levitt are using new types of displays

Latest innovation by the Phoenix builder is a series of in-
stitutional-type displays—mostly rear-projection color slides
which hold prospects attention on Long's main product,
design, and construction features. A color and sound strip
film tells The John Long Story. “We know a good product
display helps us sell,” says Sales Manager H.C. Pease.
Photo at right shows one of more than 50 displays in the

Armstrong
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new Levitt sales building. Prospects pick up telephones, hear
a taped message about the new Levittown and its advantages
(the message discusses community facilities like shops,
schools, and churches, as well as quality features of the
houses). This display is a telephone-company tie-in that ex-
plains via the taped message: “When you buy a Levitt house,
you won't have to wait to have your telephone installed.”

Armmronp FLGORS

vou can HEAR the ditieencr S :

SHAKE PADDLES

Displays like this let your prospects ““try it”’ for themselves

At the display of siding at Brickman Homes, Mt Prospect, I11.
(left) visitors are supplied with a hammer, invited to “Hit
it hard. Do you know any other siding which will take this
kind of punishment?” Few prospects are able to resist the
temptation, and few leave the display without reading the
accompanying signs. At an Armstrong acoustical-ceiling dis-
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play (center) prospects can operate a bicycle horn first in
an untreated box, then in a box lined with sound-absorbing
material; “hear the difference.” At a flooring display (right),
visitors can compare softness of floors with and without
underlayment by standing with one foot on a section of
flooring “with,” the other foot on a section “without.”
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How to put quality on display continued

Living for Young Homemakers

Even without a display area, you can make a dramatic show like this
“Nothing shown at the San Antonio Parade—and there were top, visitors saw coffec perculating, a variety of portable
78 houses—got more comment than this Kitchen,” says Westinghouse counter-top appliances in use, a Philco split-
Builder Tom McGovern. In the kitchen, which has no burner level oven roasting meat and making pies.

Jos. H. Thompson

tile, Inc
.+ Tike Flooring Kent!
psphalt Roof Shingles Johag Manville Corp

American Radiatot :jn:\
Srandard Sanitary Corp.

feating Equipnent

' einihed Lumber  Weyerhauser Ca.

Dishwasher Waste King Corp
Insulation Batts Johns Manville Corp:

Plumbing Fictures  Brigas Corp,

Gypsum Wallboard  Nafion Gypsum Co

Standaed Iasilaring

lhli‘hmg Johns Manw “E orp
CEHC t

Uniersg) Atlas

Lement (.

Kiteh,
n ﬂwkrops The i
Ica Co,

b tumuy PRODYCT
b ™ QUATy 'H'O‘M i

. . . and feature quality brands without messing up your model house
Wi[h. the sign at left, above, Fox Brothers of Plymouth the basement sales room, not in the furnished part of the
Meeting, Pa. makq sure prospects realize all the brand-name  house. The door-mounted checklist in right photo spells
products that go into the house—but they put the sign in out features of Lord Chesterfield Homes on Long Island.
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Roy Trahan

To make signs work, put in some factual ‘“reasons why"”’

Sign above left, in an Earnest Homes” model in New Orleans, around the house carry the same “Another sign of quality”
doesn’t just say “big Kitchen™—it spells out the advantages slogan. Builder Jim Burke of San Antonio sets up Azrock
of a big kitchen to the buyer. Other similar signs spotted sign (right) to check off advantages of vinyl tile he uses.

W e PRLNGLEN il

VEN! .

Signs keep talking quality when your salesman is busy elsewhere

Builder Bob Schroeder of Brentwood, Long Island, wants (left, above) tell at least the main points. And a sign (right,
all his prospects to know why he uses hydronic heating in above) calls attention to the “Pull °N Clean” feature of
his houses—and if there’s no salesman around, the signs the Frigidaire ovens in Wenzler Bros' houses, Dayton.

Use a booklet display rack so they can take your quality story home
In this neat Masonite pegboard rack, M.H. Paulson Lumber brands” house. Advantage of pegboard: holders can be ad-
Co (Milwaukee) stacks manufacturers’ literature covering all  justed to take any size booklet. One space holds cards which
the materials and products used in its “Showcase of famous prospects can sign and leave, if they wish to be contacted.
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Charles Huber’s rule for selling quality:

Use cutaways to prove you have it

Huber proves he has it by making one model a cutaway display house.

Qutside and inside, the house shows materials and workmanship in different
stages of construction.

“Most people really want to know about construction,” says Huber, “and a
good salesman can make effective use of cutaways to show why one house is
better than another. But he has to be enthusiastic, has to know his subject. And,
above all, he has to tell his story from the prospect’s point of view. In other
words, he must show how good construction pays off in such things as comfort,
low maintenance, and low heating costs.”

Huber (see his sales success, p 7144) builds relatively low-priced houses in
Dayton and Columbus, relatively high-cost areas. He sells a 1,060 sq ft house,
(plus garage) with brick veneer and deep overhangs, for $13,495.

“At that price,” he says, “we have to prove quality. Otherwise people may
get the idea that our moderate price indicates cheap materials and so-so work-
manship.”

HOUSE & HOME




Cutaways let buyers see the evidence
Here the evidence is insulation, pulled out of one of many
inspecton openings in Huber’s cutaway house. Seeing and
feeling it helps convince prospects of quality of house.

Cutaways convince the skeptics
This wall, left open to show the quality of its construction,
helps Huber salesmen persuade people that even at a price as
low as $13,495, they will get long-term value.

Cutaways show the materials and the construction
Salesmen use these open walls to demonstrate the quality of new salesmen, who are taught how his houses are built, how
Huber's drywall construction (left) and copper plumbing to discuss any phase of building, and how to point up the
(right). Open construction like this also helps Huber train benefits of materials and workmanship.

To see how other builders use cutaways

turn the page
MAY 1959
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a cutaway continued

How to show quality with

Rocheue News Leader Pix

Anthany Lane

Signs make cutaways twice as effective

A cutaway works best when there is a salesman standing by
to explain it. But on weekends, salesmen are often too busy,
so a cutaway doesn’t do much good unless there are signs
which point up the things to look for and the benefits. This
cutaway is in an Orrin Thompson house in Minneapolis.

A ceiling cutaway shows what’s up there

Few prospects will climb up into an attic to see ceiling and
roof construction. But they'll all look up. Builder John Tilton
of Rochelle, 11l. framed an opening into the attic. lighted the
space so prospects could see his construction.

Bart Brooks

House of Eiffel

Here’s how three builders use X-ray houses to sell second-time buyers

why (center) Coronet Homes, Richmond Homes dealer in

Most second-time buyers know quality construction and qual-
Trotwood, Ohio, leaves one model unfinished so prospects

ity materials when they see them. And they want to be shown.

That’s why (left) Builders Stone & Schulte of the San Fran-
cisco peninsula show prospects a partly finished: house with
neatly lettered signs to point up construction features. That's

can sce the components and how they go together. And that’s
why (right) Ibec Homes in Florida has its salesmen show
houses under construction.
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Andy Place uses heating cost figures to prove the economy of quality

He uses a cutaway (above) to show his prospects the differ-
ence between insulating to minimum FHA standards and in-
sulating to the “Comfort Conditioning™ standards he follows.

Then he uses cost-comparison signs to show his prospects
the dramatic difference in operating costs that proves the
benefit of his quality insulation.

The signs show: 1) a house in South Bend insulated to
minimum FHA standards would cost $192 a year to heat with
gas, $224 with oil, $227 with coal, and $474 with electricity;
2) but with “full thick” insulation, operating costs would be

Branco Photography

$71 less with gas, $84 less with oil, $85 less with coal, and
$177 less with electricity. So these signs make it clear to
prospects that quality insulation will save them $1,420 over
20 years in Place’s gas-heated homes; and save them even
more if the house is air conditioned.

For a year now, Place has built without sheathing, and the
$125 he saves just pays the extra cost of “full-thick” side-
wall insulation and 6” ceiling insulation.

The photo at right shows a cutaway of an optional fireplace
which 35% of Place’s buyers pay an extra $475 to get.

Dick Kent

New methods need explanation

And a cutaway is one of the best ways to explain them. Here,
I.H. Kennevan, sales manager of Style Builders in Pittsburgh
is using a US Steel Homes cutaway to show a prospect how
the sidewalls of the house are fabricated, what materials are
used, and what the advantages are.

MAY 1959

Here’s a salesmzan’s conversation piece

It lets him show prospects the structure of the sidewalls, the
insulation, how the wall is plastered, and how windows are
set in, Builder Dale Bellamah of Albuquerque had this cut-
away display built, keeps it set up near the model house to
help salesmen sell good construction.
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How to show quality with a cutaway continued

Cloetingh & DeMan
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Here’s an inside quality story

Malone & Co of Niles, Mich.—a Place Homes dealer—uses
this cutaway to show the materials and fabrication of the
prefab plumbing wall in its $11,250 (with land) houses.
Point to remember: A builder of lower-priced homes often
has to do more than builders of higher-priced homes to prove
that he offers quality features, because buyers tend to take
quality for granted in a higher-priced house.

H&H Staff

House of Eiffel

This exhibit explains fine floors

To attract the attention of prospects to their quality flooring,
Stone & Schutle—who build and sell in half a dozen areas
on the San Francisco peninsula—use this “cutaway floor”
display. It shows an oak floor at several stages of completion,
dramatizes the quality of materials and workmanship in-
volved. This display is built in one room of an unfurnished
model and used to show many construction features.

H&H Staft

Here’s how Raleigh Smith takes full credit for 7-Star construction

soffit, the vent pipe, and the conduit used to bring wiring
through the roof. Says Sales Manager Ben Goolsby: “The
cutaway slows people down, so it gives our salesman a better
chance to talk with them and sell our quality. We know it
has interested men especially.”

As soon as this Houston builder had tied in with the Johns-
Manville 7-Star promotion, he built this cutaway display to
highlight the construction features, set it up in the garage of
one of his furnished models. It shows off his quality shingles,
sheathing, insulation, and drywall; the redwood fascia, the
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These big mockups explain how an aluminum house works

When Builder Jerome Cardin (Admiral Homes, Baltimore)
introduced National Homes' new line of aluminum houses,
he knew his salesmen would have to answer hundreds of
questions about how the houses are made. So, with the help
of the factory, he built these cutaways. They work two ways:
1) they are so interesting that they arouse curiosity, and 2)
they are so complete that they show clearly how the house
is made. The display at left, above, shows aluminum horizon-

Inside-outside cutaway tells all

The elaborate wood and masonry display explains how a
masonry wall is built, how radiant heating pipes and reinforc-
ing are laid in a slab. Dan Caimotto displayed it at the
Annual Central Pennsylvania Builders Show in Harrisburg,
reports it attracted a lot of favorable attention.

MAY 1959

tal siding and shingle roof. The display at right explains alu-
minum “board-and-batten” siding and sheet roofing. Both
displays feature several color choices; and show, clearly
labeled, the metal corner post, aluminum gutter, fascia.

The two mockups were shown in a large tent, along with
other product displays, and, says Builder Cardin, were a
major help to his salesman in racking up opening-month sales
of some 400 houses.
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Bill Beck’s rule for selling quality:
Train your salesmen to be demonstrators

“Don’t just tell your prospects what quality equipment will do for them,” says
Beck. “Show them—or, better yet, let them show themselves.”

That is what Beck salesmen like J.W. Tippett (see photos) do in his demon-
stration room. They demonstrate how equipment works. They demonstrate its
special features. And they invite prospects to “try it yourself.”

Because of his wide price range ($8,250 to $60,000), Beck (see his sales
success, p 146) does not put all his optional equipment in every model house.
So his salesmen take their prospects to the demonstration room to show them
the whole line. Says Beck: “Before we had the demonstration room, we sold
optional equipment to about one customer in ten. Now we sell five in ten.”

Bill Beck’s salesmen show it . . . tell why it is better . . . and explain the guarantee
tures.” Removing the front of the furnaces, he shows how
air circulates and how filters keep the house cleaner. Dem-
onstrating the water heater, he talks up advantages of its
insulation, glass lining, and ten-year guarantee.

Salesman J.W. Tippett uses demonstration to focus visitors’
attention on oven, furnace, and water heater. Then he points
out benefits and quality features. Opening the oven, he says,
“Let me show you why you can be sure of even tempera-

206 HOUSE & HOME




’ E e “
Beck’s salesmen invite the prospect to try it for herself

“See what you can do with this food center,” says Tippett Beck: “This display attracts more women than anything else

as he invites the housewife to experiment with it. Comments we have—partly because we let them try it.”

- ¥

Beck’s salesmen get the husband interested in kitchen equipment
Turning to the husband, Tippett points to a sign that reads, an In-Sink-Erator, and describes its features. Comments
“See inside where your garbage goes,” opens the door to show  Beck: “Most men want to know what makes equipment tick.”

Beck’s salesmen make the most of a surprise like this
“Now here’s something you won't see in most houses,” says the wall when not in use. Comments Beck: “Surprises like
Tippett as he demonstrates a bathroom scale that folds into  this stir up interest. We always make them a strong point.”

To see other builders’ ideas on how to demonstrate quality
MAY 1959 turn the page 207




How to demonstrate quality conrinued

Always point out the advantages

You can show advantages of a sliding door, for example,
with a small-scale model or with the actual installation.
John Pagliuso, Glendale, Calif., uses a model (left) by Ador.
George Springhart, Lincoln Park, Mich, (above) demon-
strates a Fenestra door in one of his $18.000 houses. He
shows how well it works and how it is weatherstripped.

Ransier-Anderson Donald Jack Studio

"Only The Rich Can Afford Poor Windows
e 1178

Show how easily it slides and how tightly it fits

Demonstrating the easy movement of a Fenestra window of an Andersen window (right), Bill Lofink of Strauss Bros,
(left), Builder Ted Pratt, Royal Oak, Mich., slides it. One of Omaha, has a visitor pull a ribbon between the frame and
his sales rules: “Do something.” Demonstrating the tight fit sash. One of his rules: “Get the prospect to do something.”

Get your buyers to see and feel the difference that quality makes
Here is how two builders do just that. Jennings & Lewis, men.” Parkway Homes, Milwaukee, urges visitors to “com-
Lubbock, Tex., invite prospects to examine a sample cabinet pare the difference” between quality and nonquality paneling
drawer (left) that shows fine millwork and nylon guides. Says on a display board (right). Prospects feel the two panels
Cecil Jennings: “We insist on demonstration by our sales- and read the checklist-type copy between them.
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Seeing is believing

To show why an electronic air filter “works better than any
other kind,” Fred Becker of Pittsburgh uses this Trion dem-
onstrator. A lighted cigarette is put in a tube with a rubber
bulb at one end, and smoke is pumped into the demonstrator.
Smoke floats through and out the top until a button is pushed
to activate the filter; then it disintegrates.

" CRAWFORD HOMES
runte

tare e

“Let me show you . . ."” always gets your prospects’ attention

Fhat’s what salesmen say at each of these displays. Left:
salesman at Oak Park Home describes electric heat with a
display from Salt River Power District, Phoenix. Center: sales

manager of Residential Developers, Baton Rouge, shows bene-
fits of attic fans with full-scale model. Right: George
Johnson, Lincoln, Neb., shows benefits of gas air conditioner,

A salesman can make his point with a photo, or with an actual sample

With the photo display at left, the salesman shows the
strength of a truss roof. This large-scale photo of a strength
test is displayed in the Hamilton, Ohio, showroom of Peasc
Homes because prospects cannot be taken into the field

MAY 1959

to see the actual test. In the picture at right, salesman
uses a sample roof section (a display prepared by Reynolds
Aluminum) to explain an aluminum roof and to show the
advantages of aluminum shingles and flashing.
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How to demonstrate quality continued

Show what living there could mean

Builder John Held dramatizes how pleasant cooking would be
in his Kingsville, Tex. houses by having M.A. Compton (left).
Chambers range dealer, broil chickens for opening-day
crowds. Borovicka Enterprises dramatizes how easy house-
work would be in its Glen Ellyn, 111, houses by having a home
economist (above) from local utility demonstrate appliances.
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If you have quality flooring, let them know why it is better

Builder Robert Grant (left) of Stardust Royalty Homes, Los
Angeles, uses this sample display board to show optional
patterns and colors, and sell the advantages of the Congoleum-
Nair vinyl in his houses. At right, a salesman for Centex

August Beinlict

Construction Co uses a display panel to show prospects the
pattern and finish of the wood-block flooring used in its
big Chicago development. Sample block in salesman’s hand
shows thickness of flooring.

An off-beat display gets attention

Above, Builder Dan Caimotto (New Cumberland, Pa.)
demonstrates the durability and washability of the Luxor
carpet he uses: this sample had been used as a doormat by
hundreds of visitors, then washed at one end. At left, salesman
for Young Construction Co of Phoenix invites prospects to
“feel the quality” of wool wall-to-wall carpet used in its houses.
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Help buyers pick a quality product

As prospects look over displays showing choice of hardware,
(left), salesman for Builder Jacob Lefferts (Middletown, N.J.)
demonstrates quality features of line. Above, salesman for
Builder Carl Kamhi, Shrub Oak, N.Y. helps prospects choose
paneling, using Georgia-Pacific display that highlights “family-
proof” finishes.

THIS 1S A WORKING
HODEL OF THE HEART
OF YOUR COMMUNITY
TREATHENT PLANT

NO SEPTIC T
IN THIS PLANN

Get your story into a book

Don’t forget community facilities

An easel-type manual, like this one used by John Long’s Durable Construction Co (which developed Village of Carol
salesmen, is ideal for showing prospects all of your quality  Stream, Chicago) wuse this display to dramatize the ad-
features—not only in the house but in the community. Book vantages of a modern sewage plant. Display was built with
is shown after prospects have gone through the models, the help of the manufacturer, Yeomans Bros.

1 'WELCQME., I ADN ME.___ .
AND WOULD ENIOY SHOWING
YOU THREOUGH OUR HOME
BUILT WITH NATIONAL
ADVERTISED PRODUCTS"

DISCUSE RAIRDWARE

GIVE CHOICE OF FAINT
& WALLPAFER

MENTION CERAMIC TILE,
CHST IRON TUS, VANTTY,
TILE FLOOR

TENN STONE & BRICH - ;

FIKEFL ACE ) b BIG LINEN JLOSDT

5 7 LIGHT FIXTURLS
TEMPERRATURE CONTROLE RANGE FAN

2 FULL INSJL & HOUSE POWER

AWARD FLAQUES ON WALL

AMELE CLOSDT
AMFPLE STORAGEH

3 SELECT, FINISHED
QAK FLOGRS

PINE TRIM BASE
HMHOW WINDOW LOCHK

O BIKCH CABINETS

BRAND NEW SINMH

LAMINATED ELISTIC
COUNTER TOF

WEATHERSTRIFPFED DOIRS
INTEECON SYSTEM

DEMONSTRATION.
[ BEHOW SLIDING CLOSET DOOR

T : i Z¢ TRY 70 QUALIFY BUYLHN
1Z TEY WINDOW Eucer

Map out the places for your salesman to demonstrate quality features

Salesmen for Builder Wes Reed of Hartford, Conn. use this model house. With a hot prospect. salesmen try to cover
annotated floor plan to remind them to talk about a specific every point. Reed drills salesmen in use of the map by
quality feature at specific points in the tour through the making occasional “test runs” with them.
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Something new is happening in home merchandising —

212

A report from the field by Carl Norcross

The deep sell

All over the country today smart home merchandisers are coming up with the
same new idea. We call it “the deep sell.”

The deep sell includes all the proven techniques H&H has recommended in
earlier merchandising issues: it starts by featuring a good neighborhood, good
design, and curb appeal; it uses well furnished models and offers prospects a
new way of life. Some successful builders call this part of the deep sell an
appeal to romance and glamour—certainly it is aimed at the emotions.

But the deep sell does not stop just with an appeal to the emotions. It adds
an appeal to reason. When you use the deep sell, you convince your prospect
that your house is not only attractive to look at, but that it is also good quality
and sound value. You convince him by informing him, by giving him the
knowledge he needs in order to judge for himself. In short, you convince your
prospect with facts that let him convince himself. When you have done that,
your prospect becomes a buyer and he also becomes your enthusiastic backer

Changing conditions created
‘““the deep sell”

First, what is changing? Well you
builders are changing locations. You
ran out of land so you moved to
another surburb or to another town.
Wherever you moved you are not as
well known. Merely saying you are a
good builder isn't enough. You have
to prove it.

Second, if you haven't moved, your
customers have. Statisticians agree
that 20% of American families move
every year, The smart merchandiser
knows that when new people move
into town he has to convince them
he is a quality builder.

—in a very real sense he joins your sales force.

This kind of selling obviously takes effort and time. To start with, builders
agree, you must have basics like a good location, good neighborhood, good
design—a house suited to the market and priced competitively. If you are going
to convince your prospects that your house is good quality, obviously you must

begin by delivering quality.* Then you follow these steps:

1. Build up your name so it is synonymous with quality

Advertise and promote skillfully over a period of time.
You can develop a consistent theme in which you always
associate yourself with high standards. Don’t use the word
“quality™ itself as often as you talk about the things that
quality means. Be sure you keep your own name or your
firm name consistently in front of the public. Do