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One look at the excitement in their faces...
And you'll never build another house without a Char-Glo Broiler.

Year round indoor gas fired barbecue! It's been
‘ years since a single new home feature has fired
the imaginations of home buyers the way Char-Glo
does. House sales get fired up, too. We've got
\ letters from builders all over the country telling
us how open house browsers take one look, start
‘ talking about ‘‘cook-outs’ with family and friends,

and ask how soon they can move in.
=)
Ci=

[Q‘;Qﬁ\ % a “Naturally, it's gas!”

Other products by Waste King Universal: Disposers ¥ Dishwashers % Built-In Ranges %% Barbecue Equipment

SR

o, . o
Model CG19 shown. AGA approved,

There are Char-Glo units you can use indoors or
outdoors in your homes or apartments. Built-in,
Slide-in, Drop-in and portables. Installs easily in
cabinet or masonry at a total installed cost far
lower than you'd expect to pay for such added
sales power. For complete detailed information
about the new Char-Glo barbecue broiler, write to
Waste King Universal, Los Angeles 58, California.
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Easier FHA rules for loans on resort homes?

FHA gives broad hints it may ease up the rules governing FHA loans for vacation
homes. Up to now, the agency will insure a loan on a summer house only if 1)
it is designed for year-round occupancy and 2) lies in an area where there are
both season and year-round residents.

But FHA commissioner Philip Brownstein has just promised Sen. Philip Hart
(D., Mich.) to take a new look at FHA's rules—particularly its definition of eco-
nomic soundness for homes in resort areas. The senator wants to help the waning
economy in resort areas of Michigan. To veteran FHa staffers, Brownstein’s com-
ment smacks of revolutionary new concepts. The new commissioner goes out of
his way to refute the widely-held idea that a borrower may hold only one FHA
mortgage at a time as a misapprehension. One family may have two FHA loans.

Anti-bias order: no visible effect so far

Brownstein is making clear in public speeches that he will watch housing’s market
closely this first year after President Kennedy’s order banning race bias in federally-
aided housing. His size-up to date: “Even the slight hesitation [in applications] FHA
expected has not taken place . . . There will be no massive shift away from FHA;
in fact, as builders gain experience, a resurgence of FHA financing activity is likely.”

Brownstein draws hope from a 13% jump in FHA applications in February.
Private non-farm housing starts as measured by Census Bureau are 6% above
year-ago levels. The seasonally adjusted rate for building permits now surpasses
the seasonal rate for all private starts, and total permits are 8.3% over a year ago.

Is the cream skimmed off the retirement-house market?

New hints that the senmior citizen communities are past their peak popularity
come from Research Assistant Sanford Goodkin of L. C. Major & Associates in
Los Angeles. After interviewing 1,000 persons over 45 in Los Angeles, Fort Worth,
Indianapolis, and Phoenix, Goodkin reports resistance to communities restricted
to elderly persons. He predicts: “Those senior citizen communities already estab-
lished are going to find less market than their initial success may have indicated.”

Statehouses become vital battleground for builders

With Congress likely to enact little significant housing laws this year, the housing
industry may find its most important changes—pro and con—coming out of state
legislatures this year.

One measure of the new-found importance for state lawmaking comes from
NAHB. Organized builders are sponsoring a series of first-ever regional workshops
to hash over better ways of getting builder views heard by state lawmakers.

Behind the stir: When the U.S. Supreme Court last year ordered many legislatures
to reapportion, it tipped the balance of power from rural lawmakers to city law-
makers in many states. So big-city ailments like renewal and transit which used to
end up in Washington for treatment are getting attention from states, too.

Results in states where legislatures have already adjourned show a mixed trend.
In New York, Gov. Nelson Rockefeller, who gives every indication of wanting
to bear the Republican Presidential standard in 1964, staked much of his reputation
on pushing the broadest anti-bias law of any state through a reluctant legislature
The new law bans bias in 95% of all private housing, excluding only apartments
in owner-occupied two-family homes and rooms in owner-occupied homes.

Builders helped this drive by testifying that suburbs are using big-lot zoning to
frustrate the state’s two-year-old law against housing bias, which covered new home
developments of over ten contiguous units—or 40% of new housing. Laws ban-
ning race bias in private housing are being pushed in 12 other states. Eight—
Illinois, Indiana, Kansas, Michigan, Ohio, Rhode Island, Washington, and Wiscon-
sin—are pondering new laws. Connecticut, Massachusetts, New Jersey, and Cali-
fornia (see p. 17) may strengthen existing laws.

Housing fared well in Arizona, where the Association of Realtors pushed through
a new law setting up a state fund from which a person who proves in court that
he was financially hurt by a real estate broker or salesman may collect damages—
if he cannot collect from the individual. Brokers will pay $20 and salesmen $10
yearly into the fund. And New Mexico has just passed the stiffest penalties yet
against fraudulent land dealers (see p. 15).
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Foreclosures: will Congress step in?

Congress, mired in its slowest start on law-
making in years, is almost imperceptibly
making the rising rate of real-estate foreclos-
ures (see graph) the stickiest topic of the year.

You can see it in the Senate, where the
housing subcommittee has repeatedly delayed
setting a date for its inquiry into foreclosures
promised a month ago (News, Apr.). Chair-
man John J. Sparkman (D., Ala.) went on
a trip to Mexico and returned calling for
hearings instead on his own bill to set up an
International Home Loan Bank to boost hous-
ing in Latin America.

Sparkman has no stomach for a hearing on
foreclosures; and. indeed he says he hopes
FHA will not become too cautious in its under-
writing. He only agreed to the hearing at the
behest of his Republican colleagues, say insid-
ers. Sources close to the ranking Republican
on the housing subcommittee, Sen. John Tower
(Tex.), say he is fighting mad over FHA's
refusal to give him a copy of a confidential
report made by a supervisor in FHA's Wash-
ington headquarters on the 288-unit Clare-
wood House elderly housing project in Hous-
ton, Houston's Fra director, Neal Pickett, a
brother-in-law of Texas' other senator, Ralph
Yarborough (D.), and his underwriters dis-
agreed over the land’s value.

Sparkman has sent committee investigators
to report not only on the Clarewood incident,
but similar incidents in Los Angeles and
Fort Worth. (In Fort Worth, Fua agreed to
insure a $4,467,000 mortgage on Christian
Homes Inc., supported by four Baptist
churches. Later other Baptist ministers said
the sponsors had received up to $2,000 to
become sponsors. FHA'S compliance investi-
gators found two pastors had received $2,000
promotional allowances allowed under Sec.
232; one deposited the money in his church's
building fund while the other deposited the
check in his personal account.)

New deal on forebearances? Both FHa
and Sen. Sparkman blame part of the fore-
closure rise on trigger-happy mortgage hold-
ers who foreclose at the slightest hint of
trouble. They point out that lenders find it
to their advantage to foreclose during the
early years of a loan since the discount does
not have to be spread over so many years
and hence boosts the yield.

Further, since Congress let FHA give fore-
bearances to homeowners in 1959, only 530
owners have been allowed to postpone pay-
ments. FHA says one big drawback has been
that homebuyers must put all deferred pay-
ments into a balloon payment falling due
at the end of the loan. So . . .

To counter criticism over soaring fore-
closures, FHA will propose laws to:

e Give lenders power to recast a mortgage
over a longer period of years once the fore-
bearance period ends and the owner resumes
paymehts. This would end the balloon pay-
ment peril.

o Let lenders include all deferred interest in
their debentures in case the mortgage goes
sour even after a forebearance. Deferred in-
terest is not now included in the debentures.

FHA feels these changes might overcome the
attitude on Capital Hill that some lenders
have not tried to make forebearance work.

6

Joint FHA-VA appraisals? The General
Accounting Office, Congress' watchdog over
spending, has quietly asked FHA and va to
comment on whether the government could
save time and money if one set of appraisess
did the work for both agencies.

FHA has vet to reply, but Veterans Admin-
istrator J. S. Gleason Jr. has cold-shouldefed
the idea on the ground that “the basic objec-
tives of the FHA and va appraisals are funda-
mentally different.” These differtnces go to the
heart of one explanation of high foreclosures.

Gleason points out FHA tries to determine
the maximum amount it will insure based on
the long term. economic value of the prop-
erty. But Congress has ordered va to set
“reasonable value” on property in the cur-
rent housing market and require the seller
to limit his sales price to that amount.

Moreover, va does not permit closing costs
to be included in its valuations, because “it
is our view that these costs have no part in
the reasonable valie of the property.”

On the other hand, FHA does include esti-
mated closing costs (excluding escrow pay-
ments) in sefting its maximum loan.

Some sources argue this practice means
some buyers pay twice for their closing costs.
Unaware that the FHA value includes an esti-
mate for them, they pay them a second time
in cash. Result: recorded sales prices could
be inflated by the amount of the closing
costs. When the market softens, the squeezing
out of this watered value accents (and over-
states) the decline. Fua doubts this happens.

Higher account insurance? Congres-
sional worries over the housing market may
kill one idea that looked like a shoo-in.

This is the plan, pushed principally by
Chairman Joseph P. McMurray of the Home
Loan Bank Board, to boost federal insurance
for s&i share accounts from $10,000 to
$25,000. A companion bill would do the
same for commercial bank accounts.

Both the wu.s. sar League and National
League of Insured Savings Assns. support the
measure. No opposition appeared until Comp-
troller of the Currency James Saxon criti-
cized it because it might bring “a pervasive
effect upon the prudency of management.”

Now, Rep. Wright Patman (D., Tex.) has
taken the unusual step of holding hearings
before the full House banking committee.

If the bills get through the House, they
will have rough sledding in the Senate. The
chairman of the powerful banking committee,
Sen. Willis Robertson (D., Va.) fears the in-
creased coverage might leave the two federal
insurance agencies over-extended in a de-

pression.
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HLBB: no panic in 23-year
peak for foreclosure

Foreclosures of non-farm real estate rose to
their highest point since 1939 last year, the
Home Loan Bank Board has just reported.

Foreclosures increased every quarter last
year and ended the year 18% above 1961,
says the Board. The 86,444 foreclosures “were
eight times the Jows established in 1946 and
1947 . . . but 14% below the number in
1939" (see graph).

Even this startling total is “still moderate
when considered in light of the unprecedented
level of mortgaged homes,” says the report.
The proof: Since 1950 the rate of fore-
closures for each 1,000 mortgages has in-
creased less than 2%%2 times—from [1.72 to
4.12. The overall total of foreclosures quad-
rupled in the same 12 years.

Relocatable program sliced in half

Congressional opponents have just forced
the Defense Dept. to cut its relocatable house
program (H&H, Mar.) from 1910 units to
1,000 units.

Rep. Harry R. Sheppard (D, Calif.) told
the Defense Dept. military family housing
section to plan fewer folding-type homes after
holding a closed-door hearing of his military
appropriations subcommittee,

The behind-doors power in the move was
Rep. Gerald Ford (Mich.), Republican leader
on the subcommittee. Two contractors from
Ford's Grand Rapids district, Fred Stiles and
Allan Knapp, said they doubted whether the
new units could stand the winter in Michi-
gan’s upper peninsula—even though Architect
Karl Koch designed the relocatables for 40°-
below-zero weather.

Stiles and Knapp, who have built Capehart
housing in Michigan, were looking for new
business, possibly under the Sec. 810 program
which FHA is just now starting to push (NEWS,

L, Dodds

MICHIGAN'S FORD
Power behind a cutback

Apr.). Ford listened to their comments and
then asked Sheppard to cut the number of ex-
perimental units. On many committees the
chairman and minority leaders work closely
together; Sheppard’s committee  is one of
them.
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Should FHA builders post bond against shoddy work?

Sen. Ernest Gruening (D., Alaska) has just
asked Congress to require builders of new
houses under FHA inspection to post indemni-
ty bonds.

The bonds, in amounts to be set by the
FHA commissioner, would pay “the reasonable
costs of correcting structural or other de-
fects in the dwelling” for three years after its
completion. Housing with more than four
units would be excluded. If Congress adopts
the measure, it would sharply reverse the
historic concept of FHA as an agency that pro-
tects lenders from loss, but does not deal
directly with the public.

Gruening introduced his bill late in last
year’s session, but it died in committee with-
out even a hearing. This time, Sen. Gruening
says he is starting early so the housing sub-
committee can delve into the subject. Gruen-
ing is particularly aroused by reports of shod-
dy workmanship on homes in Anchorage and
Reno. “The home buyer assumes those two
words [FHa-insured] give him protection,” he
told the Senate recently. “Until late spring
of last year, I shared that belief. Now I know
better, as do some 50 homeowners in the
Anchorage area.”

Gruening's plea to make FHA more con-
sumer oriented (and tie up builders’ capital in
the process) is finding growing support in
Congress. A dozen senators* joined him in
co-sponsoring the measure.

The idea that FHA should protect con-
sumers arose during the 1954 FHA repair gyp
scandals. In 1954, Congress amended the
Housing Act to require that buyers of FHA
used homes be given a copy of the FHA
appraisal and let them back out of a sales
contract if they were dissatisfied with the FHa
appraisal.

Little-noticed at first, the escape clause has
been used more and more often in the past
year, say FHA officials. In 1954, Congress also
began requiring builders to provide a year
warranty that homes were “in substantial con-
formity with the plans and specifications”
(NEWs, Nov. '54). Demands for warranties
followed probes into alleged shoddy building
by House committees headed by Reps. Albert
Rains (D., Ala.) and William Avyers (R.,
Ohio).

Horror cases. A year ago, then-FHA Com-
missioner Neal Hardy supported the intent
of the Gruening bill, but Hardy wanted to
give FHA power—which it doesn’t have now—
to make corrections and repairs in horror
cases without having to foreclose the mort-
gages and dispossess the homeowner. This is
the agency's only remedy under present law.

Whether Commissioner Philip Brownstein
will go along with Hardy’s idea is uncertain.
But Capitol Hill observers say that if FHA
remains standoffish about the problems of ag-
gravated cases, the Gruening bill could gain
momentum.

In Reno, FHA checked a painter’s union
complaint that painting was below par—and

*Sens. FEugene McCarthy (Minn.), Frank
Lausche (Ohio), Stephen Young (Ohio), Wayne
Morse (Ore.), Frank Moss (Utah); Alan Bible
(Nev.), Harrison Williams (N. J.), Lee Metcalf
(Mont.), Estes Kefauver (Tenn.), Joseph Clark
(Pa.), and Thomas Dodd (Conn.), and Paul
Douglas (T11.), All are Democrats.
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Ward Wells

ALASKA'S GRUENING
More protection for buyers?

at first refused to tell what it found. Later
it backed down, and reported the painting
met FHAa specifications but was below build-
ers’ own specs given subcontractors.

A new lever. Because of the Anchorage
case, FHA has already developed and used a
powerful new lever against manufacturers of
prefabbed homes: revoking the engineering
bulletin granted a home manufacturer.

The engineering bulletin serves in lieu of a
second inspection at the factory of structural
and rough mechanical work. Without this
clearance, a home manufacturer cannot sell
his homes with FuA insurance except by the
virtually impossible step of opening walls to
permit a second inspection.

FHA first used its weapon by suspending
the Sec 203b engineering bulletin of Midwest
Homes of Carlisle, Ind. Midwest’s bulle-
tin has now been restored, but, as a result of
the squabble, FHa is taking a longer and
broader look at where the responsibility of a
components producer ends and the builder
in the field begins. Home manufacturers are
concerned that FHA may be putting more of
a load on prefabbers than ever before, but
FHA officials contend this is a shaky inference.

In 1960, Midwest Homes shipped 57 homes,

FHA REGULATIONS

Fee boost hits new

For the first time in 13 years, FHA has boosted
its fees for applications and extensions.

Builders of new rHa homes suffer the big-
gest bite. Application fees for proposed con-
struction jump 125% from $20 to $45 be-
cause FHA no longer will refund $25 of its
$45 fee if the house is actually FHa-insured.
(FHA applications run about double the num-
ber of housing units it winds up insuring.)
Other changes:

ITem Owp Fee New Fee
Applications on existing houses $20 $25
Extending committments, re-

opening applications ....... $20 $25

Fees under FHA's major remodeling pro-
grams, Secs. 203k and 220h, remain un-
changed: $20 for an application, extension or
reopening (within two months of expiration).
The $10 fee is also unchanged for applica-

each in two assembled sections, to Anchorage.
They were erected on both slab foundations
and basements by Modern Homes of Dallas.

Soon afterward buyers who paid $24,000
to $26,000 began complaining to FHA and
Modern Homes that the heating systems were
so bad temperatures of 38° at the floor were
common and frost formed on interior walls,
Midwest Homes denied any responsibility,
said the builder had caused the trouble by
installing furnaces in the attic.

Meantime, Modern Homes offered to spend
up to $1,000 a house putting the furnace in
the crawl space beneath the floor. Last sum-
mer, President Paul Stoel said Modern had
spent $32.000 in repairs.

FHA first admitted “original error” in ap-
proving the homes without checking furnaces.
But FHA went ahead and revoked the Mid-
west’s bulletin, saying Midwest could have
avoided trouble by spot checking builders to
see that they are erecting prefabbed houses
properly. “That’s what Fra has inspectors for,”
retorts President H. C. McKinley of Midwest.

Three bills propose new
tax breaks for home buyers

Congress is pondering giving even more de-
ductions to homeowners. The House has just
passed a bill letting Maryland homeowners
deduct from their income tax redeemable
ground rent payments under the state’s unique
law. Builders, under a court ruling, can de-
duct ground rents as a business expense; the
bill does not cover builders. And Rep.
Seymour Halpern (D, N.Y.) is sponsoring
a bill to let homeowners deduct $750 from
income tax for “ordinary and necessary ex-
penses for the repair and improvement of
property by an owner-occupant.”

A companion bill by Halpern would let a
homeowner deduct 3% of his home's value
per year as depreciation—or an average of
$1,110 for 35 million homeowners.

homes hardest

tions under the Certified Agency Program,
open-end advance applications, and Sec. 223
government-owned housing.

FHA was prodded into raising fees by the
Budget Bureau, which is pushing to make
user payments under all federal programs
cover more of their cost. FHA says it now
costs about $50 to put a new insurance ac-
count on the books. So the agency, like pri-
vate insurance companies, meets originating
costs from early premiums. FHA says it takes
slightly more than the first year's %%
mortgage insurance premium to repay FHA'S
initial costs on each loan. The fee boost for
new and existing homes is expected to yield
FHA an extra $5.8 million a year.

Mortgage bankers (who deal heavily in
FHA mortgages) and homebuilders are upset
by the fee hike. “It cannot help but make
FHA insurance less attractive than ever,” says
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one mortgage banker. FHA, uniquely among
government programs, is already operating at
a profit—yet the Budget Bureau gave FHA
little choice about the fee hike. And worse,
the housing industry was not allowed to com-
ment on the proposed hike.

New deal for faster
inspections gets test

In Dallas builders and FHA are trying a nmew
plan to end delays while builders wait for
FHA inspectors to arrive. Later it may be ex-
tended across the nation.

The system works like this: 24 hours be-
fore staking out, the builder through his
mortgagee sends a postcard notice to FHA.
Then he begins work with no wait. As the
house reaches second and third inspection
stages, he sends other postcard notices and
keeps working.

FHA, meanwhile, is to assign inspectors on
a semi-permanent basis in designated locali-
ties. One inspector normally will follow
through on a job, making inspections when
he receives the postcards. “If the idea works,
it will be a great time saver,” says FHA.

FHA and VA broaden the
anti-bias order a bit

Separate actions by FHA and VA give new
bite to President Kennedy's order banning
race bias in federally-aided housing.

FHA has decided to apply the order to exist-
ing apartment projects when their physical

HOUSING MARKET

New plan boosts trade-ins
and finances new salesmen

It is simply the familiar 50-year old credit
union idea with a new purpose for Realtors.
The Western Wayne County (Mich.) Board
or Realtors, reports Executive Director Jack
Jominy, has merely set its credit union to
curing two of the trickiest problems real estate
brokers face since opening in July, 1958:

1. To solve the perennial problem of whether
to give a cash advance against future commis-
sions to new (and sometimes veteran) real
estate salesmen, the credit unmion provides a
ready pool of capital from its $690,000 assets.
Thus a large proportion of the $2.25 million
the credit union has loaned in its four years
of life has gone to tide salesmen over while
they are waiting to close a loan or give them
a drawing account for any legitimate need.

2. To give brokers a ready source of cash
to take a house in trade to make a new sale,
the credit union lends to broker members for
up to six months. The credit union has fi-
nanced 130 trade-in sales this way. It is state-
chartered and so can make loans based on
real estate, which are barred for federally
chartered credit unions, Jominy notes.

The credit union has also qualified as an
FHA mortgagee and now processess condi-
tional commitments for members. Only one
other real estate board, in Sacramento, has a
credit union, says Jominy.
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assets are transferred from one owner to an-
other—even though the building was built
before the order was issued last Nov. 20. Only
houses for which applications were filed after
Nov. 20 are covered by the order. FHA now
requires all new owners of apartments to sign
an agreement not to violate either state or
local laws against bias or FHA rules against
discrimination. Apparently, sale of securities
in a corporation owning an FHA rental project
would not bring imposition of the rule.

va says it will refuse to do business with
real estate brokers and companies which do
not sign an anti-bias pledge. The agency uses
realty agents to sell or lease foreclosed homes.
“We are not trying to tell them how to run
their business,” says Veterans Affairs Adminis-
trator John S. Gleason Jr. “All we are saying
is they should abide by our policies just as
they would the policy of any home owner
who engages them to sell or rent.”

Rules tightened for cost
certification of apartments

FHA will take a closer look at the fine print
in cost-certification reports from independent
and certified public accountants.

Some accountants have been giving qualified
opinions about the cost statements they fur-
nish, says Commissioner Philip Brownstein.
Agency officials admit many of these qualified
statements have been gefting FHA approval.
Now, Brownstein has ordered FHA not to
accept accounting statements if they contain
these weasel-words:

1) “Prepared from the books without

Wayne Wilson

Supermarket 4+ golf putter =
assault on realty selling

William F. Gilmore, 39, a former real estate
salesman turned ad man turned real estate
operator again, is using this supermarket head-
quarters in Atlanta for a self-declared war on
traditional real estate selling methods.

The real estate business hasn't changed
in 300 years, argues Gilmore. His United
Realty Development Corp. spent two years
trying to find ways to apply “20th Century
merchandising methods™ to home selling. In
interviews, United found that most home-
owners want to sell their homes themselves,

audit;” 2) “Because of the unavailability of
certain records, we are unable to express an
unqualified opinion;” and 3) “Based on infor-
mation furnished by the client which we have
no reason to question.”

Brownstein has also ordered rFua directors
to exercise “a high degree of vigilance” to
see that rent-up costs are not counted as
construction items—and hence included in
mortgages. “In projects where a substantial
degree of occupancy has been attained during
the construction period, there is a possibility
that some items properly allocable to oper-
ating expense will be claimed as construction
costs,” he says. Misclassification should be
“detected and corrected,” warns Brownstein.

One-day conversion plan
extended to seven offices

FHA's experiment at converting conditional
commitments to firm commitments in one
day has proved so successful in Greensboro,
N.C., (NEws, Apr.) that the agency is ex-
panding the tryout to one office in each FHA
zone,

New district offices joining the experiment
are Detroit, Kansas City, St. Louis, Jamaica,
N.Y., Richmond, Seattle, and Spokane. In
the Greensboro test, worked out by FHA
with the Mortgage Bankers Assn,, FHA gave
a final yes or no in 80% of cases in one
day, while 20% of cases had to be returned
because of too little information.

FHA Commissioner Philip | Brownstein
hopes the plan can be extended to the whole
nation by year-end.

but need help on sales contracts and financing.

So Gilmore has just rented a vacant, cano-
pied supermarket (for $750 monthly) on At-
lanta’s north side and installed his version
of the bulletin-boards which New England
barbers once used to sell homes, Inside the
office, called simply “For Sale by Owner.”
Gilmore displays a gallery of 8 x 10 color
photos of homes offered by owners, along
with fact sheets on each home., Owners pay
$100 to rent the display space for 120 days.
If the supermarket display brings a buyer,
the seller pays Gilmore another $200 to $300,
depending on price. Then Gilmore guides
buyers to attorneys recommended by the
bar association for a sales contract, and to
one of four mortgage firms for a mortgage
(with a referral fee to Gilmore).

Real estate selling has become too serious,
maintains Gilmore. So to keep a casual air,
he strolls through his supermarket, golf put-
ter in hand, frequently stopping to putt a
golf ball over the carpet.

In his first two weeks, Gilmore had 74 list-
ings, a top of 600 visitors one Sunday—but
only four sales.

So far, Atlanta’s Real Estate Board has
offered no comment on this attempt to under-
cut its recommended commission rates of 5%
for mew homes and 6% on existing houses.
And Atlanta’s newspapers have treated Gil-
more’s uprising like a sneak attack: he got
a half-paragraph mention in one realty
column and national rates for his first ads.

HOUSE & HOME




Producer shifts to complete homes after shell house fiasco

Cc.-:r_tain~teed Products Corp., whose venture into shell housing cost the company $2
mtlho_n last year, is revamping its approach. The company’s Institute for Essential
Housing is coming out with a new line of completely finished homes (priced from
$10,000 to $30,000) to be sold through materials dealers with 5% down, 25-year

conventional loans.

IEH’s two-year-old shell house package was aimed at rural and small town mar-
kets. But the new line is aimed at urban and suburban markets, and for this the
company plans to work with builders (instead of selling shells through lumber dealers

only).

To achieve the easy terms, IEH plans to make massive use of a regulation that lets
S&Ls make loans above their 90% loan-to-value ceiling if the builder (or buyer)
puts the difference into a savings account pledged to secure repayment of the loan.
IEH will put up the compensating balances—which could involve staggering amounts

of money if the new program clicks.

Certain-teed was the first producer to ven-
ture into shell homes (HaH, Mar. '61). Its
Institute for Essential Housing sold more
shells than most companies in the field: 7,010
in 1961 and 5,971 last year. But Certain-
teed’s annual report last month (News, Apr.)
shows how unprofitable this business was.

Certain-teed earnings nosedived 65% from
$4.5 million in 1961 to $1.6 million* in 1962
—and $2 million of the loss came from 1EH
operations, says President Malcolm Meyer,
There is another $600,000 of loss on IEH
books for carryover into future years.

What happened? In a word, 1en fell into
the credit trap which put many other shell
makers into bankruptcy (Ham, Mar.) In two
years the company collected $117 million of
installment contracts, most for 12-year terms
at discounts yielding a 9.8% interest.

But in late 1962 and early this year re-
possessions soared, says Meyer. The company
originally sold the homes under a financing ar-
rangement with Universal cit calling for
recourse. That meant cit kept the good loans
while Certain-teed had to take back the bad
loans, reimburse cit, and then cope with re-
selling the defaulted property.

At the end of the year the company had
about 300 homes on its hands, worth an es-
timated $2,048.436 (or nearly $7,000 each?.
The company set up a large sales organiza-
tion to resell them.

Jarred by the sudden troubles, Certain-teed
changed its books to take profit from shell
house installment sales only when the pay-
ments are actually collected.

“Losses over the lives of the notes could
not be forecast with reasonable accuracy,”
says Meyer. This meant the company's profit
potential from shells was cut drastically.
“We concluded that the reduced profit po-
tential is not adequate to justify the risk
involved,” he adds.

Remedies. With hindsight, 1EH'S problem
is clear. Its dealers (lumber dealers who sell
to builders) wanted to sell finished homes.
But consumer financing, with its short term
and high rates (12 years, 9.8% interest as

*The figures compare 1962 results under a revised
accounting system with hypothetical results had the
system been in effect during 1961 (when the com-
pany actually reported $5.9 million net income).
The new procedure counts as income and profic
only money actually collected on shell home in-
stalment contracts. Future instalment payments
are treated as accounts receivable.
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CERTAIN-TEED'S MEYER
No justification for the risk

a rule) produced monthly payments too high
for the market if the price of the house
moved up. “We were trying to accommodate
with financing that wasn't designed for the
finished market,” says Edward A. Diefenbach,
IEH managing director. “In addition, we were
hurting the very segment of the population
we were trying to house.”

1EH will distribute its new line of homes to
tract. odd-lot, or custom home builders
through lumber dealers who are designated
as IEH homebuilding centers. The dealer pays
$25 for an initial advertising kit and agrees
to designate a full-time employee to direct
sales. 1EH offers 12 models, and provides
builders with architectural and working plans,
costing and pricing sheets on a regional basis,
and technical data on plumbing, heating, and
electrical details. All homes nse modular prin-
ciples and may be erected with shop-fabrica-
ted components,

Who pays? iEn  builders, mainly lumber
dealers, will be able to sell the new line of
homes with 5% down, 25 year mortgages
under a unique scheme (buyers owning their
own lots can get 100% loans for the house).

Diefenbach and the U. S. s&L League have
worked out details built around an s&L rule,

FOUR-BEDROOM, |li-bath finished house with
1,250 sq. ft. will sell for $10,000 to $12,000.

in effect for 28 years, that lets s&Ls make
any amount of loan regardless of the loan-
to-value ratio provided the loan is secured by
a savings account in the S&L.

“Collateral pledge deposits are not in the
housing indystry, but the only people who
have used them before are individual builders
with individual s&Ls,” says Diefenbach. They
have been little used because 1) a builder
loses use of his capital when he sets up a
collateral account for a buyer, and 2) he
must pay income taxes on his profits which
are usually represented by the frozen savings
account. 1EH hopes to put the system on a
large scale by providing the collateral ac-
count in the buyer’s name. Diefenbach says
it will work like this:

The builder takes a prospective customer
to a cooperating s&L, where he applies for
a loan. The s&L inspects the property and
checks the buyer's credit. If all is satisfactory,
the s&L grants the loan subject to the builder
establishing a collateral account for the buyer.

Then the buyer and builder apply to 1EH
for approval of the tranmsaction. If 1EH ap-
proves, 1EH will then assume the collateral
account from the builder (at a discount which
has not yet been determined because credit
losses and underwriting costs are yet to be
figured). Says Diefenbach:

“We bear the first loss in case of default.
It’s the s&1i that does the physical reposses-
sion.” And 1EH is betting than dealing with
higher priced houses and the lower monthly
payments under 20-year conventional loans
will cut the repossession rate substantially.

In its annual report, Certain-teed says the
new 1EH plan will “utilize financing without
recourse to the company”—and Diefenbach
says this is still a possibility. One source (he
declines to identify it) is willing to provide
the money for Certain-teed’s collateral ac-
counts, but c-T thinks the cost of such a line
of credit may exceed repossession losses.

With this change of direction, IEH intends
to continue its unfinished house sales, too—
with important changes. No longer will the
company provide financing. Builder-dealers
will deal directly with Universal crt or other
consumer-finance companies. Because it will
then be providing only materials, 1EH is cut-
ting price of its unfinished houses 15%.

But shells will no longer get much empha-
sis at Certain-teed. The big advertising and
promotion budgets are going to the new
finished house program.

Appliance maker financing
extra purchases by builders

A new source of capital for apartment house
builders is coming from the Caloric Accept-
ance Corp., new subsidiary of Caloric Corp.
of Topton, Pa.

Not only does the company finance pur-
chase of its own ranges, sinks, and hoods,
but apartment builders and remodelers may
use up to 50% of the amount financed to
buy appliances from other manufacturers.
cac offers 90% second mortgages at 5%
interest or 100% financing at 6% . repayable
in five years.

Biggest use to date has been in Southern
California, Chicago, and Allentown, Pa,
say company officials.




Build your sample’s interior appeal on a good foundation

Simply by putting a colorful Masland Carpet on the floor,
you can make a room look bigger . . . more inviting . . . cosier
... sunnier . .. or cooler. You can even carry your exterior
styling right inside because Masland Carpets are available
in styles created especially to match furniture and archi-
tectural styles. Best of all, you can be sure that your

carpet choices will appeal to your female visitors bhecause
every Masland carpet is styled by a woman to appeal to
women. Whatever your budget, you'll find a Masland Car-
pet style (there are more than 40) in a color (over 300 in all)
to satisfy your needs. For on-the-job help in carpet selection
write for the name of the Masland Associate nearest you.

C.H. MASLAND & SONS » CARLISLE, PA. (/€ C/%f?(’ %C%&/ﬂﬁd 0@7/)6&‘8'

“Since 1866, Always Good Company’
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New study debunks the idea building is so inefficient

Third in a series on weaknesses in housing
statistics.

A new effort to analyze the murky data avail-
able on construction costs has produced a s:t
of sophisticated statistics that may lead to
new ways of measuring the housing industry’s
most elusive figure—productivity.

Last fall a panel of the National Associa-
tion of Home Builders wrestled.with the prob-
lem and concluded builders need to know
more about productivity to help them bar-
gain with unions and perhaps end some re-
strictive union work rules. The Bureau of
Labor Statistics is delving into the subject
but has yet to issue its report.

One of the troubles with standard measur-
ing methods, largely developed by Dr. John
W. Kendrick of George Washington Uni-
versity, is that they exaggerate the increase in
prices of construction and hence overstate the
increase in productivity.

Now, Economist Douglas C. Dacy has de-
veloped in his doctoral dissertation* at Har-
vard a theory to end this built-in weakness
in productivity measurements. “Dacy’s thesis
provides a way of trying to break through
this,” says the acknowledged expert in this
field, Prof. John Dunlop of Harvard who has
headed the Construction Industry Joint Con-
ference for four years. “I'd like to see this
as a springboard for future research.”

The magic formula. Dacy calls his method
input-productivity. Building output, he holds,
is virtually impossible to measure directly in
this industry of unreliable statistics. There is
no standard home and no reliable gauge of
pricing per square foot. “The price of what?”
he asks, if one is to insist on an output index
based on prices.

He is particularly critical of the Depart-
ment of Commerce’s composite cost index for
new construction. The composite, the nation’s
chief index of construction prices, fails to
measure productivity changes over time, he
says, and its wages and prices are those quoted
by contractors rather than actually paid.

Output can be measured only as a propor-
tion of input, Dacy reasons. He offers a sim-
ple formula: measure three basic inputs—
prices of materials, hourly earnings of labor,
and man-hours of work—and compare them
to the value of completed building in current
prices.

Once these four variables are known, Dacy
contends, both price and productivity can be
determined simultaneously. Dacy tests his
formula against a detailed study done on high-
way building and says the new method checks
out satisfactorily.

_.Surprising results. Dacy’s work debunks
the common notion that construction prices
have risen faster and productivity slower than
for industry in general. He finds that:

1. Prices for contract construction have risen
only 29% since 1947-49 instead of the 45%
habitually cited in conventional statistics.

2. Productivity has increased about 51%—

#*“Prices and Productivity in the Construction
Industry.”
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HARVARD'S DACY
New slant on an old riddle

or slightly faster than that of the economy as
a whole.

3. The construction slowdown since 1956
may well account for most of the decline in
the much-debated national growth rate from
1956 through 1961!

The Dacy index shows that the entire con-
tract construction industry grew in produc-
tivity by 2.9% annually for the 14 years
through 1961, a surprising figure when viewed
against the difficulties involved in introduc-
ing mass production techniques. His index for
1961 is higher than that for the general
economy. And he figures productivity in
homebuilding gained only slightly less than
the leaders, highway and non-residential con-
struction.

The reasons. Homebuilding’s productivity
gain was slower, Dacy finds, only because
it did not adapt as readily to economies of
size from mammoth machines and shifting
work to larger units.

But this pattern may be broken by hous-
ing's emerging giants (H&H, Jan.) who are
able to use many of the productivity ad-
vantages of large-scale non-residential build-
ing contractors,

Dacy attributes much of the increase in
homebuilding productivity to prefabbing. The
transfer of labor from the job site to the
factory site has been especially helpful. Cal-
culates Dacy: If all the single-family prefabs
built in 1959 had been constructed conven-
tionally on site, 95,000 additional workers and
175 million additional man-hours would have
been required—about 2% of the contract
construction industry’s total for that year.

Dependable labor. Few men became
building craftsmen in the Depression—so
workmen were generally overage after World
War II, Dacy notes. A surge of new workmen
after the. war depressed productivity for a
time. By 1959 the average age had dropped
to 40 and there were fewer workmen in the
14-19 and over-55 brackets, indicating more
experienced craftsmen and a more settled
force. Even so, the age of building workers is
still high by comparison with other industries.
Experts like former Labor Secretary Gold-
berg forecast a labor shortage by 1970 unless
the crafts speed up their lagging apprentice
programs. There are 3 million tradesmen at
work, and 2.3 million replacements will be
néeded by 1970 simply to maintain the con-
struction labor force at today’s level.

A specialist in finance, Dacy had no con-
nection with the building industry before em-
barking on the two years of research that
went into his survey. At 36, he has never
held a non-academic post—a circumstance that
will almost certainly invite some criticism of
his findings as purely theoretical.

Plumbers eye prefabbers
for organizing drive

A “sustained and determined effort” to
unionize companies and shops prefabbing
plumbing and heating units for homes is
being mapped by the plumbers’ union.

General President Peter T. Schoemann is
offering the help of national officers to break
into a field which he says is being invaded
more and more by competing unions, in-
cluding industrial unions and the catch-all
District 50 of the United Mine Workers.
Schoemann is aiming the plumbers’ drive at
both manufacturers of complete homes and
small shops specializing in items like plumb-
ing trees. He contends much plumbers’ work
is being done by factory crews and non-
union contractors both on and off the site.

One possible strategy: The plumbers may
pressure prefab firms to sublet installation of
assembled units to local contractors.

The 1961 aFL-clo system for settling jurls-
dictional disputes between unions gives
plumbers first right to the prefab field,
Schoemann notes. “Either we organize our
jurisdiction or we waive it,” says he.

Building wages up 3.8%;
electricians near bricklayers

Wages are still rising. Average hourly rates
for the building trades in major cities rose
3.8%—or* 14.2¢—in 1962, says the Bureau
of Labor Statistics,

In the building trades, only laborers’ pay
boost kept within the 3% wage guideline set
a year ago by President Kennedy. Now, the
Administration contends this was never in-
tended as a firm figure, but was merely for
illustrative purposes.

Painter’s wages spurted 5.2% to a $3.90
hourly average. Electricians’ rates jumped
5% to $4.45, leading the surge. Electricians
are now within 4¢ an hour of traditionally
top paid bricklayers.

Fate of industry promotion
funds goes before Congress

The U.S. Supreme Court has just refused to
review a ban on joint labor-management funds
to promote special trades. Southern California
plaster contractors had joined with the plas-
terers’ union to pay 43¢ hourly into a joint
fund to promote plaster, but the Ninth Cir-
cuit Court of Appeals ruled this illegal under
the Taft-Hartley Act (NEws, Feb.). The high
court’s decision lets this verdict stand.

Rep. Roman C. Pucinski (D., TI.) has in-
troduced a bill in Congress to legalize such
funds. The National Bureau for Lathing &
Plastering, Painting & Decorating Contractors
Association of America, and National Elec-
trical Contractors Assn. all support the
Pucinski proposal.
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QUALITY PRE-SEASONED LUMBER FROM WESTERN PINE ASSOCIATION MEMBER MILLS

F ' For light construction uses with both
carpenter appeal and eye appeal . . .
use pre-seasoned Ponderosa Pine and

Lodgepole Pine produced by Western
Pine Association mills. These woods are exceptionally easy to work with . . . from carrying to cutting to
toe-nailing! And homebuyers love to see bright, clean-looking lumber when they inspect a home during
construction. Western Pine member mills pre-season these woods for stability, and then carefully grade them.

The homebuyer’s search for satisfaction . . . and your search for homebuyers . . . will be rewarded when you
use pre-seasoned WPA grade and species marked lumber from Western Pine Region mills.

HOUSE & HOME
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LAND

On collision course: developers and park lovers

Up to now, the housing industry hasn't helped its
public image much by fighting efforts to preserve play
spaces. But the quicksand rules don’t help.

It is a game where the winner may lose. Just a few more big deals could turn it

all into the big bust.

Housing industry bulldozers have blitzed into some of the nation’s last precious
enclaves of forest, shore, and sand dune in the last 18 months. Counterattacks have
been mounted from local to cabinet level, and the attendant controversy has put
developers on sharp notice that they are in danger of suffering lasting damage to
their public image. As goes an image, so goes public confidence and, eventually,

comes restrictive legislation.

Developers have some arguments on their side, of course. For one thing, they
are often confronted with indecisive local planning boards and officials. Frequently,
the local powers give developers permission to go ahead with construction on choice
green spots over the protests of reputable planners. Often, there are no rules at all.
But the public’s anger, slow to rise, is now growing ominously visible.

Cases in point are numerous, but none is
more notorious than that of Point Reyes, the
picturesque domain of gorgeous seacliffs and
scenic hills 35 miles up the foamy Pacific
shore from the Golden Gate. Here, in March,
Interior Secretary Stewart Udall himself found
it necessary to step in and warn buyers away
from lots still being offered by subdividers six
months after President Kennedy signed a bill
proclaiming the area a national seashore park.

Boxville by the sea. Point Reyes had by
incredible good fortune escaped California's
frenetic tide of development, and in 1958 the
park plan was widely publicized. Then farm-
ers discovered they were paying stiff taxes on
their timber stands as well as on their land.
They invited loggers to cut, Before the state
halted this im 1959, the Point had lost hun-
dreds of acres of its magnificent stand of
Douglas fir, Seven sub-divisions nevertheless
gained subsequent entry from a solicitous
Marin County board of supervisors. Some
110 lots were peddled from the best scenic
sites at a $5,000 starting price. A dozen
houses went up and three more are building.

In December 1961, public indignation
forced a Marin recall election (ousting one
supervisor) and turned the tide. Lot sales
were suspended. Major development is now
in abeyance, but an immediate $5 million is
needed from Congress to make Point Reyes
a legal park and start buying land. Secretary
Udall said during his West Coast visit that he
could get the cash this session, Fine, the
developers replied in effect, but hurry up or
the lots go back on sale.

In San Francisco, meanwhile, 12,000 per-
sons signed a petition to bar the city's
majestic Twin Peaks to a 700-unit housing
project, but here the developers were more
amenable. Builders Carl and Fred Gellert
offered to sell back their 21 acres if the city
could come up with the purchase price. In-
stead, the board of supervisors approved the
project and construction began.

Creeping concrete. New York is fighting
its own beachfront battle on the sandy tip
of the Rockaway Peninsula opposite Coney
Island. Mrs. Marshall Field and her Com-
mittee for a Park at Breezy Point call the
area “the greatest park opportunity of our
generation. No beach site in the country
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combines its size, natural qualities and acces-
sibility to so many people.”

Atlantic Improvement Corp., a subsidiary
of the publicly held United Improvement and
Investing Corp., New York, is resisting a
public takeover of the 396 acres it bought in
1961 and on which it plans “the largest resi-
dential community ever conceived in New
York.,” Its goal is 15,000 units, mostly in
apartment complexes, and 60.000 people. Tt
has eight apartment buildings under way.

Atlantic bought its property for $5% mil-
lion, but New York City was already run-
ning into estimates as high as $69 million as
a repurchase price.

Ten million people live within 25 miles of
Breezy Point. Secretary Udall, Gov. Rocke-
feller and 11 major metropolitan newspapers
have endorsed a park whose 1,350 acres
would give the crowded city 4% miles of
oceanfront and a beach 13 times the size of
Coney Island. The New York Times has
called the plan “the greatest opportunity for
civic accomplishment in the 12-year Wagner
administration.” But Mayor Robert Wagner
himself is still hesitating. He has withheld
approval from an application for federal
open-space funds to buy up the beach. While
he delays steel rises and concrete spreads.

Capital gain is capital’s loss. Perhaps
the ripest of all the deals burst open like a
bloated watermelon under the sensitive noses
of the government in Washington. Across

HOUSES STILL RISE on the magnificent seascape
of Point Reyes after Congress designated the area

the river stood the Potomac Palisades, a
vista of scenic splendor that looked much as
it did when George Washington walked there
with Lord Fairfax or Capt. Oliver Wendell
Holmes Jr. pulled President Abraham Lin-
coln out of range of a Southern sharp-shooter
in the fort near Cabin John. Here lay Merry-
wood, the 46-acre estate of Hugh D. Auchin-
closs, with its three-story mansion of Geor-
gian brick, Here daughter-in-law Jacqueline
Bouvier had ridden her pony as a girl. And
here “Hughdee” Auchincloss, who bought it
in 1934 for $135,000, had sold out for
$750,000 to developers who planned three
|1 7-story apartment houses for 1,000 families.

Residents of upper Fairfax County (in-
cluding General Counsel Samuel Neel of the
Mortgage Bankers Assn.) rose in protest. But
at a bitter meeting of the supervisors’ board,
Chief Supervisor A. Clairborne Leigh sided
with the developers. Merrywood was spot
zoned for the apartments and County Circuit
Judge Paul E. Brown upheld the decision.
Rep. Henry Reuss (D., Wis,) introduced two
bills to block the project in the interest of
a scenic shoreline. They were bottled up,
however, and the federal government’s only
success has come with a ruling from Secretary
Udall barring the project from crossing a
federal parkway to reach the area’s only
trunk sewer.

Forest’s prime evil. Not everywhere can
park and nature lovers muster such outrage.
All but unnoticed, developers have reduced
from 1,600 to 600 square miles the virgin area
of the Great Dismal Swamp, the Virginia-
Carolina wilderness whose eerie beauty had
inspired Thomas Moore’s sad ballad of the
ghostly maiden in her white canoe. George
Washington had tried and failed to make a
fast buck out of the swamp, but split-levels
are rising profitably on its Lake Phelps and
Previews Inc., the celebrated international
realty outfit, has bulldozed 450 miles of roads,
opened timber forests and sold 25,000 acres
to farmers. Norfolk conservationists are be-
ginning to rally against further forays.

The same quiet contest is being waged along
much of the 3,700 miles of the Atlantic
and Gulf coasts. As early as 1955 a Yale
planning survey predicted that the entire 600
mile stretch from Portland, Me. to Norfolk
would soon be one linear city. The National
Park Service warned that only 270 miles of
the entire coast are in federal or state hands
for recreation, and it urged immediate acquisi-
tion of 16 top-priority areas from Maine to

Bill Young—San Francisco Chronicle

as a national park—but failed to provide cash to
buy land from developers.

33




14

EE—
—
I.-

NEEDED FOR YEARS...to prevent perplexing
predicaments in the bathroom...AND HERE IT IS

—

A NEW BATHROOM CONVENIENCE Just a cover-opening away
is the spare...insurance against embarrassment. Closed it's one of the most
attractive accessories a modern bathroom can have. Beautifully chromed and
precisely made in every detail, it combines a new and original idea with
Hall-Mack’s fine styling.

The smoothly operating door which conceals the extra roll is a sparkling, chrome
plated brass panel —compact and flush with the wall —that blends pleasingly
with any decor.

For new homes or remodeling, you're sure to make friends and influence new cus-
tomers when you specify, sell or install built-in features by Hall-Mack—especially
Conceal-A-Roll with the “spare” compartment that solves a delicate problem,

— handy, safe spot

it
e for shampoo bottles, etc.

[ ——————

HALL-MACK COMPANY
a lgxtronl company HH-563
1380 W. Washington Blvd., Los Angeles 7, California

[0 Please send free color booklet on
bathroom planning.
[ Include complete information on Conceal-A-Roll.

Name
i (PLEASE PRINT)
in the wall for utmost Address
safety and convenience
City Zone State

Sold by leading plumbing, tile and hardware dealers everywhere.
Specified by leading architects and builders everywhere.

Texas.* Eight years later only two had been
acquired, and developers were nibbling at
several.

One particularly attractive shore possi-
bility had been Assateague, a 37-mile sand-
spit off Maryland and Virginia. The Interior
Department had a foothold with a wildlife
refuge, but developers are fanning out and
plans are drawn for a commercial and residen-
tial community. A representative of the
Maryland health department testified at a
legislative hearing on Assateague in March.
His comment on such a project was succinct.
He called it a “cesspool paradise.”

Gloom over Miami. The new metropolitan
government of Miami has all but given up its
effort to buy Black Point, 200 acres south of
the city on Biscayne Bay. The state sold the
land to private developers in 1961 only weeks
before the city released plans to use |it for
recreation.

It is much the same story on the West Coast
and in the interior. Timber interests
have stymied plans to make the Oregon Dunes
a recreation area. An Indian Dunes park
proposal had the support of 250,000 petition-
ers, but it stalled under pressure from Chi-
cago-Gary industrialists who wanted a harbor.
A move to save the Geist Reservoir shore for
a park in Indianapolis was defeated in favor
of housing developers.

Unzoned and unplanned resort development
is overwhelming the mountain beauty of Lake
Tahoe in the Sierra Nevada, and even the lake
itself is threatened with pollution. Belatedly,
conservationists are pushing regional plan-
ning. As a result: one large developer will
pay $500/acre for sewage disposal.

What price victory? A cursory reading
of such battle reports makes it appear that
developers are winning on most fronts. But
there is another side of the coin,

® Congress has become sufficiently aroused
to create the first three new national parks in
18 years: Cape Cod, Padre Island in Texas,
and Point Reyes.

o President Kennedy has set up the Bureau
of Outdoor Recreation to spur efforts of 20
federal agencies struggling to save some of
the nation’s shore and wilderness.

® Politicians are finding a new issue in the
conservation groundswell, and on virtually
every government level there is evident a new
determination to spare at least some parcels
of beach, stream and canyon from the civiliz-
ing mark of concrete and asphalt.

What kind of picture does all this pre-
sent? The image that emerges most clearly
is that of Stewart Udall, conservationist. Out-
gunned and outmanned by mechanized legions
of developers, he still seems to be everywhere,
halting briefly to make a stand and moving to
dig in again, always looking over his shoulder,
never more than a step ahead of bulldozers—a
posture draining sympathy and admiration.

It is the opposité of the image the housing
industry is ereating with such deals as those
at Point Reyes and Merrywood. No matter
how much a lon¢ developer wins in each skir-
mish, the industry stands to lose in the end.

“Popham-St. John and Crescent area, Maine; Cape
Cod, Mass.; Fire Island and Shinnecock Injet,
N.Y.; Parramore Island, Va.; Smith Island and
Bogue Banks, N.C.; Kiawah and Debidue Islands,
S.C4 Cumberland Island, Ga.; St. Joseph Spit,
Mosquito Lagoon and Marco Beach, Fla.,, and
Brazos and Padre Islands, Tex.
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U.S. indicts its first land dealers on fraud charges

The long, long trail of hints that the federal
government was going to clamp down on
fraudulent land promoters has ended.

Last year postal inspectors said they were
looking at 125 suspect operations (NEws,
Nov.). Later, Real Estate Commissioner J.
Fred Talley of Arizoma complained to the
U.S. Senate that it was a mystery to him
why something hadn't happened.

The something now turns out to be federal
grand jury indictments against promoters of
land in Arizona and Nevada, And the Federal
Trade Commission has charged a New
Mexico promoter with deceptive practices in
land peddling.

First U.S. action came from a federal grand
jury in Phoenix. The jury handed up a 22-
count bill against Dory Auerbach, David
Prosser Randall and Irving Gottlieb, all of
Miami, Fla., and all officers of Lake Mead
Rancheros (News, Mar.)

The non-realtor corporation was accused
of using fraudulent advertising to sell barren
desert by mail to 3,000 persons. Lake Mead
Rancheros had advertised “livable now” and,
the indictment charged, fraudulently implied
water, power and telephone lines were avail-
able on its subdivision 15 miles outside King-
man, Ariz., and 50 miles from Lake Mead.

Even the use of two Kingman, Ariz. ad-
dresses was part of the fraud scheme, the
indictment charged. The jury asserted the
addresses led customers to believe they were
dealing with an Arizona company. Actually
the mail was forwarded unopened to the
company's offices in Miami or Hollywood, Fla.

Evidence was developed by post office in-
spectors, and Attorney General Robert Ken-
nedy said results of other such investigations
have been turned over to the Justice Dept. and
are being reviewed by grand juries.

Desert—or lush meadow? A federal
grand jury in San Francisco accused Edward
H. Johnston, 38, of Beverly Hills, Calif., of 16
counts of mail fraud in the sale of 160-acre
Nevada desert plots near Elko for $4,990
(News, May '62). Johnston, who sold much
of the land from a San Francisco hotel room.
was accused of calling it “level to gently
rolling lush green meadows”™ when it was
actually arid desert. The indictment also
charged such misrepresentations as these: The
land was “the famous Comstock Ranch™ when
in fact it was no ranch at all; it was “suitable
for raising live stock” when in fact it is covered
with sagebrush and poisonous weeds. Each
count of the Johnston and Lake Mead Ranch-

But developers come back fighting

Responsible land developers have rushed to
the defense of an industry they feel has been
damaged by publicity about the dubious ac-
tivity of no more than 10% of its practi-
tioners.

Some economic writers have joined in the
cry. Barron’s, the business weekly, finds that
the press has probably overemphasized the
exploits of a handful of promoters selling the
great Southwestern desert by mail order or
peddling tracts in the Amazon jungle. Land
developers’ stocks have dipped to their low-
est level ever, and Barron's ascribes much of
the blame to irresponsible publicity.® “Wall
Street has taken too dim a view of Western
land development,” it contends, citing the
blue-chip performance of such companies as
Horizon Land, with its Paradise Hills develop-
ment in Albuquerque; Holly Corp., with
Salton City in California; Del Webb Corp.,
with its Sun Cities, and Sunset International
Petroleum, with Sunset Hills outside Los
Angeles.

Counter attack. President Lorne B. Pratt of
the California Assn. of Land Developers in-
sists U.S. officials are “overlooking the big-
gest violator of all—the U.S. government.”
The U.S. has unloaded 700,000 acres at near-
auction prices under the most dubious terms
and conditions, he maintains. “If the govern-
ment were a private land developer in Cali-
fornia, it could have been slapped with a
cease and desist order—but quick,” cries
Pratt.

Pratt, vice president of Holly Corp., says

*Examples: Horizon Land, down to 5 from a 1961
high of 24'%; Holly Corp., off 70% to 1%.
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the government sells 2% acres on a home-
stead basis and encourages the buyer to build
any kind of shack to prove up on title.

“I doubt even Ma Joad would consent to

DEVELOPER PRATT
Is the U.S. the No. 1 culprit?

occupy such an abode,” he maintains. “The
government does not build any roads, water
lines or sewers. In many cases a purchaser
can't even find his land. Then the owners gen-
erally throw up shacks, diminishing the value
of adjoining property.”

By contrast Pratt's Holly Corp. spent or
committed $7 million in four years in de-
veloping Salton City and the spending by all
developers there reaches $20 million.

Look at history. Pratt says Los Angeles
county today has 37 cities that couldn't have
existed if developers had to contend with
harassing legislation. And Realtor Harry E.
Beddoe of Downey, Calif., who has devoted

eros indictments carries—on conviction—a fine
up to $1.000 and up to five years in jail.

Johnston was fined $525 and given a 60-day
suspended jail sentence by a state court for
selling $750,000 worth of this land without
clearance from California officials (NEWs,
Aug. '62).

Not-so-free lots? The Federal Trade
Commission has accused Great Southwestern
Land, Albuquerque, N. Mex., of using decep-
tive methods to sell “resort-area” parcels in
Taos County, N. Mex. The commission’s
complaint, filed in Washington, says the com-
pany falsely awarded “free” quarter-acre lots
as part of a “good-will advertising plan,”
charging each buyer $49.30 as “closing costs.”
This was actually the price of the land, says
FTC. California officials at the same time
have charged Great Southwestern President
Robert N. Golubin with misdemeanor counts
of not registering his land with state authori-
ties and of failing to obey a desist order.

In Washington the special Senate committee
on the aging has suggested that the Securi-
ties & Exchange Commission be empowered
to require promoters selling land in interstate
commerce to disclose their assets and specific
details about the land and its facilities.

much of the last six months to refuting ex-
poses of muail-order land sales, cites these
cases:

® “In the boom of the 1880s, Hollywood
was a bust. It was overgrown with cactus.”

® “In 1866 our former governor, John G.
Downey, began buying acreage southeast of
Los Angeles—what might be called waste-
land by today's critics, He paid 75 cents an
acre and sold readily to Easterners for $10.
Today it costs as much for one square foot
as it did for two acres in 1866. The 8.640
acres that comprise our city, then worth
$6,500, are worth $565 million without build-
ings.”

New Mexico enacts law
to penalize land fraud

New Mexico becomes the first state to move
against land frauds this year.

Gov. Jack Campbell has just signed a bill
providing the severest state penalties yet en-
acted—five years in prison or a $100,000 fine
or both—for misleading advertising. The
measure forbids the description of a lot as
free if any charge at all is made. It requires
a county commission to approve the plot of
any subdivision before lots are sold and
stipulates that developers must provide legal
access to each plot from an existing highway
and must make available to the buyers all
pertinent data on utilities, water, financing
and encumbrances.

Whether the restrictions on ad copy will
fall afoul of the Constitutional guarantee of
free speech remains to be tested in court.
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J1sh I might...

make that bathroom
Eljer bright!

You can make the bathrooms in your homes sparkle
bright with Eljer fine plumbing fixtures. There’s a
gleaming array of styles and colors to choose from—
many of them exclusive Eljer ideas, all of them manu-
factured to Eljer's high-quality lifetime standards.

Here are just four Eljer bathroom fixtures—any one
of which will bring that extra gleam of beauty to the
bath and powder rooms in the homes that you build.

Available in six pastel colors and white.

he Triangle

First “new look™ in toilet design in past ten
years. An Eljer original. Designed specifi-
cally for corner installation—a real space
saver for bath or powder room.

he Brian Lavatory

A decorator favorite, Eljer's Brian vitreous
china lavatory installs easily into prepared
cabinet or counter top, providing a distinc-
tive look to any bathroom. Absence of metal
rim means cleaner, neater bathroom area.
clusive.

:

PN

\\ An Eljer ex
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= 'he Planter
(loS A\éﬁ[ Eljer's bright new idea for bathrooms; add
. \‘ )

£ a touch of fresh greenery. Planter tank top

W[ has inset for live or artificial plants and
—> 7)) space for magazines, books, tissue, etc. An
— Eljer original. (The Planter is optional with
Ellis, Emblem and Estate toilets.)

‘| the wide corner seat—where space is at a

R% Choose Eljer's shower receptor bath with
| premi Porcelai led ¢ 1
premium. Porcelain enameled cast iron.

"\ Eljer offers you a rare combination of sparkling
’ beauty and functional design in all of their
‘h plumbing fixtures. Colors are soft and appealing
to harmonize with your over-all bathroom decor.
The finish is as fine as the best table china, re-
flecting the rich beauty of each and every Eljer
fixture. Fixtures are designed to fit the smallest
to the largest bathroom. The Murray Corpora-
tion of America, Eljer Plumbingware Division,
Three Gateway Center, Pittsburgh 22, Pa.

ELJER

SINCE 1904 FINE PLUMBING FIXTURES

=

—
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SEGREGATION

Voters overturn local law providing
jail term for housing bias violators

For the first time since laws prohibiting race bias in private housing appeared on the
U.S. scene in 1957, voters have overridden their elected representatives to expunge

one from the books.

The vote in Berkeley was close: 22,720 against to 20,325 for what would have
been one of the toughest anti-bias ordinances in the nation. But its significance may
be far reaching. As the home of the University of California’s main campus, Berkeley
has a national reputation for sophistication, enlightenment, even liberalism. Yet the
anti-bias ordinance the city council adopted in January became the hottest issue
in the city’s history. And a record 82% of registered voters cast ballots in the
April 2 municipal election that upset it. “Whichever way Berkeley goes,” commented
the San Francisco Chronicle before the voting, “it will have a profound effect on
future civil rights legislation . . . in the Bay area, the state—and possibly the nation.”

The ordinance would have applied not
only to realty dealers and mortgage lenders,
but also to individual home owners. The only
exceptions were 1) homes in which only one
room was rented, 2) duplexes where the
owner also lived, and 3) living units owned
by non-profit religious and fraternal organi-
zations.

A four-member board would investigate
all charges of housing discrimination “be-
cause of race, color, religion, national origin,
or ancestry.” First, one investigator would
look into a complaint, and, if he confirmed
the charge, try to eliminate it privately by
conciliation and persuasion. If this failed, a
public hearing would be held with the ac-
cused having the right to file an answer,
appear in person or via an attorney, examine
and cross-examine witnesses. After the hear-
ing, if a majority of the board found a viola-
tion, it could issue a desist order. If the
violator did not comply in 30 days, the board
could refer the case to the city or district
attorney for prosecution as a misdemeanor.
Maximum penalty on conviction: a $500 fine,
six months in jail, or both, for each day the
violation continued.

The ordinance would also have made it
unlawful to differentiate in sale or rental
price according to race. It would have barred
owners or lenders even from inquiring about
race, orally or in writing.

The background. Berkeley's time of tor-
ment was years brewing. In the last decade,
the city’s non-white population had soared
65% to 26.1 of the total (111.000). This
makes the city’s non-white population third
highest among urban places in California
(behind Compton's 40.1% and Qakland’s
26.4% ). Other percentages in major U.S.
cities: Los Angeles and New York, 14%:;
Dallas, 18%; Houston and Chicago, 22%;
Philadelphia, 25%; St. Louis, Clevland, and
Detroit, 28% ; Baltimore, 34%; Washington,
54%.

Most of Berkeley's 20% Negro population
(the city has many Orientals, too) live in a
black belt along the west and southwest flat-
lands fringing the bay. One Census tract is
91.1% Negro. Two elementary schools are
almost 100% Negro and the total Berkeley
school population is 32% Negro—a 300%
increase since World War II.

This tight little island of almost wholly seg-
regated (but non-slum) housing has been
gradually expanding north and east—toward
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EMOTION-LADEN ISSUE is reflected on the tense
faces of workers on election day at fair housing
campaign headquarters.

the tract-free neighborhoods where Berkeley's
white families live amid their blooming gar-
dens on the gently sloping coastal plain and on
up behind the campus to the steep hills and
eucalyptus-covered peaks.

As happens elsewhere, Negroes account
for a disproportionate (55% ) amount of
crime in Berkeley. They accounted for 85%
of arrests for aggravated assault last vear,
83% of robbery arrests, 65% of burglary ar-
rests, 72% of arrests for carrying weapons.

In 1959, Municipal Judge Redmond Staats,
chairman of a committee studying racial
problems in Berkeley schools, warned: “The
whites are retreating to the hills, or over the
hills into Contra Costa County. If this con-
tinues for another 20 years, we're either
going to have a Mason-Dixon line down the
center of the city. or a segregated city com-
posed entirely of Negroes.”

*The Berkeley Realty Board surprised many by
endorsing an ordinance to make bias in housing
illegal, but it balked at the criminal penalties on
the ground that they “create hostility and increase
friction.”

Two years ago, an 18-member citizens’
committee undertook a study of discrimina-
tion in housing. Last June it reported: “Dis-
crimination within the city is widespread and
general, both in rental and sale of housing.”

After a series of tumultuous hearings, the
city council passed the ordinance Jan. 15—
first of its kind in California and fifth among
municipalities in the nation. Only Pittsburgh
has a law providing fines and jail terms.

Before the ordinance could go into effect,
a group of citizens led by a 69-year-old re-
tired stockbroker, Otis Marston, obtained
10,500 signatures on a petition to force a
referendum—three times the 3.363 needed.

The battle. The clection campaign was
brief and bitter. It split the city into two
camps. The Negro community, white intel-
ligentsia, students, and church groups general-
ly rallied behind the ordinance. Realtors*,
downtown  businessmen, income-property
owners, and taxpayer groups lined up against
it. Pro-ordinance people were led by a citi-
zens committee which profited from the
expertise of Frank Quinn, executive director
of San Francisco’s inter-racial Council for
Civic Unity (who took his vacation to help).
The opposition was spearheaded by the Citi-
zens' League for Individual Freedom, an or-
ganization that has successfully opposed laws
against discrimination in housing in other
cities around the bay on the ground that they
violate homeowners’ Constitutional right to
sell to whom they please. In the closing days
of the campaign, Gov. Edmund G. (Pat)
Brown and Assembly Speaker Jesse Unruh,
neither of whom lives in Berkeley, came out
for the ordinance. “There is a principle at
stake which is not bound by city or county
lines,” said Brown.

One member of the city council who had
opposed the ordinance reported a barrage of
threatening 2 a.m. telephone calls. And the
First Congregational Church, whose minister
supported the law, got threats that it would
be blown up. Pranksters (police eventually
caught them) planted a burning cross on the
lawn of Dr. Fred Stripp, a lecturer in speech
at the university and pro-ordinance candidate
for mayor. Police posted a 24-hour guard on
Otis Marston’s house.

The aftermath. Defeated with the bias
ordinance were most of the candidates who
backed it, including Stripp. Wallace J. S.
Johnson, scaffold company president who was
elected mayor, called the vote “not against
fairness in housing, but against an unwisely
drawn ordinance.” It “infringed on the rights
of the single-family home owner,” he con-
tended. Said Frank Quinn: “We've always
wanted a state-wide law, but Berkeley's vote
will make it more difficult to get it through
the legislature.” But he adds: “The problem
was not voted away.”

Actually, California has two anti-bias laws,
but while they apply to brokers neither covers
owners (except of apartments). One forbids
racial bias in publicly-aided housing (e.g.
FHA-insured housing of five or more con-
tiguous units). Another bars discrimination
in business transactions. They provide for
civil penalties, require aggrieved persons to
hire a lawyer and sue in court.

Gov. Brown is still pushing for new state
laws. An Assembly committee has approved
a bill banning bias in all private housing
except owner-occupied one-family homes.

NEWS continued on p. 21
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should nail down
your retirement
plans now!

You'll probably earn a fortune during your lifetime. For
instance, if you are now 35 and earning an average of $18,000
annually, by age 65 you will have earned over half a million
dollars. How much are you saving regularly for retirement?
Of course, it’s easy to overlook the long-range objective:
setting aside money for the time when you stop working. This
is why a Prudential Retirement Plan makes so much sense.
Your Prudential Representative can help you establish a
regular and convenient retirement program that can guarantee
an income you cannot outlive and give you immediately the

HOME OFFICE: NEWARK, N.J. =
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LIFE INSURANCE e« ANNUITIES

raluable insurance protection vour family needs. Remember,
too, the sooner you begin a Prudential Retirement Plan, the
lower the premiums are per year.

P.S. Have you thought about what might happen to those
homes you're building now—and the blue-
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prints on the drawing board—when you & (‘ L

get seriously sick or injured—or when
you die? A Prudential Representative
can help you.
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See him today for a happier tomorrow.
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... wait ’til you see the fixtures!*
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PUBLIC HOUSING

Congress shows new concern over soaring subsidies

The rate at which federal dollars are being
called upon to pay for local public housing
units has nearly doubled in the past decade,
and Congress is looking into the situation.

A House independent offices subcommittee
has already grilled officers of the Public
Housing Administration about what is causing
the rise, although testimony has not been
made public.

The lawmakerss No. 1 worry: Under
present law, local authorities issue bonds to
pay for new buildings. The local authorities
are supposed to use money left over from
rents after all operating costs are paid to
help repay these bonds. prA agrees to pay the
remaining costs from the U.S. Treasury.

In the early 1950s, local agencies were
operating so profitably these left-over funds,
known as residual receipts, paid 50% of bond
amortization. But now the situation has
changed dramatically: Local authorities can
only pay 8% of the total—leaving PHA to pay
92% of the total costs. And Congress fears
the local share may soon shrink to zero.

This shrinkage, plus the building of 100,000
new units authorized by Congress in 1961, are
expected to mean a 24% jump in PHA's sub-
sidy payments from their level only two years
ago (from $165 million in fiscal 1962 to
an estimated $205 million in fiscal 1964 be-
ginning July 1).

What bothers Congressmen even more than
the burgeoning federal costs is the possibility
that some local public housing units may
actually go bankrupt. When rent collections
in a city's projects fail to cover operating
costs, the projects go bankrupt and the federal
government has to take it over.

PHA has assured the House subcommittee

URBAN RENEWAL

that the 100% figure will never be reached.
(But consultants Cresap, McCormick & Paget
in 1956 predicted PHA bankruptcy by 1968.)
PHA has suggested two possible ways the
squeeze of residual receipts might be eased:
local authorities might be persuaded to 1)
cease paying local governments 10% of rents
in lieu of property taxes, and 2) raise rents.
pHA officers say PHA has been accommodat-
ing more families in the lowest income brack-
ets than ever before, and this is one big
reason for ballooning federal payments.
Either way, the soaring subsidies are hurt-
ing public housing's image just when its
supporters need Congressional support. PHA
now says the 100,000 new units it got in 1961
will be used by June 30.
This means that PHA soon must stop plan-
ning new units—or ask Congress for more
authority to build,

Housing agencies again
buy foreclosed homes

The Dover, Del. housing authority is buying
60 foreclosed FHA row houses for use as
public housing. Price: $325.000, or $5.416 a
unit, which still means a loss to FHA.

And the Battle Creek, Mich. authority
has asked FHA to sell it 16 units for $48,000,
or $3,000 each. Delaware County, Pa. is pay-
ing $7,300 each for 35 VA houses.

The deals are the first between private
and public housing agencies since 1961 (when
West Memphis, Ark. bought 31 units for
$108,500—or $3,500 each). They reflect the
strong encouragement Public Housing Ad-
ministration officials in Washington are giving

to local agencies to buy up the rising total
foreclosed properties on FHA's hands. In the
past the two agencies have had little dealing
because public housers have generally been

Larry Van Goethem
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FORECLOSED HOUSES IN DOVE

unwilling to pay FHA's asking price.

In the Dover deal, not yet closed, PHA is
lending $603,760 to the agency to buy the
one-story masonry row houses and repair
damaged windows, heaters, and roofs, make
site and utility improvements,

The apartments were owned by Collins
Housing Corp. and are part of 204 units
called Capitol Green built in 1952-53. The
60 units are all vacant, while the remaining
144 units are occupied by approximately 60%
Negro and 40% white occupants. Housing
Authority Director Myron Lamb expects
many of his new public housing tenants will
be servicemen from Dover Air Force Base.

The last big cluster of FHa sales to public
housing agencies came in 1959, when two
Sec. 608 apartments were sold, including 102
units for $450,000 in Portland, Ore. and 20
units for $75,000 in Williston, S. D. (News,
Oct. '59). The only other FHA sale was the
1956 purchase of 184 units for $368,000 by
Montgomery, Ala,

Fort Worth tries traffic-ticket enforcement to spur fixup

Four years ago Fort Worth's voters rejected
an urban renewal plan to clear blighted areas
of the city. But instead of surrendering to
slums, the city put a strong minimum housing
standards code into effect in January 1961.

A vyear later, the city’s legal department
ruled that building inspectors had power to
issue tickets to violators of building, zoning,
plumbing and electrical codes just as police-
men hand tickets to traffic violators.

The ticket technique has been a boon to
remodelers. During 1961-1962, some 455
buildings were repaired and 1,128 dwellings
razed. By contrast, only 39 homes were re-
paired in 1957 and 1958.

“Though the results in slum clearance are
not as spectacular in Fort Worth as in cities
using an urban renewal plan, a lot has been
accomplished quietly by the city without even
the aid of a citizens’ committee,” says Build-
ing Commissioner Lee G. Larson.

The time it took. Before the ticket
system, much remodeling work was done
without permits. Yet inspectors hesitated to
file formal charges against violators. Reason:
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The inspector would have to search out the
prosecuting attorney to file a formal com-
plaint. When the case went to trial, he
would have to appear as a witness. On each
case he would have to spend half a work day
in court. Fort Worth could not afford to
employ enough inspectors to enforce housing
standards under the old system.

Now each inspector is equipped with a
book of tickets. The violator gets onme copy
and the inspector keeps another.

The violator has 11 days to appear in
court to plead guilty and pay a minimum fine.
If he wants to plead not guilty, the inspector
is notified, a formal complaint is filed, and
the usual procedure for a court trial follows.

“We've had three to four times as many
permit violation cases in court as formerly
because inspectors know they can handle most
without having to go to court themselves. And
now that contractors realize they may get a
ticket, they are not so likely to do work with-
out a permit,” says Larson.

Remodeling contractors find they no longer
work under the disadvantage of having to
adhere to codes while disreputable contractors

offer cut-rate prices—and shoddy work—to
the public.

Says Executive Secretary Gene Mitchell of
the Home Builders Assn. “We are in favor of
any new system contributing to the ethical
conduct of the home remodeling field.”

Big boost for plumbers. Plumbing
contractors have perhaps benefitted most.
Because plumbers are licensed by the state,
Fort Worth had little control over activities
of plumbing contractors except to require a
permit. Because trials were delayed several
months after a citation, plumbing violations
were then corrected by the time the judge
heard the case, and many cases were thrown
out. Inspectors often did not even try to
bring cases to trial. Because fly-by-night
plumbing contractors were aware they wouldn’t
be prosecuted, inferior work—at low prices—
was often offered the public.

In the first five months of the ticket-issuing
plan, over 200 tickets were issued for
plumbing violations. Then the number began
to fall. Through January over 150 violators
had paid fines.
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Create beautiful kitchen and bathroom interiors
with versatile wash-and-wear Marlite paneling

Marlite is the ideal wall and ceiling material for kitch- What's more, the Marlite line of beautiful colors, pat-
ens and bathrooms—new or remodeled. With Marlite, terns, and authentic Trendwood reproductions fits
you can give your clients durability, beauty, easy main- any color scheme or decor. And Marlite panels are
tenance. The soilproof baked finish of this practical quickly installed over old walls or new framing to
“wear without care” paneling resists heat, moisture, complete your projects sooner. Get full details from
stains, dents. The impervious surface quickly washes your building materials dealer, consult Sweet's File,
clean; stays like new for years. And Marlite means more or write Marlite Division of Masonite Corporation,
satisfied clients, yet it saves you time and finishing costs. Dept. 522, Dover, Ohio.

Marxlite

plastic-finished paneling

ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH

MARLITE BRANCH OFFICES AND WAREHOUSES: 204 Permalume Place N.W., Atlanta 18, Georgia * 18 Moulton Streel, Combridge 08, Mass, « 4545 James Place, Meirose Park, Illinois (Chicago) * 8908 Chancellor Row,
Dallas 7, Toxss * 1657 Powall Strest, Emeryville, California (Oakland) + 3050 Leonis Bivd , Los Angeles 58, California. = 39 Windsor Avenus, Mineola, L. |, (New York) « 2440 Sixth Avenue So,, Seattle 4, Washington
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NEGOTIATOR WOOD
After sleepless nights, success

Harry

creditors and purchasers to agree on how to rescue a vanished $250,000,

Kalmus

Greene-DeVito

BUILDER SHOENFELD
For a rescue operation, $500,000

How Long Island averted scandal when $250,000 in down payments vanished

Last fall Builder Richard A.
Osias, 27, seemed to have every-
thing going for him. The hand-
some, well-to-do son of apartment
builder and owner Harry Osias
had nine model houses on one
of Long Island’s most strategic
traffic locations, right off a key
interchange of Northern State
Parkway. His 300 completed and
sold houses were a bright spot in
a generally slow market. He kept
offices on Manhattan’s Madison
Avenue and an apartment on
posh Sutton Place.

So his arrest last December
on a charge of passing $11,000
in bad checks to his air condi-
tioning supplier hit Long Island
like a sonic boom. Work halted
on 200 new houses in his North
Point subdivision—and down
payments from 200 buyers were
nowhere to be found.

Executive Director Howard R.
Wood of the Long Island Home
Builders Institute sensed a scan-
dal in the making—one that
could be ready made for law-
makers pushing for tougher laws

on use of down payments (NEws,
Aug., '61).

Even though Osias was not an
Institute member, Wood called a
few Osias suppliers, found a
group had already formed a credi-
tors’ committee. And the 200
buyers had organized a worried
committee, too. A quick survey
of claims showed that trade debts
(including bank loans other than
mortgages) came to slightly over
$1 million (spread among 150
creditors). Buyers’ deposits total-
led $250,000, in amounts as high

as $3,000. Wood’s first move:
Persuade both groups to agree
not to bring on a bankruptcy,
but to give him time to try to find
another builder to take over, so
that none of the buyers would
lose a cent.

Now, four months later, Wood
has just announced: “Every
buyer can have his choice of the
house he bought, or his entire
deposit refunded.”

Behind this rescue lies a suc-
cession of day-and-night negotia-
tions, of soothing impatient buy-

TREAT FORMS, ,:QURE’ WA TERP@QOF CONCRETE

WITH

THOMPSON'S
WATER SEAL!
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Treat wood forms with Thompson’s Water Seal and

get faster stripping, longer form life, a smooth
uncontaminated concrete surface ready for paint

or plaster. Trowel with Thompson's and cure your
concrete to beat surface cracks, increase surface
hardness 260%! Waterproof with Thompson's to end
moisture damage, leaks, efflorescence. Seals masonry, too.
Not a silicone product! Never before has there been
one single product that can do so much for you!

Buy Thompson's at your favorite supplier!

E A. THOMPSON CO, INC.

Merchandise Mart, San Francisco

see our
catalog in
o 3, o' o
Sweet's e




Another new edition to the more

Call your Plumber today and insist on Delta .

MENT on agsuwD TO SI

&
Good

than 400 Delta Single THEREIN

Handle Faucets is the Lava-Spray model designed to ease the
burden of washing hair in the bathroom.

. « the finest faucet
with only ONE moving part offering years of dependable service,

Free literature upon request:

@E[ll‘ iAFAUGET CORPORATION
GREENSBURG, INDIANA

DELTA FAUCET OF CANADA, LTD.

2489 BLOOR ST. WEST, TORONTO 9

"Operation
Showmanship "l

The “‘on site” — “‘off site”
MERCHANDISING PROGRAM
That Puts Your Homes In
The Spotlight.

Merchandising Material
Worth $3,000

That's what you'd pay if you
prepared it...but it's yours FREE
when you specify Century
Heating/ Air Conditicning. Both
“on site'' and “off site'’ pro-
motions and material feature
YOUR HOMES...not Century!

Send for booklet '3
Ways Century sells new
homes faster” Dept. 685
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O ety

Heating/Air Conditioning

* Full Line Gas, Oil, Electric
Furnaces

® Heat Pumps * Remote and
Self Contained Air
Conditioning

Century Engineering Corporation
Cedor Rapids, lowa

ers and irate creditors, of cliff-
hanging suspense. (Hardest to
hold in line was one supplier
who said: “The hell with wait-
ing. T need a tax loss, anyway.”)

The senior Osias was the key
to any deal, since he owned the
land under the 200 uncompleted
(or not started) houses as well
as the adjoining lots any succes-
sor company would need to guar-
antee a profit after finishing the
skeletons littering North Point.

In the end, the publicly owned
Pickwick Organization Inc. and
its president Richard Shoenfeld
(in a joint venture with ma-
jor creditor General Lumber
Corp.) agreed to pay more than
$500,000 to satisfy the creditors,
(who will get slightly more than
50¢ on the dollar) and to finish
up (or return deposits) on all
houses contracted for. In return,
Harry Osias released all lots un-
der the sold houses and agreed to

FHA gets a careerist
as second in command

Philip J. Maloney, 45, has just
been appointed by new FHA
Commissioner Philip N. Brown-
stein (News, Feb.) as his deputy
commissioner,

With this appointment, Brown-
stein—formerly chief benefits

FHA's MALONEY
Long-time partner of the boss

officer for va—brings into FHA
one of his chief aides at va,
Maloney was assistant director of
vA's loan guaranty service for the
past two years, has worked with
Brownstein for 17 years.

Former FHA Deputy commis-
sioner Paul E. Ferrero becomes
assistant deputy in the change.

A native of Columbia City,
Ind., Maloney moved to Wash-
ington when he was half-way
through high school after his
father was appointed treasurer of
the Home Owners Loan Corp.
After five years in the Marines,
which included the assaults on
Saipan, Tinian, and Iwo Jima,
he returnmed to Washington to
join va in 1946.

At the same time he studied
at Georgetown University law

sell 500 acres of adjoining land
to Pickwick, where it will put a
new 600-house subdivision of
$20.000 to $30,000 houses (Pick-
wick built 150 houses on Long
Island in 1962).

Long Island’s housing indus-
try credits persistent Howard
Wood with the black-eye-saving
rescue. Wood bows to others:
“Without the full cooperation of
the 12 man creditors’ committee
as well as the three banks (Dime
Savings, Williamsburgh Savings.
and Security National), and the
patient buyers and their attorney,
we never would have been able
to arrive at such a satisfactory
settlement. We're especially
happy that our voluntary efforts
completely protected buyers,”

Where did all the money go?
Wood contends that Dick Osias
underpriced all his models, so
he went deeper into the red with
every sale.

school and won his law degree in
1950,

FHA Velerans cannol remem-
ber when an FHA chief and his
deputy have such a long record
of working together—and they
feel the combination can be es-
pecially effective.

The new team has sparked
speculation that FHa will adopt
more VA-type operating methods
—and some observers predict
FHA will use the va approach of
relying more upon fee apprais-
ers instead of staff appraisers.
Maloney debunks such talk: *“I
don't know of any reason for
anyone to think of a change of
direction at this time.”

Levitt moves overseas
and to Long Island

Builder William J. Levitt, who
became an industry institution
with his first Levittown on Long
Island (17,447 houses), is commg
home again after 11 years. He
just bought 650 acres near the
village of Stony Brook, 50 miles
from Times Square, and will
build 1,300 houses for “middle
income families”. At the same
time, Levitt & Sons will also move
its corporate headquarters to
Long Island from Levittown, N.J,

Main reason for the switch is
the company’s increasing involve-
ment overseas. Levitt is be-
coming the first U.S. builder to
go into garden and high-rise
apartments in Paris. He has also
begun construction on an ocean-
front community of 3,500 houses
(price: $9,000 to $15,000) six
miles from downtown San Juan,
Puerto Rico. With all this going
on, Levitt says he wants his office
closer to New York's Interna-
tional Airport,

HOUSE & HOME
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Satellite city builder picks
former Governor DiSalle of Ohio

New York City Entrepreneur
Robert Edward Simon Jr. has
just reached into the ranks of
former governors for the top man
he wanted to build his planned
$500 million community of Res-
ton, Va., 18 miles from Washing-
ton, D. C. (H&H, Apr. '62)
His choice: Michael V. (for Vin-
cent) Disalle, 55.

After Democrat Disalle failed
in his bid for a second term as
governor of Ohio last November,
he began bristling with plans. He

George Smallsreed

OHIO'S DI SALLE
Executive talent for a satellite

opened a law office, lectured on
political science at the University
of Massachusetts, became a direc-
tor of the regional Home Loan
Bank at Cincinnati.

Simon, who wanted a man of
proved administrative ability and
national reputation to run Reston,
asked executive recruiters Clar-
ence M. Flanagan & Associates
to sound out DiSalle. DiSalle, one
of the first supporters of John
Kennedy's Presidential drive in
1960, has unquestioned stature
in the Washington political whirl.
As an administrator, roly-poly
DiSalle (208 pounds on a 5'5”
frame) rated high. During the
Korean War he ran the Office of
Price Stabilization for President
Harry Truman and through skill
flavored with sharp quips made
himself well liked despite an un-
popular assignment. As Ohio
governor, he dug into the minute
details of problems.

DiSalle listened to Simon’s of-
fer. As mayor of Toledo he had
often wrestled with problems
which even costly rebuilding with
urban renewal could not solve
properly. The Reston offer gave
him a chance to start from the
ground up on a new city. Di-
Salle named a salary—a reported
$75.000, triple what he received
as governor. “I thought it was
high enough to discourage him
[Simon]—but he gave me what I
asked,” says DiSalle. DiSalle will
manage the creation of Reston
while commuting from Ohio.
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Reston (Simon’s initials form
the first syllable) is just reaching
the conmstruction stage. On its 10
sq. mi. (only four miles from the
new Dulles Airport), a golf
course and a 36-acre artificial
lake are taking shape. Lots are
to go on sale next month. The
first 250 homes and a village cen-
ter are to be started this summer.

Simon, whose family owned
and operated New York City's
famed Carnegie Hall, calls Reston
(planned by Whittlesey & Conk-
lin of New York City) the first
full-blown city planned to jibe
with Washington's Year 2000
master plan, Architects Charles
M. Goodman Associates and Sat-
terlee & Smith, both of Wash-
ington, and Geddes, Brecher,
Qualls, Cunningham of Philadel-
phia are designing housing for
the 75.000 population. expected
15 years hence.

Simon himself has given the
plan a unique direction, He be-
lieves suburbs with one-price
bracket, one-style homes means
“changing friends two or three
times in your lifetime” for resi-
dents. To overcome this fault,
Simon worked for over a year
with Fairfax County, (Va.,) of-
ficials on a novel zoning plan. It
says overall density in Reston
shall not exceed 11 persons per
acre—but may range from 3.8
to 60 persons per acre. So Reston
will meld one-family houses,
townhouses, and apartments.

In return, Simon has promised
that Reston’s rich tax rolls will
not be locked up in a new in-
corporated town but left under
control of the county officials.

DEVELOPERS: William Harvey
Kyle retired New York and
Cleveland banker, has been
named financial vice president of
Florida’s General Development
Corp. Kyle was president of So-
ciety National Bank of Cleveland
and a vice president of Bankers
Trust Co. in New York City.

AIlA advances 35
to rank of fellow

The American Institute of Archi-
tects has picked four nationally
known  residential designers
among 35 of its members to be
advanced to the rank of Fellow at
its annual convention this month
in Miami. The four are James
Herschel Fisher of Dallas, Ed-
ward A. Killingsworth of Long
Beach, Calif. (whose firm was
one of the Arts and Architecture
winners for a case study house—
H&H, June '61), Willis Nathaniel
Mills of Stamford, Conn., and

Why it pays to include
MODERN GAS
INCINERATORS

m your homes

In the highly competitive business of selling homes,
the smart builder is ever alert to new features—to
plusses that will impress potential buyers. A modern
Gas incinerator is just such a plus.

6 Homes in a cleaner, quieter, more modern setting . . .
this important selling point can be yours with a modern Gas
incinerator that eliminates noisy, unsightly garbage cans.

6 An obviously attractive point to housewife prospects—
and to their husbands, too — is eliminating the mess and
nuisance of daily garbage and trash carrying, by installing
modern Gas incinerators.

0 Your prospects will be impressed by the fact that it will
cost less for trash disposal, thanks to a modern Gas incin-
erator which takes care of all burnable garbage and trash.

a Economical to buy and install, and operate, modern
Gas incinerators are smokeless, odorless, automatic.
AMERICAN GAS ASSOCIATION

Check your local Gas company for full details.

House hunters know they can

LIVE MODERN
FOR LESS
WITH...

D

GO MODERN-GO GAS
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"IVR TDTIT) Remember the many treas:
I i‘f‘.’ "" B Mw ¥ ures a small boy or girl could
9 o mp’ey find hidden there? To-
YES%ERB AY% day's attic looks differ-
e e e s pb it ent, of course, but one
\ T?EQ similarity remains. Tremendous heat
v w W o Dbuilds up in all attics. Temperatures of
130° and higher are not uncommon. This trapped heat radiates
down into a home’s living area all night long, making sleep
almost impossible. That's why Lau Attic Fans are big sellers
in the spring and summer . . . Big profit makers too! Lau has
everything you'll need to capture your share of this business;
a complete line of competitively priced, quality fans and acces-
sories and the national consumer advertising and sales helps

needed to generate product interest. Write for a catalog on
Lau’s complete line of quality built attic fans and accessories.

>

Rancher Builder

Niteair® Panel Rancher Attic Relief

THE LAU BLOWER COMPANY
2027 Home Ave. Dayton 7, Ohio

George Thomas Rockrise of San
Francisco.

The other new fellows: Roger
Bailey, Salt Lake City; Charles
J. Betts, Indianapolis; Charles
A. Blessing, Detroit; John S.
Bolles, San Francisco; Clinton E.
Brush, Nashville; Griffith H.
Edwards, Atlanta; James H.
Finch, Atlanta; William E. Hart-
mann, Chicago; Ernest D. lvey,
Atlanta; Paul H. Kea, Hyattsville,
Md.; Roger Y. Lee, Berkeley,
Calif.; Sidney W. Little, Tucson;
Charles Luckman, Los Angeles;
A. R. Melander, Duluth, Minn.;
Frank Montana, South Bend,

Ind.; George Nelson, New York
City; Louis C. Page., Austin,
Tex.: Harry D. Payne, Houston;
William G. Purcell, Pasadena,
Calif.; I. L. Roark, Kansas City,
Mo.; R. H. Roberts, San An-
tonio; Walter Sanders, Ann Ar-
bor, Mich.; John Scacchetti,
Union City, N. J.; Milton G.
Small, Raleigh, N, C.; Lee Sor-
ey, Oklahoma City; Victor Stein-
brueck, Seattle; John Stetson,
Palm Beach, Fla.; Charles R.
Strickland, Boston; Frank E.
Watson, Miami: Charles D.
Woodford, Los Angeles; Thomas
Biggs, Jackson, Miss.

A missionary for land tax reform

When backers of reform of the
U. S. property tax system chose
a man to tour the nation in be-
half of their idea, they passed
over economists and officials in
favor of a surgeon.

Their choice, Dr. Rolland
0'Regan, 59, is now demonstrat-
ing why he was chosen for the
15-stop tour with a dispassionate
account of how the plan of ex-
empting buildings from taxes and
taxing land only is working in
what he calls the “social Iabora-
tory” of New Zealand.

The son of one of the Parlia-
ment members who in 1896
pushed New Zealand’s law let-
ting communities adopt the land
tax system, Dr. O'Regan heads
the League for Taxation of Land
Values. The league has helped
promote the land tax system until
now 83% of the island’s city
areas and 73% of its rural area
uses it. How has it worked?

Says Dr. O'Regan: wurban
sprawl has been reduced because

NEW ZEALAND'S O'REGAN
Land value taxes fight slums, he says

“persons who want to buy homes
don't have to leapfrog over ex-
pensive land to the cheapest areas
farther out.” He explains. “Spraw-
ling cities grow up because land
is held for speculation.”

Under the New Zealand
system, suburban taxes generally
go down while downtown taxes
risc. And because the plan re-
wards—rather than penalizes—

the industrious man who Kkeeps
his property in good repair, New
Zealand’s slum problem is neglig-
ible. Only Auckland—the one
major city not using the land
tax system—has had to resort to
slum clearance.

To American audiences includ-
ing directors of the National As-
sociation of Home Builders, mem-
bers of the National Association
of Mutual Savings Banks, and a
California legislative committee
considering the plan, he has two
chief points: 1) the U.S. sys-
tem of taxing improvements
and land equally “penalizes the
industrious man, for the more
he builds the more he is taxed
while the idler who lets his land
lie vacant and unimproved pays
less tax. . . A property tax in-
hibits the proper use of land.”
and 2) U. S. communities could
expect the same results by adopt-
ing New Zealand’s plan.

Oklahoma developer
starts daily paper

When he started his Midwest City
development ten miles from
downtown Oklahoma City in
1942, Developer William P. At-
kinson, 55, started a weekly
newspaper at the same time to
create community spirit.

It worked, and both Atkinson
and Midwest City thrived. Al-
kinson became so well known
he ran for the Oklahoma gov-
ernor’s chair last year—and was
first Democrat in the state's
history to lose (Niws, Dec.).

Now, with Midwest City
grown to 44,000 inhabitants,
Atkinson is folding his weekly
community paper. In its place he
plans to spend $750.000 to start
a new daily and Sunday paper,
the Oklahoma Journal.

Atkinson comes by newspaper-
ing mnaturally. Before turning
developer, he headed the jour-
nalism department at Oklahoma
City University.

HOUSE & HOME




DIED: Jerome H. (Jerry)
Squires, 47, builder and remodel-
er, March 4 in Cleveland of a
heart attack.

Squires was chairman of Mod-
ernization Inc., a publicly owned
company formed to handle the
franchising of his Planarena mod-

REMODELER SQUIRES
A new way to sell fixup

ernization system in department
stores (HM&H, Sept. '61). His first
one-stop department was set up
in Cleveland’s Higbee Co., sold
nearly $80,000 the first seven
weeks. He was also president of
Squires Construction Co. (roofing
and remodeling) and Squires
Homebuilding Co, (800 homes
in the Cleveland area since
1945).

DIED: Orville M. Howard, 64,
director of FHA for Kentucky,
Feb. 9 in Louisville; Architect
John Patrick Baggin, 29, of the
San Francisco Redevelopment
Agency, Feb. 10, in a crash of

CANADA

his Marine reservist jet-fighter,
Alameda Naval Air Station,
Calif.; Architect James Cameron
Mackenzie, 75, designer of many
residential estates and the Jacob
Riis and Sheepshead Bay public
housing projects in New York
City, Feb. 10 in Charleston,
S.C.: Mortgage Broker George
L. Harvey, 71, partner in Brooks,
Harvey & Co., New York City,
for more than 30 years, Feb. 15,
New York City; Edwin T.
Reader, 54, rFaa, of Miami,
member of the Florida State
Board of Architecture, Feb. 24
in Miami; F. B. Peckham, 63,
director of architectural services
for U.S. Plywood Corp. Feb. 26
in Portchester, N.Y.; Myron H.
Fox, 68, board chairman of Bell
s&L Feb. 27 in Chicago; Joseph
L. Tunstead, 60, marketing vice-
president of Koppers Co. Inc.,
Pittsburgh, Mar. 5, in Fort Lau-
derdale, Fla.; Thomas J. Shana-
han, 60, a member of New York
City's Housing Authority for ten
years and vice chairman of the
city's Slum Clearance Committee
until he resigned in 1960 amid
complaints that the bank he
headed handled the city’s renewal
transactions; Mar. 7, in New
York City; Jules Saxe, 51, vet-
eran San Francisco real estate
official and a vice-president of the
California Real Estate Assn..
Mar. 12 in Palm Springs, Calif.;
Albert R. (Ray) DeFord, Balti-
more s&L leader who served on
both legislative and executive
committees of the U.S. s&r
League, Mar. 25, in Baltimore.

First 80% conventional loans

For the first time in Canada buy-
ers of homes and owners of
commercial property now can get
an 80% conventional mortgage.

By law, trust and insurance
companies may make only first
mortgage loans up to 66% of
property value. Banks can lend
only on NHA mortgages.

Now, Toronto's newly formed
Metropolitan Trust Co., has
hooked up with British-owned
United Dominions Investments
Ltd. to offer a combined first-
and second-mortgage package
that takes the loan up another
14%.

They charge 8% interest com-
pared to a going conventional
loan rate ranging from 63% to
7% %. On housing, they offer
loans from $10,000 to $40,000
for up to 20 years (rates are
renegotiated after 10 years). The
property must be no more than
35 years old. But the 8% com-
bined interest rate is a lot cheaper
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than going second mortgage rates
of about 13% charged by finance
companies. Moreover, borrow-
ers save extra originating fees of
3 to 5% on the junior financing,
since Metropolitan  originates
and services the two loans to-
gether, keeps only one set of
books. Metropolitan will hold a
conventional trust company first
mortgage of 66% (on which it
expects to earn 7% ), and the
British interests will hold the
junior loan (on which it expects
to earn 10%) under a trust
agreement between the two com-
panies.

The package loan is available
only around Toronto so far. But
another major trust company with
dominion-wide offices is expected
to enter the field soon. Metro-
politan calls first-month reaction
to its deal “astounding”: $200,000
committed and several hundred
thousand dollars more of loans
being processed.

A Natural “‘Driftwood Gray''

Home in Houst Texas. Archi MacKie & Komroth, Heusten,
Texas. Cabot's Simhmn Qil on siding.

Cabots #2241
BLEACHING OIL
Unique Beauty at 'z
the Cost of Paints
When applied to untreated wood surfaces, Cabol's Bleach-
ing Oil imparts a delicate groy tone which, in very fﬂr
months, weathers to a beautiful, notural “'driftwood gray'
. . a color effect ordinarily

found uﬁly in seacoast areas
ofter years of exposure 1o

—— - — e

SAMUEL CABOT INC.
530 S. Terminal Trust Bldg., Boston 10, Mass.

|
salt air. |
® For m wood surfoces: | Please send information on Cabot's 2241 Bleaching OIl.

IHI'III d‘ ll'llr |
+ .+ . all species of lu \

® Easy to . . will Ie'l'
erack, Hllhr |

@ Trouble-free: minimum uninh-
© nance, paints. ;

Quaker Aluminum Prime Windows
are “Builder-Designed” to provide fast,
error-free installation, adaptability,

attractive appearance
and economy ...to save
you many dollars per
opening. Horizontal
Sliders, Single Hung
or Double Hung
windows for
residential or
commercial application are
available in many stock
sizes . .. with special sizes made up at
no extra cost. Order from your building
materials dealer for your next project
and receive a complete Open House
Promotion Kit Free! Or write for Build-
er Specification Literature. Dept. 685.

QUAKE

WINDOW
PRODUCTS COMPANY « FREEBURG, MISSOURI
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MGIC can work M(A)GIC with your home sales.
Builders, lenders and realtors have found that MGIC
insurance provides them with a customer financing
plan they can really merchandise to qualified bor-
rowers who need (and can afford to carry) high-ratio
conventional loans ranging up to 90%.

When lenders finance homes with conventional loans
and down payments as low as 10%, builders and
realtors in the community discover that their mar-
ket potentials are immediately expanded! MGIC
opens up new vistas of financing speed and flexibility.
Your customers can buy better homes...and sooner.

MGIC’s procedures and policies are geared to your

MGIC/63/C

pressing need to sell more houses without excessive
delays, restrictions and red tape. Premiums are one-
half those of government insured loans . . . there
are no discounts to penalize buyer or seller . . .
portal-to-portal commitment time on applications
averages about 72 hours!

The famous MGIC Plan helps builder, lender and
realtor provide a new and much-needed community-
wide service. More families can buy better homes
earlier in life with 909 conventional loans—and the
lender is adequately protected. Broaden your hori-
zons by writing today for full information about
the MGIC Plan.

Mortgage Guaranty Insurance Corporation

600 MARINE PLAZA « MILWAUKEE 2, WISCONSIN * BRoadway 2-8060
THE NATION'S LARGEST PRIVATE GUARANTOR OF MORTGAGES

MGIC is not licensed to do business in Alaska, Connecticut, Maine, Maryland*, New Hampshire, New Jersey, New York, Rhode Island, Texas* or Vermont (*available through surplus line brokers),
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MORTGAGE MONEY

Official pressure mounts to slow
savings battle; discounts shrink

New savings are cascading in on mortgage lenders even faster than last year’s
record rate. S&Ls are reaching new highs: net inflow of funds through February is
75% ahead of last year in the Home Loan Bank Board count and 62% ahead by
the u.s. s&L league figures. Savings banks and commercial banks are also out-
pacing 1962 (see table).

As a result, “yield has become God in the mortgage market,” says Dr. Saul
Klaman, research director for the National Association of Mutual Savings Banks.
He told Bankers’ Mortgage Co.’s annual outlook meeting in San Francisco: “We
are worshipping at the altar of growth, but no attention is being given to the
quality of that growth. All evidence points to throwing caution to the winds. This
is the time to call a halt.”

New evidence that his concern is shared in official circles comes from Member
Jossph J. Williams Jr. of the Home Loan Bank Board. He has just told the u.s.
League’s management conference:

“Each of you should take a hard look at the rate which your association is paying
and see if a reduction in that rate would not be one of the ways in which the
position of your association could be improved.”

His cry adds to growing official pressure to cut interest—the vice president of
the New York City Federal Reserve Bank made a similar suggestion to commercial
bankers last month (NEws, Apr.)—and is the strongest attack on s&L dividends
since HLBB Chairman Joseph P. McMurray tried unsuccessfully to jawbone Cali-
fornia s&L rates down in 1961.

S&Ls so far have paid scant attention to the plea, but signs of change show.

At dividend changing time, April 1, a few scattered s&Ls cut dividends. Miami
Beach Federal s&L, one of Florida's largest, Washington Federal s&L in Miami
Beach, and Women’s Federal s&L in Cleveland all drop from 4% % to 4%. All
are in areas with soft homebuilding markets.

Other s&Ls—including Florida’s largest, First Federal s&rL of Miami—hint
they may cut rates on July 1. And one mortgage man sees hope that the savings
battle may be waning in the fact that California s&Ls did much less advertising
than usual in Eastern financial papers in the first days of April.

High dividends (4% to 5% ) hurt Hillside, Ill. s&L ($15 million assets) when
income fell after many small loans became delinquent. Unsure it could pay dividends
due April 30, Hillside is merging into $147-million Oak Park Federal s&L.

Any slowdown in the savings inflow to s&Ls and other conventional lenders
could cut down the great imbalance between the demand for mortgages and their
supply. Some mortgage bankers expect spring house buying will lift the loan sup-
ply; the Massachusetts Purchasing Group of 130 savings banks reports the supply
of mortgages is picking up already.

Some easing of mortgage demand—and hence less pressure for smaller discounts
—could come from the v.s. Treasury’s sale in early April of $300 million in 31-
year bonds at an interest rate.of 4.09%. Treasury men were planning the offering
to drain off excess savings without disrupting the mortgage market.

Discounts are still shrinking, and FNMA is piling up record undisbursed funds.

Another six cities report smaller discounts in House & HomEes monthly survey
of 18 cities, compared to changes in 10 cities last month. “We are just on a plateau
and it appears we will stay there awhile,” says Senior Vice President Frank Cort-
right of Bankers’ Mortgage in San Francisco. “Investors just won’t take yields
below 5.06%.”

Most mortgage bankers are not selling loans to Federal National Mortgage Assn.,
and as a result the agency is hitting its highest levels of undisbursetl funds since
mid-1958. FNMa piled up $19.2 million in undisbursed but committed funds; sales
from its secondary market portfolio hit a near-record $166 million in March.

Mortgage bankers say the torrent of new cash is bringing more newcomers into
the FHA and va market. In Miami, some commercial banks are artanging purchases
from ¥nMa portfolio through mortgage bankers, who retain servicing.

*For the key Sec. 203b, 30-year, immediate delivery loans, Dallas moves up from 97'4-98 to 9714-99:
Atlanta from 97'2-98 to 9712-9814; Cleveland from 98-99 to 9814-99; Detroit from 98-9812 to
9812-99; Newark from 98-99 to 99; and St. Louis from 96-99 to 97-99.
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John Senning

UCLA's GREBLER
Some facts long overlooked

New storm warnings fly
over shaky mortgages

“The competition for mortgage loans has be-
come so fierce that lending standards are in
danger of being further compromised,” warns
Dr. Leo Grebler, nationally known real estate
research director at U.C.L.A.

“There is real gquestion whether such a
large volume of lending activity can continue
without increasing deterioration of the quality
of mortgage credit, more severe and costly
loan servicing problems, and still higher rates
of defaults and foreclosures.”

Writing in The Morigage Banker, Grebler
cites “some readily available but strangely
neglected evidence of adverse changes in the
quality of home-mortgage loans made in re-
cent years.” The changes:

® Income of va buyers was almost the same
in 1962 as it was in 1956. With per capita
national income rising, this means that “the
income of successive groups of veteran home
loan borrowers on the average has not kept
pace with the general rise in income. Still
worse, the average amount of their liquid as-
sets at the time of home purchase has de-
clined almost continuously from $2,215 in
1957 to $1.530 in 1961.”

® Average purchase prices have increased
nearly 14% in the time, and as a result aver-
age monthly housing expenses increased by as
much as 28%, from 22.3% to 28.6% of in-
come.

® Downpayments fell from $1,050 in 1957 to
$330 in 1961, with a slight rise last year.
Grebler notes a “dramatic expansion” of no-
downpayment loans to 63% of all va loans.

® The “same tendencies toward looser credit
terms” characterize FHA mortgages. Average
loan-to-value ratio has risen from 86.6% in
1956 to 94% in 1961. The average term has
swelled from 255 to 29.5 years. But FHA
buyer income has kept pace with the national
average, and as a result housing expense for
families has risen only from 19.5% to 20.8%
of income.

“Risk represents a series of probabilities
of failure,” he notes. “Thus the probability of
the 1960 or 1961 loans as a group to be in
trouble is greater than the probability for the
1956 loans.”

Chairman Joseph P. McMurray of the
Home Loan Bank Board echoes Grebler's
warning: “Portfolios have obviously become
more risky. Today we actually need a higher
ratio of reserves and surplus to share ac-
counts than we did 10 or 15 years ago . . .
[vet] the ratio of surplus and reserves to share
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When you need mortgage financing
or seek mortgage investments-
You need a Mortgage Banker

The care and feeding of your mortgage requirements is best done by a
specialist—a mortgage banker.

Being an approved FHA and VA mortgagee, your mortgage banker often
represents U. S. Government agencies in making appraisals, estimates and
recommendations; frequently exercising influence on the design and selection
of products and materials for building.

Whether you are building or buying—houses, warehouses or structures for
hundreds of other business or industrial uses—look to your mortgage banker
for the most convenient, most flexible mortgage loan service.

Sponsored on behalf of the more than 2,000 MBA members from coast to coast,
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g Chicago : Elizabeth Sotoe

COLORADO INDIANA NORTH CAROLINA WASHINGTON, D. C.
Mortgage Investments Co. H. Duff Vilm Mortgage Co., Inc. Cameron-Brown Co. The Carey Winston Co,
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accounts has been declining for some time . . .
The increased risk is all too evident.”

Unless saLs take corrective steps, “the sup-
port they have in Congress and among other
government agencies will inevitably decline,”
warns McMurray. He adds:

“Experience shows that the history of long
upswings of business activity has been char-
acterized by a progressive deterioration in the
quality of credit. The question then is, shall
we as individuals or as a group allow our-
selves to be carried along by the tides of
time and the stage of our economic develop-
ment and commit the same errors that have
been committed in the past?”

HLBB ponders big lift
for S&L rental lending

The Home Loan Bank Board's proposed rules
to carry out a 1962 law (News, Nov.) con-
tain two unexpected sweeteners for apart-
ment lending by s&rs. Under the old law,
s&L apartment loans, along with outside par-
ticipation loans, non-installment loans, and
loans over $35,000 per unit, were limited to
20% of a saL's assets. The law added an-
other 15% for apartments, but HLBB proposes
to limit this new category to 10% at first.
And a s&rL must have 5% of assets in re-
serve, surplus, and undivided profits to use
the new power at all. Qualifying s&rs would
get these aids:

1. Insured s&rs could lend up to 75% of
value, compared to 70% now. Maximum
term is 25 years. And the s&r could make
unamortized construction loans up to 75%
of value for up to 18 months.

2. Nationwide apartment lending by s&ts
would be possible for the first time. HLBB
first considered counting loans made in par-
ticipation with distant s&rs in the already-
crowded 20%-of-asset group. But instead the
proposal would do away with a rule limiting
participation loans to one- to four-family
dwellings. “Now, for the first time, an Eastern
association will be able to invest in a part
of a loan on a multi-unit residential project
in Denver, Los Angeles, or Dallas,” points
out President Eugene M. Mortlock of First
Federal sar in New York City.

HLBB moves to curb lending
capacity booster by S&Ls

New rules proposed by the Home Loan
Bank Board would prevent sa&1 holding com-
panies from using unsecured notes to inflate
their lending capacity.

A few holding companies have been issu-
ing such notes, payable on demand and car-
rying interest varying from 3% % to 4%4%,
to bring in new short-term money (NEws,
Jan.). Great Western Financial Corp. uses
the funds for construction loans.

But e Chairman Joseph P. McMurray
says some holding companies have been de-
positing the money in share accounts of
their subsidiary sars—thereby boosting the
amount the s&rs can borrow in turn from its
regional Home Loan Bank. The practice is
not widespread, but McMurray fears the
pyramid could strain regional banks.

So the proposed new rule would simply
classify any money raised in this manner as
“borrowed,” which ends the possibility.

NEWS continued on p. 34
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MORTGAGE MARKET QUOTATIONS

(Sale by originating mortgagee who retains servicing.) As reported to HOUSE & HOME the week ending Apr. 5, 1963.

Conventional Construction Loans™ FHA FHA FHA
Loans™ 207 220 203"
Comm. Interest < fees
banks, Savings | Banks, Ins Firm Min. Down
Insurance | banks, | Cos. & Savings banks, Firm Commitment 35 year
City Cos. S&Ls l Mtg. Cos. S&Ls Commitment | 35 years Immed
Atlanta 5Va~6 5%a—b 642 642 a a 97-97Va
Boston local 5va 5% 5%/a—5%a 5Va—~5%a a a a
out-of-st. — — -— -~ a a 9797V
Chicago 5145 5Va—6 S5¥a~b-1-1V2  5¥a—-bVa--114-2 | 98Va—par 981/2-par 97-98
Cleveland 5i/a-5% 53/a—5%a 61 b+1 99-—-par 99-par® 971/2-98V2
Dallas 51/a=54 6! 6 1% 6112 99-100 a 97Y2-99
Denver 5Va-6 53a—6Ve 64 112-2 6~ 112-2 99 a a
Detroit 514—51a 514—-5v2 640 640 99-9912 a 98-99Va
Honolulu b6-6Va -7 6-4-1-2 64-1-2 a a 9614
Houston 5Ya~6 51/2~bVa 61 641 97-99 9ghd 972
Los Angeles 512 5Y4b~6.6 641V 6-6.64-2-3Va 981/2-99 9812-99 98
Miami 5Va~5Va 514-6 b4-Va-11a 6-4-1a~1V2 a a 97-97Va
Newark 53/2—-5Ya 5126 641 6+ 99-991/2 99-993/2 9812
New York 5Ya~6T 5Va—61 6-f=0-1 6-+0-1 9812-9912 9812-99%  981%-9914b
Okla. City 56 53/a—6142 6-+1-2 6~1-2 a a 97-98>
Philadelphia 5—5%4 S5la—b 51241 53441 99 9912 99
San Fran. 51/3—6M 6-6.6 64-1-1V2 6-6.6-2-3 9814-99--2¢ 99l4a-par 9Bl
St. Louis 5¥a—b 51/2-61a 51a—bYa+1-2 51/—6Va +1-2 a a a
Wash. D.C. 512-5% 51a-5% 5¥a-1 641 par par 9812-99
FHA 5Ys (Sec 203) (b) VA 5%s
New Construction
New Construction Only Existing® Only
FNMA | Minimum Down® 10% or more down Min Down FNMA | No down
Scdry | 30 year 30 year 25 year Scdry 30 year
City Mkt=¥ | Immed Fut Immed Fut Immed Mict=r Immed Fut
Atlanta 97Vs 9712-98%2 97e-98  98-9816b  9gb 9712-98 Vs 91Va-98 97358
Boston local 9814 par-101 par-101 par~101 par-101  par-101 98%a _ par-101 par-101
out-of-st. —  9712-98 971/2-98 a a 971/2-98 - 97va-98 97%2-98
Chicago 97Va  99-par 9812-9912 9812-99 98-99 99-100 97Va _ 98-99 97%2-99
Cleveland 97Va 9812—99  98-99" 99—par 9814-99 98-98V/2 97% _ 97va-98 972"
Dallas 97Va  9712-99 97V2-98v2  98-99 98-99 971/2-99 97Va _ 97%4-99 9712~98%a
Denver 96Ya 9712—9812 97-98 9714—98Y2 97-98 9712-98 96%  96Ye—98 9612-98
Detroit 96% 9812-99 a 99-99v2 a 98-99 96%  98v2-99 a
Honolulu 96%4  97-97V2 97 9732 97 97-97Va 9% 97 9612
Housten 971a 98-9BYz 9712-98 98-99 a 98-9812 97%  98-98% 971/2-98
Los Angeles 96% 98 9744 99¢b 99 98Va 96% 98 9734
Miami 97Vs 971298 a 99v a 97-98 97%a  97Va-98 a
Newark 97% 99 98-99 99-nar 99 99 97% 99 9899
New York 9BYa 9812-99%e 9814-9912  98V.-99V 98V2-991a par 98 99-par 99-par
Okla. City 96%a 98-9832 98-9814 98-99 a 9712-9814 96 9714-98v2  97Ve-9BVal
Philadelphia 97% 9914 993s 99172 9914 9912 97%  99%aP 99320
San Fran. 96%s 981499 983 99 98Ya 98-98142K 96%  9812-99 984
St. Louis 97V 97-99 97-99 97-99 97-99 96-99 97%  95-98 95-98
Wash, D.C. 97% 99 99 99-9914 99-9914  99L: 97% 99 99

3% down of first $15,000; 10% of next $5,000;

Sources: Atlanta, Robert Tharpe, pres., Tharpe & Brooks Inc.;
Boston, Robert M. Mo-gan, pres., Boston Five Cents Savings
Bank; Chicago, Murray Wolbach, vice pres., Draper & Kramer
Inc.; Cleveland, David O'Neill, vice pres., Jay F. Zook, Inc.;
Dallas, Aubrey M. Costa, pres., Southern Trust & Mortgage
Co.; Denver, Allen C. Bradley, asst. vice pres., Mortgage Invest-
ments Co.; Detroit, Harold Finney, exec. vice pres., Citizens
Mortgage Corp.; Honolulu, Howard Stephenson, asst. vice pres.,
Bank of Hawali; Houston, Everett Mattson, exec. vice pres,,
T. J. Bettes Co.; Los Angeles, Christian Gebhardt, vice pres., The
Cowell Co.; Miami, Robert J. Shirk, vice pres,, Lon Worth
Crow Co.; Newark, William W. Curran, Franklin Capital Corp.;
New York, John Halperin, pres., J. Halperin & Co.; Oklahoma
City, M. F. Haight, first vice pres,, American Mortgage & In-
vestment Co.; Philadelphia, Robert S, lrving, vice pres., First
Pennsylvania Banking & Trust Co.; St. Louis, Sidney L. Aubrey,
vice pres., Mercantile Mortgage Co.; San Francisco, Frank W.
Cortright, senior vice pres., Bankers Mortgage Co. of Calif.;
Washington, D.C., Hector Hollister, exec. vice pres., Frederick
W. Berens Inc.

25% of balance.

Footnotes: a—no activity. b—limited activity., c—for |ocal
portfolios. d—on spot basis. e—FNMA is only purchaser.
f—lower price is for loans under 80%. q—dependina on
location. h—Ilimited 6%, j—some 5% and 5% available.
k—for 25 or 30 years. w—interest charged to borrower.
x—FNMA pavs ¥» point more for loans with 10% or more
down. y—FNMA net price after %2 point purchase and
marketing fee, plus 1% stock purchase fqured at sale for
75¢ on the $1. z—on houses not over 30 years old of average
quality in a good neighborhood.

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

® Quotations refer to prices in metropolitan areas, discounts
may run slightly higher in surrounding towns or rural zones.

® Quotations refer to houses of typical average local quality
with respect to design, location, and construction.

NEW YORK WHOLESALE MORTGAGES

FHA 5% spot loans

FHA, VA 5Yas

Immediates: 971/2-983/2
Futures: 97-98

(On homes of varying age
and condition)

Immediates: 97-98

Note: prices are net to originating mortgage broker (not nec-
essarily net to builder) and usually include concessions made
by servicing agencies,

Prices cover out-of-state loans, reported the week ending Apr.
5, by Thomas P. Coogan, president, Housing Securities Inc.

NET SAVINGS DEPOSIT CHANGES

(in millions of dollars)

% change  Year to % change

Feb ‘63 from Feb ‘62 date from 1962
Mut sav banks®........ $214 <+ 30 $443 =30
SUUP. Lo 798 437 1,726 +62
Commercial banks® 1,500 —b 3,700 =12

“—National Association of Mutual Savings Banks. “"—United

States Savings & Loan League projections. °—Federal Re-
serve Board.
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Take advantage of the growing demand for

Quiet Conditioned
Living
top sales 1dea of the year
sponsored by CELOTEX

Hurry because this ad may change your plans! Scores
of builders are already planning to show Quiet-Condi-
tioned Homes this season, because quiet-conditioning
is the big new attraction at model homesites, the big
new feature people want.

5,000 people braved below-freezing weather
to see these Dallas Quiet Conditioned Homes!

Fox & Jacobs, of Dallas, were the first U. S. builders to
make quiet in homes a major promotion. Their $19,000
quiet-conditioned model homes drew record crowds,
even in bad weather. Prospects feel the small added
cost of quiet-conditioned construction is more than
worth the money!

Meet this urgent need for quiet—in homes and
garden apartments—and make sales faster with

QUIET-CONDITIONED CONSTRUCTION

“The increased noise level of active family living pre-
sents builders of homes and apartments with problems
that cannot be ignored.

“Public demand for Quiet Conditioned Living is
growing rapidly. Through magazine and newspaper ar-
ticles, as well as personal experiences, prospective buy-
ers and renters have become aware of the added comfort
they will enjoy wherever the builder has taken steps to
reduce noise. In some cases, tenants have left apart-
ments because of irritating noise that could have been
eliminated by sound quieting construction.”

—from **New Building Techniques for Quiet Conditioned
Living’’— free brochure offered on opposite page.

The Celotex Corporation—for nearly 40 years a pioneer
in sound-control—leads the building industry in
promoting this great new idea in home comfort. Quiet
Conditioned Living is not only a benefit for the home-
buying public—it’s a selling idea that speeds up home
sales and apartment rentals because the public wants
and needs it now. To help you cash in on this need,
send coupon for the free brochure, “New Building
Techniques for Quiet Conditioned Living” (see at
right), especially prepared for builders! It could be
your springboard to the biggest year you've ever had!
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Describes and lists

noise problems, defines
quiet-conditioning terms,
gives plans for quiet-
conditioned construction.

Nationally advertised on Network Radio, TV,
and in the top Shelter Magazines

The Celotex Corporation is using a continuous con-
sumer advertising campaign in three major media
to promote Quiet Conditioned Living nationally.

Model Home Plaque, Customized Folder,
Demonstrator—the Celotex Sound Trap

FREE Merchandising Package to help you sell Quiet
Conditioned Homes and Apartments to your pros-
pects. Includes attractive Model Home Plaque, cus-
tomized folder for prospects, and a remarkable new
demonstrator, the Celotex Sound Trap. Ask your
Celotex salesman or your building materials dealer.

BUILDING |

L v/

THE CELOTEX CORPORATION
120 S. LA SALLE ST., CHICAGO 3, ILLINOIS

MAY 1963

FREE!

8-page brochure

tells how to quiet condition

CEILINGS

Quiet Conditioning begins
with a Celotex acoustical
ceiling. Celotex Acoustical
Tile has been tested and
rated by the Acoustical
Materials Association.

PARTITIONS

Tested and rated at Geiger-
Hamme Laboratories, Ann
Arbor, Michigan. Improved
sound quieting construc-
tions include new Celotex
Soundstop* Board.
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Dept. HH-53, THE CELOTEX CORPORATION
120 S. La Salle St., Chicago 3, lllinois

Please send me, without obligation, the FREE
Technigues for Quiet Conditioned Living."

e e e T e

FLOORS

Rated “best"—this is one of
the superior sound quieting
floor constructions using
Celotex Soundstop Board.

8-page brochure, “New Building
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when the
heats on...

be sure its
DROTHERM

Builders.... SPECIFY
HYDROTHERM

When you need the best . . . at a price you can
build on . . . specify Hydrotherm!

Gas fired Hydrotherms will assure years of
heating comfort for your homes, regardless of
size or type. And the industry’'s widest choice
of sizes (eleven — from 50,000 to 300,000 BTU/Hr
input) gives you “custom' size selection.

Hydrotherms pass through standard doors, take
little floor space, are simple and easy to install,
Uniquely engineered horizontal boiler sections
mean maximum fuel savings. And Hydrotherms
are guaranteed for 25 years.

WRITE FOR BULLETIN #HY-F100 73134)’,/

Also available: Packaged Hydrotherms, factory
assembled with all hydronic accessories for even
greater installation saving . . . and for heavy duty
industrial applications (capacities from 360,000
to 3,600,000 BTU/Hr) ask about Hydrotherm
MULTI-TEMPS.

@G

Want more facts? Write today to:

YOROTHERM ¢

Dept. THH Northvale N, J.
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STOCK MARKET

SEC lashes syndicators, developers

The Securities & Exchange Commission has
just sent to Congress a 1,600-page first section
of a report on the stock market which could
signal the beginning of the end for flambouy-
ant practices of some realty and housing
stock operators.

The report, 18 months in preparation by
a special sec staff, is the first detailed look
at Wall Street operations in a quarter of a
century. Since then, “neither the securities
acts, the commission, nor the industry itself
fully anticipated the problems arising from
the entrv of unqualified persons, and the
spectacular development of the over-the-
counter market [where most housing stocks
are traded], the vast number of companies
going public for the first time, or a variety
of other striking changes,” says sec Chairman
William L. Cary.

Cary carefully points out that the commis-
sion has not fully endorsed all the recom-
mendations of its special staff [nor has Pres-
ident Kennedy] but the sec is rushing cor-
rective legislation to Congress in hopes it will
be enacted this year. sEC's urgings could force
management of companies traded over-the-
counter (not listed on a national or regional
exchange) to adopt new methods of provid-
ing information to stockholders and the pub-
lic, conducting financial public relations, and
in bringing new issues to the public.

Naked investors. The report contends
that investors of unlisted companies [92 of
the 116 companies in House & HoME's stock
index are traded over the counter] do not get
all the financial facts they should.

“Issuers of real estate securities seem to
share a general reluctance to send regular
reports to their security holders with informa-
tion adequate for an informed appraisal,”
says SEC. Items:

® Companies with less than $2 million in
aggregate value of securities outstanding need
not file annual financial statements with SEC
or with stockholders. An skc sample of 556
unlisted companies found 25% did not send
any financial facts to shareholders; informa-
tion on the remaining companies was deficient,
including 23% who supplied uncertified fi-
nancial statements.

e Unlisted companies need not report the
stock dealings of insiders like officers and
directors. “Many over-the-counter issuers are
insider controlled [and] it will be clear that
insiders now enjoy unparalled opportunitics
for short-swing profits in the over-the-counter
market,” warns SEC.

e Unlisted companies need not solicit proxies
from shareholders for annual meetings. sec
found only 71% of the 556 companies solicit
proxies—and in 73% of annual elections ex-
amined stockholders were not even told the
names of nominees.

SEC is asking Congress to force manage-
ment of companies with 300 or more share-
holders to obey the existing rules for financial
reports, proxy solicitation, and insider trad-
ing within four years,

Syndicate clampdown. sec singles out
real estate securities for a special 34-page
analysis. sec says the fast growth of real

United Press International

SEC's CARY
New rules for new problems

estate syndicates, cash-flow realty corpora-
tions, and real estate investment trusts since
1959 has brought special problems which
“concern” the staff. “There is no doubt that
the entire real estate syndication business is
essentially the product of the accelerated de-
preciation deduction permitted by the federal
income tax laws,” says the report.

What bothers sec most is the lack of an
“effective self-regulatory” group to police syn-
dications, as the National Association of
Securities Dealers tries to police other securis
ties.

In fact, sec says “few, if any, of the
underwriters offering limited partnership in-
terests [in syndicates] have become members
of Nasp, so that there are no qualification
tests of the persons they employ to sell securi-
ties, and the salesmen are not subject to the
Nasp rules of fair practice. Some syndicate
salesmen have been untrained housewives,
poultry workers, butchers, truck drivers, and
truck drivers’ helpers. The training course
given to the more than 100 salesmen of Nat
Berger Associates [of New York City]., an
extremely active underwriter of limited part-
nership interests, consists of a one-week
course given two hours a day, or a total of
eight to ten hours.”

New dimension. Conversion of syndicates to
cash-flow realty corporations, beginning in
1959, added a “new dimension to the real
estate securities market.” Only five of the cash-
flow companies are listed—all on the Ameri-
can Stock Exchange: Kratter Corp., Real
Properties Corp. of America, Kavanau Corp.,
Realty Equities Corp. of New York, and Pres-
idential Realty Corp. Many syndicators still
retain “absolute management control and
other promoter benefits,” says the report.

Svndicators’ practice of distributing more
money to sharcholders than the company
actually earns from operations comes in for
sec knuckle-rapping. For example, Futter-
man Corp. distributed $2,840,000 in 1962
while only $1,283,000 in earnings was avail-
able. The troubles of syndicator Lomis J.
Glickman (News, Feb.) have led to some
cutbacks in cash distribution, says SEC.

Last June, SEC began requiring cash-flow
companies to file quarterly reports showing
their source of income, but the staff says
“there is considerable reason to doubt that
information filed . . . will necessarily reach
the investors, even when, as at least one re-
port indicated, the company had no earnings
to make the distributions it was making.”

HOUSE & HOME




SEC's remedies seem cautious: it urges only
that Congress require all distributors and
dealers of realty stocks to be members of
registered securities groups, and says the full
commission should study the other problems.

Florida developers hit. sec strikes at
companies which use expensive and some-
times misleading and untruthful financial
public relations devices to affect market
prices of their stock (or “a more equitable
evaluation of the company’s securities in the
marketplace,” as one PR firm put it). Some
favorite devices: speeches by company of-
ficials before security analysts giving glowing
predictions of earnings, entertainment of
analysts and financial writers on junkets.

“Florida land development corporations
which have the advantage of being able to
offer their guests sunshine and other advan-
tages of a resort have been leaders in organiz-
ing junkets,” says sec. Lefcourt Realty Corp.,
Gulf American Land Corp., and General
Development Corp. all have used the practice,
says the report.

sec singles out General Development,
along with four other non-housing companies,
for special analysis of emerging public re-
lations problems. In one case sec found the
brokerage firm of Hemphill, Noyes & Co.
prepared a detailed analysis of General De-
velopment and submitted it to the company
public relations man (who has since left the
company) for checking. Gp suggested 28 de-
tailed changes, all of which Hemphill, Noyes
made in a “very favorable view of the com-
pany's prospects.” Other public relations firms
try to get favorable views in the garb of
brokerage firm reports. Needed, says SEc, are
new NAsD rules for financial publicity.

Housing issues: some up,
some weak in a rising market

Building companies seem to have captured
more favor on Wall Street, and their stock
prices gained 17% for the second monthly
advance in a row. For the second month
Kaufman & Broad (H&H, Apr.) was building’s
biggest point gainer, scoring a solid 4%
rise to close at 257%.

And despite the threat of new controls,
(see p. 31), a few s&r holding companies
moved up impressively: Wesco Financial
jumped from 40 to 50; First Charter Finan-
cial was up 5% to 40 and First Western Fi-
nancial moved up 5% to 29%4.

But other categories of housing stocks
moved in a narrow price range or sustained
losses. As a result, House & HoME's average
of 98 stocks rose 6.62% to 10.63. (At the
same time both major market averages scored
gains: The Dow-Jones Industrial average

PROFITS AND LOSSES

1962 Yo 1962 %

Fiscal revenues change net  change
Company year ends (000) from ‘61 (000) from ‘61
Cowell .............Dec. 31 $4,454 29 § 548 437
Eichler Homes...Dec. 31 19,059 < 1 512 437
First Mtg. Inv....Jan. 310 1,252 +73 665 +11
General Bldrs. ...Dec. 31 10,683 —31 614 —1
d I T e 17,787 +28 307 —28
Kratter Corp. 10,892 —7 7,201 422
Lawyers Title .....Dec. 31 19,233 +17 2,124 +a7
Realty Equities ..Dec. 31 1,058 +71 170 +31
Jim Walter Corp..Feb, 28® 15,012% 4117 913b 420

n—Fiscal year, Jan. 31, 1963, Y—six months report, year
ended, Feb. 28, 1963,
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moved 3.6% ahead to 690.51 and the National
Quotation Bureau average advanced 4.6%.

Two companies have asked sec to clear
new issues. Financial Federation stockhold-
ers N. H. Berger and Frances C. Berger, who
own 20.2% of the company’s stock, and
others registered 100,000 outstanding shares
for sale to the public through Underwriters
Kidder, Peabody & Co. and McDonnell &
Co., New York City. The company reported
a 36% increase in net earnings last year of

NEWS

ments in St. Petersburg, Eastview Apartments
in Miami Beach. Liberty holds a $163,000
mortgage on Tangelo Park subdivision near
Bradenton. Liberty reported 1962 net income
of $285,175 after $326,952 depreciation. The
trust distributed 70¢ a share, of which 43¢
is billed as income and 27¢ as a return of
capital,

Here are House & HoME's averages of selected
stocks in each housing group:

A Feb. Mar. Apr.
$11,365,259 before appropriations to re- 4 6 ;
serves of $11,013,313. o1ias

i 4 4 ~ T R R 5.01 5.30 5.91

Liberty Real Estate Trust of Oklahoma City 04 e oo Sus. g o
is seeking registration of 500,000 additional P R N SN 2142 2114 23.78
shares of beneficial interest (646,975 shares  wjorigage banking ...... 1227 1165 12.06
are outstanding) at $10 a share. The shares  Realty investment ...... 7.84 7.44 708
will be offered to property owners in exchange Crzie SR S 913 930 915
fm: equity interest in income producing prop- Prefabrication ......... 533 53 s
erties. All of of Liberty’s present properties Shell homes ........... 847 875 8.44
are in Florida, including the Baronet Apart- e R 10,08  9.97 10.63

HOUSING’'S STOCK PRICES

Feb 4 Mar 6 Apr 3 Feb M

Company Bid Ask Bid Ask Bid Ask  Company 8id 4Ask Bid ?m B?dwisk

BUILDING MORTGAGE BANKING

Adler-Bullt Ind. ... 20¢ 50¢ V& V& s 1, Advance 9% 9% B% B% 9% 9%

Cons Bldg (Can) ... Bl B 9 9% B% 9 Charter 2Va 3 2% 3% 2% 2%

Dev Corp Amer 1 1% 1 1% 1% 3 Colwell .14 15 15 17  16Va 17

Dover Const ... 4% 4% 42 4% 4va vy FNMA . B9% 93  8B% 91Va 89V: 92v:

Edwards Eng 5% 5% 5% 6Va 6% 7va MGIC . 29% 30 26V 26% 26 262

Edwards Inds .. 1vs 1% 1v 2 1% 3 Palomar .. 6% 7V 6V B6Va b 6y

Eichler Homes 7V BV 7% B 8% 9% Stockton, Whatley ... 11% 12V 11%a 1234 12 12V

First Natl Rity
A
General Builders .......
Hawailan Pac Ind ...
Kavanagh-Smith

Kaufman & Broad
Louis Lesser Ent

3b 3 e ab

3% 4 3 Ve
230 »

3 3% 4% 4Ta 45 U

. S5Ya 5% 5% 5% 5% %
. 170 211 257k

BYa 9V B% 9% BVa Vi

Levitt ........... 3% 4 - 3% 3% 3w
Lusk Corp ... 2 2Va 1V2 17 1% 2
U.S. Home & Dev . 1% 1% 1 1 132 Y
Del E. Webb .... gk ) 11 BYa 9% 10%
Webb & Knapp .. . 15/16" 15/16" 15/16%
S&ls

American Fin ...... . 182 19Va 18Ya 19 18%a 19V2

Brentwood Fin T 11% 10% 10% 12% 1334

Calif Fin ... B7a° 8147 1034°
Empire Fin . 144 16 15% 16% 15% 16%a
Equitable S&L . 33% 34 33 33V 36Va 37
Far West Fin . 23Va 25V4 21V2 23Va 242 26Ya
Bl Fat e . 67V 693" 59140h
First Charter Fin . 34° 34v4¢ 40¢

First Fin West .. . 14V 1434 13% 14 14va 14%

First Lincoln Fin
First Surety ...

. 1532 16% 15% 16% 17% 18%
« 19% 21Va 16V2 17% 19% 21V

First Western Fin .23 247 24% 26 29% 31
Gibraltar Fin ... 30%4¢ 30%ac A3y,e
Great Western Fin.. 17%¢ 1734¢ 20°

Hawthorne Fin . 10% 10% 9% 9% 11% 12V

Lytton Fin ... . 28 30Vs 273 29 30Va 32V
Midwestern Fin Tvab 712Y 634b

San Diego Imp i o 11¢ 12%¢
Trans-Cst Inv ... . 17% 18%2 15% 16% 17Va 18%%
Trans World Fin .. PR L L 167" 19%a¢
Union Fin ... Ta BYs 7% 8 TVa 8%
United Fin of Cal........ 22%4¢ 22%° 24%°
Wesco Fin cassennneennss S0%4 4344 40° 50¢
SHELL HOMES

Albee Homes ............. 11% 12% 9% 10% BY% 9%
Modern Homes Const..... B B¥s 7 TVs 6% 7
Morris Shell .. a Ya Va Va2 Va VW
Nationwide ...... 1% 1% 1% 1% 1 1va
U. S. Finance 7 T 7% B 7Va B
Jim Walter ... . 13% 14% 1612 18% l6Ya 17%
Western Shell o W WM M 9

REALTY INVESTMENT

Brookridge Dev ...
Disc Inc. .......

e % g Ve Ve Va
-~ 3% 4va 3% 4 3% 3%
Gt. Amer Rity £l Y2 40¢ 45¢ 40¢ S50¢
Herman & Appley - 3% 3% 3% 3% 3% 3%
Income Props ..... . 53 6Va M4 43, 4 4vs

Kaymarg Cons £ _ 30¢ f 30¢ Ya Y
Kratter A ....... . 15%0 135" 12®
Mensh Inv & Dev 1R W 12 s
Presidential Rity 3va BYa BVab g»

Rity Equities .. 6% TVa 7 T T

REAL ESTATE INVESTMENT TRUSTS
American Rity Trust... 93 10% 9% 9% 9% 10

Contl Mtg Ilnv. e 10% 1134 11 11% 10%s 11%
First Mtg Inv . 9% 10% 10 11 92 10%s
First Ntl .. . B2 9 8% 8% 7% 8
Liberty ... . 7% 8 Tv% 8 7% 8
U. S. Realty Inv......... 9% 10%a 9% 10% 9% 10%

PREFABRICATION
Admiral Homes
Crawford ...
Great Lakes H
Harnischfeger

e 2 1% 1% 1% 1%

4Ya 5 5 51 4% 5Va

e 42 4 5% bVa bV
. 1770 18b 18P

Hilco Homes . 1% 1% Va 1% A 1Va
Inland Homes ... . G¥ab 9%ab 100

Madway Mainline L1100 12 10 11v% 9% 10%
Nat! Homes A ... 6 6% 5 512 5 5%

4Ye 4% 4Ve 4% 4 44
14 1% 1%a 1% 1V 1%a

Richmond Homes
Scholz Homes ...

Seaboard Homes .. . a 1 Y8 1Va Va Ya

Steel Crest Homes ... 3% 4Va 4% 5V%a 5% 6%

LAND DEVELOPMENT

All-State Props .......... 22" 2Vab 2

American Land ... a a 13 1%
58/ A4%ab 5"

Amer Rity & Pet
AP v dreria
Atlantic Imp
C.K.P. Dev (Can)..

5% 6% 5% 5% 5% 6%
. 16ve 17%a 15% leVa 15%2 16
.13V 13Va 12% 13V 12% 13%

Canaveral Intl .. 6Vl 5840 5Yab
Cons Dev ........... 1% 2 2 212 1Va 1%
Coral Ridge Prop .. e 14 1% 1% 17 14
Cousins Props ... 7va 8Ya 7Va BYa 8la BY%
Fla Palm-Aire .., 1% 1% 1va 1% 1V 1%
Forest City Ent 514 584 614Y 530
Garden Land . 3 3 2% 3Va 3Va 3%
Gen Devel ...... 67" 6Vab 514

Gulf American 5%ab 47/g 5P
Holly Corp ... . o 1"
Horizon Land .. 5va 6 5 5% 6% 7V

AN 11 12 A1 12
e Ve 2% 3V

Laguna Niguel
Lake Arrowhead ..

Lefoourt ........ b 1t P
Macco Rity .. S¥a Vs 5V 52 6% 6%
Major Rity ... % % W B A %
Pac Cst. Prop 77> 7Y 9¥a®
Realsite Inc ... Yo V2 Ya Va2 W W
So Rity & Util ORI, ") RV 3»

Sunset Int. Pet...... 67" 6% bVab
United Imp & Inv ... &% 4V 43Y

n_stock newly added to table. Y—closing price (ASE). ®—
closing price (NYSE). T—no bids. ¥—no offer. B—5-for-4
stock split on April 1. *—ex-dividends.

Sources: New York Hanseatic Corp., Gairdner & Co., Ameri-
can Stock Exchange, New York Stock Exchange.

Listings include only companies which derive a major part of
their income from housing activity and whose stocks are either

Wallace Inv ... 7% B8Va 7V2 8% 6% 7%  |listed or actively traded.
REGISTRATIONS WITHDRAWN NEW ISSUES
Proposed Proceeds Offering
Amount price of ts ice of
price
Date Company sought securities :
Date an compan securities
Mar. 25 Kreedman Realty & Const... $5,000,000% $27.00% | *** Bompany g
"_ynits consisting of $25 of debentures and one common | APril 8 General Real Estate Fund 1,320,000 $10.00
share. P—Maximum, by amendment. n—after underwriting commissions and expenses.
35




(150)
Same selling technique. Air-con-
ditioned houses were 5079 of
Frank Robino’s sales last year!

1962

The Crowning Touch

AR CONDITIONING

THE “CROWNING TOUCH”’ SHOWS—

Non-optional air conditioning
increases new-home sales!

He began offering air conditioning on a
non-option basis and promoting it as a
feature in many of his houses.

(10)
Frank Robino, Wilmington, Del., build-
er, constructed only 10 air-conditioned
houses that year, all at customer request.

It’s proven., The “Crowning Touch™ program sells homes. Better Things for Better Living. . . through Chemistry
Under the auspices of the Air-Conditioning and Refrigeration ; sl SEND FOR FREE BOOKLET
Institute, a “Crowning Touch™ program was conducted in E = 1 !

Wilmington, Delaware. One of the participating builders was : =

Frank Robino. Here'swhat he saysabout the “*Crowning Touch™ EESE  Du Pont Company

*“In 1960, I sold 10 homes with central cooling at the request 8  Freon Products Division, N-2420HHS
of buyers. In 1961, I offered non-optional air conditioning and : " Wilmington 98, Delaware
promoted it as a feature. I sold 106 air-conditioned homes. In
1962, I continued with the program and sold 150 homes or 509
of my total construction. I'm sold that the ‘Crowning Touch’
sells for me.”

Find out more about the “Crowning Touch™ and include
non-optional, central year-round air conditioning in your build-
ing plans. First step—send in the coupon for the free, 36-page Aedhra
illustrated booklet on how to sell and install air conditioning.

e

Please send booklet on central air conditioning,

Name Title

Company

Du Pont manufactures FREON® refrigerants, not air-conditioning equipment.
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here theres a wall.....there's a way....!

And this way saves 20% on gas vent cost.

L] Installs in a 2”x 6” plumbing wall — saves floor
space. L Has the capacity for both central gas furnace
and water heater. [| Does the work of two vents —
saves 20% in material costs. ] Costs less to install.

Called Metalbestos 576" Oval, this is the newest,
most practical vent ever developed for central gas
heating.

Builders can stop wasting valuable living space on
gas vents. Metalbestos 576" Oval disappears inside
the wall with the plumbing vent and water pipes.

Wall vents are no longer limited primarily to space
heating. New Metalbestos 57 6" Oval is listed by U. L.
as a Type B gas vent and can handle the combined
output of a central gas furnace and water heater.

MAY 1963

Quality heating contractors have Metalbestos 576"
Oval now. Also ask about the full line of Metalbestos
products: chimneys for masonry, shell and free-
standing fireplaces and incinerators—Ilarge diameter
QC gas vent for multi-story residential, commercial
and industrial heating.

ﬁETA LBESTOS

. /510N OF THE WILLIAM WALLACE COMPANY - BELMONT, CALIF. - LOGAN, IFHIF_J
Metalbestos
P. 0. Box 137 # Belmont, California

Please send me material on 576" Oval Gas Vent.

Firm

Address

I
|
|
e T i e B e SR I |
|
|
|
|

Zone




INSIDE OR

OUTSIDE

ROUGH OR

SMOOTH

—
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STRETCHES REDWOOD DOLLARS

From the Noyo file of Redwood building
materials, here is Noyo Santa Rosa®. . . an
especially economical and versatile pattern
ideal for both remodeling and new homes.

Noyo Santa Rosa stretches redwood dollars
because it utilizes a thin 15/32" reverse
batten in combination with standard %"
boards. This special thin under-batten
makes it possible to cover more area per board foot.

YOUR CUSTOMERS ARE PRE-
SOLD BY CRA NATIONAL ADS

To help you sell more Redwood,
Union Lumber Co. sponsors
national advertising in leading
consumer magazines and archi-
tectural journals through the
California Redwood Associaton. A
variety of sales aids including
newspaper ad mats and literature
are available for your own local

tie-in promotions. |
Santa Rosa® and Factrisawn® are registered trademarks of CRA.

The pattern handles easily and has all the long term
economy features of fine Noyo Redwood.

For use either as exterior siding or as interior panelling,
Noyo Santa Rosa is available with one side smooth
surfaced and the other handsomely rough Factrisawn®.
Noyo Factrisawn holds stains and other penetrating
finishes up to twice as long as smooth surfaced wood.
Left unfinished, it resists weathering and hides the
scars of hard use.

Noyo Santa Rosa comes carefully packaged from the
mill to stay fresh and dry in transit, during storage and
at the job site.

Order now through your nearest Novo source or
contact us direct.

UNION LUMBER COMPANY
o,

C forrd 620 Market Street » San Francisco 4
H a Chicago, Los Angeles, New York, San Francisco
¥ Mills: Fort Bragg, Leggett and Willits, California

Member: Callifornia Redwood Assoclation

e Redwood Tree Farmers and Manufacturers
2
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Your houses won’t sell themselves...

Take a walk through any retail store, and you’ll see
how retailers sell. The right price, sure. But more im-
portant, they sell *‘brands.”

Retailers sell brands because they've found that
well-known brands outsell unknowns in every case.

That's why manufacturers spend good money to
build brand names with national advertising.

How does a prospective buyer know your house is
any good? He's no expert.

Maybe the house looks great . .. fresh paint and
all. Maybe you say it's well-built. But you've got an
axe to grind, and the prospect may not believe you.

All Americans shop by brands. We're trained that
way from the cradle. And the prospective buyer of
your house is no different.

If you want to sell houses faster and with less effort,
use well-known brands in construction, and then fea-

MAY 1963
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*ture those brands in your selling effort later. Tag your

brand materials . . . floors, walls, kitchens, plumbing,
heating, roofing, and the like. Mention your brands in
your ads. List them in your outdoor signs.

Well-known brands give prospects the confidence
they must have if they're going to buy.

One such brand is BIRD . . . a quality line of roof-
ings you can be proud to include on your house. ..
and more than that, a well-known name to your pros-
pects through constant color ads in many national
magazines. The Bird Wind Seal is the most widely
advertised shingle in the country.

BI1IR1)

WIND SEAL’ SHINGLES

Bird & Son, inc., East Walpole, Mass. Charleston, S.C.: Shreveport, La.; Chicago, Il

51




Build around copper for drainage...as well as
for heating and water . . . and you give your mul-
tiple unit customers a better package. You offer
more usable floor area (copper systems install in
less wall space than cast iron)...lower main-
tenance (no costly trouble due to rust) . . . greater
resale value (copper holds up). Send for illustrated
brochure ‘“Why It Pays to Specify Copper.’’ Write
Anaconda American Brass Company, Waterbury
20, Connecticut. In Canada: Anaconda American
Brass Ltd., New Toronto, Ontario. 62-1384

Copper

lowers costs of
Multiple Dwelling
drainage systems!

ANACONDA

AMERICAN BRASS COMPANY

Leading Wholesalers Stock
Anaconda Products

52 HOUSE & HOME




THE MAGIC OF
SANTA ROSA
TRANSFORMS
APARTMENT
HOUSES

INTO HOMES

Palco Santa Rosa saw-
textured redwood brings
warmth and beauty to gar-
den apartments. Used in-
side and outside, it achieves
a comfortable, friendly atmosphere. And Santa Rosa is the
recommended California redwood product for natural
finishes. Its textured surface weathers better. And holds
finishes longer, with less maintenance! Manufactured to
Palco’s exceptional standard for “Architectural Quality”,
and wrapped in plasticized paper to protect sales appeal.
Two folders offered: (1) Recommended Exterior Redwood
Finishes and (2) Redwood Design Ideas for Apartments.
Write today.

I'A\IA‘} "@ SANTA ROSA REDWOOD

Architectural Quality Redwood
THE PACIFIC LUMBER COMPANY

San Francisco: 100 Bush Street, GA1-3717+ Chicago: 35 East Wacker Drive, RA 6-3622
San Marino, California: 2540 Huntington Drive, CU 3-9078

MAY 1963 53




“Coldest January in 20 years proved—
General Electric Zonelectric 42’s
heat as well as they cool.”

““Who says electric heating is expensive?’’ queries
H.R. Pearson, Jr., owner of Sunset Arms, new 23-unit
apartment house in Topeka, Kansas. These apartments
are heated and cooled by General Electric Zonelectric ‘42
air conditioners with integral resistance heaters.

“The tenants in my Sunset Arms apartments went
through 13 days of below-zero temperatures with biting 20
mph winds last January. Heating degree days(1452)were

30% more than normal...and not a complaint inthe house.

"“Not even about the bills.

"Totalelectric costfor one-bedroomunits—electric heat-

Progress ls Our Most Important Product
GENERAL @ ELECTRIC

ing, lighting, cooking, water
heating and everything else
—averaged $21.28 for the
month. Two-bedroom units

were almost as low, averaging $26.66.

“| always knew General Electric's Zonal ‘42" cooling
units gave tenants enough comfort control, that they were
quiet, attractive, easy to install and maintain, and econom-
ical to operate. What | wasn't completely convinced of,
up to now, was that General Electric Zonelectric 42's can
do all this plus an effective economical job of heating...
electrically.

““Sure you can guote me."

This is one building owner’s experience.To get the facts
foryourself about General Electric Zonelectric 42's write:
General Electric Room Air
Conditioner Department,
Appliance Park, Louisville 1,
Kentucky.
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385450 in sales

in 8 days by £ Jir T
Manta bulder 2422 A3

King-Williams ~ *.. 2%/ 0 22

again proves %W/fMM Lot

.__\

Kingsberry Values W» 3 /“’/Zf

sell in @
tough markets

KINGSBERRY VALUE launched King-
Williams' new “"Hickory Acres’” subdivision
in Atlanta, Sunday, November 4, 1962.
Eight days later 19 firm sales were tallied
totaling $385,150 (with deposits averaging
$500 each).

Star performer of King-Williams™ sales
program was the Kingsberry “Stratford”,
a split foyer design with five bedrooms,
two baths, den, recreation room and work-
shop. In all, it’s 2477 square feet of appeal-
packed livability, completely finished, sell-
ing in Atlanta for $20,000 (excluding lot)!

That’s a real value in any market—j
$8.07 per sq. ft. with a good sound profit;
to the builder.

Kingsherry means VALUE... and value
means BUSINESS!

1 . s . 2 Jerry Nowak, General Sales Manager
Williams has experienced since joining with sl ien <SRG A

This is just one ‘of the sales successes King- llf T
Kingsberry, three years and 150 Kingsberry || 509 Peachtree Road, Chambles, Georgia

homes ago. And King-Williams is just one }E Please have your sales representative analyze my market and show me how Kingsberry Homes can
e - : help me offer EXTRA VALUE, increase my sales. | have lots ready to build on. | have
g:lg;‘;);nvfel:'yofp?éicll\]uz}gsfgr;ﬂnfigl\jcgf‘:{j{r}%tihe : lots being developed, [J | am interested in model home furnishings financing.
sound profits at less than $10 per sq. ft. B e Kb
|
I Firm Name
1
B A | Address
KINGSBERRY |
—— | City Zone. State
HOMES !

S T S S S —_——

5006 Peachtree Rd., Chamblee, Ga,
Phone Atlanta: Area Code 404, 457-4301

COPYRIGHT - KINGSBERRY HOMES CORP.- 1962
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NEW COIL-SPRING
{INDEPENDENT
FRONT SUSPENSION

NEW COIL-SPRING
REAR SUSPENSION

STRONG NEW
LADDER-TYPE FRAME

. OR SNAPPY V8

DOUBLE-WALLED PICKUP

DOUBLE-BRACED
BODY SIDE PANELS l

CAB FLOOR

DOUBLE- =} DOUBLE-
WALLED PANEL TOUGH SELECT WOOD FLOOR |
cowL ROOF NO-SAG

TAILGATE

1
G




QUALITY MAKES ALL THE DIFFERENCE
IN CHEVROLET LIGHT-DUTY TRUCKS!

Chevy’s the one with all the “‘extras”
in design and construction. The one
-with the quality that keeps the cost
of truck ownership low and gives you
the greatest long-term satisfaction.
Quality that means extra reliability . . .
less maintenance expense . . . lower
costs of daily operation . . . higher
resale value.

Take a good look at any Chevy light-duty truck.
Everywhere, you'll see the evidence of quality con-
struction and the extra care in manufacturing. Note
the double-wall construction where- it really counts—
cab cowl, roof, door pillars, panel body and Fleetside

pickup body side panels. Check the tough suspen-
sions—independent at the front to give you extra
riding comfort, the truck-built frames, and the durable
high-performance engines.

You will be looking at the results of Chevrolet's
long tradition of quality—quality that pays off with
real savings from the low cost of Chevrolet truck
ownership. And it is Chevrolet's insistence on
quality and extra value that has led more people to
buy Chevrolet trucks than any other make.

But don't be satisfied just to /ook at Chevrolet
quality. Arrange with your nearby Chevrolet dealer
for a demonstration drive. Put a Chevy through its
paces yourself. Then you be the judge. You'll be
glad you took the time (and so will wel). ... Chevrolet
Division of General Motors, Detroit 2, Michigan.

QUALITY TRUCKS COST LESS £rggrs
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SCREEN WALL OF CONCRETE MASONRY. Lacy pallern is crealed
from seclions of standard block. Planlers lo palios, conerele van be
both high-style and practical.

A HANDSOME CONCRETE DRIVEWAY adds distinctive siyling to
any home. Texlures, patlerns and colors can be chosen lo harmo-
nize with house designs, landscaping and the neighborhood.

Fresh ideas from the Horizon Homes Program...
modern concrete shows
new ways to sell home buyers

This prize-winning home from the Horizon Homes Program features a prestressed
concrete roof, with an open skylight centered above an interior courtyard.

AR

HOUSE & HOME




A CONCRETE MASONRY FIREPLACE can be dramalically spec-
tacular or quielly conservalive. The wide vartely of new masonry
shapes and sizes provides custom slyling lo suil every type of home.

More and more, builders are discovering Lhe special sales
appeal modern conerete can elfect. Each year, the
Horizon Homes Program, sponsored by the nation’s con-
crete industries, provides outstanding examples ol con-
crete’s versatility, backed by local merchandising support.

From dramatic structural innovations to intriguing
decorative effects, conerete offers endless possibilities for
making home owning more satisfying, less work. Almost
any shape, pattern, color or texture is readily achieved
with conecrete.

Everywhere, today, builders find concrete adds beauty,

T '1’1'1‘13‘1’11.:"-"‘-"

: i
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A GRACEFUL FOUNTAIN of colorful concrele shells adds a touch of
elegance lo a palio corner. Conerele basins are easily precasl with
integral color and a variely of tertures.

livability and value, It sells more homes! Plan to enter
the 1963 Horizon Homes Program, designed to showcase
the newest home-building ideas in modern concrete and
encourage consumer acceptance ol imaginative home-
building. National and regional awards are offered. Con-
tact the district office ol the Portland Cement Association
in your area for complete details.

Portland Cement Association

A national organizalion to improve and extend
the uses of concrete

Better living begins when you own a new home AoaraON

L P TI  n  T  |

HORIZ0O N
HOMES OF
MODERN
CONCRETE




THIS SIGN ON YOUR WINDOWS HELPS

Andersen name gives quality conscious
prospects another reason to buy

Your prospects know Andersen Windows! They read about
them year after year in the pages of LIFE, BETTER HOMES
& GARDENS, AMERICAN Home, House BeauTiruL, and
HousE & GARDEN . . . continuing advertising which will
reach a potential audience of over 40 million adult Ameri-
cans this year!

Your prospects prefer Andersen Windows! Survey after
survey proves that they are the overwhelming choice
of home buying and building prospects. To them, the
Andersen name means quality.

Your prospects are brand-name conseious! They recognize
the Andersen name on your windows as one good sign of
the quality throughout the house. With America’s pre-
ferred “brand-name” windows in your homes, you have a
real selling advantage.

“The Andersen label on the windows is helping to sell
our homes,” says Mel Wright, Mel and Dan Wright
Builders, Huntington, West Virginia. “‘It's visible proof of
the quality of our homes, and customers recognize it."”

Need more reasons for building with Andersen Windows?
How about these:

[] Low installed cost—with the Andersen Strutwall*
you can
add Andersen quality at no premium in cost. Strutwalls
are so fast and easy to install, builders are actually saving
3 man-hours or more per window . . . cutting window in-
stallation time in half! Strutwalls are available in a wide
range of Casement and Beauty Line sizes.
[] Fuel savings—a good selling point—home-
owners can save 159, and more on heating and air condi-
tioning costs with Andersen Windows. It's because they're
extra weathertight . . . up to 6 times tighter than ordinary

HOUSE & HOME
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indows. Double sealed —with tension weatherstripping b o e R 1 U T S R |

d a double contact between sash and frame. | WANT PROOF of Andersen brand-name preference.

Please send me the research results . . . survey of
20,000 home buying prospects.

*“No callback” quality —with Andersen Windows
pu can virtually forget the nuisance and expense of
indow callbacks. Why? The secret lies in making a
ality window where potential “problems’ are designed
t! Every Andersen Window is precision-built with fac-
bry controlled tolerances. Hardware is custom designed
br each unit . . . insures smooth, silent, virtually trouble-
ee operation for the life of the homes you build. And,
ndersen's field-based window specialists are only a phone
hll away . . . ready to solve any window problems that
ight arise at your building site before and after the
pme is finished.

Isn’t it time you added Andersen Windows for more
les appeal in your homes? Call your Andersen distributor
ht away for the facts on the complete Andersen line.
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Name ;

il

Your Position

Firm Address

City.. Zone State
Andersen Corporation ® Bayport, Minnesota

Andersen \N/indowalls "%
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NEW FRESH-STYLED PICKUPS—BUILT LIKE
THE BIG ONES! This Ford looks as good as it
works! You'll find new styling inside and out, a
new feel at the wheel—new easier steering,
new lower, easier pedal action, new smoother
shifting, new comfort all around! But for all their
easy riding comfort, '63 Ford pickups are built
to give you long-term reliability and durability!

N il ¢ .

X sl .
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..built like the big trucks!

COMPARE.. .axles... springs...frames!

Big trucks use |-beam front axles and
leaf springs like the ones shown above
because they are strong, simple and
more maintenance-free. You find the
same kind, below, on'63 Ford pickups!

Look under the front end of a ’63 Ford pickup and
you'll find the same kind of I-beam axle and leaf
spring suspension that heavy trucks rely on. The
likeness is no coincidence. In many ways they're
built alike to work alike. Just as big trucks have
efficient short-stroke engines, parallel-rail frames,
multi-stage rear leaf springs and straddle-mounted
rear-axle drive pinions, so do Ford F-100 pickups.

Brand-new and exclusive with Ford is a 3-speed
transmission that's synchronized in first, as well as
second and third gears. Now you can easily shift to

MAY 1963

Two-stage leaf-type rear springs give
big trucks and Ford pickups good rid-
ing characteristics loaded or light.
Some other-make pickups ride too
stiff light...bottom out when loaded.

Yes! Ford uilds ‘em like the big trucks-for longer life and tougher treatment!

The big-truck frame above has parallel-
rail design like the Ford pickup frame
below. Both frames depend on high-
strength channel side rails and rigid
cross members for extra durability.

first while still moving . . . without gear clash, grind,
or double clutching. When the going is tough you
can downshift to low without stopping, maintain
momentum, avoid bogging down.

Ford pickups have rigid, solid cab and body con-
struction . . . designed for long life with a minimum
of rattles and squeaks. Just like the big trucks, Ford
pickups are built for rough loading, hard use, and
to stay on the job longer . . . to make repair bills
few and far between! Discover Ford’s new comfort,
new durability now . . . at your Ford Dealer’s!

FORD'S NEW SHORT-BBC CONVENTIONALS—Ford's FOR 60 YEARS THE SYMBOL
N-Series trucks measure only 89 inches from bumper

to back of cab. Short wheelbase, wide-track front axle, AF SEPEINDSKE CROPRCTS
and narrow front fender width provide superior ma-
neuverability. You get a much smaller turning radius
than with long-BBC conventionals—even shorter than
with most trucks with similar BBC's. Ford's short-BBC
design lets you use 1-foot longer bodies within the
short overall length that's essential for city work,

FORD TRUCKSI

MOTOR COMPANY

For
OurstanpinG
ReuasiuTys
DEePenDABILITY
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Tt D/ NEW DECORATOR'S

64

Light is the new dimension which makes the
Trade-Wind Decorator's Collection really new...
it's another first from Trade-Wind. Translucent
panels on the face and under the hood provide
evenly diffused, shadow-free light over the entire
range area from a warm white fluorescent fixture,

The outstanding styling of the Decorator's Col-
lection is matched by the outstanding perform-
ance of the built-in ventilator, delivering 350 CFM
as certified by H.V.I.

And all these features too: Rocker switches to
control the lighting and the 2-speed ventilator..,
exclusive baffle equalizesairintake...interchange-
able discharge with damper...twin snap-in filters
...307, 367, 42" and 48" lengths in real antique
copper in the Traditional Model...and in brushed
stainless steel in the Contemporary Model,

Styled by Sheldon Rutter

COLLECTION

THE

TRADITIONAL

When you sell Trade-Wind...you sell quality

DIVISION OF ROBBINS & MYERS, INC. 7755 PARAMOUNT PLACE, PICO RIVERA, CALIFORNIA DEPT. HH

HOUSE & HOME




'—-~

“»

r 4 g
¢ DIFPA
g rimumtm'l
‘~§-"'




-
L ~

JDEPAN

I vesveo quaury |

\ PLYWDOD,?

- -
L B - -

Always specify DFPA trademarked plywood

3 ways DFPA plywood cuts sidewall

E Texture One-Eleven@\siding gives distinction
to luxury motel without adding to cost

Texture One-Eleven plywood is largely responsible for the
unmistakable look of quality of this unique motor hotel on
Seattle’s waterfront. The grooved plywood, stained mocha,
was specified as siding for the entire 176-unit motel — not
only for appearance, but also to get the desired effect at
lowest cost. The motel was rushed to completion in 1962
to be ready for Seattle World's Fair crowds. The architect
designed the handsome folded plate roof for the same rea-
sons he used T 1-11: labor savings, speed and distinctive
appearance. Its big plywood components were fabricated
and installed by Panelbild, Lynnwood, Washington. Plywood

was also used for shear walls and subflooring. According
to architect James D. Barrington, “We used plywood
wherever we could because we knew it would give us the
most for the money.”

The contractor, H. & J. Construction Co. of San Francisco,
used a number of other techniques along with plywood
construction to keep up with tight schedules. Most spec-
tacular was erection of a huge canvas “balloon” which was
held up by continuous air pressure. Here workmen assem-
bled wall, floor and ceiling units, regardless of weather.

For more information on plywood siding and plywood
wall systems, write to Douglas Fir Plywood Association,
Tacoma 2, Washington.

HOUSE & HOME




costs in commercial construction

H Plywood as combined siding-sheathing saves
20 percent in apartment wall cost

Seabold & Wolverton, Portland (Ore.) builders, report the
plywood Sturd-i-wall system cost 20% less than a conven-
tional two-layer wall at this new 8B-unit apartment. Two
plywood sidings were used: Texture One-Eleven, and a new
rough-sawn plywood (shown below), which has a textured
surface like sawn lumber. According to Harry Seabold,
Sturd-i-wall and other plywood applications (floors and
roof sheathing) kept cost of the 62,000-sq.-ft. apartments
well below $10 per sq. ft. This includes a swimming pool
and other extras. The apartments were designed by L. M.
Bruinier & Associates of Portland.

El Fastest way to build a warehouse: preframe
big plywood wall sections and hoist them up
Oscar Hokold, Tacoma, Wash. home builder, put up this
warehouse-type building near his shop so he could fabri-
cate his own trusses and other components. By making big
(26 x 10-ft.) wall sections with one thickness of 5/8”
T 1-11 serving as sheathing and siding, and using his crew
during slack winter months, he kept costs down to $4.50/sq.
ft. It took only two days to hoist all 24 of the giant wall
sections into place, and another two days to apply plywood
roof sheathing over trusses. No sooner was the building
up than it was leased by a small manufacturer. Hokold is
already starting more commercial jobs like this.

MAY 1963
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Always specify DFPA trademarked plywood

Plywood subflooring and sheathing

El Apartment builder uses low-cost plywood floor
system for superior acoustical control

At the 36-unit Belardo apartments, Larkspur, Marin County,
California, an ingenious plywood floor system licks the
sound transmission problem. Acoustical control is one of
the toughest jobs for builders who want to put up quaiity
apartments at reasonable cost. In this case, architect-
owner R. R. Zahm specified tongue-and-groove 2-4:1 ply-
wood for interior floors as well as balcony decks. He
ordered the 1-1/8-in.-thick subfloor-underlayment in special
9-ft. lengths, to go over laminated beams 4'6” o.c. The
tongue-and-groove joint for 2+4-1 is a new development from
Douglas Fir Plywood Association which eliminates the need

for blocking along panel edges, sharply cutting labor and
material costs.

The four different surface treatments used in the apart-
ments are shown below. Inside ceiling joints were taped and
the 2-4-1 was sprayed with a textured acoustical material.
Good acoustics are also due to lightweight concrete plus
carpet and pad over the plywood subfloor-underlayment.
Zahm's savings are based on the entire system, including
laminated beams, compared with a typical joist, gypsum
board and 5/8” subfloor system. Contractor for the apari-
ments was Herman Christensen & Sons, San Carlos.

For more information on plywood floor systems, write
Douglas Fir Plywood Association, Tacoma 2, Washington.

HOUSE & HOME




make sense for your big jobs, too

B This 41,000-sq.-ft. roof was sheathed in three
days with preframed plywood panels

Panels of 1/2” PlyScord‘?Were preframed with 2x4 stiffeners
and fitted with metal joist hangers to speed roof construc-
tion at this new Camac Veneer Co. plant, Eugene, Ore. The
system resembles Insta-Floor (preframed plywood floor
panels). Construction Fabricators of Portland attached stiff-
eners and hangers in a jig on the site, then hoisted loads of
panels to the roof. Seven men finished the 41,000-sq.-ft.
deck in three days. Usually in such applications the face
grain of the plywood runs parallel to stiffeners. In this case,
two half-panels of plywood were joined with their grain at
right angles to framing, for extra strength.

[ Use plywood sheathing and PlyClips to save
40 percent or more on most roof jobs

Corpman Construction Co. saved 40 percent in labor costs
at this medical center in Yakima, Washington, by using
plywood sheathing with PlyClips, instead of conventional
blocking. Other builders have reported savings up to 50
percent. Because the H-shaped aluminum clips firmly sup-
port panel edges, they eliminate the need to cut and apply
blocking between rafters. On this job, Corpman used Ply-
Clips with 5/8” DFPA plywood, supports 24” o.c., and two
clips per span. PlyClips are available to fit thicknesses
up to 13/16”. For more information on PlyClips and ply-
wood sheathing, write Douglas Fir Plywood Association.

MAY 1963

Whole sections of a warehouse are sheathed
with plywood, then tilted up

Sand Point Builders Supply, Seattle, cut labor costs 30
percent by prefabbing whole wall and roof sections for a
factory-warehouse, then “unfolding” them and tilting them
up into place. The two buildings, totaling 13,000 sq. ft.,
went up in two weeks and for under $2 psf, excluding
foundations. Prefabbed wall sections sheathed with 5/8"
plywood were first laid out in pairs on concrete floor slabs,
one side with its top facing out, the other with the top
facing in. They were then joined with roof trusses which
were partially sheathed with plywood. Entire 24-ft. sections
were next crane-hoisted upright and anchored to founda-
tions. Cost of the plywood tilt-up operation was more than
offset by labor savings compared with conventional con-
struction, according to the owner-builder. And only plywood
had the requisite size, strength and rigidity to do the job.

(continued)
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Always specify DFPA trademarked plywood

Plywood components can slash your

B Apartment builder cuts labor 75 percent with
Now you can get quality plywood components, stressed skin plywood panels

custom-fabricated or in volume, to help you build
better for less in any part of the country. Box
beams - flat stressed skin panels — curved panels
-folded plate roof components-trusses—are made
to the rigid specifications of Plywood Fabricator
Service by PFS member-fabricators. PFS is an inde-
pendent, non-profit quality-control affiliate of the

Stressed skin plywood panels used at all three levels of
this 26-unit apartment took 75 percent less on-site Iabor
than a conventional floor and roof system, according to
Edmund Stafford, contractor and owner. Underside of the
panels serves as ceiling; top provides subfloor-underlay-
ment, ready for finish flooring. Insulation and wiring are

Douglas Fir Plywood Association. For information inside. Panels are supported by laminated beams; most
on plywood components, or the name of the fabri- panels span 9 ft. Cost, installed, was competitive with other
cator nearest you, write Plywood Fabricator Service, materials, and the plywood panels are far better looking,
Inc., P. 0. Box 7, Chicago 27, Illinois. require simpler framing, and offer superior acoustics and

insulation. The apartment is in Winslow, Washington.
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on-site labor costs by 75 percent

El Plywood box beams prove most economical
long-span roof supports for school gym

At this school in Bourne, Mass., 86-ft. plywood box beams
won over several other structural systems for the gym roof.
Steel was rejected on the basis of appearance; other sup-
ports would either have entailed a pitched roof, or delivery
time and cost would have been exorbitant. Shipping the
giant beams 80 miles was no problem; nor was erection.
Only one crane was required. Beams in the gym span 84
feet; in the cafeteria, 58 feet. Both types are supported
by plywood columns of similar construction. Beams were
fabricated by Wood Fabricators, Inc.,, Cambridge, Mass.
Contractor was Theodore Loranger & Sons, New Bedford.

(2 Plywood folded plate roof components help
hold school costs to $8.86 /sq. ft.

Careful planning and an economical plywood folded plate
roof system kept costs of this South Carolina school well
below the district’s $9.50/sq. ft. average. Architects W. E.
Freeman & Associates invited contractors to confer with
them on construction methods in advance. Of 12 bidders,
only Triangle Construction Co., Greenville, took them up on
the offer — and got the job. Roof plates — 8 or 10" plywood
sheathing panels nailed to 3x 4 rafters and 4x6 chords,
ripped at an angle — were bolted together in pairs on the
ground, then hoisted onto pipe column supports and bolted
to adjoining bays.

MAY 1963

|

4 (X1 Plywood vaults make an attractive, low-cost

canopy for Maryland supermarket

Plywood vaults proved the most economical way to get a
distinctive roof shape for this mall between sections of a
supermarket in Reistertown, Maryland. It took 150 curved
plywood panels, four feet wide and spanning 12 ft., to make
the ten 60-ft.-long vaults. Supports are three-ft.-deep ply-
wood box beams. Fluorescent lights were installed along
their sides to illuminate the vaults. All components were
prefabricated by the Champlin Co., Hartford, Conn. The
whole job of installing beams and vaults took about two
weeks. Even with the 330-mi. delivery, cost of the roof was
competitive with other systems, according to Robert Kahn,

architect for the owners, Food Fair Properties.
(continued)
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This building system puts any home

EE Rigid frame office with Texture One-Eleven’

achieves unusual effect at reasonable cost

The rigid frame system, originally developed as an answer’

to the need for a low-cost farm building, is just as logical
for commercial construction. It makes it possible to enclose
space for less than $1/sq. ft. Basic unit is a load-bearing
arch made of four lumber members rigidly connected by
nailed plywood gusset plates. Series of these frames are
tied together structurally by plywood walls and roof. Con-
struction techniques are simple, quickly mastered by your
regular crews. Parts are easy for any builder to assemble,
off-site or on, and set in place. With the many design and
span variations available, you can use the rigid frame

72

system for anything from classrooms and stores to ware-
houses and large farm buildings.

A case in point is this Mobile, Ala. auto dealer's office.
Designer E. C. Latham and the owners, Mel & Bob Motors,
wanted low cost and striking appearance. Builder Marvin
Massengale put up a 30x32-ft. clear-span building for
$10/sq. ft., including air conditioning, landscaping and many
other extras. Texture One-Eleven plywood acts as sheath-
ing to tie frames together, as well as decorative siding.

DFPA has design information for rigid frame buildings
with spans from 24" to 52", and construction data for hun-
dreds of variations. Write: Douglas Fir Plywood Association,
Tacoma 2, Washington.

HOUSE & HOME




builder in commercial construction

[E]l Rigid frame buildings are very adaptable;
this church classroom was first a chapel

First built in 1960 as a temporary chapel for a Seattle
church, this little rigid frame structure was subsequently
moved with no ill effects and now serves as a classroom.
It is a good illustration of the versatility of the system,
as well as of the fact that rigid frame buildings need
not look plain and utilitarian but can be very attractive.
Architect Roy Koczarski of Seattle used basic DFPA design
recommendations but placed windows outside haunch gus-
sets and modified the shape of the end-wall facade. The
32 x 42-ft. building has cedar siding, and a composition
shingle roof over plywood sheathing.

3 Rigid frame system still can’t be beat for
low-cost all-round farm buildings

Most farmers and an increasing number of builders know
that the rigid frame, first developed for farm use, is still
the simplest, most economical way to enclose space and
get basic shelter for less than $1 per sq. ft. It can be, and
has been, used for almost every type of farm building.
Poultry houses like the one below have been put up for
less than 80¢ per sq. ft. In another recent application, two
40 x 300-ft. clear-span potato warehouses were built in
Eastern Washington for less than $1.50 per sg. ft. — includ-

ing insulation, wall lining and a shingle roof. For more
information on plywood farm buildings, write DFPA.

4 EH Three-car garage, built to DFPA rigid frame

plans, cost less than $1/sq. ft.

This 24 x 32-foot garage was put up by a Rainier, Ore.
builder for his own use for only 68¢ per sg. ft., including
foundations. He used DFPA's plans for the 32-foot clear-
span rigid frame building. The garage has ample space for
two cars and a pick-up, as well as storage and work area.
Exterior plywood on walls was simply painted; roof was
finished with asbestos roof coating.

The DFPA trademark is your assurance of quality plywood

Your reputation depends on the quality of your construction. That's why it
pays to specify only DFPA grade-trademarked plywood. It's the only ply-
wood backed by an industry-wide quality control program and a quarter
century of experience in plywood testing and inspection. This program
includes rigorous laboratory testing, and factory inspection at every critical
point of manufacture. Look for the letters “DFPA"” when you buy plywood.

DOUGLAS FIR PLYWOOD ASSOCIATION, TACOMA 2, WASHINGTON

v =

/DFPAY

TESTED QUALITY |
&= \ PLYWOOD !

~-_-¢’
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BEE noMmEs, INC.

LARGEST PRODUCER OF PRECISION PRE-CUT HOMES"

“NCR Compu-Tronic Units save us 131% a year
on our investment.” _ause roves, inc, nies, oo

“Albee's rapid expansion from 18 to 50
offices in 12 states created many prob-
lems for our accounting management.
"We look upon our NCR Compu-
Tronic*® units as invaluable. They helped
us eliminate confusion and establish @

complex accounting applications. It in-
cludes receipts, disbursements, sales and
payroll. In one phase, we save 200%

:mark—Reg. U, 5. Pat. Off

NCR PROVIDES TOTAL SYSTEMS — FROM ORIGINAL ENTRY TO FINAL REPORT—
THROUGH ACCOUNTING MACHINES, CASH REGISTERS OR ADDING MACHINES, AND DATA PROCESSING
The National Cash Register Co0.+1,133 offices in 120 countries - 79 years of helping business save money
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by producing 200 analytical reports for
simultaneous distribution to all offices. It
helped us establish an ‘immediate service'
policy for our customers.

“Through our Compu-Tronic system,
we manage our mass purchasing, quality
control and labor cost so efficiently that
we can now offer our customers free con-
struction supervision, as well as substan-
tial dollar savings to our owner-builders.

We have found that NCR Compu-Tronics
save 131 % a year on our investment."

- > oy
m < Q ,"U:J'h
William Gross, Pres., Albee Homes, Inc.

‘/"\
L ARA fLAIO
T / ,/J

A

Alex Gross, Exec. V. P., Albee Homes, Inc.
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LETTERS

Remodeling . . . community planning . . . model-house decor ... anti-bias edict

Problems in remodeling

H&H: *“Remodeling the postwar house”
[March] is a beautiful job, certain to whet the
appetites of many of your builder readers.
And that will be of great benefit to the re-
modeling industry. But House & Home has
not done a complete job. The builder's great-
est need in this field is not design suggestions
but a management approach to tell him: 1)
which facet of this multifaceted business to
go after: 2) how to develop a solid marketing
program that will sustain the operation on a
year-round basis; 3) how to determine his
gross profit requirements and from that his
pricing structure; and 4) how a sale is made
—"the anatomy of a sale.”
Don MOORE

Don Moore & Co., market development
New York City

H&H: The public needs a great deal of edu-
cating to comprehend the problems in re-
modeling . . . An addition, when complete,
should look as though it had been built that
way when the house was new,

L.J. McDerMoTT, remodeling contractor
San Francisco

H&H: The article [El Dorado Hills: new
model for tomorrow’s satellite cities, Mar.] is
beautifully done and T want to thank you for
the time, attention. work, and wording con-
tained in the story. This makes us want to
try even harder to do an outstanding job.

JeromE F. Lipp, executive vice president
El Dorado Hills
Sacramento

H&H: T was pleased to see the rare combina-
tion of talents that have been assembled to
make this an outstanding development. I have
seen too many large tracts where the planning
is inadequate and the financing insufficient so
that a bold dream ends up with the also rans.
Our experience here in the southeast and in
the Bahamas shows Mr. Lipp should be pre-
pared for a heavy investment in dollars be-
fore he reaps his rewards. The rewards when
they come should be substantial.
HunTER Moss

Hunter Moss & Co, urban development
Miami

H&H: . . . most interesting. It has given me
a number of thoughts and ideas that will be
of practical value in developing certain of our
properties.

BrowN L. WHATLEY, president

Arvida Corp.

Miami

Direct loans for rural homes

H&H: You state [Upheaval in the Market-
place, Feb.] that through the Farmers Home
Administration there is federal money avail-
able for home financing in rural areas and
unincorporated areas of less than 2,500 popu-
lation,

We have been informed by the regional
director that this does not apply to unincor-
porated rural subdivisions of less than 2,500
population and that there is a very small

MAY 1963

amount of money available for individual
rural home financing.
EowiN I. Lroyp
real estate & farm loans
Lodi, Wis.

® The law permits it, but the Farmers' Home
Administration by administrative rule excludes
subdivisions in unincorporated rural areas from
its direct lending program. Unincorporated
rural areas or communities of less than 2,500
population, however are eligible for FHA direct
loans at 4% for 33 vears—covering the entire
construction cost of homes on the borrower's
land. FHA relies on its local offices to screen
out applications from locations bordering big
metropolitan areas, but does not lay down
strict rules about what constitutes an excluded
location. Currently, about $24 million a

quarter is available for direct loans.—ED.

Brocades in the bathroom

H&H: T agree with NauB Past President Alan
Brockbank that the Haft-Gaines houses [The
most talked about model houses of the year,
Dec., photo above] should be seen. But T tend
to agree with builders who say these houses
were too lavishly furnished. In most cases, you
can't see the house for the furnishings.

According to Miami and Fort Lauderdale
decorators, if this is different from what
people left up North, heaven help what they
left. T do not believe that people who leave
the North have such bad taste as to want their
casual outdoor-indoor living to have such
ostentatious decor as brocades in the bathroom
and all that overstuffed stuff.

The builders will sell these houses because
they merchandise them with the beautiful en-
trance gates, offer freedom of choice in plans,
hardware, lighting fixtures. and exquisite ma-
terials like marble and vinyls, excellent bath-
room and Kkitchen sizes, and in most cases
rooms that open to a pool or leisure area.
Leisure in Florida—with its sun, surf, and
sand—doesn't combine too well with gilt,
formality, and pompousncss, does it?

BEATRICE WEST

color & design consultant
New York City

New vistas for appraisers

H&H: Thank you for mentioning the new
name of the Society of Real Estate Appraisers
[NEws, Feb.] (formerly Society of Residential
Appraisers) and our new professional designa-
tion. The new designation that will be known

as senior real estate appraiser is important be-
cause it will let us certify members who are
doing commercial and industrial appraisal
work, Such a member will be under intensive
investigation in his own community by an in-
dependent group to check his competency,
integrity, and standing in his home community
before the designation is granted. Further, a
man must show at least once every five years
that he has made professional growth and con-
tributions in the appraisal field or the designa-
tion will not be extended beyond its original
five years.

Howarp E. SHENEHON, president

Society of Real Estate Appraisers

Chicago

Anti-bias edict

Your excellent analysis (NEws, Jan.) of the
expected impact of the President’s order on
equal opportunity in housing was unfortun-
ately marred by certain inaccuracies.

The statement that the New York City
Commission on Human Rights “has investi-
gated 437 complaints” under the city's anti-
bias housing law is incorrect. From Apr. 1,
1958 , when the law went into operation,
through Mar. 31, 1962, the commission had
investigated 1,167 complaints. The 437 figure
represents cases which were satisfactorily ad-
justed. Of those, 233 complainants were of-
fered the dwelling unit in question or a com-
parable one. In the remaining 204 adjusted
cases, the landlord or the owner agreed to
obey the law in the future. The balance were
either pending (about 75 cases), were dismis-
sed by the commission for lack of evidence,
or were dropped by the complainant.

While the 1,167 figure is certainly small,
it is not out of line with early experience
under fair employment and public accommo-
dations statutes—or, for that matter, under
any new regulatory law.

The effectiveness of the various fair housing
laws, however, cannot be measured by com-
plaint statistics alone. A new public ethic is
established by this type of legislation and
substantial voluntary compliance is resulting.
As law-abiding citizens, many of us arc pre-
pared to comply with the law without being
forced to do so.

Your reference to a “recent survey in Man-
hattan’s Harlem” which found that “four of
five Negroes don't know the law exists . . .
and the rest are skeptical of using it” puzzles
us. What survey? Last fall, a Washington
newspaperman reported he talked with 50
Negroes in New York City and that four out
of five knew nothing of the commission.

As to the effect of anti-bias housing laws
on construction, as you suggest, gencraliza-
tions are not reliable. It would be as reason-
able for the National Committee Against Dis-
crimination in Housing to take the position
that the building boom in New York City is
because of the fair housing law as it is for
H&n—albeit indirectlv—to suggest that con-
struction is off in Pennsylvania because of
that state's law.

Many factors affect housing starts, We
know, for example, that the sharp rise in New
York City was due largely to the new zoning
regulations. As you point out, low employ-

continued on p. 80
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The living room of this six-room rancher is 30" x 16 and it has ash paneling plus a brick fireplace and hearth. Among the home's
many other features is the Bell System's Home Interphone which lets the family talk room-to-room and answer the door—by telephone! |

In San Diego, California, this house sells for $20,495

(*“...and concealed telephone wiring helps make it easy to sell,” says builder C. A. Long)

“We build 1200 to 1800 homes a
year —each with concealed tele-
phone wiring as an important
sales feature,” says C. A. Long,
Vice-President of University City.

“In today’s market you must
offer something special. Buyers are
more diseriminating, and they ask

o

718

for the latest conveniences. Many
ask for concealed telephone wiring.
They know it protects a home’s
interior beauty and adds to its
resale value. Concealed wiring is
one of our key conveniences.

“Our homes have built-in tele-
phone outlets in the family room,

) BELL TELEPHONE

kitchen, bedrooms and den. And
this really pays off in sales.”
* * *

Your Bell Telephone Company Archilects’
and Builders’ Service will help telephone-
plan your homes, foo. For details on home
installations, see Sweel's Light Constriuc-
tion File, 11¢/Be. For commercial instal-
lations, Sweel's Architectural File, 33a/ Be.

SYSTEM




EVERY WOMAN

MAY 1963

W

WHAT

KNOWS!

What every woman knows—as readers of James M. Barrie realize—
has nothing to do with love or sex. That's another story.

What every woman knows—every woman who is considering buying
an up-to-date house—is that appearance alone won't do. And that a
favorable price can be deceiving.

Right after World War || people had to have shelter, and shelter alone
would sell. But today, as builders across the country tell us, the woman
(and the man) are looking for something more. One way to put it
would be to say that they're looking for a house that will live well—as
well as look well.

They want a home where the floors will be warm for their children—
and the walls tight. They want a house free from distracting noise—
an active home that can be enjoyed in quiet comfort. They want a
house free from bothersome insects—a home that provides good
indoor and outdoor living. To be brief. They're looking for quality
Comfort Conditioned Homes.

During 1963, Owens-Corning Fiberglas is advertising their Comfort-
Conditioned Home Program in TIME, The Weekly Newsmagazine. This
advertising is selling the most affluent and influential men and women
(the Leadership Community) in the nation. Owens-Corning Fiberglas,
by its use of TIME, is creating demand and confidence in its products
... for you.

In 1963, it's Comfort Conditioned Homes...they are advertised
in TIME.

Thisisn
COMFORT
CONDITIONED
}

as seen in

77




SOLD:
400,000

HOMES

In five years, more than 3,000 builders have joined the Comfort-
Conditioned Home Program.Thousands of messages...in magazines,
on radio, in newspapers...have told home-seekers about the Comfort-
Conditioned Home. # More than 400,000 families have bought one,
moved in, and told their friends about the Comfort-Conditioned Home.
# Millions more are ready to be sold new Comfort-Conditioned

NaL
SPONSOR

HOUSE & HOME




TO SELL
YOURS
IN'63: GET
WITH CCH

Homes. Are you ready to sell them? #f This year Owens-Corning is
going all out to help you sell more Comfort-Conditioned Homes with:
Powerful ads in Life and Time £ NAHB-Fiberglas Builder Sales
Clinics # Salesmaker Training Course # Salesmaker Selling
Kit # Signs, displays, pennants, brochures

For 1963, get with America’s No. 1 home-selling program. You'll sell more
homes if you build Comfort-Conditioned Homes. Send coupon today.

r—-------------------1

Owens-Corning Fiberglas Corporation, Dept. 67-L I
National Bank Building, Toledo 1, Ohio

| would like more information about the Comfort-Conditioned
Home Program.

i
i
i
I [] Have salesman call.

I [[] Send booklet containing complete details.
1

I

I

I

|

Thisis a

COMFORT
CONDITIONED

Home

Firm

Street
City Zone State

i
i
I
I
Name I
i
i
I
i

;

OWENS-CORNING

Standards for the Comfort-Conditioned Home call
for full-thickness Fiberglas* Insulation in walls and
ceilings; full housepower wiring; perimeter insula-
tion. (detailed standards on request.)

FIBERGLAS

*T-M. (Reg. U.S. Pat. Off.) O-C.F. Corp.
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THE MOST ATTRACTIVE HYDRONIC

20 FEET
LONG...
WITHOUT
A SINGLE

. SPLICE!

L
\

BASEBOARD ON THE MARKET!

Edwards “wall to wall” baseboard radiation is available up to
20 feet in length. Long length baseboard, introduced by Edwards,
improves the appearance of the job, reduces expensive labor

and eliminates the cost of splices. Availab

le in five attractive

finishes — chrome, woodgrain, coppertone, beige and white.
Easy snap-on front cover. Made by the manufacturer of Edwards

packaged hydronic boilers, motorized zone
cooling equipment.

WRITE FOR CATALOG R104

valves, chillers and

EDWARDS ENGINEERING CORPORATION / Dept.Hi5 « Pompton Plains, New Jersey

“Packaged Heating and Cooling"”
80

Phone: (201) 835-2808

LETTERS

start on p. 75

ment levels in Pittsburgh have contributed to
a drop. However, reliable analysts in Penn-
sylvania question any such drop as suggested
by the homebuilder you quote—despite the
large-scale unemployment in that state.

Increases or decreases in building have ¢on-
formed to general business conditions in states
and cities with anti-bias housing laws, just as
they have in arcas where no such laws exist.
Builders know this too.

House & HoME's constructive approach to
civil rights matters has set an impressive rec-
ord. We are confident we may look for con-
tinued objective and fair reporting.

FRANCES LEVENSON, director
National Committee Against Discrimination
in Housing, New York City

® u&H wunintentionally labeled anti-bias cases
settled in New York Ciry as cases investigated.
Bur in the absence of any official survey of
how many New York City Negroes are aware
of the city's anti-discrimination law, H&H ac-
cepts as the best available evidence on the
point the survey made by Staff Writer Hugh
Wells of the Washington Star. As to the im-
pact of state anti-bias laws, H&H reported both
a building boom in Colorade and a building
decline in Pennsylvania. In the eyes of the
editors, quoting evidence on both sides of a
controversial issue does not “albeit indirectly

suggest” that one point is more valid
than the other.—ED.

Credits due

H&H: Your article [Ten tips on selling the
over-$30,000 house, Mar.] . . . leaves a cam-
plete impression that Stephen D. Jeffery, A,
was the decorator for the Old Farm model
homes and that the photographs show his
work. On the contrary, Old Farm has been
handled by the Craft Shop of Gaithersburg,
Md. The Craft Shop has decorated maodel
homes for us for quite a few years. It was
their original idea to introduce antiques into
our homes. All of the photographs on pages
130 and 131 show their decorating and their
furniture.

Micton E. KETTLER, vice president

Kettler Brothers, builders
Washington, D. C.

® [nterior Designer Jeffery decorated the
models at two other Kettler communities—
Barcroft Woods and Montgomery Square,
which opened March 23 to 2,200 visitors—ED.

Subscription offices: HOUSE & HOME, 540 N. Michigan Ave.,
Chicago 11, 1Il. Change of Address: Four weeks are required
for the change. Please name magazine and furnish a label
from a recent wrapper. If ino label is available, please state
as exactly as possible the address to which magazine has been
sent. Changes cannot be made without old as well as new
address, Editorial and advertising offices: Time & |Life Build-
ing, Rockefeller Center, New York 20, N. Y. Address adver-
tising correspondence to the advertising director and editorial
correspondence to the managing editor. HOUSE & [HOME will
not be responsible for upsolicited manuscripts or illustrations
submitted, and it will not return such materlall unléss ac-
companied by postage.

TIME INC. also publishes TIME, LIFE, FORTUNE, SPORTS
ILLUSTRATED and ARCHITECTURAL FORUM and with its
subsidiaries the International editions of TIME and LIFE.
Chairman of the Board, Andrew Heiskell; Chairmah, Executive
Committee, Roy E, Larsen; Chairman, Finance | Committee,
Charles L. Stillman; President, James A. Linen; Executive
Vice President and Treasurer, D. W. Brumbaugh; Vice Presi-
dent and Secretary, Bernard Barnes; Vice President and As-
sistant to the President, Arnold W. Carison; Vice Presidents,
Bernhard M. Auer, Edgar R. Baker, Clay Buckhout, R. M.
Buckley, Jerome S. Hardy, C. D. Jackson, Arthur R. Murphy,
Ralph D, Paine, Jr., P. 1. Prentice, Weston C, Pullen, Jr.;
Comptroller and Assistant Secretary, John F. Harvey; As-
sistant Comptroller and Assistant Secretary, Charles L. Glea-
son, Jr.; Assistant Treasurer, W. G. Davis, Evan S. Ingels,
Richard B. McKeough.
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‘ | wae one :
"Big Square”
about

homasote

... til our Lumber Dealer showed me

its all-around advantages...

“My own bum information has been costing me
money. ‘Just another fibreboard’ was how I
used to think of Homasote—not much strength,
not good enough for real quality building. Fig-
ured there must be some use for it but I never
bothered to find out what. And then this new
Lumber Dealer put me wise. ..

WEATHERPROOF

* “for sheathing, siding—

“Imagine! Homasote, I find, packs
33% to 56% more material than other insulating boards.
It’s 3 times stronger in official racking tests. F.H.A. ap-
proved, too. And weatherproof—100% okay for exterior
work—and it can be stored outdoors without worry.

Rl  |NSULATING

out, heat in—

“Under all conditions—humid,
windy or dry—Homasote maintains a constant insulat-
ing value. That’s a built-in value more home buyers
want to know about for real comfortable Living—

/4

“for sub-floors, underlayment —

“How about that? The same iden-
tical Homasote gives you a quieter house, too. Homasote
over joists and as an underlayment cuts down noise
transmission, makes floors feel more comfortable, elimi-
nates through-floor drafts—

“and there’s still another side
to HOMASOTE—"(see other side)




' homasote

that's £ASY to Y/SE no matter what the job!

: “That’s all—no changing tools or
methods. Your men can work right through from roof
sheathing to sidewalls—to sub-floor and underlayment
with one familiar product, one standard set of applica-
tion steps—that makes a real difference in output!

N
FOR RE-MODELING WORK

“You can change over to altera-

tions and modernizations and your Homasote advan-
tages go right along. It's handy for new ceilings, under
carpeting, for barricades, enclosures, temporary walks,
form board, tool sheds, etc. Yes, even for expansion joint
strips—there’s scarcely any waste.

FOR COMMERCIAL AND
INDUSTRIAL WORK

“No need to pass up this kind of con-
struction—Homasote has what it takes for you to com-
pete successfully here, too. Weatherproof, super-tough
and insulating—in big sheet sizes up to 8’ x 14’—that
familiar Homasote board is ideal for warehouses,
garages, shopping centers, industrial parks, temporary
shelters, displays. You'll see, once you try it.

isthe §
one-stock
board

“Diversify as
much as you like—
Homasote has proved its versatility on this kind of con-
struction as well. Roof decking, soffits, siding . . . yes and
sound deadening—as the sub-floor, or between floors, or
as underlayment, or even on top of joists as the com-
plete floor decking! It’s great over crawl space.

FOR RETIREMENT HOMES,
VACATION COTTAGES, A FRAMES

“Here’s a market
that Homasote
fits like a glove. Big sheet size for roofs, floors, walls plus
big insulation and sound deadening advantages. It’s
easy to apply and easy to maintain. And it gives the
buyer a lot more building for his money!”

Ask your Local Lumber Dealer for
the Full Facts about Your
Better Building Bonus with Homasote—
or Write Dept. D-45

HOMASOTE

COMPANY

TRENTON 3, NEW JERSEY

3.078
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BARRETT OFFERS A BROAD LINE OF BUILDING MATERIALS BACKED
BY PRODUCT SERVICE AND A COMPLETE MERCHANDISING PROGRAM




BARRETT

BUILDING MATERIALS

Add beauty to any room with Barrett's new Snowflake decorative acoustical tile that costs no more than plain acoustical tile.

OFFER BUYERS THE PROFITABLE PLUS OF SOUNC

In the months to come, more and more buyers will be investigating sound conditioning.
Leading manufacturers and builders are employing the latest sound conditioning tech-
niques and quieter equipment for inclusion in new homes. The Insulation Board Institute
has scheduled a nationwide promotion on the theme DECORATE WITH QUIET, to inform
prospective buyers of new material developments and current exploration in sound
conditioning. Your salesmen can use the benefits of sound conditioning and turn this
growing interest into profit by showing prospects homes finished with Barrett ceiling tile.

HOUSE & HOME




BARRETT DELTA-STUD GYPSUM PARTITION
SYSTEM CUTS ERECTION COSTS. Here is
the,most versatile all-gypsum sys-
tem available for the erection of
lightweight commercial partitions.
Completely adaptable to accommo-
date required fire ratings up to two
hours, sound transmission classes
up to 40 with wall thickness from
3" to 414",

A SHEATHING-SIDING COMBINATION THAT
INSULATES AND GOES UP FAST! Save $40
to $80 a house with Barrett nail-
base Rigidwall sheathing, a product
so dense you can apply shingles di-
rectly to it, so strong it needs no
corner bracing. Maintenance-free
Barrett asbestos cement siding
comes in the widest range of colors,
colors sealed in plastic to prevent
fading. Available in more locations

than from any other manufacturer. |

BARRETT SELF-SEALING 240 SHINGLES FOR

AN ADDED SELLING FEATURE! Offer home "
buyers longer lasting, maintenance- |

free roofing protection with these
quality shingles. Virtually hurricane-
proof, they cost no more to apply
than other shingles.

VINYL BUILDING PANELS FOR PATIOS, CAR-
PORTS AND BREEZEWAYS! Here is a new,
low-cost vinyl building panel for the
fast erection of bright, light, colorful
patios, breezeways and carports.
Non-combustible, flexible, and avail-
able in new longer lengths, Barrett
vinyl building panels weigh only 714
ounces per square foot and can be
handled easily on the job.

CONDITIONING WITH BARRETT CEILING TILE

Why use Barrett ceiling tile? For as little as $33 extra per home, you can have the competi-
tive advantage of offering home buyers sound conditioning in a bedroom, den or rumpus
room. Easy to install, Barrett ceiling tile can be stapled or nailed directly to furring strips,
or bonded to gypsum lath. With Barrett tile you eliminate the expense of ceiling board,
taping and painting. Barrett's fast, on-time delivery ends costly on-job delays.
Because of its extra strength, it requires no ‘‘kid glove” handling. For com- ,%"'d
plete information contact your Barrett representative or write to us today.

hemical




BUILDING MATERIALS
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BARRETT'S COORDINATED MERCHANDISING AIDS ARE
DESIGNED TO MEET HOMEBUILDERS' SELLING NEEDS

Here, for you from Barrett, are the ideas that received the highest award for
merchandising materials in the 1962 NAHB ‘‘Ideas For Homebuilders' Contest™!
All these valuable sales aids can be used with other manufacturers’ materials
program to help you sell your homes.

to give you a completely coordinated

PRODUCT DISPLAY

PLYMOUTH TOWNE

Individual boards featuring
customer benefits that can be
used with other manufacturers’
product information. In addi-
tion, you can obtain complete
plans for easy-to-build displays,
plus custom headers for iden-
tifying your developments.

A e e e e e — e — — e —— — e e e e e et it e et e

SALESMAN “TIP” PAGES

HOMEOWNER PRODUCT PAGES

These pocket-size pages help
your salesman learn more
about the products used in your
homes, help him answer cus-
tomer questions and do a more
effective selling job for you.

BARRETT’S AWARD WINNING CATALOG

DESIGNED FOR

HOMEBUILDERS

T

This valuable free catalog was
designed to help homebuilders
compare and select building
materials more efficiently. It
contains complete product in-
formation and specifications,
building code information and
the comparative sales advan-
tages of various products used
in new home construction.

o
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This material emphasizes the
quality and benefits of the
products used in the home
and also gives valuable main-
tenance tips. These pages can
be made into a buyer’s manual
and distributed to qualified
prospects.

PUBLICITY GUIDE

BARRETT

BUILDING MATERIALS

Complete information on how
to hold a press reception and
obtain the best publicity cover-
age on the opening of new de-
velopments.

Barrett is a registered trade mark of Allied Chemical Corporation.

Please send me information about:

\ [ Barrett's Award Winning Coordinated
: Merchandising Aids

" [0 Barrett's Award Winning Product Catalog.

Allied Chemical Corporation, Barrett Division
40 Rector Street, New York 6, New York

N

NAME
COMPANY

ADDRESS

CITY

ZONE STATE

O Please have a representative call.

(Dept. HH5)

=
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The best floor plan: carpeting of Caprolan nylon

It's easy for a woman to imagine her
furniture and family in an apartment that’s
luxuriously carpeted, wall-to-wall.

That's why it’s so much easier to rent
apartments with carpeting of 100% Caprolan®
nylon pile.

And even though carpeting of Capro-
lan makes any apartment look more expen-
sive, it doesn’t have to be more expensive.

MAY 1963

e -

Here'’s why: Instead of investing in fin-
ished flooring, just install carpeting of Cap-
rolan nylon over plywood subflooring.

And why Caprolan?

Because people love the beauty of its
deep-dyed colors. Because it cleans so easily
that maintenance costs are lower. And be-
cause it's so rugged and long-wearing it’ll
take heavy traffic, lease after lease.

So for apartments that rent easily and
command good prices, include the lasting
beauty of Caprolan nylon in your floor plans.

Caprolan nylon—it’s the soft touch no
woman can resist!

Pride, Noxon, Painter, |
and Trend: just a few of |
the fine mills that make |
carpet of Caprolan nylon. &

Fiber Marketing Dept., 261 Madison Ave,, N.Y. 16, N.Y.
91




THESE STEEL DOOR SYSTEMS HELP YOU BUILD

STEEL DOOR WON'T WARP... REDUCES CALL-BACKS

1. This steel door comes in 24 designs. It will go with any style home—modern
or traditional. It installs in 20 minutes, has a solid sound and *‘feel" because it is
lined with rigid polystyrene foam insulation, yet it weighs only % as much as
conventional doors. It comes in a complete unit, primed and pre-hung in a
weather-stripped frame. (Weather-stripping, incidentally, makes magnetic seal
between metal door and metal frame for positive protection against drafts.)




BETTER, MORE ECONOMICAL, EASIER-TO-SELL HOMES

You can open up new opportunities for labor-saving when you
build with steel door systems. Closures made of steel go in
plumb and square. They come ready to install, with a mini-
mum of on-site fitting because they are dimensionally ac-
curate and usually require no preparation for hardware. And
they save for you a second way—by reducing call-back time.
Because steel is strong and stable—does not warp, swell,
shrink, or rot—door systems made from steel work right when
you put them up, and keep right on working with little or no
need for adjustment. You'll build better, more economical,
easier-to-sell homes with steel door systems like these:

T The

2. Cellar door is convenient for builder. This steel cellar door offers the builder 3. Dress up rooms with steel folding doors. These steel closet
easy, roomy access to the house during construction. It features weathertight doors have floating action and close quietly at a touch, They come
flanges, easy-working door operators, heavy-duty concealed hinges, and over- completely pre-assembled with all hardware, are quickly and easily
all rugged construction. Home buyers like the roomy access, too. installed, and are available in a complete range of styles and sizes.

5. Folding doors save space, add beauty. Braced with
strong, rigid steel, these doors have a quality look,
and are ideal for closets and wardrobes.

4, Steel door frames adjust and

h L
align themselves. Save up to

20% in installation time with 6. Stainless steel threshold lasts longer. This stain-

these steel doorways. They go less steel threshold will keep its just-new appearance 7. Strong, lightweight steel garage door operates at
in plumb and square because for years. 100% self-sealing to keep out drafts, rain, finger’'s touch. This steel garage door slides open
they are self-aligning and self- snow and insects, it installs quickly, needs no special quickly, easily and quietly. It is weather-stripped tightly
adjusting. No mortising, no sand- caulking, and costs no more than others less durable for year-round protection in any weather, comes primed
ing, no hardware preparation. and less efficient. for quick on-site painting.

Theseare justa fewsxamplssiof e steel bulldingproductsthat: T 7 = . o T e
can save you time and money, reduce call~bac_ks, and make your United States Steel Corporation, Room 6694, 525 William Penn Place, Pittsburgh 30, Pa.
new homes easier to sell. For more information on steel prod-

i : Please send me more information on the steel building products shown here.
ucts, just mail the coupon.

| am particularly interested in (1) (2) (3) (4) (5) (6) (7)

Name

United States Steel

|

|

|

|

|

|

] Company

|

| =
TRADEMARK | City Zone.___State—

|

I

|

|

|

1

Address
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One of several types of Caradco windows available with Thermopane insulating glass

You get so much more to sell with %mqbameo

insulating glass (and profitably, even in *18,000 homes)

We don’t claim that Thermopane will
actually sell your homes—but it will
strongly influence buyers looking for im-
portant “‘extras”. And what home buyer
isn’t these days?

The Thermopane name is famous . . . and
it’s etched right on the glass where your
prospects can see it. Thermopane means
year-round comfort . . . it means lower
air-conditioning bills in summer, fuel

savings in winter . . . no storm windows
to buy, put up, take down or wash.
More and more, too, home buyers like
the idea of including the cost of insulat-
ing glass in their original mortgage. It’s
the easy way to pay for it . . . far easier
than adding it later with out-of-pocket
monthly payments.

Are sash glazed with Thermopane too
expensive for your homes? Check with

window manufacturers. Many builders
of homes costing $18,000 and even less
are offering Thermopane as a basic fea-
ture, or as an option.

For full information on Thermopane in-
sulating glass, including standard types
and sizes of sash, write to L-O-F, 2053
Libbey - Owens" Ford Bldg., Toledo 2, O.

Libbey-Owens:Ford

casement

double hung

Thermopane is used

Where there’s a window . .

. there's a need for Thermopane

sliding window sliding door

by manufacturers of all types of quality windows, as we

Il as sliding glass doors

MADE IN U.5. A

L
Of

GLASS

THE QUALITY MARK
TO LOOK FOR

L]}

picture window

94
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What builders need, builders get

_from Chrysler Airtemp

e

WHOLE-HOUSE AIR CONDITIONING FOR LESS THAN $600!

With Chrysler Airtemp’s Model 1140,
you can provide each new home you
build with 33,000 BTUH of cooling
capacity—enough to cool 2,200 square
feet of living space—for less than an
average fireplace costs!

This compact, low-cost unit was es-
pecially engineered by Chrysler to help
you sell more homes faster. Useless
weight, bulk and faney frills are elim-
inated. Model 1140 can be used with
any conventional forced warm air fur-
nace located near an outside wall. The
1140 features permanently lubricated
bearings, a 24-volt control panel, choice

MAY 1963

of constant or automatie fan operation.
It can be installed in an attic or crawl
space, on a roof top or slab outside.

Chrysler Airtemp has also pioneered
in gas and oil-fired furnaces for more
than a quarter of a century. The com-
plete line includes efficient, economical
furnaces and air-conditioning equip-
ment for every size and type of home.
For full information, call your Chrysler
Airtemp distributor—today! Or write
to CHRYSLER CORPORATION, Airtemp
Division, Department BU-63, Post
Office Box 1037, Dayton 1, Ohio.

A
AIRTEMP DIVISION VA'

CHRYSLER

CORPORATION
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ATTENTION, APARTMENT BUILDERS:

...INDIVIDUALIZED

MONCRIEF

HEATING /COOLING SYSTEMS
MEAN ATTRACTIVE EXTERIORS,
SUBSTANTIAL SAVINGS...
AND MORE RENTABILITY!

You can save as much as $300 per suite, and get greater
rentability when you specify Moncrief individualized heat-
ing/cooling systems for your apartments. Tenants prefer
to select their own year 'round temperatures. There'll
be lower maintenance costs, too, because no employee
is required to operate these systems.

Moncrief offers local design service; a wide range of com-
ponents to meet every apartment need; local Moncrief in-
stallation supervision; local Moncrief maintenance service.

Contact your local Moncrief distributor when you plan
your next apartment. Let him show you the Moncrief
way to greater rentability at lower cost!

MONCRIEF

THE HENRY FURNACE COMPANY « MEDINA, OHIO
9%

Centrifugal Blowers in Moncrief
condensing units make con-
cealment behind brick grilles
practical. Moncrief-built frame
simplifies grille masonry.

Compact Moncrief Heating/Cool-
ing Components require as little
as 2 square feet of floor space.

Through-the-wall Condensing Unit is
hidden in apartment closet, covered with
pressed fiber-board soundproofing.

|
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The Gold Bond difference:

A precision-cut hardwood
spiral that saves builders
time and money




President William H. Walton (left) and Vice President Joseph D. Weed of Hercules,
Inc,, examine a Spiral-Core panel in front of one of their $8,200 detached homes:

Spiral-Core helps
Hercules, Inc., cut
construction time,
provide more living area

“We're using Gold Bond Spiral-Core panels in the second
story of our Town House project and in our single-family,
detached dwellings in the $8,000 to $10,000 price range,”
says William H. Walton, President, Hercules, Inc., Jackson=
ville, Florida. “They speed construction, are easy to transport
to second-story level, and are simple fo erect without employ-
ing additional trades. And they waste less space than the

HOUSE & HOME




Photograph of cutaway section shows the wiring
channel which is built into each Spiral-Core panel,

Hercules liked the ease of transporting panels to the
second floor of their handsome Town House project.

conventional type of stud wall, an important consideration
in lower cost homes.”" Despite its space-saving thinness,
Spiral-Core acts a foot thick. Thump it, the sound is solid.
And it has strong impact resistance. The core of each light-
weight, but sturdy, 4" x 8" panel is made of precision-cut
hardwood spirals. Exterior surfaces are tough gypsum wall-
board. Only 234" thick, Spiral-Core partitions can save up

 F & -

Large 4’ x 8’ panels go up quickly and easily, with
less nailing and fastening, and reduced erection time.

to 33 sq. ft. of floor space over conventional walls, in an
average-size house. And erection time for all interior, non-
bearing partitions is cut substantially. For samples and tech-
nical information, see your Gold i
Bond® building-supply dealer.
Or write Dept. HH-53, National
Gypsum Co., Buffalo 25, N. Y.

Gold Bond

SPIRAL-CORE

Gold Bond materials and methods make the difference in modern building

MAY 1963




EVERYBODY
WHOSE HELP YOUNEED
READS... THE HOUSING INDUSTRY’S
CENTRAL

COMMUNICATION FORCE

DESIGNERS: who get your product into the design and specifications

Housk & HoME is read by the architects, designers, decorators and draftsmen
working on houses and apartments and related light construction.

BUILDERS: who get your product built into the job

House & HOME is read by more builders of more houses than any so-called
“builders-only’’ magazine—and they vote 3 to 1 that House & HOME is their
first choice professional magazine.

DISTRIBUTORS: who make sure your product is available locally

House & HoME is read by more distributors than read any building supply
magazine, more dealers than read any builder magazine.

LENDERS: who get full credit for your product in the appraisal and the mortgage

House & HoME is read by more mortgage lenders, more appraisers, more
FHA-VA and local officials than any other magazine.

REALTY MEN: who get your product featured and talked up at housing’s point of sale

House & HoME is read by more salesmen, more real estate brokers, more
housing sales managers than any other professional magazine.

In its broad coverage of the entire housing industry and its concentration on the key people in each of the
five segments, House & HOME is unique. (Ask for the Audience Profile of House & HoME's 136,000 sub-
scribers.) There is no magazine like it in editorial content, circulation strength, and advertising impact.
That's why advertisers of housing products invest more money in HOUSE & HOME than in any other mag-
azine serving the housing industry.

H 0 u s e & H 0 m e Management magazine of the housing industry

published by Time Inc., Rockefeller Center, New York 20, N.Y,
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Touch of Magic

See how this ordinary room achieves radiant
new beauty with woodwork of Ponderosa Pine,
Notice the touches of magic wrought below by
an imviting Bay Window . .. well-proportioned
Corner Cabinet.. handsome Mouldings at ceil-
ing and floor level . . . all accented by the 6-panel
swinging door and louver-door Room Divider.

Whether you're building or buying a new
home—remodeling or adding to your present
one—put touches of magic in your investment
with woodwork of Ponderosa Pine. Ask your
architect, building materials dealer or builder.

© Fully Mustrated 16-page brochure illustrating more "TOUCH OF MAGIT Q w g i
© for homes new and old. Send 25¢ in coin to Ponderosa Pine, Dept. HG-3, P.0. Box 498 39 South LaSalle Street, Chicago 3, Illinols

NEW

|
4
» Rooms for

Improvement?
Millions
of them!

PONDEROSA PINE WOODWORK
An Association of Lumber Producers

This advertisement in full color appears
in House & Garden, May; House
Beautiful, June; House & Garden
Building Guide, Better Homes &
Garden Improvement Ideas and Home
Modernizing Guide, August, 1963,

® Here's how Ponderosa Pine Woodwork advertises
to the gigantic home remodeling market and implants
the woodwork idea with householders who have rooms
that cry for a new look. Write for FREE copy, 16-page
brochure, “Touch of Magic," Dept. HH-3.

?ﬂtém ?a'te WOODWORK

An association of Lumber Producers and Woodwork Manufacturers » 39 South La Salle Street, Chicago 3, Illinois

MAY 1963
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Gable and Roof Panels

FORD

FAST, because you get a more completely fab-
ricated house with more items factory assem-
bled into larger sections.

FLOOR PANELS may be as large as 8 x 28
feet and come to you with finish flooring laid,
sanded and filled.

WALL PANELS up to 16 feet long with
sheathing and drywall applied and insulation,
rough wiring, doors, windows and trim all
factory installed.

PARTITION PANELS generally room length
with drywall factory-applied and rough wiring
installed.

CEILING PANELS up to 8 x 16 feet with dry-
wall applied to under-side of joists and insula-
tion and rough wiring installed.

ROOF PANELS with rafters 16” o.c. and ply-
wood sheathing applied.

EASY because the sections are swung into place
with an hydraulic crane that is mounted on
one of the tractor-trailers that delivers the
house.

QUALITY because Ford Homes are engineered
for structural soundness and are built of top-
grade, brand-name products.

VARIETY because Ford Homes are available in
all styles including ranch, cape cod, split-level,
split-foyer and two story,

And FORD Homes are under roof in one day!
Get your share of the quality market, with the
complete Ford Quality Package. Write today!

IVON R. FORD, INC,  Depr. HH.
McDonough, N. Y.
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L.

McCurry

Salesman for Lindsey & Co., Satramento realty firm, shows a house built by Grenz Construction Co. Photo:

Selling the merchant-built house: a 36-page reporton . ..

Today’s best marketing
and merchandising
--and what it costs

The pleasant young family above may buy a new house. If it does, it will
take the best efforts of the salesman—and it will take a lot more.

For behind the salesman’s efforts there must be more than sound
product knowledge and skill at closing. There must be a good product
—the kind of house the family needs, with most of the features it wants,
at a price it can afford to pay. There must be a model-house display that
not only shows off the house to best advantage, but projects an image
of how pleasant life would be in the neighborhood.

Creating a product that this family will want means—Ilong before any
model goes on the drawing board—a shrewd analysis of the market.
Persuading the family to come and see the house means skillful advertis-
ing and promotion. And making sure that enough prospects are con-
verted into buyers means skillful sales management.

Successful St. Louis Builder Alfred H. Mayer sums it up: “You've
got to do everything right. Marketing houses today requires a combina-
tion of good design, good value, good showmanship, and good selling.”

House & HOME’s editors traveled more than 15,000 miles and visited
20 major metropolitan markets to find—and study the operations—of
today’s fastest selling builders. If you study the next 36 pages, you will
get an across-the-country look at what is selling, how the top builders
know what to offer, how they present it, and how they sell it. And you’'ll
learn how they do it at costs that make sense.

111




TODAY'S BEST MARKETING AND MERCHANDISING 1

Top builders’ top sellers are

bigger, more fully equipped, and
better planned than ever before

The houses shown at the right and on the next four pages are the
fastest selling models of 21 leading builders in 18 metropolitan
markets. With a few notable exceptions, these bestsellers stand lit-
tle chance of winning awards for exterior design excellence. Even
s0, they reflect much of the considerable change-for-the-better tak-
ing place in the design of single-family homes—changes in floor
plans (detailed here) and in interior design and features (sum-
marized here and on pages 138-141).

Most notable about these houses (and more than 50 other
near-bestsellers reviewed by House & HoME's editors) is the value
they offer the buying public. Their selling prices average $12.46
per square foot of living space—a price that not only includes the
lot on which the houses are built but an ever-growing list of built-
in kitchen, laundry, and air-conditioning equipment.

House & HoME asked leading builders across the country to rank
in order the items that are most influential in producing sales
success. Their answers explain why the houses shown here clicked:

1. Space. Eight out of ten builders say space is the most impor-
tant sales attraction. Significantly, the median size of these best-
sellers is 1,780 sq. ft., over 600 sq. ft. bigger than the median
size (1,416 sq. ft.) of FHA single-family detached houses. Where is
the space used? A look at the plans of these bestsellers shows that
bedrooms are getting bigger, and there are more of them (11 of
the 21 houses have four to six bedrooms). The master bedroom, in
particular, is getting more space—generally in an attractive dress-
ing room. Some of the added space is going to kitchens, some for
a separate dining room, and some to central-entry corridors.

2. Better floor planning. Builders surveyed by House &
Home report that better traffic pattern —"utility of floor plan.”
“ease of circulation,” “no traffic through the living room”—rates
second on the list of features buyers are looking for. The 21 best-
sellers shown here validate this: 18 have separate, central entries;
two more have dead-ended living rooms that confine traffic to the
entry end; only one plan forces traffic across the living room.

3. Appliances. All of the best selling builders are going beyond
what they term the basic minimum in appliances (built-in or drop-
in range and oven). Most now include dishwashers, garbage dis-
posers, and vent fans as standard equipment. Many are including
clothes washers and driers and refrigerators or refrigerator-freez-
ers. Behind this move: competition of fully applianced apartments.

4. Air conditioning. Eight of the 21 models shown have
air conditioning included in the sales prices. And all the rest are
set up for easy installation of such equipment. Again, the chief
reason is the apartment house boom. Says Houston Builder Glen
Norwood: “We'll never get people out of air conditioned apart-
ments if we don’t air condition our houses.” Does air conditioning
help? “We sold 58 air-conditioned houses during a blizzard,” re-
ports Denver Builder Sam Primack.
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$39,250 MODEL IN SARATOGA, CALIF., built
by Mackay Homes, has 2,570 sq. ft. of living area.
Its biggest appeal is space: The house has four
bedrooms and two baths in the bedroom wing,
plus another bedroom and bath next to the gar-
age which can be a mother-in-law apartment or a
maid's bedroom. The family room, living room,
and master bedroom all face the rear patio and
have sliding glass doors opening to iit. The front
entry is flanked by gardens outside and opens
into a 24’ gallery.
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$27,600 MODEL IN SALT LAKE CITY is built by
Alan E. Brockbank. This is another big house: in
2,536 sq. ft. of living area it has six bedrooms and
three baths, plus a large lower-level recreation room
and an unfinished storage or hobby area. Double
carport is included in the price.

MAY 1963

Robert E. Hurwitz

$26,990 MODEL IN SILVER SPRING, MD.,
built by Colt Development, has 1,920 sq. ft. of
living space. It offers four bedrooms on the main
floor, plus space for another bedroom, half bath,
and recreation room in basement. Kitchen appli-
ances include refrigerator.
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STORAGE

LOWER LEVELS

Ernest Braun

H&H staff

$24,900 MODEL IN NEW ORLEANS by Berne &
Co. offers 2,072 sq. ft. of living area. Two-story
plan gives buyers ample floor space on a small lot
—important since the land cost $100 a front foot.
House is air-conditioned, has all kitchen appliances
and a two-car garage.
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TOP BUILDERS' TOP SELLERS continued

$22,700 MODEL IN ATLANTA has three bed-
rooms and bath on upper level, second bath and
space for three more bedrooms on lower level. En-
try is at garage level. Two-car garage in photo has
been converted into the sales office. House has
2,477 sq. ft. of area, is built by King-Williams.
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$29,530 MODEL IN LISLE, ILL., has 2,500 sq. ft.
of space with four bedrooms, 2% baths. Indoor
features include master bath and dressing room and
big kitchen; outdoor features are underground
wiring and architect-designed landscaping package.
Builders: Kepler, Clark & Krughoff Ltd.
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$30,000 MODEL IN MARIN COUNTY is built by
Eichler Homes, has 2,353 sq. ft. of area plus a
garage and a carport. Most important feature is
the central atrium open to the living room, family
room, and study. The study is part of a master
bedroom suite which also includes a dressing room
and compartmented bath and is separate from the
other bedrooms. The kitchen includes all appii-
ances and its storage area has a large walk-in
pantry (see p. 139).

ye3s H9H

$22,525 MODEL IN NEW ORLEANS, built by
Mitchell Corp., has 1,600 sq. ft. of living arca and
air conditioning. Other sales features are an en-
trance patio between front door and carport and
26"-long family room. Kitchen, at center of living
area, opens to family room.
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Roger Dudley 1 $23,950 MODEL IN FIFE, WASH., huilt by Uni-

0 = 10 1% P ted Homes, offers 1,790 sq. ft. of living area. Sales
LOWER LEVEL ZD || features: Hrlustcr bedroom suite with dressing room

| and walk-in closet, double entrance doors, and
front porch. Price includes all kitchen appliances.
House has 2%2 baths including a compartmented
master bath and a powder room off the front hall.

H&H staff

Charies R. Conley

091 sq. ft. $13,950 MODEL IN MEMPHIS has 1,420 sq. ft.
Builders Hewlitt-Hunt sold 13
houses in ten days, partly because the house offers
ralk-in closet, a lot of space for the money (less than $10 a sq.
ft.) and partly because it was the first two-story
house at this price in Memphis.

$19,900 MODEL IN TEMPE, ARIZ. has 2,059 8C. $25,490 MODEL IN ST. LOUIS hgs 2,
ft. of living space, is one of very few split-entry of living area plus a full basement. The house has of floor space.
models in Southwest. Upper level has four bed- four bedrooms and two baths, including a master
rooms and two baths; kitchen and living areas are bedroom suite with dressing room, w
in the cooler lower level. Popular feature: sunken and fireplace (see p. I4/). Builder: Alfred H.
terrace off family room. Builders: Knoell Bros. Mayer Co.
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TOP BUILDERS' TOP SELLERS continued

$14,350 MODEL IN LAKEWOOD, N.J. has 1,066
sq. ft. of living area plus a full basement. Kitchen
has all appliances, and a washer and dryer are in-
cluded in price. Garage, a new addition to model
this year, added only $410 to sales price. Builder:
Robilt

Inc.

$16,900 MODEL IN INDIANAPOLIS by Fred
Falender has a 1,385 sq. ft. living area plus a 440
sq. ft. garage. Full line of kitchen appliances in-
cludes a refrigerator. Master bedroom has two
closets, Builder Falender has sold 51 of these
houses in the last 14 months.
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$10,850 MODEL IN SAN ANTONIO has 990 sq.
ft. of living area. Price is the biggest sales feature
of this Quincy Lee model. Buyers like the L-shaped
plan, extra brick on walls, and enclosed garage
items not usually found in houses of this price
range in the area.

0 5 310 15 PR
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$13,900 MODEL IN DENVER by Perl-Mack has
1,013 sq. ft. of living area plus a basement that
includes a finished 39'x12’ recreation room, an-
other 12’x12’ finished room, and a full bath. Other
features include air conditioning and a chain-link
fence enclosing the back vard.

RECREATION

LOWER LEVEL

Fred Farish

0 5

$14,995 MODEL IN NEW ORLEANS, built by
Dover Construction, has 1,182 sq. ft. of living
space plus an attached garage. Buyers like the
big (227x22’) living room and separate dining
area, but the big sales feature is price, which
the builders say is 15% below the local market.
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$22.890 MODEL IN ST, LOUIS {5 air conditioned
and has a fully equipped kitchen. It offers a sepa-
rate dining room, double-doored front entrance,
two patios, and a two-car garage. House has 1,546
sq. ft. of living area. Builder: Kodner Construc-
tion Co.
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$24,950 MODEL IN WESTMINSTER, CALIF.,
has a center hall the full depth of the house. This
creates a feeling of space and zones living and
sleeping areas. Kitchen has all appliances includ-
ing mixing center and ultra-violet deodorizer. The
1,843-sq.-ft. house is built by Alco-Pacific.
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Bob Hawks

$14,775 MODEL IN JACKSONVILLE has 1,165
sq. ft. of living space, and the price includes a cov-
ered rear patio and a 182-sq. ft. screened porch
which is closed off from the street by a decorative
masonry wall. House has three bedrooms and two
baths. Builder: Pearce-Uible.
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$20,400 MODEL IN PALO ALTO has 1,420 sq. ft.
of area and a fully equipped kitchen. Big sales
features are glamorous baths and the big master
bedroom, The builder, American Housing Guild,
has found these features so successful that it plans
to enlarge bedrooms and baths in future models.
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$25,490 MODEL IN ST. LOUIS s built by Fred
Kemp, has 1,861 sq. ft. of living area plus an addi-
tional 225 sq. ft. of unfinished but heated area for
storage or a workshop behind the garage. Biggest
sales features are the dead-end living room and the
12'x22" family room, which are separated from
pach other by the front entry hall. House has four
bedrooms and two baths, and the master bedroom
has a dressing room with two closets. Kitchen has
a full line of appliances.

$18,950 MODEL IN HOUSTON s built by Nor-
wood, has 1,674 sq. ft. of living area. Price includes
air conditioning, nylon carpeting throughout, lum-
inous ceilings in kitchens and baths, and com-
pletely equipped kitchen. The cathedral ceiling in
living room is a major attraction.
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TODAY'S BEST MARKETING AND MERCHANDISING 2

Market research: it can
boost sales a lot
without costing a lot

In today's cut-throat market, only a madcap builder would risk
a major project in a new area without first getting a good
economic picture of the market; finding out what land is avail-
able and where it fits the market, and what kind and price of
housing is being built and sold by other builders; and studying
future projections of population and employment. Indeed, the
smart builder gets all the information he can to guide him in
building the right houses in the right location.

Market surveys of this scope are usually handled by profes-
sional research firms (see “Ten tips on selling the over $30,000
house,” H&H, Mar.). They will be exhaustive, excellent—and rel-
atively expensive, The minimum cost is generally $750 a week
and it can swell as high as $100,000 for a really big project.
(A list of some top-level professional researchers appears on
the opposite page.)

A builder on familiar ground can do his own research

When a builder opens a new subdivision in a familiar market
area, what he needs is not basic market information (he knows
that), but facts like which of his models are selling best, how
could they be changed to appeal to more buyers, and what part
of town are most of his buyers coming from.

Most of this information is right in his own files, his bankers’
files, or is available from previous buyers. He and his staff are
perfectly competent to evaluate it. “And the cost,” as President
Philip W. Moore of First Research Corp. puts it, “can be about
as much as a coat of paint for two or three rooms.”

Here are two case histories of builders who are effectively
using this kind of do-it-yourself research.

Do-it-yourself case history 1: Contemporary Homes

This big St. Louis builder opened its new Robinwood West
subdivision in a part of town where it had never built before.
So the company picked a wide price range ($19,000 to $29,000),
picked the best parcel of land it could find in relation to schools,
shopping, churches, and employment areas.

“We knew the over-all St. Louis market pretty well,” says
Vice President Raymond Bustamante, “so we were sure that
our designs and our prices weren't too far out of the ball park.
But we didn’'t know the details—and it’s the details that make the
difference between a so-so project and a fast-selling one.”

To get these details, Bustamante set up a continuous survey
system to analyze buyers who moved into Robinwood West:
He found who they were, how old they were, where they
worked, what their financial situation was, where they had lived
before, and what houses they were buying in Robinwood. His
sources of the information: the banks that handled the mortgages
and Contemporary's own sales records. These records were easily
available so the cost of the survey was low. “To get it started
took a week or two of my time and a secretary,” says Busta-
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mante. “Keeping it up to date is virtually an odd-moment job.”

Contemporary Homes' do-it-yourself survey produced constantly
improved sales for Robinwood West. Two slow-selling models
were dropped and replaced with models that fitted the sales
pattern shown by the survey—and which sold much better. An-
other slow-selling model was redesigned into a best seller. Sales-
men have more information to work from and are working more
efficiently. And advertising has been concentrated in arsas where
it gets the most results. Survey results were used in four ways:

e Financing: “In effect,” says Bustamante, “we got a lot of am-
munition for our dealings with our mortgage lenders.” The survey
showed, for example, that 59% of buyers’ loans were FHa, and
that the average FHA buyer paid twice the minimum down pay-
ment. The average conventional buyer put down $8,000, and
his loan was only 63%. Six percent of the buyers paid all cash
for their houses, and only 1% took out va mortgages.

Result: Contemporary could show that its buyers were unusually
sound risks, and it has had no trouble with financing.

e Sales information: “The more facts a salesman has.” says
Bustamante, “the better he can concentrate on good prospects
and the fewer possibilities he will pass up.” For instance:

The survey showed that the average age of buyers was 34.7
years; but the spread was from 24 years to 71 years. So Contem-
porary’s salesmen don’t ignore a buyer because he’s too young
or too old. “If he can walk through the door,” says Bustamante,
“he's a real prospect.”

The survey showed that the average buyer income was about
$10,000; but the spread was from $3,700 to $26,000. Contem-
porary’s salesmen used to say that if a prospect wasn't making
over $10,000, he couldn’t buy a house in Robinwood; so they
didn't spend any time with him. Now they know a low-income
prospect may have $20,000 in the bank, so they get his complete
financial picture before giving up on him.

The survey showed that 41% of all buyers were sales execu-
tives, advertising executives, or engineers. “Now,” says Busta-
mante, “when one of these walks in, the salesman knows he has
probably struck gold.”

The survey showed that 78% of all sales were of houses
$24,000 and below. So while salesmen still show the higher-
priced houses, they know that most prospects will buy lower,
and they don’t waste as much time trying to drag them through
the higher-priced models.

e Advertising: “When we found out who our buyers were and
where they came from,” says Bustamante, “we were able to
concentrate our advertising more effectively.” For example:

The survey showed that 35% of buyers came from out of
town. Most were transfers, so Contemporary worked harder on
contacting big companies in the area (and is currently studying
the possibility of advertising in other cities where these companies
have branches or home offices).

The survey showed that in many cases, neighbors in Robin-
wood West had also been neighbors in their previous locations.
This showed that referrals were an important sales tool, so Con-
temporary has since beefed up its repair, maintenance, and post-
sales selling operations.

The survey showed more than half of buyers from suburban
St. Louis and only 7% from the city itself. So instead of in-
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creasing advertising in metropolitan papers, Contemporary put
more in smaller local papers (which have cheaper rates—but
usually higher rates per thousand readers). And when the survey
found one area that had produced an unusual concentration of
buyers, Contemporary passed out handbills there. “These have
been very effective,” says Bustamante, “especially in apartments.”

® House design: At the end of 1961, the survey showed, 41%
of Robinwood’s buyers were second-time buyers; today the figure
15 up to 60%. “This has led us to put increased cmphasis on
quality,” says Bustamante. “Our buyers have been through the
mill and they know what they want.”

The survey also has had heavy impact on what models Con-
temporary offers. Bustamante determines the sales record of a
model by comparing the number sold with how long it has been
on the market. For example, the best seller sold at the rate of
one every six days, the worst at the rate of one every 27 days.
“The poorest model turned out to be the lowest-priced model.”
says Bustamante. “Even the lowest-income buyers didn't like
it. So we closed it out. The next lowest-priced model also did
poorly. We made design changes in this one and put it back
on the market. Now, it's one of our most popular models.”

The survey showed that the highest-priced house was not being
bought by people with the highest incomes. “We decided that
if most of the people who could afford it didn’t want it, it
couldn’t be a very good model,” says Bustamante. “So we with-
drew that one too.” Both the lowest and the highest-priced houses
were replaced with models close to the $22,500 average.

The survey showed (as noted earlier) that the average Robin-
wood buyer had two children; but many buyers had up to six.
So Contemporary designed and built a six-bedroom house aimed
at larger families. “The weekend it opened,” says Bustamante,
“there were nothing but station wagons on the project.”

Do-it-yourself case history 2: Bennett & Matthews

Last year, when this Bethesda, Md. builder opened its 376-
house Carderock Springs project (price range: $30,000 to $38,-
000) it had three market research surveys to guide it: 1) a
statistical and financial analysis of 530 families within a radius
of three miles made by Lusks Real Estate Records (at an annual
subscription cost of $100; 2) review of sales records for Flint
Hill, Bennett & Matthew's last project in the same area; and 3)
a questionnaire sent to Flint Hill residents. (Both the review and
the questionnaire were handled by the company's own staff at
an estimated cost of $1,000, and the company is now consider-
ing adding an extra man to the staff just to handle research.)

Results? Says President Edmund Bennett: “Sales in Carderock
Springs are running 100% ahead of sales in Flint Hill for the
same period of time. The fact that we are selling better means
that we are hitting our market more accurately. And that's what
market research is for.” Here are the more important results of
Bennett & Matthew's research.

® Financial: “Because we were able to give our lenders a very
complete picture of who our buyers would be,” says Bennett,
“we were able to borrow at a very low cost for our first section
of 76 houses. We got a $1.3 million package that included land
developing money, construction money, and a firm commitment to
make the permanent loans.”

® Sales: Bennett's survey of Flint Hill indicated that most Carde-
rock Springs buyers would be college graduates and many would
have advanced degrees. (In actual fact, the first 40 buyers in
Carderock Springs had an average of 5.7 years of college.)
“We knew we should have salesmen who could deal comfortably
with buyers of this educational levei,” says Bennett. “‘As it turned
out, our two best salesmen have Master’'s degrees. We've just
hired another salesman, and he's working towards his Master’s.
We feel that this is a definite advantage.”

® House design: Questionnaires sent to Flint Hill residents asked
what they would like added to their houses, and what features
made them unhappy. The answers influenced the design of Carde-
rock Springs models. For example: The survey showed that 60%
wanted central air conditioning; and further, that when it came
to a choice between air conditioning and a screen porch at half
again the cost, buyers preferred the air conditioning. The result:
screen porches, standard on most Flint Hill models, were elim-
inated at Carderock Springs in favor of an open rear patio and
central air conditioning.

The survey showed that in the Bethesda market, the least im-
portant feature—the one that buyers would give up first—was
the garage. So Bennett has eliminated the garage as a standard
item on four of six models, now offers it as an optional extra—
and 60% of his buyers don't take it.

The survey showed that virtually all Flint Hill residents wanted
either a fourth bedroom or a study that could be converted to a
guest bedroom. So five of the six Carderock Springs models now
have a dual-purpose room for sleeping or a study.

The survey showed that eating space in the kitchen was a must.
“We had enough room for eating in our Flint Hill kitchens,” says
Bennett, “but it wasn't clearly defined. In Carderock Springs we
separated the eating area from the food preparation area by a
counter and put an extra light fixture over the eating area. It's
still the same size kitchen, but people like it much better.”

The survey showed that buyers in the $30,000 to $38,000
price range were concerned with the entrance to their houses.
“They wanted a big, gracious entry hall,” says Bennett, “and a
well defined outside area, not just a little concrete stoop. So we
designed bigger entries for our Carderock Springs houses.”

The survey showed that Flint Hill residents objected to a single
run of stairs in two-story models; it looked too forbidding. So at
Carderock Springs stairs are double run with a wide landing.

Bennett & Matthews are continuing their market research in
Carderock Springs as they build, and making changes when they
are indicated. As standard procedure, they now ask each buyer
to fill out a buyer profile—a questionnaire that includes his vital
statistics and also asks what features of the house he likes best,
what features he doesn’t like but accepted to get the house.

“We've made two major changes in Carderock Springs as a
result of these profiles,” says Bennett. “We dropped one model
that didn't have a basement. All our models now have basements.
And we did major surgery on a split level which, our buyers told
us, didn't have enough storage but had a more-than-ample liv-
ing room.” Solution: Cut down the size of the living room from
14’ x 23" to 15" x 19, and put a basement under the living room
wing, Additional cost: nothing, (Notes Bennett: “This house
taught us a lesson. We designed it to minimum storage specifica-
tions, and now we know that the minimum is not enough”).

T

Nine consultants who specialize in homebuilding market research

Apartment Research Consultants Louis Harris & Associates L. C. Major & Associates Inc.

3301 Richmond Ave., Houston 6 350 Park Ave., New York City 155 N. Lapeer Dr., Los Angeles

Community Research & Development Inc, Morton Hoffman Real Estate Research Corp.

14 W. Saratoga St., Baltimore 1 Morris Bldg., Baltimore 78 W. Monroe St., Chicago

First Research Corp. Sidney Hollander Associates W. R. Smolkin & Associates Inc.

230 Park Ave., New York City 315 East 25th St., Baltimore 505 International House Bldg., New Orleans
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TODAY'S BEST MARKETING AND MERCHANDISING 3

The economics of models:
how many, what kinds,
how much should they cost?

Builders today are scrutinizing their model-house display costs
as closely as their production costs. Reasons: Some are building
in more places, and most are building in more price classes—
so they must build more models. “And model houses are not
cheap,” notes Builder Alfred H. Mayer of St. Louis. Mayer used
six models to sell 165 houses last winter. “Yet,” he adds, “selling
from furnished model houses is the only way to sell houses
today.” Like many builders, Mayer is finding new ways to cut
his model-house costs (for one example, see Model Cost Cutter
3, below),

One builder who has analyzed model-house costs thoroughly
is Donald L. Huber of Dayton, chairman of the NaHB marketing
committee. Says he: “Many builders are fooled into thinking
furnishing models is costly, but furnishing is neither the greatest
cost nor the last cost of a model house. The biggest cost—and
the one builders must watch most carefully—is the cost of main-
taining the model, the cost of keeping it open for display.”

Huber figures each model costs him over $5,000 a year

Huber breaks down his total annual cost for a model (in the
$16,000-and-up price range) this way:

$1.200 for furnishing. Huber estimates this is the minimum
average cost builders should spend on furnishing a single model
open for a full year. He spends $3,600 for a complete set of
furniture, but uses it for at least three years. (Some builders use
furniture up to five years; St. Louis Architect-Builder Fred Kemp
has kept some contemporary furniture for eight years. For more
details on the costs of furnishing—and how to cut them—see
page 124.)

H&H staff

MODEL COST CUTTER 1: Rather than build a
new model, Mackay Homes sometimes gives an
old model a new look. The model above was
revamped, see right, by changing the porch
columns, the fenestration, the wainscoat treat-
ment, the garage doors, and the landscaping.
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$800 net cost for additional display. For Huber, this includes
decorator’s fee, floodlights, landscaping, music in the model
houses, and signs out front. “Our total costs for these items run
to $1,300 but we usually get back about $500 by selling the
landscaping and terrace to whoever buys the model house when
we close it out. So our net cost is usually about $800.”

$3,300 for maintaining the model. “This cost is much higher
than most builders realize, because they fail to account for all
the expenditures in keeping a model open.” His maintenance list
includes: insurance, taxes, interest on construction loan, wash-
ing and vacuuming floors, repainting walls, repairing broken glass
or marred casework, mowing grass, removing snow, providing
heat in winter, air conditioning in summer, lights on at night,
telephone, replacing knickknacks, and sprinkling the lawn.

Total cost: $5,300 a year per model.

Says Huber: “You can see graphically how much you can spend
to display a model house by charting the total annual costs of
furnishing, landscaping, and maintaining it against the total num-
ber of houses you hope to sell” (see graph above). Huber points
out that the leveled-off portion of the graph helps determine the
broad cost limits within which a builder must work. “The graph
makes it obvious that you must sell somewhere between 20 and
30 houses to get the per-sale cost of a model below $200. And
even that figure is awfully high. You've got to ask yourself: Is
it reasonable to ask a buyer to pay that much for the privilege
of looking at a house? Probably a cost between $100 and $135
per house is more reasonable. If you sell 40 houses, your costs
drop to $132 per house.”

Says Lakewood, N. J. Builder Robert J. Schmertz: “We figure
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one model should sell at least 50 houses; after that the model is
amortized and every extra sale brings in an extra profit.” Most
top builders tend to agree that one model house is needed for
every 30 to 50 houses to be sold. But . . .

How many models should a big-volume builder have?

Two models will not let an 80-house builder show the variety
he normally plans for his community. Thus most builders in this
volume bracket call three model houses a minimum.

How many models are needed to sell 150 or more houses?
Opinions vary: Veteran Builder Ray K. Cherry of Los Angeles
suggests three are enough. “You can determine public reaction
from three houses and build one or two more if necessary,” he
says. St. Louis’ Mike M. Kodner suggests four models for 150
houses: “You need that much variety in today’s competitive
market.”

How many models do you need to sell over 200 houses? Says
President Harold Gootrad of Dover Construction Co., which
builds in Minneapolis, New Orleans, and Chicago: “It takes
five basic models with two or three elevations apiece to sell
from 200 to 300 houses. Over 300 houses, we usually add one or
two additional models depending on the volume of sales.”

Most builders agree that six houses is the upper limit for a
model display. “Above that number.” says Kemp, “you only in-
troduce buyer fatigue and confusion.”

But some successful builders flatly dispute this figure: Ameri-
can Housing Guild, building in San Diego, San Francisco, and
Los Angeles, has used from seven to ten models in a single loca-
tion. Phoenix Builder John Hall uses seven models in each of
his locations. Says Columbus Builder Warren E. Wittman: “We
base the number of models we build on the number of sales we
plan. We’ll build almost any number of models to sell out faster.”

Model houses are not the only cost of a model display. Many
builders spend hundreds (or thousands) of dollars for product
and quality displays, color-selection charts. One builder who has
cut these costs is United Homes" Herman Sarkowsky, who had
his ad agency devise demountable displays that he could move
from job to job (H&H, Jan.).

E.D. Young
1
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MODEL COST CUTTER 2: Columbus Builder
Warren Wittman builds three model houses, but
to show the variety of exterior variations he
offers, he displays models and half-models
(mounted on the wall). This technique is much
more effective, he says, than the usual rendering.

MAY 1963

How much more do models cost than production houses?

Builders’ estimates run from nothing extra to 50% more. St.
Louis Builder Mayer’s estimate is probably close to the average:
“It costs 15% to 209% more to build a model house than a
production house.” His reasons: overtime or working in foul
weather to meet opening day schedules, workmen's unfamiliarity
with the plan, last-minute changes.

How often should models be changed?

The easy answer is that they should be changed when sales
slow down. But many builders change models for other reasons:
American Housing Guild regularly drops its slowest sellers and
adds new models to keep as many model houses as possible
pulling their weight. But Fred Kemp cautions against too-quick
changing of models: “We analyze a sales drop-off. If everyone’s
sales are slow, we don’t think that’s a reason to change models.
If a split entry suddenly becomes the hottest model in town, we
try to analyze the reasons behind it. Sometimes people don’t
buy a house because they particularly like this kind of house;
I suspect more often they buy it because it offers them something
they want—Ilike more space.”

How wide a variety of models is needed?

The general rule is to follow the local trends, but Dover Con-
struction, building in three far-flung markets, uses the same
models everywhere (except that it adds split-level and split-entry
models in Chicago). Says Dover’s Harold Gootrad: “It's best
to go into a market with straight rectangular one-story houses,
some L-shapes, and a two-story colonial. We're finding that local
markets aren’t nearly as local as most builders think they are.
Besides, when you build too many different models, you
give yourself all sorts of procurement and scheduling problems.”

St. Louis Builder Mike M. Kodner has this advice for smaller-
volume builders on the variety of houses to build: “If I were
building only 50 houses, I would start with three- and four-bed-
room, one-story houses—with full basements. And then see where
the market took me.”

Neil Sauer
=

MODEL COST CUTTER 3: St. Louis’ Alfred
Mayer offers three-, four-, and five-bedroom ver-
sions of several models. He builds one version,
displays in it drawings (left) which clearly show
the differences in the bedroom-area floor plan
of each version.
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TODAY'S BEST MARMETING AND MERCHANDISING 4

The location and siting of

model houses for sales impact

is fast becoming a science

The model-house display areas of most of today’s successful build-
ers are strikingly similar in planning and merchandising concept.

Thus it seems that—just as furnished model houses gradually
became a standard merchandising tool for most top builders—prin-
ciples of setting out the models are also becoming standard:

I. More builders are locating their models on or close 10 major
thoroughfares. Thus the houses serve as giant billboards and per-
form part of the advertising function. So important is location near
a heavily-traveled route that some builders buy highway frontage
a mile or more from their building site. Says Alfred Mayer, St.
Louis builder who has sold successfully from models displayed in a
shopping center parking lot: “Added exposure overcomes the dis-
advantage of not being able to show lots then and there.” Last
winter Mayer sold 165 houses from a highway site (opposite page,
above), used flags on distant lots to show buyers where their houses
would be built. The highway marketing technique, widely used on
Long Island and copied by shell housers and odd-lot builders, is
spreading rapidly among merchant builders.

2. More builders are placing their models in park-like settings.
This has a double-barreled aim. It gives the models maximum
visual impact, and at the same time, paints a picture of what the
community will look like. Says Hal Gootrad, president of Dover
Construction Co. (which has sold more than 300 houses in New
Orleans since last Thanksgiving): “Most higher-income buyers can
visualize the emerging character of a neighborhood. But with lower-
income buyers it's smart to use the model area to show just how
a community will look when it's finished.”

3. More builders are planning their display areas to minimize
sales effort. Prospects are left to roam through the models, but must
pass by or pass through a sales office to leave. More builders are
discovering that buyers help qualify themselves by addressing a
salesman or by comments made when looking at displays.

4. More builders are concentrating models in smaller areas.
Again, this has a dual purpose: It creates more sense of excitement
even when only a few people are in sales area, and it makes it
casier for people to see all the houses without getting tired. Paths
crossing the front lawns of houses cut down the walking distance
and tend to keep traffic flowing in a single direction.

5. More builders are discovering elaborate planning and dis-
plays help reassure prospects of the builder’s good intentions and
integrity. Says William Becker, marketing director for Robilt Inc.,
Lakewood, N.J. (70 sales in January and February): “Many of our
prospects are from New York City, and don’t know our reputation.
We can see that our model area and displays create an image of
a reputable and experienced builder that prospects can trust.”

The drawings at right show the layout of six successful model-
house display areas.
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CUL-DE-SAC LAYOUT of six model houses minimizes the distance prospects
must walk, makes all models visible from anywhere in the area, In this plan
by Bell & Valdez, Seattle (which sells in the $25,000 to $32,000 range), the
cul-de-sac has been landscaped with a central mall. Paving it will convert
the area to a residential street when the models are sold. House at left
includes the sales office. Parking is out of drawing, foreground.
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MODEL LAYOUT BEHIND A SALES OFFICE guides traffic to or from the
parking lot through the sales-display pavilion. Landscaped walkways are in
a winding pattern that makes the stroll along the models more interesting,
and moves visitors far enough away from the houses to provide a full view
of each one. Dotted lines indicate future streets. This is Alco-Pacific’s model
area in Los Angeles. Price range: $25,000 to $28,000.
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LAYOUT ALONG A MALL creates park-like atmosphere, encourages leisurely
inspection of the houses. Parking area, located narrow end to the highway,
tends to appear crowded with only a few cars, creating a sense of sales

excitement and urgency. Signs explain that mall walkway will be replaced .

by a road (dotted lines). This is a display area used by Alfred H. Mayer Co.,
St. Louis, which sells houses from $19,390 to $27,490.
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| ONE-SIDE-OF-THE-STREET LAYOUT used by Robinwood Homes, St. Louis
(price range: $20,000 to $30,000) has walkway across the lawns to cut walk-
ing time. Sales offices command views of traflic and parking. Five modsls

‘ (one more than here) is generally considered the top number that can be

‘ placed in a single row. More than five makes the walk back to the sales
office or parking lot too long.

AROUND-A-CORNER LAYOUT, like the cul-de-sac plan, is compact, offers
a good view of all models from the sales office. A fence forces all traffic
past the street on which the models are situated to a parking lot. Entrance
to the model areas is through the sales-display area and there is a play-
ground for children. This is Robilt Inc.'s area in Lakewood, N.J. Houses
are priced from $10,990 to $15,990.
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BOTH-SIDES-OF-THE-STREET LAYOUT also concentrates models in
compact area. This is Dover Construction Co.'s model area in New Orleans
(prices: $13,995 to $16,495) Company officials figure that this tight layout,
by concentrating the crowd, creates an “anxiety to buy.” Vacant lots are
for future models. All visitors are forced through the sales office on the
way to the models.
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TODAY'S BEST MARKETING AND MERCHANDISING 5

The cost of furnishing models

can be cut—and
without sacrificing impact

Gone are the days when alert homebuilders of any size question
whether or not to furnish model houses. Today the question is
how to furnish at reasonable cost, yet in a way that will have real
impact on prospects. Quite a few smart (indeed fascinating) an-
swers are coming from the builders and their professional decora-
tors and other consultants.

One of the most fascinating: San Diego Builder J. R. Shattuck'’s
House of Hand-Me-Downs. Shattuck drew thousands of visitors
to his new $13,995 Brierwood model with this kind of advertis-
ing copy:

“It’'s one thing to buy a home...but quite another thing to
furnish it as beautifully as the model home which you bought.
Many of the economy-priced model homes you have seen around
San Diego have many thousands of dollars worth of furnishings
in them, more than most people can afford. In our House of
Hand-Me-Downs, every piece of furniture and accessory has been
bought for just under $1,000 . . . Many used pieces have been
refinished, others rebuilt. It is the same furniture that you could
buy. Our little experiment proves one thing: with a little common
cents, a little time and effort, you too can furnish your home
beautifully on a modest budget. Come in and ask for our printed
detailed price breakdown on all items.”

Furnishing with second-hand and rebuilt furniture is, indeed,
a practical and merchandisable way to cut costs (though Shattuck
could hardly expect to win many furniture-store friends with such
promotion).

Standard tricks of the trade: reuse, resell

Warren E. Wittman in Columbus, Ohio, estimates he cut the
costs of model house furniture 80% by arranging to resell the
furniture to the furniture store, which then sells it as floor samples.
Wittman’s model furniture cost for nine months: $1,200.

Bert L. Smokler in Detroit recovers some of his model-furnishing
costs by selling the furniture to buyers when he no longer wants or
needs it. This is common practice. But Smokler has refined it for
greater effect. First he gives his homeowners a chance to buy the
furnishings at a “private sale.” Next he offers the items to everyone
in the area (via door-knocker circulars distributed by newsboys).
Finally he runs classified ads. He recovers from 60% to 80%
of his costs this way.

Meyers & Lazeau of Jacksonville, Fla., spend about $4.000 per
model for furniture, use drapes over and over again in successive
models. But curtain rods are never removed from the old models
because the cost of removing them and repatching walls is more
than new rods cost.

Hewlett-Hunt in Memphis leaves the drapes hanging in models
and always manages to sell them at 50% to 75% of cost.

Mike M. Kodner in St. Louis gets his drapes free in return for
supplying the names of his buyers.

124

Kavanagh-Smith, which builds in nine North Carolina cities,
holds down furnishing costs by what it calls focal decorating—deco-
rating just the corner of a bedroom with table, lamp, and chaise
lounge with women’'s gown draped over it; or a corner of the living
room furnished for a man’s reading and smoking comfort.

Barbee Winn, wife of San Antonio Builder Murray Winn Jr.,
can reel off a long list of cost-cutting furnishing tricks. Among
them: She buys furniture that can be used in different models
in different ways, like low chests for a living room that, with legs
unscrewed, can be used as bedside tables in a master bedroom.
She picks up many items “at a fraction of retail price” by buying
at warehouse clearance sales. She gets book jackets from a library,
has them stapled to the backs of booksize wood blocks—"and
presto, instant books, with no worry about pilferage!”

Mrs. Winn is an exception to a rule that most builders have
gradually accepted: It's seldom wise to let wives furnish your
models. Most builders today get professional help from independent
interior designers whose services sometimes come free with the
package of furnishings from department, furniture, or paint stores.

For some builders, leasing is the answer

An outstanding example: a sale-leaseback arrangement made
by Salt Lake City’s Alan Brockbank. Here is the story as told by
his sales manager, Scott Taggart:

“We always used to get some store to furnish our three models
in return for buying carpets and drapes. But we had problems.
First, they would sometimes pull out the furniture suddenly, to
replenish their stock. Second, they would flood the models with
their signs. Third, their salesmen would bring customers out to
the models, sell some items and pull out these pieces, then not
replace the missing furniture for several weeks. Finally, we
seldom got the right furnishings.

“So we bought our own—3$50,000 worth over several years.

“Last summer we opened ten models and hired a decorator.
He used some of our furniture—about $23,000 worth—but before
we knew it he had run up $33,000 worth of bills for new furniture.
Now, $83,000 was just too much for us to tic up in furnishings.
So we worked out a deal with a firm that leases office equipment:
It paid the $33,000 of bills and gave us $23,000 for our old
furniture used in the models. We got rid of all that we owned.
We lease back the firm's $56,000 worth at $1.200 a month for five
years. At the end of that time we can buy it back for 2%. Under
this plan, we spend only $120 a month per model, tie up none
of our much-needed capital, and have the right furnishings. We
replenish the furniture frequently. Several buyers have bought
models with all the furnishings. They write a check to the leasing
company; we buy a lot of new furnishings for the mext model,
and send the bill to the leaser.” As the picture (opposite, lower
left) shows, each Brockbank model is handsomely equipped with
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ALL FURNISHINGS in this Petersen & Moretti model in San Mateo, Calif.
are obtained by lease or at low cost by furnishing service firm,
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COSTLY FURNITURE in Alan Brockbank model in Salt Lake City is ob-
tained at relatively low expense through a sale-leaseback deal,

some $5,500 of leased furnishings which he can eventually buy
back for about $110.

Another leasing arrangement is being used in the San Francisco
area by a dozen builders, including Petersen & Moretti, Brown
& Kauffmann, and Don Stone. The leasing firm, Color Service,
(headed by Richard Zukin), not only leases all furnishings, but
provides free decorating services for buyers, and sells optional
extras.

Says Builder Robert Moretti: “One advantage of this plan
is that Color Service frees our salesmen of the problem of helping
buyers pick colors. Salesmen aren’t good at this, and are afraid
to criticize the buyer's judgment. At each of our locations, one
bedroom in the sales office model is set up as a color selection
room, and Color Service sends one of its seven decorators out
to advise our buyers, in two-hour appointments. These trained
people handle all the choice of options like built-in vacuum
cleaners, carpets, intercom systems, draperies, and the like.”

Color Service’s main income comes from its sale of optional
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OIL PAINTING in the dining room of this Saunders & Treishmann model
in San Antonio was rented at low cost from art gallery.

furnishings—over $500,000 worth last year. It pays a percentage
of its gross sales to the builder, which helps cut his furnishings
cost.

Month-by-month rental is another common cost-cutter. A
typical example: Builder Edmund J. Bennett's arrangement with
Modern Design in the Washington market. Says Bennett: “To
conserve on capital outlays, we are renting furniture for three
models at 1%2 % of the value per month. This assures we will be
able to get the right furniture. If we owned furniture, we would
tend to make do with what we have in each succeeding new model.”

NAHB President W. Evans Buchanan and half a dozen other
Washington builders rent furniture at $100 to $150 a month
from Maurice Blanco, Nsip, who extends these extremely favor-
able terms in return for sales to the builders of carpets, drapes,
bedspreads, and other soft goods. Blanco's Jacmar store has had
a spectacular increase in sales volume in the past eight years,
thanks almost wholly, he says, to the display of his furnishings
in model houses.

continued
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ONLY $850 was spent for all furnishings in the living room of $14,000
model built by Ellison Homes in San Antonio,

There is no one best way of obtaining furnishings to suit every
model house operation. The question will probably never be
settled whether to rent, borrow, lease, or buy . . .

But most builders still buy their furnishings

And there is no doubt that this is one of the best ways to get a
really top-notch furnishing job. Evidence: the furnishing in the
three models shown above, all the work of interior designers on
the staff of Honigblums, San Antonio’s prestige furniture store
which has worked with many big and small merchant builders for
years. Honigblums® six interior designers have won numerous
awards over the years for such work (including two awards in the
1961 interior design competition co-sponsored by H&H).

To get this Honigblums’ service, builders agree to buy drapes,
carpets, and furnishings at a builders’ discount (though some
furnishings and accessories are sometimes loaned to builders). The
designers work with the builder on his models from the time the

yeabuiz

$1,000 OF FURNISHINGS were used in living-dining area of $16,000 model
built by Saunders & Treishmann in San Antonio

$1,500 OF FURNISHINGS were bought by San Antonio Builder Tom
McGovern for use in the living and dining areas of $28,500 model.

architect begins to draft his plans.

The store ties in its advertising with the builders it serves. All
its salesmen visit the models so they can readily discuss decorating
problems with buyers who come to Honigblums for advice. The
tie-up with the prestige furnishings store is helpful both to custom
builders like Tom McGovern and larger developers like Ray Ellison
and Saunders & Trieschmann.

This work with builders benefits the store, too. Says Howard
Honigblum: “It is expensive for us, probably costing $1,500 in
decorators’ time, insurance, and other expenses. But it has certainly
paid off in sales to thousands of customers who have seen our name
in all the builder models we have furnished and decorated in the
past nine years.

On the other hand . . .

It obviously makes sense to keep furnishing costs as low as
possible, but some of the most knowledgeable merchandisers of

HOUSE & HOME

e

ueueyang ‘s 7




“1auniop dnd pauoruodoid [[am pue ‘siysi| dol yum Kemioop passasal 'Sjudp ‘spieoqde]d molieu ‘Jool daals sapnjoul N9DIS3A TVINOTOD JIANIHLNY

Jsapes dn daay 0 aiyged) ySnoua 18 juop am
‘skep 0 A12A2 s3] B [apow ysaij v uado juop am Ji eyl
punoj aAapy,, :ieak siy) ajowold pue ysiwing [jim (€961 ur
$3SNOY (E| [[os 01 519adxd oym) UB|[INOW 1Byl S[2pOL IN0J
Jo 2uo SI 11 “(000°SLS ©1 OON'0ES wolj AFuel sasnoy Iayo
SIY) Q0S‘T+§ e pooud s—[apow pauonipuod-iie ‘pajway
A[eainadja ue—asnoy suidaayesnop] poorn SURINOW
(79, "uef ‘H¥H 2as ‘uonowold auizedew 138 01 Moy J0g)
1 noge Suryjel [us axe aidoad pur ‘ofe sivak jo ajdnoo e
asnoy aurzedew e pip 2y 28nsaxd 1o 1s00q [[im 1 ‘queiioduwr
aJow ‘ng ‘spmoid no Sullq [pm A10)8 Supdaayasnoly poor)

YL, :UOISNOH JO UB[IADJA Uuua[n) ‘Iap[ing ayi sies
‘00 1amod ¥ Sunydi] uoisnoy aYy) wodj pie SUISILIDAPE Ul
00S° 1S 2A12021 1A 1 ‘SWOY OJLIINI-[[B ‘UOI[[EPI PIOD ®
se puy -auizefew Suidaayasnopy poof) JO dNssl aunf ay) ul
£101s 1005 ‘ofed-z| B ul painjeaj aq [jim 3] ‘suoijowoid

APISINO OM] JO aTRJUBAPE YY) SBY MO[2( UMOYS aSnoy ay L
‘Suisipueydoiow 10 piv
[eIoURUY Ssopnjoul uajo osie g Aued payy paziufosar v
jo [eaoadde ay) ynm asnoy Inod sdwwis Ajuo jou—suone
-I20SSE 9pel} 10 ‘SIAIOBJNUBW ‘Saijinn ‘saulzeSewl Iawns
-u00 2q Aay Jayleym—siapisino £q djoy [euonowoid puy

apisjno woJij uonjowo.ld poo3
uey} japouw 1noA o}
a313sa4d aiow sppe 3ulyjoN

w ONISIGNYHINIW ANV ONILINHVW 1S538 S:.AVAOL

‘ued siyy) 1opun Suinnbov uaaq aavy s1adng s j[eH
aIMuInNg Jo sunowe ay) uo paseq ‘0pss$ :19Anq Iyl o) sSulaes
PajeLunsy ‘AWOH JJeId[[EH ®B sAng oym auoiue 0] Yo paiyi-auo e
sAuIysILINg [[as 01 paaide sey a10)s ay) id ur-an v ul siapng
Iay1o ueyl Jayung dajs e auod sey pue ‘alols [B20] ¥ WOLJ dINjIUIN
SIy 198 o . 9qqissod se Juniaoxa se wayl ayew 0] AIessasou olom
1241 J1 Op | se way)] uo ysnuw Se adiml puads p. 1ey) juepodu
OS 2I¢ SAPOJAL,, :SAES ‘Iap[Ing 152831q S XIUA0YJ mou ‘[jeH uyor

‘pred ay 1eym JO 950/ JO AFRIAAER U SIA0DDI
pue 31 s[[as ay ‘Ajjenmudayg ‘oseyoind oyl yim 231 adjalas Fur
-121000p §128 ‘2Imiuing sty [[v sAnq [[0oSLIC] WRI[IA Ja8eunjy sajes
'SANID BIUIOJi[ED JaYl0 pue eS0jRIES Ul S[3pOW SAWOH Aeyorpy JO
Supystuing ayl ur Sununs ou si 319yl ‘smoys aaoqe ojoyd ay) sy

'§1500 asay]
10 00s$ sdeyiad youq s198 ng “212 ‘yuawdinba aoigjo ‘soned ‘Sur
-deaspue| ‘syydipooy 10j asnoy Jad g’ 1§ Joyloue spuads ose ay
"s122A 92141 10] 11 sasn ‘sBulysiuing Jo [njasnoy v 10J 009°'c sAvd ay
'Siseq [enuue ue uo [dpolu duo Fulysiuing uo puads pjnoys siapjing

'SIeak OM1 INOQe UMOYS aq [[Im [2pOJN “12p[ing
ayl Aq paseyaind pue 21038 juswipiedap SUOSYIR[ JO WONSPUES S| JauFisa(y

MEWS 1500 2FEIGAR WNWIUNY 3Y] §1 [2powl e Fuiysiuing 10J 1502
00Z°I$ umo siy saandy Jaqny “(pz/ 'd 2as) 1 Suiysivang Ajeniul
10j op noA ueyl uado asnoy japow ayy Suidaay siseq [enuue ue uo
Lsuow arow puads nok ‘ajer Kue je puy ‘ured nok uey) alow 250]
noA ‘Fuysiuing uo [asiys noA J ‘[[e 1e jou 10 JyFu paysuning aq
PINOYs asnoy [apoul y,, 1838k Jaqny “H peuo(] Japjing uolie(g
«'01 2ary nof jeym puads nog ‘sisod Suiysiuing ayy umop pjoy
0] All udAd juop nod ‘St qol ay) op o] ‘[apowr ysea wiodap
PU® ysiung 01 000'01$ JO IFRIAAR UR PIISIAUL DABY M., i)
“I2ISUILLISIAN 0 UONONIISUO) DYIdR 0J]Y JO UOWO[OS [V SARS
‘000°9$ ©1 000°€§ WoIJ SIS0 B paysiuing
are (0€6°'61$ ©1 001°01$ woiy paoud) spppowr sty | Suiyord
jo 101 ® pue ‘siuiddoys omy ‘Sureoy auo Fuiaes Agaidayl—uo1j0d
aje| Funued noqe 25epe Plo Ayl JO AW SPUILUAT S18UI0d Fumna pue
vare siy) ul Surdwiyg ‘os Apysu pue ‘aalsuadxa si sawoy [apouu
Sulysiuing,, UOJSNOH ‘SAWOH POOMION JO wWopQ Anny sieg
'§1802 Arpdsip-jopow 100 01 Lem ySu
3yl SI $1809 SHUIYSILING FUNIND JBY) PIJUIAUOD JOU 218 SASNOY Mau

Jouajug £q payord a1am sTuIysIuIng Jo 221042 ‘awayas 1010 ‘Je) ‘edoivieg ui
[Ppow (()('8E$ SPWOH ABNOEJ 2pISUl pasn 2ie SONIHSINENA 40 000°9S

uneag jsaudg



g e

LIVING ROOM is finished and furnished to create an atmosphere of inviting

warmth, Fl is brick, paneling is natural-finish pine.
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~ FRONT ENTRY is floored with brick (finished with hot wax and buffed). STUDY opens off front entry, can also serve as second downstairs bedroom.,

Door at left leads to downstairs bedroom, one at right to dining room. Carpeting, drapes, and book shelves are included in base price of house.

FLOOR PLAN is laid out around center halls on
both floors, has good separation of areas.
McMillan's next house from this plan will have
an additional bath off the master bedroom.

DINING

BEDRoOOM

EDROOM
M 5

BEDROOM SITTING

f ROOM

Photos:  Lisanti

COMPARTMENTED BATH has 6'-long vanity KITCHEN CABINETS, built on job, are pine. KITCHEN APPLIANCES include double oven,
with ceramic countertop and backsplash, Counters are ceramic tile in diagonal pattern. range, dishwasher, disposer, and range hood.
MAY 1963 131
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TODAY'S BEST MARKETING AND MERCHANDISING 7

A week with a top sales manager:

72 hours on the job, steady
pressures, $432,000 in sales

Today the sales manager who simply peps up salesmen and closes
sales is an oddity—and probably a flop.

The true professional is involved in every phase of merchant
building—from land buying to satisfying customers’ complaints,
from market research to financing, from construction to adver-
tising, promotion, and public relations.

Typical of the top pros is 41-year-old James Walter Murphy,
picked by his peers as NAHB's 1962 sales manager of the year.
Murphy, a graduate lawyer who no longer practices law, is vice
president and sales manager of B. L. Smokler & Co. of Detroit,
which builds in eight Michigan cities. He directs a 22-man sales
staff that last year sold $10.5 million worth of houses—a 25%
gain over 1961. This day-by-day account of one of his recent
work weeks is laced with ideas other sales managers can use.

Monday

Murphy’s week began at 8:30 A.m. when he dictated “Monday
morning headlines,” a flash report to all employees on the pre-
vious week's sales (broken down by models). His report also
itemized all supporting advertising, told how many lookers it
drew to each of ten Smokler sites and what sales could be cred-
ited to it. From this, Murphy prepared a more-detailed weekly
sales report for President Bert Smokler and other top executives.
Next came a meeting with Vice President William Berman (a Harv-
ard Business School graduate) and one of the two ad agencies
Smokler retains to discuss the four projects handled by the
agency. Everybody agreed on plans to frame and hang photos
and biographies of each salesman in the model houses. The idea:
“To give visitors the feeling they know a salesman before they
meet him.” Also discussed: a book of testimonial letters to be
kept in each model, the use of suppliers’ demonstrators on week-
ends, ad themes, and schedules for each subdivision.

Right after lunch (sandwiches and coffee at their desks)
Murphy and Berman met with the second ad agency (it handles
six subdivisions) to plan a model opening.

The meeting ended by mid-afternoon. so Murphy dictated con-
gratulatory letters to 17 new buyers, checked credit on eight
firm weekend sales so they could be released for construction,
and went into his third meeting of the day. This one was with
Berman to go over plans for a new company office and ideas for
two new models. Dinner with Smokler, Berman, Carl Kraeger
(vice president for outstate operations). and Purchasing Agent
William Pitts wound up the day. They ate and talked until 10:30
when, says Murphy: “I took my ulcer pill and went home.”

Tuesday

Murphy made a late start—“I didn’t get to the office until
9:15.” In short order, he approved a sketch of a subdivision
entrance, asked the designer to get township approval, phoned a
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salesman for credit data needed to save a rejected deal, called
the mortgage company to request an increase in valuation on a
custom house, and interviewed three girls for a sales-office job.
One of the ad agencies came in with revised budget for a cam-
paign to kick off a new subdivision opening. “As usual, the
agency wanted to spend more, and I wanted to spend less,” says
Murphy. “So we compromised: we'll spend less.” Then came a
few minutes to hear an insulation marketing man describe a new
promotion for Murphy to consider, but this was cut short by
Smokler who wanted to discuss a pressing need for land priced
low enough to take inexpensive townhouses. (Land has always
been Smokler’s department, but the company’s fast growth means
Murphy will have to lend a hand—in his spare time, of course.)

Emergency . . . a hospital reported one of Murphy’s salesmen
—at Golf Manor—had fallen and broken his leg. Murphy called
his best part-time salesman, sent him out to open the model.
That crisis met, he phoned sales managers of two big competing
builders to compare weekend results. Adding their sales to his
gave a pretty accurate picture of the local market. Then he drove
out to two subdivisions to inspect models, look over salesmen’s
prospect lists, and recommend approaches to different prospects.
The salesman at one project urged some additional paint colors
and a change in bath fixtures. Murphy agreed, called the purchas-
ing agent and told him to order the fixtures. One small delay:
A buyer needed a move-in date, so Murphy phoned the superin-
tendent for a completion date, checked the closing with the mort-
gage company, and told the buyer when he could move in. Then
he went on to Golf Manor, to work with the replacement sales-
man until 8:30 p.m. Then home to a late dinner.

Wednesday

“Normally this is my day off,” says Murphy, “but no such luck
today.” Reason: The merchandising coordinator was leaving for
Florida, and Murphy, who would have to double on this job, had
to make sure there were no loose ends to tie up with his three
decorators. Before he could leave the office, he had to work out
releases for construction on 21 lots. Then he took a call from a
broker wanting to sell 160 acres of prime land, huddled with
Smokler about price and terms, and told the company engineer
to check the topographic map.

Since “the day was shot anyway,” Murphy picked up the sales-
man for a new subdivision, drove around the area, chose sites
for signs, and walked through houses under construction. Later
he stopped at another project and was greeted by surprising news:
A buyer wanted to pay $29,990 cash for a model house that
was about to be closed anyway—if he could move in by Satur-
day. “For 10 seconds I thought over the problems of moving out
furniture and getting the house ready,” says Murphy. “Then I
agreed. A model costs $300 every month it sits open.”
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Thursday

Just before the 9:30 A.m. general sales meeting, Murphy met
with a glass-company salesman to order mirrors for all models,
then spent a few minutes talking over special problems with indi-
vidual salesmen. The meeting started with a report on proposed
company activities (Murphy and Smokler feel the sales staff is
better for knowing about future plans). Murphy then heard re-
ports by all salesmen on their prospecting meetings with company
personnel managers and by two salesmen on phone follow-ups
of two direct-mail campaigns—one to 100 people whose homes
were up for sale, the other to 100 apartment renters. At this
point, Murphy turned the meeting over to a salesman, who con-
ducted a sales training session, followed by a written examination.
The meeting ended with a lunch for all hands.

After eating, Murphy and two salesmen comparison-shopped
a competitor’s new model, decided it was exactly the kind of
house they needed in another location. Then he went to the
hospital to console his broken-legged salesman, discovered the
man had a deal hanging fire, called the prospect, and clinched
the sale. Finally, Murphy made half a dozen phone calls and
headed for home “at a decent hour for dinner with the family for
the first time all week.”

Friday

Work started at 8:30. First chore: a letter to an anxious cus-
tomer promising to expedite his house. After that problems and
people came thick and fast. Murphy 1) released 28 jobs to con-
struction, 2) talked with his appliance distributor about demon-
strations at a model house, 3) jumped on the service department
over a neglected complaint (“We take complaints very seri-
ously”), 4) ordered the improvement of 100 extra lots to cope
with higher-than-planned sales (“The kind of problem I never
get enough of”), 5) discussed the furnishing of two new models
with representatives of two stores, 6) met with ad agency people
to okay one brochure and plan the face lifting of another, 7)
took a phone call from a super who had found a mistake in a
model-house plan (“I passed this headache along to Joe De, our
architect™).

A rumor that a new expressway would pass near a Smokler
subdivision brought in Gene Ziemet, the company engineer.
“Check it out,” said Murphy, “and recommend action to make
the most of the highway.” As Ziemet left, Murphy answered his
phone: another valuation and credit problem to be checked with
the mortgage company. Then he received three more visitors—
two salesmen for sign companies bidding on billboards and a
contractor who will build a display office. Lunch? It was sent
in again.

Murphy spent most of the afternoon with Berman and a re-
search organization. Subject: depth interviews of Smokler buyers
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“that might guide us in appealing to future prospects.” Before
quitting, Murphy dictated memos to all salesmen answering ques-
tions brought up by their Thursday reports.

Saturday

Murphy hit the road on a 300-mile round trip to Smokler’s
operations in Kalamazoo and Battle Creek. With Kraeger, who
quarterbacks the outstate division, he went over all three projects.
checked each salesman’s prospect list and deposits, and studied
a new model-house arrangement Kraeger wanted to try. The
two men also ironed out a few beefs between sales and construc-
tion, “nothing serious, just annoying.” Then the long ride home.

Sunday

Sales Manager Murphy spent the day out where sales are made.
His first stop was Ypsilanti at Smokler’s almost-sold-out Hickory
Hills. Question: Would a price cut help him move the last two
model houses? “Yes,” said the salesman on the job. Then Murphy
drove ten miles to Ann Arbor for the opening of a new model:
“I wanted a first-hand feel of customers’ reactions, so I stayed
around and talked with visitors until mid-afternoon.” Back in his
car at 3:30, he drove 60 miles across Detroit to Golf Manor
where he closed another sale for his laid-up salesman and an-
swered questions for the substitute. On the way home, he stopped
briefly at two other subdivisions. After a 7:30 dinner, Murphy
phoned each project for a full report on weekend traffic, sales,
and any deals likely to close during the coming week. He put this
information in shape for the next morning's headlines report,
finished just in time to listen to the 11 o'clock news on Tv. It
had been a long, hard week, but there were compensations: Since
Monday morning, his sales staff had sold $432,000 worth of
Smokler homes.

How do you hire a first-rank sales manager?

Consultant Kelly Snow's hunt for a top-notch man to head the
Sacramento sales force at Western Enterprises (which is shooting
for 800 sales this year) took three weeks last December, led him
into eight states from coast to coast (in person or by phone),
and cost Western $2483 in fees and expenses. Hundreds of pos-
sibilities were reviewed, and 11 of the most desirable candidates
were interviewed. Two men were offered the job but turned it
down because the original offer ($15000 base) was too low.

On December 27, Western Enterprises’ board of directors upped
the guarantee to $25,000, saying: “If good sales managers, like
prime land, are in such short supply, we'll boost the price to get
the man we need just as we would boost the price to get the land,”
With this base went a bonus for volume and a severance pay
agreement of a half year’s earnings. The next day, Joseph W.
Terry, former sales manager for Phoenix Builder John Long,
took the job.
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New rules for sales staffs:
stricter hiring policies,
tougher training methods

Nothing in the merchandising of builders’ houses has grown
more sophisticated and complex than the hiring and training of
the only people who meet the customers face to face—the sales-
men. Yesterday’s house sitter is a thing of the past in today’s
market. And the level of competence considered barely accepta-
ble today is higher than the best of just a few years ago.

The low estate to which real estate selling had fallen is
summed up in this common statement of sales managers: “Gen-
erally, 1 prefer that new salesmen do not have a real estate
background”. Today most sales managers are anxious to find
men who have sold big-ticket items like automobiles, appliances,
and furniture, or intangibles like stocks and insurance, especially
if they show a flair for husband-and-wife selling.

Housing’s most successful sales operations make universal de-
mands on the salesmen: 1) thorough knowledge of the product
and the hundreds of community factors that influence decisions
to buy, 2) long hours and hard work, 3) efficient use of his
time, and 4) never-ending training and retraining. In return, the
conscientious, able salesman can expect: 1) good pay—ranging
up into the $20,000s (more for sales managers), with $12,000
to $15,000 common and 2) security within the company.

Extensive testing is the newest selection device

Hiring mistakes are expensive (John Long, in Phoenix, es-
timates an annual cost of $3,000 of executive time for each
salesman). So builders are turning to professionally composed
and administered tests for every prospective employee. Some are
psychological, others are personality guides. In Los Angeles,
Janss Realty Co. gives every good prospect six aptitude tests
(as well as a 16-page application form to fill out) which are
evaluated by New York City’s Klein Institute and returned with
a recommendation to hire or not. Janss even interviews the
man in his own home, talks to his wife, sizes up the home
environment. But all hiring isn’t reduced to a science. In Detroit,
Builder William Berman says: “Sure, we give psychological
tests, but we rely heavily on the eyeball test—how he impresses us.”

Most builders rely on want ads to get sales staff prospects.
(Consultant Kelly Snow even has a large file of different ad
approaches so his client doesn’t give the impression of constantly
seeking new men). But Sales Manager James Murphy (p. 732)
says that in covering his ten subdivisions (in eight cities) he
gets an average of two voluntary job inquiries a week. He gets
all of his part-time sales help from families already living in
Smokler houses (“They're always on tap for emergency or eve-
ning duty”). For part-timers, he especially likes local policemen,
for their encyolopedic knowledge of the community. Kelly Snow
once tapped a rich vein of salesmen by attending a famous ex-
pert’s sales training clinic and passing out brochures headed:
“We need one good five-figure salesman”. His phone rang until
2 A.M. that night.
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To get top sales personnel, you have to pay top dollar

“I want salesmen who can earn $25.000 a year, but I will
tolerate a few who are only $20,000 men,” says Western Enter-
prises’ Sales Manager Joseph Terry. Allowing for the natural
enthusiasm of all salesmen, Terry means this sincerely, because
eight salesmen who earn $25,000 will sell one-third more houses
than 12 who earn $12,500, and Sales manager Terry's income
depends on volume (if he hits his 1963 goal of 300 houses,
Western Enterprises will pay him $80,000 this year).

Most builders now offer all of their salesmen a weekly draw
of around $150. But this minimum is meaningful only in slack
seasons. Kelly Snow, who sometimes acts as a placement bureau
(for a 15% fee), says fringe benefits—like vacations, hospitaliza-
tion and insurance programs, and at least one day off each week
—are becoming standard.

Salesmen must learn, polish, and re-polish their skills

Almost every successful builder uses (sometimes in a modi-
fied form) one of the professional sales training courses. NAHB'S
Acsellerator Course, developed by Staffman William Molster and
Consultant James Mills, is widely used across the country, and
experts like Stanley Edge, William Smolkin, Kelly Show, and
Douglas Edwards are in constant demand.

In Columbus, Ohio, Ernest Fritsche’s new salesmen—for a
three-month period—spend three days a week, six hours a day,
in formal training under an older salesman. Some sales managers
require weekly sales meeting. Others hold only bi-weekly meet-
ings. But all meet regularly. Western Enterprises’ Terry warns
against Monday morning sales meetings “when the men are still |
bushed from the weekend.” John Long’s men meet each Friday
from 7:30 a.m. to 9 a.m., so the session will not in interruped.

Salesmen must know everything about their company and
product. So most builders now put their new men through a
stiff orientation course on the company: policies, procedures, |
personnel, past subdivisions, awards and honors won, even future
plans. In addition, salesmen are expected to become quasi-ex-
perts on the whole building process—under the tutelage of con- |
struction superintendents and subcontractors, mortgage men, and
suppliers. Builder Fred Kemp of St. Louis has all his suppliers
give his salesmen five reasons why their product is better than
competing brands. (In more than one case, the supplier had
never given this a thought before.)

Joseph Ebeyer, sales manager for John Long, makes his sales-
men take a 50-question nuts-and-bolts test after they have gone
through Long’s shop and field construction facilities. He expects
45 right answers. Any score below 40 means the salesman must
take this training over again,

Salesmen must become experts on the community and its facili-
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SALES SESSION at Janss Realty hears tape recording on buyer motivation.

ties. And more than a few sales managers use checklists (sample,
right) or oral and/or written examinations to be sure their sales-
men are all familiar with everything that a potential buyer might
ask. In San Antonio, Quincy Lee’s new salesmen spend a week
with a neighborhood manager in each of Lee’s three subdivisions,
before becoming a rotating relief representative, substituting for
full-time salesmen on their days off.

Salesmen must constantly shop the competinon. It's an axiom
in the business that early in the week there are more competitors’
salesmen looking through model homes than there are buyers.
Most sales managers have their staffs look over all subdivisions
in the area, and develop documented reasons why their own
house is a better buy. Bert Smokler’s salesmen (in eight Michi-
gan cities) must submit regular weekly written reports on the
competition, and two 3-man committees (one on products and
materials, the other on sales techniques and merchandising) make
regular recommendations on improving either the model houses or
selling methods to meet competition. If the sales force agrees,
Smokler makes suggested changes.

Salesmen must use the whole week to best advantage. Time and
prospects are a salesman’s only raw materials. He cannot waste
either. Even in the rush of Sunday afternoon. the trained sales-
man will get the names and addresses of all lookers for follow-up
by phone or mail during the week. In Detroit, Smokler salesmen
are expected to keep a written record of all prospects. This list
must be mailed into the main office every Friday, and the sales
manager goes over it every week to see what has been done to
follow up. Smokler’s model houses all have telephones, and the
men are expected to use them. Some have developed the skill of
making cold turkey calls to rental neighborhoods or to names in
the paper (e.g. promotions, births, transfers).

What does sales training cost?

Nothing, say sales training experts. Kelly Snow, whose fee
for a four-day course is $1.000, makes a standing offer of double
or nothing to any responsible builder that the extra sales brought
in by better trained salesmen will more than pay the cost of his
course. Western Enterprises is budgeting its sales development
program (including higher commissions and sales manager’s sal-
ary) at $150 per house, but during the first two months of 1963,
a doubled volume of sales had cut its advertising costs per house
by $132. Similar savings in corporate, sales and model-house
overhead should more than offset the $150 per house company
officials figure. And a top official of John Long's organization
says: “Our sales consultant, Douglas Edwards, is ‘very expensive’,
but we've always felt we got more than our money's worth. 1
can see the difference like night and day between what we were
two years ago and what we are now.”
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Checklist for good salesmen

To assure that salesmen can answer any questions a customer
might ask, Detroit’s Bert Smokler insists that the salesman
on each project fill out (in writing) the following checklist.
A copy is kept available at the model house.

W N

-

LN,

15.

16.

17.

18.

19.
20.

-

22.

23.

24.

25,

26.

Name of closest public elementary school, name of closest public high schoal,
Name of closest parochial grade school, name of closest parochial high school.
Distance of each of above schools from this subdivision.
Name of principal of each school.
Reasons why each school s outstanding.
How many pupils per class in each school?
Are there any expansion plans?
How do teachers’ salaries compare with surrounding areas?
Are there provisions for special students? Retarded? Advanced? Physically handi-
caoved?
School transportation for above, If any.
Children's activities: playgrounds, library, movies, music teachers, etc.
Transportation: walking time to bus, bus schedule, bus time to downtown.
Driving time to shopping center, airport, commuter train, hospital, all churches.
How far to:
super market
department store
drug store
service station and qarage
dry cleaners and/or laundromat
the nearest:
Protestant churches (all denominations)
. Catholic church
Jewish temple
Name the clergyman or pastor of each of above.
Recreation: aive location and distance of
a. bowling alleys
b. skating rink
€. movies
d.
e

Soanes

fom

fishing and/or swimming facllities
aolf courses, public and private

f. restaurants
Type of government:

a. city manager? mayor? other?

b. what attitude and record toward keeping taxes down?

¢. are fire and police facilities modern?

d. what road improvement program?

e. what public heaith program?
Be prepared to aive an up-to-date account of where other buyers work,
List all community agroups and activities:

a. associations

b. qarden clubs

c. bridae clubs, sewina, etc,

d. civil defense, volunteer fire departments, etc.
What kind of soil will buyers have for their gardening?

a. composition, Will it drain, absorb? Why?

b. is it rich for growing?

c. name three plants, three trees that do especially well in this soil
Public utilities:

a. water, average monthly costs and any restrictions on use

b. electricity, supplier and average rate

c. gas (if applicable), supplier and average rate

d. telephone, zone and average rate

Lot and zonina restrictions:
a. fencing
b. narbage disposal or removal
¢. laundry poles and lines
d. garages, size and location
e. proof that title is clear

a, what tax rate? what approximate total? special local taxes?
b. how often and when collected?

¢. what increases, if any, in past three vears?

d. what protections acainst a sudden rise?

Square footage of each model: dimensions of each room. Salesman must make up
floor plans with room sizes for looseleaf notebook to be kept in model. Also, square
footage of rclosets, attics, or any other storage areas.

Gonstruction details of house:

a. foundation, type of waterproofing
b. siding, type used and fire resistance

roofing, type used, wind, fire and water resistance. Terms of quarantee

lumber; arade used, spacing of studs and joists

heating wnit; brand name, provision for air conditioning, will unit handle

additional rooms? How many?

insulation; brand name. Thickness in ceiling and sidewalls

windows; brand name, Be ahle to demonstrate qualities

plumbing; what water system? hard or soft water? how much pressure?

what sewer system? any sewer tax? location of outside hose bibs, type of

piping for both water and sewer

bath and kitchen fixtures; brand name, location of sink trap and plumbing

access, guarantee

J. appliances; brand name, particular qualities, guarantse

k. electrical; number and location of outlets in each room, type of wiring,

type and capacity of service, why is wiring safe?

I. floors; what floorina in different rooms, and why is each best for its par-

ticular job? what chaices in flooring?
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The real estate broker’s 5%:

does it pay off for the builder

in service—and in sales?

The answer, in market areas with a smart and aggressive new-
house realty firm, is clearly “yes.”

In Sacramento, for example, Lindsey & Co. is offering a new
selling plan that could set a pattern for effective builder-realty-
broker teamwork in any market. The first builders who have
tried it—Aaron and Raymond Grenz—can tell you it works
beautifully. Before they started with Lindsey five months ago,
they sold about 12 houses a year. In the last five months they
have closed 50 sales—a 120-house-a-year rate. They are no
longer involved in the details of selling and their sales cost per
house is down,

Similar results have been scored by other top realty concerns
across the U.S. Pageant Realty in Los Angeles (sse nan May '60).
Irving Kern in Long Island (Sept. '59), Walker & Lee in Lake-
wood, Calif. (Mar. '59). and Martin Cerel in Boston (Dec. '58).

Says Lindsey’s President Pat Mahoney: “A program like ours
will work for any small builder who really knows how to build
and is willing to take our advice on how he can step up to the
50-to-100-house-a-year class, For a 5% fee, the builder is freed
from almost every problem except actual construction, which
is the thing he is expert at. We become his partner, risking
some of our money on the gamble that we can make him a much
more successful builder.”

Here is a step-by-step and cost-by-cost outline
of Lindsey’s method of selling 50 houses a year

It is a sample case history prepared by Lindsey to show how
the plan works. It assumes that a final map has been recorded
and an FHA subdivision report issued; and that the project would
total 50 sales a year at $18,000 a house. At this $900,000 volume,
Lindsey's commissions would be $45,000. This list shows just
what the realty firm will do and spend for its 5% “merchandis-
ing services fee.” All costs listed below are included in Lindsey’s fee:

1. A market survey, made in a three-mile radius of
the site, determines the price range and numbers of
houses sold in the past two years and where buyers
formerly lived (to find out where prospects might come

from). Cost, at $10 per hour plus expenses .. ........ . - SRTS

2. Plans and specifications of two basic models are
studied by Lindsey's Mahoney and Sales Manager Irvin
Borchert. They usually consult an architect or another
broker about design acceptance and sales feasibility.
Cost. at $100 per plan plus architectural fees . ..

3. FHA and VA financing are arranged. Says Mahoney:
“We insist on this Kind of financing. It's the best avail-
able to buyers and builders in this price class.” Lindsey
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arranges FHA commitments, VA master crvs, etc. Cost:
45 hours at $10 per hour, plus travel and expenses .........498

4. Interim and take-out financing are arranged by
Lindsey's Sales Manager Borchert. Borchert shops for
the best loans and makes sure the builder’s credit and
background are properly documented when seeking
loans. Says Builder Aaron Grenz: “This is an important
service to us, Before, when we built with savings &
loan money, interest accounted for 8% of our total
costs. Now—since we sell in advance of construction
on a volume basis and are getting better financing terms
—interest accounts for only 3%2% of our costs.” Cost
of shopping for loans, one day at §10 perhour.............. 80

5. An advertising plan is mapped out by Lindsey’s
advertising manager, Les Blucher, with help of an ad-
vertising agency. Cost: three days at $10 per hour...... .. .240

6. A survey is made to find the best location for out-
door advertising and directional signs. Cost: two hours
T A 10,86 o TV 7 SARNRORNGS SRR bR L R e SR (| 20

7. Renderings are made, two for each of two models.
Cont: 4t $65 per TENdeniBg . . i c e R s ve o vl G 260

8. Brochures are written and printed (5,000 copies,
e e ] ) ) RN N MR - R0 Lo S DR R e A 650

9. The two 70°x110° model houses lots are landscaped
and sprinklers installed ($700 per house) and fenced
$500 per ouse) - . i e e e e il 2,000

10. Model houses are decorated. Lindsey gets deco-
rating service as part of a deal with either paint, carpet,
or furniture store. But Lindsey spends—on each of the
two models—$2,000 for carpets and drapes and $1.500
for furniture (leased at $125 a month)i . ... ... ool ol 7,000

11. A sales office is set up in the garage of one model.
It will have furniture, telephone, map display, and a
color selection area. (The builder is advised to set up
his own office in the other model. This assures that
subcontractors and workmen will not come into the

SalesnaenS ORECE. N OB o s i i ol Tasls ool it ool 295
12. Advertising costs (spent year-round) would typi-

cally include $2.000 for outdoor signs; $150 for sign

permits: $75 for “sold™ signs: and $4.000 for newspaper

space and production costs (25 ads totaling 438 column

(et o 3 TN L - IO o e S L R e 6.225
13. Models are cleaned and yards maintained........|.1,200
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WEEKEND CROWDS visit Grenz Bros." Sacramento models.

14. Move-in kits with information for buyers (50 at
$1 each)

SUB-TOTAL OF BROKER'S EXPENSES: 519,690

In addition, Lindsey & Co. provides two salesmen for
each 50-house project. They are specially trained to sell
the builder’s houses and receive a $300 commission for
each sale. The men are stationed at the sales office in
the model area, and wear red jackets bearing the bui'd-
er’'s name. Pat Mahoney is frank in his explanation of
how his plan assures that the two men will devote
all their skill and effort primarily to selling the new
houses—and will not, as many prospective builder clients
might fear, steer some good prospects to existing homes
the salesmen also want to sell. Says Mahoney:

“We figure each salesman should earn at least $12,000
a year. If each sells 25 houses. be will earn $7,500 in
commissions on those new houses. But experience shows
that he will also earn close to $5.000 as a share of
commissions on older houses.” How? If a used house
is listed as a contingency to a new-home sale in the
subdivision, this listing is turned over to Lindsey's re-
sale sales department. This listing becomes the respon-
sibility of the resale department, but the new-home
salesman supervises this listing and gets a share of the
commission. This plan makes it most profitable for new-
house salesmen to stay on the new-house selling job,
and they do.

Lindsey's outlays for sales commissions.............s15,000

TOTAL LINDSEY EXPENSES: $34,690

Thus, out of $45,000 received over a year’s time, the Sac-
ramento realty firm obligates itself to invest about $19.000
($10,000 of it in the very early period of the program) and
can expect to pay about $15.000 in commissions. Its profit comes
to about $12.000 after it recoups some of its investment in
carpets, drapes, fencing, and sales office equipment. However,
not all of this is clear profit, for Lindsey must pay for a number
of overhead items.

Pat Mahoney expects to take on more builder clients under
his new program. He believes the plan will not work unless at
least 40 houses are sold yearly—but it probably would work
out in various forms for bigger builders. Lindsey & Co. will
continue to sell houses for smaller-volume builders of large
custom houses on a more usual Realtor-builder basis.

As for Builders Aaron and Raymond Grenz, their plans are
easily expressed: “We're making a big sales breakthrough with
this program, and we couldn’t be happier.”
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REALTOR'S PLAN STARTS when Lindsey & Co. President Pat Ma-
honey (l.) and Sales Manager Irvin Borchert go over blueprints.

FINANCING is arranged for construction and long-term loans by
Lindsey’s Borchert, shown with V. A. Ferrigo, Bank of America.

BUYERS MEET BUILDERS Raymond and Aaron Grenz, at left, as
Lindsey Salesman Bruce Kelley, in red jacket at right, looks on.




TODAY'S BEST MARHKETING AND MERCHANDISING 10

The fastest selling builders
are including more and more
of the features buyers want

A whole new standard for included-in-the-price features is emerging
across the country. The big sales attractions of a few years ago—
family rooms, built-in ovens and ranges, sliding glass doors—have
become commonplace. Buyers simply assume that houses will have
them, so they no longer create so much sales excitement—even
in the lower price ranges. In the highly competitive Houston mar-
ket, says Builder Glen Norwood: “Carpeting, air conditioning,
paneled dens, and garbage disposers have become standard items
even in $12,500 houses. People just expect them.”

To generate fresh sales excitement, most top builders try to
squeeze new and different luxury features into the price of their
houses every year. Says St. Louis Builder Al Mayer: “We try to
scoop the market in our price class [$25,000]. Just as automakers
have added bucket seats, we've added a fireplace in the master
bedroom, paved walkways, and two-car rear-entry garages.”

The list of major new sales attractions is surprisingly consistent
across the country. The photographs at right and on the next two
pages show the features reported as most important by the fast-
selling builders surveyed by House & HoME.

Builders use a variety of techniques to find out
which new features are most important to their prospects

“Buyers want the moon,” says Builder Robert Fox of Plymouth
Meeting, Pa. “The trick is to find out what new features they want
most that you can afford to give them.”

To find out, Builder Donald Huber builds an experimental house
with about $2,000 worth of new sales attractions in it. Then he asks
a group of prospects and past buyers to study the house, and tell
him which of the features they would buy if they had $200 to
spend. This same technique has been used by Better Homes &
Gardens in the 18 consumer buying forums it has held across
the country. The preferences shown by buyers at these forums
gibe with almost all of the sales attractions shown here.

Other builders use other methods: They interview prospects as
they go through models, check likes and dislikes of past buyers,
survey homeowners in nearby neighborhoods, ask for weekly re-
ports from salesmen or superintendents on the comments heard
about their houses and competitors’ houses. Some builders, like
Kettler Brothers of Washington, D. C., use outside experts to con-
duct depth interviews with buyers (ma&H, Mar). Others, like Ed
Bennett of Bethesda, Md. study periodicals and books to learn
what prospects need and want most (H&H, July '62).

Producers are continuously creating demand for better materials,
better hardware, more attractive lighting, and perhaps more than
anything else, easier-to-maintain surfaces. “It is up to us,” says
St. Louis Builder-Architect Fred Kemp, “to give buyers more of
the things they want, and then create demand for things they don’t
yet know they want in housing.”
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Fred Farish Zintgraft

Buyers want the luxury of double front doors

They are fast becoming commonplace in top-of-the-line models like Mackay
Homes' $25,000 house (top photo), Alco-Pacific's $24,950 model (left)
and Quincy Lee's $48,500 model (right). And this popular sales feature
is trickling down to lower-priced houses as well. It appears in five of the
21 best selling models shown on pages 112-117, including one house priced
at $14,775. Cowan Construction Co. of Sarasota, Fla. puts double front
doors on most models (starting at $14,000) but makes only one dpor oper-
able; the other is backed by drywall.
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Ered Farish

Prospects take fully equipped kitchens for granted. Now they want extras like a luminous ceiling . . .

A luminous ceiling or ceiling panel is going into built-for-sale houses at we now put them in the bathroom as well,” says Fox & cobs’ Jack Fran-
a startling rate. The reason: Survey after survey shows women want to zen. The Kitchen pictur above is in Alco-Pacific's best-selling Scandia
work in brightly lit surroundings, “Luminous ceilings are so popular that model, priced at $24,950.

Ernest Braun

. » « extras like informal space for dining in or near the kitchen ...and a big pantry closet

The kitchen in Cowan Construction Co.'s $16,000 model in Sarasota offers
both a dining bar and space for a dining table (above left), though a
separate dining room adjoins the kitchen, background. Both a breakfast
area and snack bar also appear in Murray Winn’s Windcrest model homes
in San Antonio (center). “Dining space in the kitchen is a must in lower-
priced houses,” says Builder Robert Schmertz of Lakewood N.J. The old-
fashioned pantry closet is making a strong comeback in all price ranges.
The one shown above right is in Eichler Homes' $30,000 houses.

And more buyers now want a separate dining room

It was the first room sacrificed to cost in post-war houses. And the im-
mense popularity of the family room (with dining space in it) has delayed
its return. But five of the 21 houses in the portfolio of best sellers (pages
112-117) have separate, formal dining rooms—and all have at least a
dining el off the living room. Surveys by Better Homes & Gardens show
that consumers prefer a separate dining room plus a br ast bar in the
kitchen to all other combinations of dining spa The room at left is
in an $18,950 Perl-Mack house in Denver,

continued
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FEATURES BUYERS WANT MOST continued
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The master bedroom is becoming a major sales lure—if it has space for a conversation area

The master bedroom in St. Louis Builder Alfred Mayer's $25490 house
has done much to make it a best seller. The 13’x20" room not only has
plenty of space for a couch and chairs, but it has a fireplace and a sliding
glass door opening to the terrace (photo above). A conversation area is
also the big attraction in the master bedroom of Builder Ray Ellison's

|
|

Buyers want a luxurious dressing room

Ernest Braun

ng

ssabang

best seller in San Antonio (above). Vice President Jack Franzen of Fox
& Jacobs in Dallas reports that r&y market research shows that “today’s
buyers want bigger bedrooms for their children as well as bigger bedrooms
for themselves—perhaps as a retreat from television and the childen.”
The master bedrooms in some FaJ houses are as big as 16'x22°

Victer M. Helm

. . . and they want big walk-in closets

above)—designed by Designer Roger
Rasbach for HMendryx-McCord’s Port Arthur, Tex. $43,000 model—is
typical of what hundreds of builders are now adding to their master
bedroom suites. Says Dayton Builder Donald Huber: “It's such a big
sales feature in so many of our models [$16,000 to $20,000] that I
wonder why more local builders haven't copied it.” Walk-in closets
(though not always as large as the one above in a Houston Parade of
Homes model) are—like pantries—making a big comeback.

The master dressing room (left

In baths, everyone wants still more luxury
Even in its low-priced ($13,900) houses, Perl-Mack now equips the
bathrooms with ceramic tile, push-pull tub and shower trim, marbleized
vanity top, wire-glass tub enclosure, double lavatories, double medicine
cabinets, and three mirrors (photo, far left). Mackay Homes (near left)
uses a wall-to-wall mirror and valance lighting. Many of the most | suc-
cessful builders use colored bath fixtures, auxiliary heat, a pull-out scale,
vinyl-covered wall fabrics, and ceiling-high tile. Most builders still con-

sider the bath their No. 2 (after the kitchen) sales attraction.
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And almost everyone wants a fireplace and wall paneling

Mackay Homes, Menlo Park, Calif., puts a fireplace and paneling in
the living room of its bestselling 9,500 house (above) and Perl-Mack
puts both in the family room of a $13,900 house in Denver (right).
Robinwood Homes, St, Louis, reports 80% of its buyers want a double
fireplace (open to living and dining rooms, or to living and family rooms).
“Paneling is so popular” says Perl-Mack's Samuel Primack, “that even
our lowest-priced houses are paneled on one wall in the living room
and three walls in the finished basement.”

MAY 1963
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TODAY'S BEST MARKETING AND MERCHANDISING 11

Housing ads go professional:
The hard sell still works, but
you see more low-key appeals

Builder advertising has not completely abandoned its screaming
boldface type and “no-down to vets”, “come out today!” approach.
But some of the most effective campaigns show that housing is
learning other—and often better—ways to appeal to buyers. The
best builder ads are now as good as other consumer advertising.
Even the worst are better than they were a few years ago.

Most effective advertising programs by builders have three
things in common:

1. They play heavily on the buyver's desire for a better way of
life in a better home. Ads stress status, the favorable economics
of home ownership vs. renting (opposite), and the benefits of
quality products. And they dispel doubts about the builder’s per-
formance with eye-catching, believable testimonials (see p. 144).

2. They are planned and executed with verve and imagination
by experienced ad agencies. For example: Instead of merely
pointing out that his subdivision is only ten minutes from down-
town, one New Orleans builder shows a baby’s picture and head-
lines his ad (p. 144): “Look, Ma! Dad's home.” A Los Angeles
builder uses a picture of a mother and four photogenic children
(opposite) to make a selling point of extra bedrooms.

3. They are expensive. This is partly because builders are buy-
ing bigger newspaper space, partly because they are using more
radio and Tv.

How expensive? Many builders now plan to spend up to 1%z %
of gross sales for advertising, up to 5% or 6% for all selling
expenses. Says Detroit Builder Mark Jacobson: “Some builders
still don’t understand that they have to spend this percentage for
an essential merchandising campaign. They think salesmen’s
commissions should be their only sales cost.”

Seattle’s Bell & Valdez budgeted $14,948 for advertising (news-
papers, radio, and brochures) that helped sell 50 out of 57 houses
in three months. Ad costs ran 1.73% of sales. In Chicago, Kepler,
Clark & Krughoff spend about as much for advertising (1.25% )
as for direct sales commissions (1.3%).

But there are also outstanding examples of low-budget cam-
paigns. Sampson Bros., Pittsburgh builders who moved into the
Washington, D.C. market, ran a six-week teaser campaign in all
three daily papers. Sampson spent only $2.880 on the series. It
featured a dressmaker's dummy in the foreground of pictures of
houses under construction (“family tailored houses™). By opening
day, Sampson had sold 76 houses. Says Sampson’s ad agency
(House & Gerstin of Washington): “This is the lowest cost per
house we have ever come across.” In Phoenix, where John Hall
spends an average of $200 per unit for advertising, he puts 22%
into TV and 18% into radio compared with 35% for newspapers
and 20% for billboards and signs; 5% is miscellaneous.
Hall gave up an initially successful sponsorship of Tv movies be-
cause “the quality of the movies dropped.”
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YES JUST AN OLD-TASHIONED BARGAIN

that can be seen [and Bought] Soday o¢ any dary untll & P.M.

Foot for foot, space for space, dollar for dollar, and looks for looks W yw?
we donl know of any other homes anywhere that equal these. .

FAMILIAR FORMAT is used by William Levitt in ads for his
Matawan, N.J. development. Run in New York City and New
Jersey papers, page and quarter-page versions of the 'same ads
bear the hallmarks of previous Levitt campaigns: big photos of
model houses, generous white space, deceptively simple and pro-
voking headlines, and a minimum of bullet-type copy.
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@ive Your Own
Landlord Your Own Home

$105 per month For 5105 per month

Including principal, interest, insurance, taxes,

and get this: and get thi

= Rent receipts. r- Minimum of 3 bediooms, all spacious am

brght, with plenty of clasets.

* Crowded rooms.
* Huge, dinein kitghens.
* 8 RCA Whirlpool appliances; mirigerator
freezar, dishwasher, garbage disposal, wall

oven, countertop range, range hood and tan,
automalic washer, automatic dryer.

# Full Basements, finished rec rooms.

= Pienty of reem for den, rec room, TV mom,
workihap, gardening.

* Custom ciaftsmanship that tet's you select
ftom 47 different colors, woods, textures,
floar caverings, thes and fixtures.

® Tax robate of at least $250 per ymar...and
morgage reduction of at least $1100 (n the
first 5 yuars.

* Al community improvements in and paid

DRAMATIC CONTRAST (left) in
benefits of buying and renting was
phrased to attract New York City -

apartment renters. New Jersey Builder

Robert Schmertz calls this “the best
single ad we have ever run.” I IME 0 N lv
for, including city water (no walls), eity

v ey e oo MOVE IN IMMEDIATELY!

sewers, asphalt driveways, landsca
Fhens :mm-" Dlﬂﬂ tate, ! Poch the rombier he ronch kitchen ond full bose.
paved sidewalks, Curbs et plus recseat e The 4-pedeoom it level

* Elementary schea! right on property donated

|\ by Bulidert p

only, from

NO MONEY NEEDED!

And we'te nat [ust Toiking oboul down poyment or seflles
shad 0wt o fontastic “Freedom
oui o five b

= e see et I i Lot exgaroed

No Closing Costs! « No Extras!
514,350 12519,000 PAY RENT FOR A YEAR!

just like on apartment, for as lang as & yeor. Con you

o wandown, Mendeys 1 "P".'"ﬂ i . i imagine this? Living in o mognificent hama instead of o
: PN Pl was el o P i wadin et vl o

DIRECTIONS: N.J. Tunpise o ¥uit 11 or Garden
State Parmay t0 Exit 121; When Yoliow Roule 5 south
10 County Line Rosd, Lakewodd (3l Crossrcacs
Hestauran, turn roght | mole ka B

Garsan State Paskway l0 Lnt 91; ol mwt, procssd
straight on Reute 549 10 Vs mals lo Aouts 525
(County Loa@ Rl |; right agpras. 4 mites to Brogxwood
wite tor FREL I og. color brachure! Dept

hrwood, M.

ixrvoments, with mg obligation to buy whotsoever!

BUY IF YOU LIKE IT!

At vy time during that year, or af The end of the year,
f

dead of winter for 37 houses of 200-
house project. Wagman Construction
Co., Washington, D.C. sold or rented

e
(option to buy) all 37. Total ad cost: - i
cse. Th This before.

of modehs . . . just
jht in @ new luxury home !

Available only o
in time 1o start the

INEsSWOO0D

from 320,290

e e RS Ao s este] $62 per house

Bunk beds? Nope.We each have our own room !
And, thers's a master suite for mom end ded — sl i the big 2300 59, ft; € bedrom home
at Shadow Ouks, There 4w 3, 4 & 5 bedroom plans, 160, Even a 2 slory! These Bulanced
Power custom homes are architect-designed and highly individual, with 2 & 3 baths and
lusurious sunken living rooms. On 90-ft. frontage lots within walking distance of public
and parochial schools and park. Available for immediate occupancy From $26,250 with
10% down, 30.year, 90% loans. Furnished models: Venturs Freeway past Thousand Oaks

to Moorpark Road turnoft,
WARLAN LEE & ASSOCIATER E m

SHADO
OAKS! x|

SOFT SELL (above) by Los Angeles Builder
Harlan Lee uses an appealing photo to hit hard
at a known customer need for more bedrooms.
Buyers with big families can immediately identify
with both the picture and ad copy. A major im-
provement in builder ads has been the switch to
first-class photographs from no-class artwork or
stock (and hackneyed) mats.

..five : ...four

six bedrooms!

That's right. Six bedrooms —all big—in the sprawling, 2800:square-fool luxury
home you'll lind only at Harlan Lee's Colony Wast.. . the finest community in
WHIMSICAL SELL (right) by Builder Lee also the Narthridge ranch-estate area. In fact, even 4 and § badroom models are
. - . . 4 . - s extra spacious for growing families. And, each is carefully situated for maxi-
stresses the number of h%‘LllUUIT\.\ in his mo‘tlcl.\. e i M s e M o Ve PO
Drawings set apart typical family groupings, Individual, architect-designed homes within this unique community are priced
F whink p . ep. from $36,500 with 10% down, 30-year financing. But, Colony West is a total
most of which .lI'E-: common to 'i_“ IarEL hqu“ environment’ One you should see and experience today. On Devonshire Street
holds. Ample white space and simple, straight- at Winnetka Avenue, between Reseda and Topanga Canyon Boulevards.
forward layout yield high visibility.
continued
143
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ADVERTISING continued

Why don't you and your family join the move to
Tateyton, the new Southside neighborhood of
total corwenience and truly ditferent new styled
homes. 10 brand new homes now under con
struction, 5 olher exciting designs ready loday
for immediate occupancy. Hutry on out! These
are truly th loveliest homes under $12,000 in sl
i 8 — and they aren't going to be
long. 2 minutes 1o Fed Mart, 6 min
10 Sears Southside, 10 5 1o Kelly A.F 8.
Ranch, Colonial, Polynesian, Contemparary, New
England Provincial — each |s distinctive and

TESTIMONIALS by people living in Quincy Lee’s San Antonio
ces sales in a new 32-home neighborhood.

houses help Lee ma

Each resident shown in an ad acts as host or hostess to visitors
on the weekend the ad appears, also receives a thank-you check

for resulting sales,

ARRESTING PHOTO (right) humanizes copy which stresses sub-
division's newly convenient location in a New Orleans suburb.
Builder Jack Perry's problem was to overcome reluctance of buy-

TAREYTON ?

"We like everything about it---but I'll have to
confess it was the kilchen that really sold me.
I love to cook”...says Mrs. David R. Combs

A HOUSEWIFE WHO LIVES

AT 1510 PETERSON AVE
Individunl — each is the careful design ol an
outstanding Southwestern architect — each is
watlua-packed with more living conveniances, mare
lasting lusury than you'll find for the money any.
where sise in San Antonio. Central forced air
heatings, enclosed garages, big 1 and 1% baths
with bright decorative tiles and extras included
in monthly payments as low as $74 to $89.
VA and FHA

DIRECTIONS: 1 mile south of Fed Mart on,

Zarzamora. Or call WA 4.2481

$9,975 to $11,650 by QUINCY LEE

SAN ANTONIO'S MOST RESPECTED HOME BUILDER.

ers to move out to a hitherto inaccessible area.
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TAREYTON ?

'y

"It offers everything we've ever wanted in a neighborhood. Close to
my work, quiet slow traffic streets, and neighbors who take as much
pride in their homes as we do in ours™ . , . . says Willie E. Dunn

A "

standing Southwestarn architect — aeach is valun
packd with more living conveniances, more
lasting lusuty than you'll fied for the money
anywhete eise it San Antonio. Central forced air
heatings, enclosed garages, big | and 1% baths
with bright decorstive ties and vinyl washable

Why don't you and your family join the move 1o
Tarayton the new Soulhside neighborbood of
total convenience and truly different new styled
homes. 11 mare exciting designs have juit been
compieted bul you better hurry on oul. They
may not be available for long because they are
truly the loveliest homes under $12.000 in all of
San Antonio. 2 menwtes to Fed Mart, 5 minutes
to Sears Southside, 10 minutes to Kelly AFB
1 mile south of Fed Mart on
Zarzamora, Or call WA 4.2481

Ranch, Colonial, Polynesian, Contemporary, New
England Provincisl — each 15 distinctive and
individual — each it ihe careful dasign of an out

$9,975 to $11,650 by QUINCY LEE

SAN ANTONIO'S MOST RESPECTED HOME BUILDER.

look, ma!
dad’s

home!

10 minutes FROM THE HEART OF
TOWN over the new bridge TO YOUR
NEW Plantation Home at Walnut Bend

A the wite f the A7

PLANTATION HOMES - WALNUT BEND + FOREST 7-0660 sueriny cperess
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http://Souths.de
http://Souths.de

HOUD ONTO YOUR PURSE STRINGS 1101 YO SFf
ALL NEW, \ortlyglenn
BY PERL-MACK
—

8 FEW Moy :1"
\ll, “-ﬁ' Nowrgle. “

Nty oFfNikg o
o o =

1. TEASER ADS (57x7”) ran for two weeks in Denver papers before the open-
ing of new models at Perl-Mack Construction Co.'s Northglenn subdivision.

lenn

CR‘EATED BUILT  Bv

'EE.'EMAI:I(

SEE TEN ALL-HEW AND DIFFERENT MODEL HOMES
_..IN A SRAND WO MODEL NOME ARA NOW WEST 0F VALLEY WSHWAT 0K
184 AVERUE.. WITH ALL-NEW DISPRAYS ... AKD EVERY NOME LDADED
W YUARS.AHEAD NEVER,BEFORE FEATURES UNMEARD-OF AT THESE PRICCS!

chPAHE all these
years-ahead features

yours for BETTER LIVING now and HIGHER RESALE in the luture
EVERY feature now included % price of
EVERY Perl-Mack home in = \()]f‘lljyfﬂﬂﬂ

NOW BATHS WITH GENUINE CERAMIC TILE EXCLUSIVELY omdiSbirvas VANITIES!

NOW ALUMINUM “CARE-FREE” WINDOWS WITH MARBLEIZED SILLS!

NOW LIFETIME COPPER WATER AND DRAIN LINES!

NOW AMERICAN-STANDARD SINGLE-LEVER NO-DRIP FAUCETS!

NOW HOTPOINT ELECTRIC RANGE AND OVEN— some madels with double avens !

NOW WASTE KING DISPOSERS—most models with dishwasher, too!

NOW TEXBORO FURNITURE-FINISH KITCHEN CABINETS seciesse FORMICA TOPS!

NOW SLIDING WIRE-GLASS TUB ENCLOSURES FOR' MAXIMUM SAFETY!

NOW 220 OUTLET FOR DRYER AND AUTOMATIC WASHER CONNECTIONS!

NOW AMERICAN-STANDARD GLASS-LINED HOT WATER HEATERS #saies!

NOW WALK.IN WARDROBE CLOSETS WITH BI-FOLD DOORS!

NOW No. | OAK FLOORS!

NOW ARMSTRONG FLOOR COVERINGS IN KITCHENS!

NOW EVERLASTING BRICK CONSTRUCTION WITH RUGGED STEEL L BEAM!

NOW EXPERT WORKMANSHIP BY 100% UINION CRAFTSMEN!

NOW AMERICAN-STANDARD CENTRAL REFRIGERATED AIR-CONDITIONING AND
HIGHVELOGITY FORCEDAIR GAS HEATING FOR YEARROUND FOUR SEASON
CUMATE CONDITIONING!

NEVER BEFORE -
MEAR PERL-MACK'S LOW PRICES WITH
ALL THESE PERL-MACK FEATURES !
ur..\t EMBER .. there is only ONE PERLAMATK

-,-r',(,. don 1 settle for 2nd best. don't be confused by similar names!
&=

Come dut i TO HORTHGLENN, TEN ALL W MODEL HOMES O 16488 AVE

JUST WEST DF THE VALLEY WIGHWAT— OPEN TODAY FROM § AM TO 1 PM

2. BIG BLAST on opening Sunday was a three-page ad, which, despite a
raging blizzard, brought out 7,800 visitors and led to 58 immediate sales. Says
Ad Executive Bernard Flesher: “It was about as hard a sell as we could make
it . . . We really socked ‘compare’ on all our new and exclusive features . . .
We h|| the map (on the first page) hard because the location of the model
homes had been changed from the east to the west side of the highway.”

3. FOLLOW UP Ab—one of several on subsequent weekends—maintained the
momentum of the campaign with pictures of the opening-day crowd and an

up-to-date sales report. Says Ad Executive Flesher:
Over-all, the ad campaign included weekend

nothing succeeds like success.”

“Our thinking was that

and daily newspaper ads and also brochures and 363 Tv and radio spots. Cost
of the ad campaign: $30,000. Sales volume in 30 days: $4.5 million.
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CREATED & BU LT

F ER'—'MACK
1043 & VALLEY NOWT
INVITES YOU TO SEE THE

TEN ALL-NEW amazing model homes
that in just two weeks have been...

PURCHASED | ADMIRED

la1214 Del‘ghhd Families! | by 23,000 Enthusiastic Visiters!

THESE ARE THE HOMES YOU MUST § SEE T0 BELIEVE

BY DENVER'S OWN NO. | HOME BUILDER

10 HOME MODELS $11,950 to $20,750

O DOWR-FAYMENT 1 ....-u- Down ps

Compare the TEARS-AREAD FIATURLS NOW INCLUBED hm price of EVERY Purl-Mock Noma in Northgiesn

. Mathes with CERAMIC TILE C3 Murvrssm Wndows with MARBLIIZED SILLS O Cemtral 4 sesmon AR CONDITIONING
Bectrc RANGE AN INVER 1 Wasle King OISPOSER U1 Singit-ievar NO-DRIP FAUCITS = Sideg

TUB ENCLESURES for Masmem Safety © Glass doed HOT WATER HEATER WITH 10-YEAR WARRAKTY © LIFETIME

COPPER Waler and Diain Lines ©1 220.at OUTLET FOR DRYER © Pluy Port Mack's Famanss 100 UNION Crats

meeshup and BRICK CONSTRUCTION with STEEL | GEAM!

DRIVE OUT TODAY Zz=rermzint:

Tonin WARY OF vaLLaY MismwaT
Owen Gty @ ambo B o | @ pm
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TODAY'S BEST MARKETING AND MERCHANDISING 12

Referral selling: How a
good product pays off in
a chain reaction of sales

Requiescat in pace: The hit-and-run builder is dead. And good
riddance. He couldn’t stand the pace now being set by all the
builders who have learned that success today goes to those whose
buyers, but the consensus is that referral selling is most produc-

Industry leaders have. in fact, learned what other industries
learned long ago: Nothing beats word-of-mouth advertising. And
homebuilders have more to gain from this advantage, because
they know exactly who their backers are, exactly where they live,
exactly why they are happy owners, and exactly how to keep them
happy.

There is no one best way to go after referral sales, but builders
who have made such sales agree that a good product is the No. 1
requisite. Given that, and especially a good follow-up service
program after owners move in, a referral program of any kind
should pay off handsomely. How handsomely depends on many
conditions. Some builders like Vern Donnay in Minneapolis and
Robert J. Schmertz in Lakewood, N.J., estimate 70% of their
sales rtesult in one way or another from referrals. Architect-
Builder Fred M. Kemp proved that referral sales were working
for him in St. Louis: He mapped where his buyers have come
from and found nearly all had lived close to other buyers.

Hot leads come from newest buyers

Any time is a good time to get sales leads from satisfied
buyers, but the concensus is that referral selling is most produc-
tive before new owners move in. This is while they are most
talkative about their new home (much of the talk is to convince
themselves they made the right choice) and most willing to
believe the best about the builder. This is also the period when
the builder wants to see the buyer and keep him reassured.

Says Builder Donald L. Huber of Dayton: “The time before
they move in is when they're taking friends out to see the house
they've bought. You lose contact with many buyers right after
they move in. For about six months they're getting the feel of their
home. After the six months you should start contacting them
again about referrals.”

Huber believes the four best times for salesmen to try getting
leads are: 1) when buyers sign sales contracts; 2) when buyers
inspect homes being built; 3) when buyers choose colors; and 4)
when buyers bring friends on weekends to see the model of the
house they bought.

Kavanagh-Smith buyers get thank-you letters within 48 hours
after they sign contracts, with suggestions they recommend names
of friends who might buy. Says Roger P. Kavanagh Jr.: “Our
salesmen use any excuse at all to call on a new buyer and get
names of new prospects with permission to use the buyer's name.”

And Kavanagh, like most others, has salesmen continue their
calls on through the move-in day. Salesmen can get leads when
they deliver manuals on moving-day problems (see moving Kit

1. Vorthglenn

FERI 24

HOW YOU CAN ENIOY MORE OF THE GOGL
THINGS OF LIFE WITH THE PERL-MACK
BONUS CERTIFICATE PLAN & 7 & &

e b S —
P b s o e & e e

PREMIUM PLAN offered by Perl-Mack Homes is one| reason why this
firm is Denver's biggest builder. The bonus cerrificate plan booklet offers
various household, sports, and other items for one to six sales made to
owners' friends who buy and show cards detached from the booklet.

above, far right), manuals on home maintenance, lists of nearby
doctors and dentists, lists of clubs and churches, small gifts on
move-in day, or booklets explaining how to win prizes or money
for recommending buyers.

Many builders pay for leads that pay off

This direct approach is being used more and more in several
carefully thought-out ways—and with much success. In general,
builders say outright offers of cash work better with buyers of
lower-priced homes, and non-cash offers work better in the
higher-price brackets. Of the cash plans, one of the most im-
pressive looking is that of Indianapolis Builder Gene B. Glick
(above center). Some other builders have similar plans:

Richard Prows Inc., Salt Lake City, regularly offers buyers $25
when a recommended prospect signs a contract, but recently $100
was offered in a spring cleanup sale aimed at moving some com-
pleted but unsold houses. It accounted for most March sales.

Virginia Homes, Columbus, Ohio, offers $50 per successful
lead in a Sellerama bonus program aimed not only at buyers in
the company’s latest developments but at those in long-completed

HOUSE & HOME
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$500 CERTIFICATE is used by Gene B. Glick, Indianapolis, to induce
buyers, local business people, and others to become neighborhood repre-
sentatives and send prospects to Glick. One referral-sale coupon is worth $25,
five produce a $100 bonus and ten an extra $150—or $500 for ten sales.

tracts. Salesmen call on owners twice a year to promote the idea.
It accounts for about a third of sales.

Non-cash bonus plans include those of Perl-Mack Homes
(above, left), Knoell Homes' gift of 10,000 trading stamps to
its buyers in Tempe, Ariz., and Don Huber's gift of a $35
certificate for shrubbery in his Ohio and Indiana communities.
Huber likes the shrubbery idea because “it not only helps get
sales but improves the looks of the neighborhood.”

Some builders frown on giving outright gifts of any kind. Says
Mike Kodner of St. Louis: “A $100 gift isn't as good as finding
out what buyers want and giving them the service or whatever it
is they really need.”

Good service is a key to referrals

This doesn’t merely mean prompt service—though that is
always important. (Norwood Homes, Houston, has a 24-hour
telephone service to take care of owners’ troubles.) The trend
now is to make sure that the service calls are made by men with
a good personality and sales ability.

Says Richard Meyers of Meyers & Lazeau, Jacksonville, Fla.:

MAY 1963
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BEFORE YOU MOVE OUT
Premoving Day Check List
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MOVE-IN KIT used by Richard Prows Inc., Salt Lake City, has a wealth
of useful instructions and materials for buyers to make moving easier.
Included are change-of-address cards for post office, magazines, and
friends, labels for furniture, and instructions on how to pack fragile items.

“The builder who sends a mere workman to make repairs can lose
an owner’s goodwill. About 80% of servicing is public relations—
so we have a business-suited service man answer calls, A sales-
oriented man can actually get many good leads when he makes
these calls.”

Here are other methods being used to please buyers:

Hallcraft Homes, Phoenix, arranges for buyers to buy furniture
at mark-downs saving the average buyer $500. (Fred Kemp plans
to sell furniture to his St. Louis buyers.)

Knoell Homes offers a chance to win a $700 college scholarship
to anyone who drops into the sales office and fills out a card. One
scholarship is awarded a year.

El Dorado Hills, Sacramento, Calif.. gives buyers an exhaustive
book explaining all they need know to beautify their yards.

Kavanagh-Smith holds block parties for new buyers.

Bob Schmertz gives buyers a free dinner on moving day and
then a subscription to the local daily paper.

The list is endless but adds up to this: Nothing should be left
undone—for as long as the builder stays in business—to keep
buyers happy and to make them partners in referral selling.
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Three fresh concepts in townhouse design

Each of the designs shown here and on the following six pages is very different, and each is built on very
different land. Yet they have one thing in common: Each design makes great sense in its particular environ-
ment. For example, the Philadelphia townhouses below and opposite are part of an urban renewal project in
which many fine old houses are being restored—and their design and materials imposed demands on the de-
sign of the new houses. On the other hand, the Washington townhouses shown on pages 152-153 are part of a
large block of long cleared redevelopment land—so their design can and does establish a totally new spirit
for the area. The Nevada project on page 150 is designed to fit an area that is now open and suburban, but
within a few years will be a close-in part of fast-growing Reno. All three are worth study as examples of a
design type that is growing in importance as fast as our cities are growing.

Philadelphia townhouses are at home in the city, yet maintain a quiet residential atmosphere. Drive leads to the inside of the 25-unit quadrangle.
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Spirit of old townhouses is caught by brick, iron railings, and arched
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Three-story plan zones living areas vertically;

doorways. Brick sidewalk is in Philadelphia tradition, utilities and stairs divide each floor horizontally.

1. Built amidst historic buildings, these
contemporary townhouses echo the past

They are contemporary in their simplicity, their cleanness of
line, and their big expanses of glass. But the architects, I. M. Pei
& Associates, have used materials and detailing in such a way
that the buildings blend comfortably with their surroundings,
Philadelphia’s famed old Society Hill.

The strongest echo of the past is the brick; it was custom-made
so its color and texture would match the brickwork on the existing
eighteenth century houses in the area. The iron fences and balcony
railings also are reminiscent, although less ornate than the
ironwork common in the area. And the arched entrances have a

simple elegance that would be at home in any period. Spiral stair is focal point of interior, simplifies
The most striking interior feature is the circular staircase, stairwell layout. Front door is at

which combines elegance with practicality. It makes possible a
plan with excellent circulation and a compact (and economical)
utility core extending through three of the four floors. The
centrally air-conditioned units offer three or four bedrooms and
32 baths in over 2,300 sq. ft. of living area. plus a basement.
The houses, which sell for $46,750 ($47.500 for corner units),
are part of a $39.7 million urban renewal project built by Webb
& Knapp which will eventually include 240 townhouses and 1,200
high-rise apartment units. A recurrent problem in redevelopment
is pointed up by this first quadrangle of 25 houses. It was com-
pleted last summer, but so far only four houses have been sold.
The reason: The project is in an area that was largely slum, and
upper-income prospects are reluctant to buy until more houses,

Photos: Wurts Brothers

rear,

and particularly shopping areas, have been built. However, Webb Living room, on second floor, has glass doors
& Knapp will start another 14-house group this summer, opening to the balcony, Each unit has fireplace.
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THREE TOWNHOUSE DESIGNS continued

Entrance side of Virginia Lakehill has carports which also shelter the
front doors. Light wall covering is exterior plaster in pastel colors.

2. On a suburban site, this design offers
unusual living space outdoors and in

Outdoors, its most dramatic feature is a concrete-lined lagoon
that winds between the buildings of the 40-unit apartment
project and creates pleasant and unusual views from the patios
that extend over it.

Indoors, Architects Campbell & Wong have introduced light
and a great feeling of spaciousness with two-story-high rooms
topped with clerestory windows.

Builder Fred Kohlenberg of Reno chose two-story townhouse
design for his Virginia Lakehill apartments for two reasons: It
made high ceilings possible, and it eliminated the through-floor-
noise problem inherent in apartments built one over the other.
Conventional frame construction kept building costs to $13,000
per unit or $11.76 a sq. ft. Total cost for the project: $669,000
including $36,000 for the lagoon and other landscaping, $16,000
for a natural hot-water well, and land cost of $610 per unit.

Photos: Morley Baer

LIviNG ROOM

4 wv“m R v it L " | UPPER PARE

s iy

108

TRST FLOOR = SECOND FLOOR .
One-bedroom unit has two-story living room with full glass wall open to allows bedroom to be opened to the view. Clerestory window is just out
patio and lagoon. View from upstairs bedroom, right, shows sliding wall that of the picture above. These units rent for $175 a month.
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Patios off rear living rooms face central lagoon. W

d siding and fencing are

LIVING BEDROOM

wf e xTR
. femen
HA SIDE

_4“BATT

INFTLATION

%4/ FIBERBOARD

TIRST PLOOR  SECOND FLOOR:

Two-bedroom unit has two-story high dining room, with clerestory window above that brings
light into the center of the apartment. Master bedroom faces the lagoon. Rental:

X4 PLATE

Party-wall soundproofing includes double studs, fiber-
00 a month. board backing for drywall, and 8" of insulation.
MAY 1963
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Three townhouse models

THREE TOWNHOUSE DESIGNS continued

CENTER LEVEL

and bath' under v

two bedrooms

. LOWER LEVEL

roof.

ault

main living area and balcony above;

Split-entry model has recreation room, bedroom and bath on lowest level;
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Site plan artfully arranges spaces between the townhouse rows to produce
a variety of courtyards and walkways of agreeably human scale.

3. Fresh shapes create a whole
new atmosphere in a former slum

And the exciting design of these Washington, D.C. townhouses
has been a major factor in an outstanding sales record. says
Reynolds Metals Co., developer of River Park. The 134-house
project is just completed, and not only is every unit sold, but
there is a sizable waiting list.

The most dramatic feature of Architect Charles Goodman's
design is the barrel-vault roof, which is used on 54 units and
provides a strong contrast with the 80 flat-roof houses. Despite
their unusual construction (details, next page) the vaults provide
economical living space: a 540 sq. ft. top floor under a vault
costs about $4,000, or less than $7.50 a sq. ft.

Another cost-cutting feature of the design is the non-bearing
panel in the end walls. It has a cement-asbestos outer skin
(with, in some units, an aluminum skin laminated to it), steel
channel studs running horizontally with batt insulation between,
and a gypsum interior wall. In-place cost of the wall, including
windows, is $3 a sq. ft—appreciably less than standard curtain
wall construction.

Three townhouse models are offered: two story with basement,
three story with basement, and three story with split entry
(see plan at left and photos and drawings on the next two
pages). The units are sold as cooperatives. Cash prices range
from $22,000 for the two-story model to $31.550 for the three
story with basement. Downpayments under Fua Sec. 213 range
from §$1,300 to $1,600; monthly payments, including mainte-
nance and heat, are $167 to $219.

Included in the monthly payments are ground rent for the land.
Reynolds took the land on a 99-year lease from the Redevelop-
ment Land Authority. Annual cost for the 10.6 acres is $55.800.
If the cooperative wishes to buy the site from the Authority later,
the purchase price is $930.000—about $3,780 per unit.

River Park is part of Washington's 540-acre Southwest Re-
development project, and the only element so far to be sold
as a co-op. Its total cost, including the 384-unit high-rise apart-
ment building (currently 93% rented), is $10.5 million.

For more photos and construction details, turn the page




THREE TOWNHOUSE DESIGNS continued

J.W. Stinchcomb

Photos:

Sunken terrace on lower level and living room
balcony provide plenty of outdoor living.

Interiors are open and pleasant,
construction is unusual but simple

Top-floor bedroom has 12-high ceiling. Draping
windows for privacy requires ingenuity.

Living room has parquet floors, built-in cabinets
and bookshelves, and open freestanding stair.

Construction drawing, opposite, of split-entry model
shows unusual details. Main structure is masonry
walls between units which support (see section
at A-A, far right) 2x10 floor framing, non-load-
bearing end wall panels, and curved laminated
roof beams. Aluminum grill sits forward of the
wall. The barrel-vault roof (see detail of vault
at springing, upper left) is built just as a con-
ventional plank-and-beam roof would be—except
that precast concrete is used for the vault until
curvature reaches 18° from the vertical. Reason:
Code officials ruled that for fire rating, the lower
part of vault was a side wall, not a roof.
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William C. Shrout, LIFE

Twelve ways to keep from drowning in detail

Theodore Roosevelt once said: “The best executive is the one who
has sense enough to pick good men to do what he wants done, and
self-restraint enough to keep from meddling with them while they
are doing it.”

That process is known as delegating. And the problems and
principles of delegating were a key topic at NanB's third business
management school in Denver last month.*

The course included valuable (and immediately useful) informa-
tion on tax planning. cost control, profit planning and budgeting,
structural organization, legal problems, accounting, purchasing,
estimating, and scheduling. As housing outgrows its seat-of-the-
pants days, these management techniques become more and more
essential. But one fact towers above these other arts of manage-
ment: No one man can run a growing business all by himself. A
builder (or any other businessman) who cannot delegate cannot
grow. Without delegation of authority, all other business manage-
ment techniques, though useful, have limited value.

Here are twelve rules for delegation of authority which—by
giving top management time to think and plan—Ilet businesses grow
as big as the creative imagination of their managers.

Define each subordinate's authority and responsibility before

based on
policies, plans, and objectives—should be developed for each key
employee. Says Mississippi Builder J. William Underwood: “By
writing out each man’s responsibilities on paper, you can practically

delegating the job to him. Written job descriptions

guarantee a smooth operation, because then everyone knows exactly
what he is expected to do, and what his responsibilities are in rela-
tion to other employees.” But you must also . . .

2 Keep management policies flexible enough so subordinates

can handle situations which are not specifically defined.
Says Tacoma Builder Curt Peterson: “Don’t write job descriptions
so tightly that there is no way for a man to do something about a
situation which is not spelled out in writing. Better to tell the man
what he can’t do and then turn him loose to see what he can do.
If the job description is too tight it will prevent employees from
approaching their jobs creatively.”

3 Set standards of performance—and set allowable deviations.
“If you don't allow for deviation from the norm,” Denver

*The three-day school drew 139 builders from 31 states. Students ranged
from small custom builders to presidents of big homebuilding corporations
(like Janis Risbergs of General Builders Corp., which built more than $11
million worth of houses and apartments last year).

The instructors (five professors from the University of Denver College
of Business Administration) approach management from a practical point of
view. All of them not only teach but build or act as consultants for other
builders.

Two more business management schools are scheduled for 1963. For de-
tails write: Thomas D. Caldwell, business management director, National
Association of Home Builders, 1625 L St. N. W., Washington 6, D. C.
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University Professor Lee S. Evans told his builder students, “you'll
have to spend all your time dealing with minor exceptions to the
standards. Both you and your subordinates need room to operate
in. But you need a control system that will tell you to step in as
soon as a deviation indicates that something is seriously wrong.”

4 Train each man to do the work he is expecied to do. Training

should be continwous at all levels. 1t should not only cover
specific task training but should also include continuous manage-
ment training. And each departmental manager should be made
responsible for training subordinates. Says Professor Evans: “Train
your immediate subordinates to delegate their responsibilities to
their subordinates. Train them in management by exception [see
item 6] and train them to bring only major deviations to you. In
fact, any good manager should train his subordinates so well that
he can step out of his job without causing a noticeable upheaval in
the operations of the company.”

Do not let men on any level by-pass their|immediate super-

iors. This is a common problem in building operations. One
reason: Many building companies have grown from one-man
organizations where the boss was involved in every phase of the
operation. So, even though intermediate management levels are
established as the business grows, foremen (and even crew mem-
bers) often bring problems right to the top man—because that is
the way they used to do it. Says Ohio Builder Robert Schmitt (of
TaMAP fame), “As my operation grew, I appointed project man-
agers, supervisors, and foremen. But because I had started right
out in the field running the crews, some of the men preferred to
bring their problems directly to me to solve. TAMAP showed me
how much I could benefit from better supervision and delegation,
My subordinates now have full authority and responsibility, are
completely accountable for what they and their crews do—and I
leave them alone to do it.” Men on the crews sense this change
and now take all problems to their supervisors instead of to Schmitt.
The supervisors and foremen now have better control and, says
Schmitt, have become more creative managers.

Once you set up an organization and delegate authority .

6 Avoid involvement in daily operations unnléss something
gets out of line. Management by exception

avoiding all
detail and repetitious problems and spending time only on devia-
tions from your plans—is a basic rule for busingss success in any
field. The rule makes the most of available talents and frees top
management for creative work, Says Connecticut Builder George
Achenbach: “If everything is running smoothly, you should not
concern yourself with daily operations. That is what subordinates
are for. What you need is time—time to make decisions that will
assure the growth of your company.” A manager who feels respon-
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sible for every detail has no time to be creative. And no employee
will produce at full capacity as long as he feels that someone is
looking over his shoulder all the time.

Avoid doing the work of the men on the next lower level of

management. If every process depends on one man, company
growth is limited to what that one man can do. And this almost
guarantees that the company will stay small. Says Maryland Builder
Edmund J. Bennett: “You should be a planner, a decision maker,
a coordinator, and a communicator. When you delegate respon-
sibility, you free yourself of time consuming details, and make
your people more productive by giving them a greater sense of
importance.”

8 Establish checks and balances so major problems cannot de-

velop without management’s knowledge. For example, Denver
University Professor Raymond J. Emery told the builders: “Don’t
put estimating, cost control, purchasing, and inventory control all
in one man's hands. There is simply too much room for hidden
losses, leakage., and kickbacks. I know one case where a supervisor
(who was also in charge of purchasing for a builder) built three
houses on the side during one year.”

Establish lines of authority—and don't cross them. Experts

say that an organization chart is just a piece of paper unless
you delegate, When an organization chart shows exactly what chan-
nels must be followed and what the lines of authority, responsibility,
and accountability are, the abilities of each individual are put to-
best use. Executives can function as executives; responsibilities are
defined and limited; and men’s talents are used and developed
—not wasted on less important jobs.

1 o Avoid divided authority—ne one man should report to two

bosses. Many operations with two or more partners do not
separate the responsibilities of the partners. Says Pennsylvania
Builder Richard Fox: “Partners in a homebuilding company often
get in each other’s way. Today, my brother Bob and I have clearly
defined areas of responsibility. And both of us are getting twice
as much done as we did when we shared the same responsibilities.”
When there is duplication of function among managers, subordi-
nates may not know who to report to—so they may not report at
all. And they can always fall back on the excuse that “I told the
other manager about it."”

1 1 Evaluate men as managers—and don’t promote a man just

because he is an above-average craftsman. Skill with tools is
no measure of skill at handling men. A good carpenter may not
want the added responsibility of becoming a foreman—and he is
certainly unlikely to have had any training that will qualify him
to become a supervisor. Says Arizona Builder Robert Lusk: “In
the end, a builder’s growth depends on just two items, the quality
of his decisions and the caliber of his management. Men are man-
agement’s tools and we are desperately short of the right kind of
tools and of people who know how to use them.” As a result, Lusk
(a Harvard Business School graduate) and one of his vice presi-
dents interview students at the top business schools each year. And
they hire several promising (but totally inexperienced) graduates
at starting salaries that compete with what manufacturing industries
offer.

1 2 Pay men as managers—not as craftsmen who have moved

up. Biggest problem for many builders is keeping good
middle level managers. Says NauB President W. Evans Buchanan:
“Most builders don’t get good enough people because good people
don't come cheap, and most builders wouldn't use them anyway
because they are afraid to delegate responsibility.” Too many
builders are afraid to delegate major responsibility because they
are afraid that subordinates will leave and run off with the
business. But smart managers in other businesses know that good
pay, profit sharing, stock options, and other incentive plans will
keep good executives satisfied and motivated toward company
objectives. —JONATHAN ALEY.
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Are you under-delegating?

These 31 questions will indicate whether you need to delegate
more. A check (yes answer) shows that you are probably not
getting the most from the people who work for you. The
questions are condensed from The Techniques of Delegating
by Donald A. Laird and Eleanor C. Laird, McGraw-Hill Co.,

New York City, 1957, 198 pp., $4.50.

1. Do you have to take work home almost every night? . ...

2. Do you work longer hours than those you supervise or than
is usual for hourly paid workers in the business? . ..... .......

3. Do you have little time for appointments, recreation, study,
civie rwolll: ol et TIIET o i o einiateibia sieaiiabe o Wini sl Wi b

4. Do you need two or more telephones to keep up with the
Ve B e e I s A L T P

5. Are you frequently interrupted because others come to you
with questions or for advice or decisions? ....................

6. Do your employees feel they should not make work decisions
themselves, but should bring all problems to you? ............

7. Do you spend some of your working time doing things for
others which they could do for themselves? ..................

8. Do you have unfinished jobs accumulating, or difficulty
T R R el e M R S G BRI, 7

9. Do you spend more of your time working on details than on
plamuing Al S EDerVIREIRTY . e sl el ey e el @leinTaia sl sia n e e

10. Do you feel you must keep close tab on the details if some-
o T R o AR A Ao O s SO R R ke

11. Do you work at details because you enjoy them, although
someone else could do them well enough? ..................

12. Are you too conscientious (a perfectionist) with details
that are not important for the main objectives of your posi-
[T e ek, e PR b s (e, (0 S R e 2T R

13. Are you inclined to keep a finger on everything that is
T T R i iy o s i O B B S PR

14, Do you lack confidence in your worker's abilities so that
you are afraid to risk letting them take over more details? ..

15. Do you believe that an executive should be rushed in order
T T T T T e S e B e e B O R

16. Do you hesitate to admit that you need help to keep on top
I I o L e ione [t i bl bt

17. Do you neglect to ask workers for their ideas about problems
that arise in their work? .............. o, TR LSBT ot i s X

18. Is there a shortage of men trained to take over key places in
case of 'Qenths O DESIEURLIONIET | 0. divons biaiie miorie e o ses o ¥ R4 o

19. Are some individuals filling two or more key spots? .. ....

20. Are key men so occupied by current details that they cannot
plan future moves, thus causing the firm to move slowly in meet-
ing competition or in changing markets or processes? ........

21. Are key men spending part of their time in actual production
RO T e e S e e e T e B e

22. Are key men kept under such tight control they are afraid to
L B P I e P AR e R e (P L

23. Are key men who have been promoted still carrying some
details from their previous jobs? S R e

24. Do standard practices, job simplification, rules and procedures
work against delegating in the enterprise?

25. Is decision making (plans, methods, job problems, etc.) re-
stricted to a few individuals or specialists? ............

26. Are key personnel pitted against each other, so that they
strive to win personal credit rather than to build a team? ....

27. Is it the practice to promote hard workers—the balls of
fire—before they have developed replacements for their jobs? ..

28. Do capable younger employees resign before their full abili-
ties can be used by the firm?

29. Do the rank and file of workers seem to lack initiative? ..

30. Do production workers seem to lack job interest, or lack sat-
isfaction with what they do on their jobs? ................

31. Does the firm have a reputation for being a one-man com-
T St G O T SR T e ki SN el LA

O
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WHAT IS A ROOM? The absurdity of using room count as the rubber
yardstick to make mortgages bigger shows up clearly in this partial plan of
one floor of a 15-story apartment in the northeast. FHA counts a typical
one-bedroom unit as 5% rooms; the lender calls it 3%5.

One yardstick for FHA, another for each lender—and none understood by the public. It all adds up to . . .

Rental housing’s room-count muddle

Today's room-count rules for calculating
apartment mortgages “have an overwhelm-
ing influence on design. They can virtually
replace good planning.”

So says Architect Cloethiel Woodward
Smith of Washington, D.C. Most other
housing professionals—architects, builders,
realty men, appraisers, and even some FHA
officials—agree with her.

“A strange arithmetic,” says Architect
I. M. Pei. “What’s needed is a new stand-
ard of measurement that takes into ac-
count three factors: 1) the total area
of the apartment, 2) the efficiency with
which the space is used, and 3) the over-
all pleasingness of the environment
created.”

Room-count rules lag behind public
taste, contends Architect David Lutin:
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“As the public continues to expect more
in housing, what is the norm today—as
reflected in the room count—may be sub-
standard tomorrow, just as what was con-
sidered luxury housing yesterday is today’s
standard.”

Most of the room-count muddle (some
call it a numbers game) grows out of
Congress’s well intentioned efforts to pre-
vent FHA from insuring too many effi-
ciencies and Park Avenue luxury apart-
ments. What Congress has wanted to
encourage since it imposed room-count
limits in 1938 is rental housing for middle-
income families. And the consensus of
Congressional housing committees is that
room counts have, indeed, kept builders
from building too many luxury apartments.

But FHA's room count rules—used to

determine mortgage limits in nine sec-
tions of the Federal Housing Act (207,
213, 220, 221d3, 221d4,|231, 233, 234,
and 810)—have discouraged good design
because they are hitched to low mortgage
ceilings on rooms ($2,700 to $4,250 in
units of four or more rooms). The mort-
gage dollar limits are fixed rigidly by law.
But what counts as a room is left to
administrative discretion. So FHA's effort
to keep its rental program functioning has
meant that room count has been stretched
like a rubber yardstick. To get maximum
room counts—and thus maximum mort-
gages — on apartments, architects and
builders are forced to break large pleasant
areas into rabbit warrens and to add de-
vices like folding partitions and question-
ably useful space like tiny balconies simply
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FHA's room-count rules: complex and confusing

ALLOWABLE ROOM COUNT AND MINIMUM ROOM SIZES FOR SEPARATE ROOMS

LU with LU with LU with LU with LU with .
0-BR1 1-BR 2-BR 3-BR 4-BR
Min.  Min. Min.  Min.  Min. Least
Room area area area area area dimen- RIv
LIVING ——
Name of space 1 count  sq. ft. sq.ft. sq.ft. sq. ft.  sq. ft. sion DIN., AREA LIVING R
LR SRR %0 160 170 180  11-0” E (2 razg) (1 ®M)
DR or DA z ] 100 100 110 120 8'-q" DEXW DEN
T 1 60 60 70 80 5141 DINv R
Kitchenette 4 .. T D S RERN S g (% mxir) 3 ﬂ P (1 RM) Uz
| 1 120 80 80 80 8'-0"" (8) e = X x 2 =
Total area, BRs . 1 120 200 280 400 FOUR-ROOM APARTMENT was confected from what might better have
OHR & 1 80 80 80 80 8'-0" been three rooms by closing off the dining area with a folding partition and
Bathoom. -y B calling it a den. A corner of the living room is labeled a dining area, and
:':;‘;‘rb";" 7 ’l: PRy . (T e S the mew combined living-dining room is counted as two rooms. The same
Fempiasigie e =5 it = o o = 40" area in the three-room plan is counted as only one room.
Terrace 9 10 ... Va 120 120 3200 1200 120 8'-0" :
P p— —
ALLOWABLE ROOM COUNT AND MINIMUM ROOM SIZES FOR COMBINED SPACES _—_., B
LU with LU with LU with LU with LU with @ ®)
0-BR 18R 2-BR 3-BR 4-BR nIiT ¥ i z
Comb.  Min. Min.  Min. Min. Min. (1 rM) @ ryr
room area area area area area L. L
Combined Space 11 count  sq.ft. sq.ft. sq.ft. squft. sq. ft. e LIVING
LRDN, L o rooemracimmeiichn: =000 200 200 220 230 DEN J:Ix'z%:ggx DIN. AREA
LR-DA (DRsize) 12 13 2 i EEOY  GAOR. HIRO0- T 2nD CZRMS)
LR-DA-BR 12 13 14.. 2 240 (A RM) (2 RM8)
LR-BR 14 ... 1 190
K-DA 11 W 0o, TWO 1m0 1200 140 T 3 . o Y S
K-DA (DR size) 11...... 2 G ISP ASDT XG0 28O Ty e e T T T s
Kitchenette-DA  .......o.... 1 80 80 FIVE-ROOM APARTMENT was created from what is really only three rooms

1. LU==Living unit, DA==Dining area, OHR=0ther habitable room.

2. Room count for dining may be counted in only one location.

3. 0-BR units with full-size kitchen get only %a-room count for it.

4. In 0-BR units kitchenettes smaller than 40 sq. ft. get no room count. Minimum
length of kitchen cabinets and equipment must be 7%2° to get Va2-room count,

5, Minimum acceptable dimension in first bedroom—9' 4''.

6. Only one OHR qualifies for room count credit, for instance just one den.

7. Credit for additional baths and half-baths only given in living units of 1-BR and
larger, not for units with no separate bedroom.

8. A foyer must have at least 20 sq. ft., a least dimension of 4',
three sides (including the entrance door), and have a coat closet opening on it.
9. Room-count credit Is given for only one balcony, porch, or terrace for each unit.
10. To get room-count credit, a ground-level terrace must have a paved area of 120
sq. ft., adjoin the living unit, and be visually screened by permanent walls or
fences from adjacent units.

11. To be a combined space, two adjacent spaces must have a clear opening between
them at least 8' wide, except for a &' opening In K-DA which gets a 11%-room
count or a 10’ cpening in K-DA which gets a 2-room count.

12. A combined LR-DA space must provide for an undisturbed use of both |iving
and dining room furniture.

13. To get a room count credit of 2, a combined LR-DA or LR-DA-BR must have
a clear dimension of 16° measured parallel to the exterior wall; otherwise the
credit will be only 1Vva,

14, The 0-BR unit must include a) entrance through a foyer from public space to
living unit; b) dressing room with space for chest of drawers and its use, adequate
circulation for simple storage with closet including clothes rod and shelf space of
6 linear ft.; c) access to bathroom from either dressing room or foyer.

. promote design absurdities, pint-sized rooms

by walling off two parts of a spacious living and dining room. A permanent
partition changes one end of the living room into a separate bedroom. And,
as in the example above, a folding partition turns the dining area into a
den, and a corner of the remaining living-room space becomes a dining area.

|
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TVING
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314-ROOM APARTMENT was inflated from what is really only 2'4 rooms by

adding a folding partition to

dining area. Sleeping, living, and dining areas thus get a combined count

of 22 rooms instead of two

instead of a half room even though its size is unchanged.

separate the sleeping area from the living-

rooms. The kitchen now counts as one room

because they boost room counts. For
instance:

® Reports Long Island Builder Herbert
Gold: “The market for one of our build-
ings called for big living rooms. But, of
course, the extra space was not reflected
in the room counts. So we boosted our
counts by adding a lot of small balconies.”

® Says Vice President John Munro of
Horace Ely & Co., New York Realtors
and appraisers: “On one job we handled,
the builder raised his room count by using
a folding partition to form a so-called den
at the end of each large living room. After
the place was rented, many tenants asked
to have the fold-ups removed.”

Sums up Architect Cloethiel Smith:
“Floor plans are dictated by the room
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counts they give—not by the best use of
space.”

The insured value of FHA apartments
(16% of the U.S. total) is set by law
at the lowest of seven calculations: 1)
mortgage amount requested by the builder,
owner, or sponsor; 2) statutory dollar
limit set by the particular FHA section;
3) 90% of the value (or replacement
cost in Sec. 220); 4) 100% of the certi-
fied improvement cost minus land; 5) 90%
of the builder's estimated cost; 6) how
big a mortgage FHA thinks 90% of net
income will support; 7) the ceiling on how
much a builder can borrow FHA on a given
room count.

Today. in fact, room counts are the
limiting factor in less than 10% of FHA
apartment valuations (vs. about 50% prior

to 1960). This is largely the result of FHA’s
1960 action—taken after two years of
urging by Heouse & Home—to liberalize
the room-count yardstick to ease what was
becoming a severe pinch. H&H applauded:
“This should help builders put up apart-
ments designed not for yesterday's hous-
ing-shortage minimums but for today’s
rising consumer demand for better living
in a quality environment.”

under the new rules, FuA allows: 1)
a % room credit for each bathroom; 2)
a ¥4 room for each half bath; 3) a half
room for kitchenettes of at least 40 sq.
ft. in efficiency and one-bedroom units;
4) a % room for foyers of at least 20
sq. ft.; 5) a %4 room for terraces of at
least 120 sq. ft. provided the terrace is
screened from neighboring units and the

continued
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THE RENTAL ROOM-COUNT MUDDLE consinued

smallest dimension is at least 8’. Balconies
were down-graded from % to % room
(“I'm getting tired of balconies in Alaska,”
said then Commissioner Julian Zimmer-
man). FHA also upped minimum living
room areas from 150 to 160 sq. ft. and,
for the first time, set minimum room di-
mensions and required that room sizes
grow as apartments get larger.

All this helped. But room counts re-
main a potent and pervasive influence on
design. Reason: Architects and builders
must plan for maximum room count at
the start because at that stage no one
knows which of the seven mortgage cri-
teria will be the limiting factor. Chang-
ing the plans later to boost the room count
would be too costly and time consuming.

Now, most experts who have worked
with FHA's room count system are per-
suaded the time has come to throw it
out. Among the critics are many FHa staf-
fers—although FHA has taken no official
position.

“A minimum standard can't help but
impose a rigidity of application, an iron
hand that often throttles any deviation
from the minimums,” confides one FHA
official. Adds another: “When we see an
obviously good design held back by a
low room count, we're as concerned as the
architect. We'd like to allow extra credit
for extra space in his plan—and we may
even know the plan is just right for the
market. But if we did, we'd depart from
—and hopelessly confuse—the legislative
intent in the law.”

Can FHA’s room-count rules be scrapped?
Some FHA staffers think they have a per-
suasive case. They contend room counts
serve no useful purpose, that just two
criteria could prevent excessive mortgages
—1) 90% of value or replacement cost
and 2) how big a mortgage FHa thinks
90% of net income will support.

The traditional argument that killing
room counts would lead to a spate of lux-
ury apartment building is nonsense, say
both builders and FHA men. They point out
the luxury market is not likely to support
more apartments than are being built right
now. And, they contend, legislating against
high-cost apartments amounts to legislating
to prevent the trickle-down theory from
getting a chance to work. Why? All build-
ing adds to the total supply, and people
moving up simply vacate cheaper housing
for lower-income families to fill.

Some of the room-count muddle grows
out of the diversity of counting methods.
All mortgage lenders use one room-count
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system or another to compare loans on
multi-family buildings and reach sound un-
der-writing decisions. (They also use other
standards like a building’s cost, taxes, land
values, and rent rolls of neighboring build-
ings.) Almost all lenders have different
room-count yardsticks. And practically all
of them differ from rFHA’s. Result: reams
of paperwork, wasted time, and a skeptical
public which views the confusion as evi-
dence of housing-industry chicanery.

The floor plan on page 158—part of a
240-unit building—is an example. FHA'S
room count comes to 1,100. The lender’s
count: 770. Another example: A New
York City renting agent recently advertised
3% -room apartments in a new elevator
building in a good neighborhood for $175.
That soundzd good. But each apartment
turned out to be little more than one L-
shaped room. Was the agent deliberately
misleading? No. He was simply toting up
FHA's room count: balcony (%4 room)
small foyer (%4 room), bathroom with
dressing area (% room), Kitchenette (2
room), living, dining, and bedrooms (2
rooms). He might have used the lender’s
count (doubtless lower), the New York
City zoning count (effective in 1960), or
the count of New York’s Mitchell-Lama
Act (which provides public financing at
subsidized rates for private construction of
middle-income co-ops and apartments).

Can lenders' counts be standardized?
In New York City where a dozen or
more lenders—and hence a dozen or more
room count systems—may be involved in
one urban renewal project, the Real Estate
Board is making an attempt. The board
has appointed a room-count committee of
builders, lenders, building owners, realtors,
and representatives of the public. The com-
mittee expects to come up with a standard
by late summer, hopes to see the standard
adopted by most New York City lenders
by year's end.

This is not New York's first try at a
room-count standard. Just prior to World
War II, a group of banks formed the
Mortgage Conference of New York, which
worked out a standard counting method.
Many banks adopted the method. But it
died fast: The Justice Department attacked
the conference under the anti-trust laws,
and the banks agreed to drop it.

In California, the law protects the public
from room-count confusion: Rental offices
and advertising must stipulate the number
of square feet in an apartment. Obviously,
a four-bedroom, 1,000 sq. ft. unit is better
than a four-bedroom 750 sq. ft. unit.

HOUSE & HOME




The Gold Bond difference:
New plastic-coated ceiling tile
wipes as clean as a plate

At last . . . an acoustical ceiling tile that is really washa- mineral wool fiber tile is noncombustible. It all adds up
ble! Just think how that will appeal to home buyers. to a more salable house. And that adds up to bigger
Especially women. Gold Bond Acousticrylic Ceiling Tile profits. Just ask your building-supply dealer about new
is ideal for kitchens and bathrooms. It soaks up the Gold Bond® Acousticrylic
clatter of pots and pans, and the bellowing of bathroom Ceiling Tile. Orwriteto Dept.
baritones. Even greasy kitchen stuff washes right off its HH-53, National Gypsum
plastic-coated surface to eliminate painting. And this Company, Buffalo 25, N.Y.

Gold Bond materials and methods make the difference in modern building

MAY 1963 161




== ]

C B \
& q c BORM
14x12 i
KTFAM |

14%x18

DIN KIT BORM
8x1%h 1 1% 12x10
B
~
g = c
p—t P— cv
Ly ¢
14x13 a4 BDRM BDRM
UP DN 9x10 11x10
- il
- b T —
B8 C KIT
BDRM al | Nx13% DN STOR
13x12% 0':0 = 10x8 | S—
B ¥}
P~ c 11"“ DN C C y
TLT
" C |é! [
C
-l\/ A uv CARPORT
BDRM BORM 19% x 13%
N%x10 10x8
c D
BDRM
13%x14 . LIVDIN
14x24
BORM |
10x10 ) ENT EAMILY |2
= 12x14 '
LG - % KT
x

162

GARAGE
20% x24

SIGN UP NOW! )

PLAN No. 3308-A.

Featured in Sept.
issue. Magazine
Listing Deadline,
July 1, 1963.

PLAN No. 3309-B.

Also in September
issue. Magazine
Listing Deadline,
July 1, 1963.

PLAN No. 3310-A.

An October issue

feature. Magazine
Listing Deadline,

August 1, 1963.

PLAN No. 3310-B.

Also appearing in
October. Magazine
Listing Deadline,
August 1, 1963.

Building Merchandising Mgr.

Better Homes & Gardens

Dept. HH-5, Des Moines 3, lowa

Please rush me all details on how | can participate in your

1963 program. | am interested in promoting (check one
or both.)

... Editors’ Choice Program

N,
<Y

%

... Approved Value Design
Program

Name and Title

Company Name e

Address.

i

City. Zone State

America’s biggest home service
magazine is helping builders sell
more homes—and supports their
sales efforts in the pages of its

magazine.

Better Homes
FOR
AllAmerica

will feature the homes with plans pictured here in its
September and October issues for duplication by model
home builders.

M Each month, May through October, 16,500,000
adult readers will be exposed to homes such as the
“EDITORS’ CHOICE” home plans shown.
Names and locations of builders in all parts of the
country duplicating these homes will be listed
after the house featured in the magazine—

B Each month, May through October, ““AP-
PROVED VALUE” home builders—builders who
want major promotional support for their own
homes—will be listed in our magazine and recom-
mended to our 16,500,000 readers as builders of
BETTER VALUE HOMES!

Be among the over 100 model home builders already
signed up (and more than 500 more have indicated inter-
est). Write now for further details of the many builder
incentives and benefits in this huge promotion.

Better Homes

Circulation: 6,000,000

and Gardens .
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HANDSPL |t
CEDAR “
JOPS

QUALITY

You're looking at the fastest-growing forest product to come along since ply-
wood. Handsplit cedar shake sales have increased an average of more than 30%
during each of the past five years. The reasons are apparent: a look of quality
and a look of naturalness that discriminating home buyers can identify from a
block-and-a-half down the street.

TO LEARN HOW EASY WE'VE MADE IT FOR YOU TO ADD HANDSPLIT CEDAR SHAKES TO YOUR QUALITY SALES TEAM ... TURN THIS PAGE

=




THESE MATERIALS ARE DESIGNED TO HELP YOU MERCHANDISE

WITH HANDSPLIT CEDAR SHAKES

Specification, Application
and Consumer Literature

“iandsplit
‘:tu cedar
shakes

Handsome Handout Sheet
Imprinted With Your Name

(FREE My

T GOES nepg)

PEATUnpy

ENUMNE anes
PHHCRDAR Syaxpy

Reprints of Color Ads in

the Post and Better Homes

There shubes mant all quality requitements for
handspli) sad andas shakis-as astubliihed by

24" x 415" Hondsplit-&-Resawn

Tasteful, Colorful
Statement Stuffers

Monthly Newsletter Keeps
You Abreast of Trends

A Label On Every Bundle
That Certifies Quality

N

/

Handsplit Red Cedar Shakes | The Crowning Touch of Quality

HANDSPLIT RED CEDAR SHAKE ASSOCIATION
5510 White Building, Seattle 1, Washington (In Canada, address: 550 Burrard Street, Vancouver 1, B.C.)

Yes! I'm ready to add Handsplit Cedar Shakes to my Quality Sales Team.

NAME

FIRM NAME _

ADDRESS

____STATE
[J DEALER [J REALTOR [J LENDER

ciTY
[J ARCHITECT

ZONE
[J WHOLESALER

[ BUILDER
OTHER

Special note to Builders, Roofing Contractors, Wholesalers and Dealers in Houston, Dallas, Fort
Worth, Sacramento, San Jose and San Diego: Write us for particulars on special local “Blitz" pro-

\motions scheduled for your market during 1963.

Please send sample set of your
specification, application and
consumer literature

Please send quantity of handout
sheets for use in my model home
or display area (imprinted per at-
tached instructions)

Please send some four-color re-
prints of your Post and Better
Homes ads suitable for display

Please send sample set of your
four-color statement stuffers

Please add me to your monthly
newsletter mailing list

b




Dark

for distinction

There’s dramatic appeal in the

dark finish of Bruce Fireside
Plank . . . a low-cost solid

oak floor with charm for any
home. Alternating 2%"” and 3%"”
strips create the interesting
plank effect that is accentuated
by wide but shallow side
bevels. Bruce Fireside Plank
is completely finished at the
factory for beauty, durability,
and on-the-job cost savings.
Write for color booklet. See
our catalog in Sweet’s Files.
E. L. BRUCE CO. 1m"m’p(rrart’d

Memphis 1, Tennessee

Bruce

Fireside Plank

Floor
Naturally Beautiful

Furniture by Knoll Associates, Ine
Photo by Hedrich-Blessing
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Patented folded fins snap in place for nailed
ottachment—removable for anchored or
mullion type installations.

Superior construction of
new FREEDOM Stainless
Steel Windows includes
mechanically braced,
machine-mitered corner
construction.

FREEDOM WINDOWS OF STAINLESS STEEL

... priced to specify; any apartment, any home!

Now, to enhance and add value to any design—
FreepoM Winbows of Stainless Steel! Slim,
satin finished to blend perfectly with colonial,
contemporary, or modern architecture, in your
choice of double-hung, single-hung, or horizontal
slider types. FrREEDOM from window worries for
you and your clients! FrReepom from warping,
swelling, shrinking, sticking. Rugged reinforce-
ment, machine-mitered corners, and built-in
permanent waterproofing. Unique, integral fold-
ing fins snap in place for nailing—removable for
anchored or mullion type installations. FREEDOM
from heat loss, cold transmission—trapped-air
framing plus double glazing eliminates need for

storm windows. Timeless resistance to dirt,
acids, and alkali. FREEpoM from painting or peel-
ing, and cleanable by washing. FrReepom from pit-
ting, corrosion, discoloration, cracking, chipping,
flaking, for life. FrREEDOM from all the too-familiar
problems of aluminum and wood windows of
the past! FrREEDOM STAINLESS STEEL WINDOWS.

Literature and detailed specifications
are available. Write, or ask your {*
Republic representative, now!

REPUBLIC STEEL

. CORPORATI OIN

MANUFACTURING DIVISION
Department HO-6374 » Youngstown 5, Ohio

HOUSE & HOME




FCI100 Disposall; $S203 Dishwasher; JD14 Oven; JP76 Cooktop

General Electric appreciates your planning problems

One of the many things a builder appreciates about General
Electric ranges and dishwashers is the smooth way they fit
into his plans.

The SS203 Undersink dishwasher, for example, takes up
only 4 square feet of waste space. But it still does a full-
sized washing job—10 table settings* at one time. And
when space is not a prime consideration, you have a wide
choice of other General Electric undercounter dishwashers.

In ranges, too, there is this same flexibility of choice. One
example: the Americana range with high oven—with or
without ducting. Another: the extremely compact, easy-to-
install Mark 27 drop-in range.

Your General Electric distributor can match your needs.
Meanwhile, write for *“Kitchen Concepts™ —a colorful new
booklet, picturing a dozen kitchens built around General
Electric appliances. General Electric Company, Box BLD,
Appliance Park, Louisville 1, Kentucky. *NEMA Standards

[t s, There is oothing jus a

Rt . 2

ELECTRIC

GENERAL

STEPPED-DOWN DESIGN allows
SS203 dishwasher to be fitted
under special 6" sink. Sink can
be centered, or offset to allow
room for Disposall.

Example: a dishwasher designed to fit under the sink!

EXHAUST HOOD JH9 has eye-
level controls for cooktop below.
General Electric offers hoods to
accommodate any combination
of surface unit and oven.




NEWEST KITCHEN ... NEWEST FLOORING! Stylon Vinyl Bond ceramic floor in Pink Blend unglazed porcelain. Counter in Pink unglazed porcelain.

NOW CERAMIC Tl
THAT INGTALLS LIKE VINYL!

0 ¥

Put this “‘never-before"” floor to work throughout your new
homes, and watch it sell! Stylon VB combines the permanent
beauty of real ceramic tile with vinyl’s underfoot comfort. Each
12" square contains 144 ceramic stones, embedded in pure
vinyl. These flexible panels set quickly, economically in stand-
ard mastic, contour over uneven areas, have no dirt-catching
grouting. Install Stylon VB flooring to add lifetime beauty and
sales appeal at no extra cost to your kitchens, activity rooms,

entrance areas, bathrooms, any room. Available in quantity

from your local building supply, tile or resilient dealer, in many

rich blends. :
vinvt Banoy CERAMIC TILE




oIYION CERAMICTIE &
WORKS AL AROUND  §
YOUR NEW HOMES!

Inside and out, without extra cost, Stylon creates the elegance, color and +
carefree maintenance today’s homebuyers look for. Use Stylon ceramic E c
‘ tile in any room for eye-catching floors, walls, counters. Use it for colorful 2 heere oo
f patios, pools . . . as a bold decorative touch around fireplaces; for half- | '
walls and room dividers. Homebuyers know Stylon ceramic tile never
scratches, dents, ages, fades or discolors . . . thatitis acid resistant, never
| needs waxing. Stylon’s new 1963 line includes nearly 150 wall and floor

colors . . . designed to harmonize with each other and with all leading
brands of plumbing fixtures . . . in a variety of sizes and textures, with .
matching trim shapes.
€ iy ~ STYLON HELPS YOU CLOSE SALES 8 WAYS

.. . gives you full-scale promotional support
right in your model home![[fTile Color
Wheel lets your customers see and choose
the tile they want without delay.JfColor
Planner presents 36 complete bathroom
decorating schemes, simplifies selection,
Bl Give-Away Literature sells benefits and
uses of ceramic tile in your homes.[[]idea
Booklet filled with colorful suggestions for
using Stylon ceramic tile all around your
homes. [lDesign Award Plaque for out-
standing use of Stylon tiIe.ﬂOutdoor
Shingle identifies your homes. [j]Proven
Ad Mats tell prospects your homes feature
ceramic tile.JJAnd your customers will
know the Stylon name through full-color ads
in Better Homes & Gardens, House Beauti-
ful and House & Garden.

-
I
I
I
I
|
I
|
I
|
I
|

GET THE FACTS! &y

STYLON CORPORATION, mirrora, mass.

Pleasesend me: details on Stylon VB and the
new 1963 Stylon color line.

the name of the authorized
Stylon dealer in my area.

complete facts on the Stylon
Builder Promation Program.
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0 the trend-making beauty
of B.F.Goodrich new Vinyl Slate tile—
you'll close the sale!

Just one look at the natural beauty of BFG's new ‘‘Vinyl
Slate’ will really put your prospects in a buying mood.
That's because new ‘‘Vinyl Slate” has the quiet elegance
of real slate—not the usual shine of vinyl. And you can
put in your homes the look and feel of a real slate floor
at a down-to-earth price. Because B.F.Goodrich has
matched the true character of quarried stone in low-cost,
long-wearing Koroseal® vinyl asbestos. Fabulous “Vinyl
Slate” comes in 5 natural slate and 3 decorator colors,

Ry Consumer Products Marketing Division

Household products e Furniture praducts e Flooring products ® Drug sundries

in both 1/16 and 1/8 gauge. It's easy to work—easy to
install. And it's just one of BFG's famous Trend Maker
Designs. For every tile requirement, there's a Trend
Maker Design to meet the need: in vinyl, vinyl asbestos,
asphalt, or rubber. So make your new-home sales easier
with the nation's hottest new tiles—by B.F.Goodrich.
Contact your local BFG dealer, or write: Consumer Prod-
ucts Marketing Division, The B.F.Goodrich Company,
300 Park Avenue, New York 22, New York.

B.F.Goodrich tile
is nationally advertised
in Reader's Digest




Find out how the

RCA WHIRLPOO

appliance
“nackage” plan
can cut
your huilding cos
and paper work!

The unique RCA WHIRLPOOL appliance “package” plan gives
you a full line of both gas and electric appliances from one RCA WHIRL L set-
source. You deal with a single supplier to equip your homes with in ranges provide a con-
design and color co-ordinated kitchen and laundry appliances finuous counter-top line
your prospects know for quality. You cut procurement costs m“;ﬂ:"’:‘;‘w‘:‘ m’:ly'
and red tape because you place one order, pay one invoice. ‘MVM'M;_‘ r.m-mz
And you enjoy longer discounts when you buy in quantity euiis. All ave way & sapvice
from a single source. Let your distributor show you how the and easy fo clean. Gas and
RCA WHIRLPOOL appliance “package” plan can help you cut elsctric models o ailable.
costs while you increase the value of your homes. Join up! '
. it’s easier to sell homes with RCA WHIRLPOOL appliances

than sell against them.

Your greatest assef

is our quality performance!
=>4
W CORPORATION

Contract and Builder Sales Division, Administrative Center, Benton Harbor, Michigan

Manufacturer of RCA WHIRLPOOL Automatic Washers « Wringer Washers
« Dryers « Washer-Dryers « Refrigerators - Freezers . Ice Cube Makers - Ranges
« Air Conditioners « Dishwashers « Food Waste Disposers « Dehumidifiers

Use of trademarks @ and RCA authorized by trademark ewner Radie € ien of America
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Model RKG9750

4 : : RCA WHIRLPOOL food
: e it waste disposers have extra-
[ \ B hard stainless steel grinding ele-
| ' ments to size and shred wastes
\ vickly and quietly. Easy one-
| Model RKE2700 :lun iruhlluﬁln. Cyonﬁnu‘gus or
| batch feed models available.

Other set-in ranges A New Connoisseur ranges
combine the good looks of ; A feature popular eye-level ovens
built-ins with the installation ! . i and pull-out cooktops in free-
economy of free-standing : standing ranges that look built
types. Compact unit shown i KSR 4 4 in. Gas models in 30" and 39"
is counter-top hung, requires i | & B sizes, electric models in 30”.
no special bracing or pedes- A Accessory base cabinets and
tal. Takes only one connection, N 5 vent hoods also available.

Model SJD-40
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New guide for apartment builders:

How to stop noise that bedevils
the neighbors downstairs

Most of this irritating noise is apt to be impact noise—footsteps, AR BB
moving furniture, or vibrating appliances—transmitted from the floor
of one apartment to the ceiling of the one below.

To help solve this problem, Fua has financed the first U.S. study
of impact noise in housing, Results of the $10,000 study—by Bolt,
Beranek & Newman, acoustical consultants of Cambridge, Mass.—are
now available in a new FHAa guide, Impact Noise Control in Multi-
family Dwellings.

The guide recommends a reasonable impact-noise reduction for
floor-and-ceiling systems, then rates the performance of 47 different
systems. Fourteen meet or exceed the FHA recommendation.

The 15 drawings and graphs at right, a sampling of the guide, show
FHA'S impact-noise ratings—INrs—of the 15 more commonly used

floor-and-ceiling systems. FHA recommends a minimum INR of zero. So R B R

the construction system at top left (mwr, —17) is well below FHA's
recommendation, the one at the bottom right (INR, -26) is well above ; s e
it. The graphs also show (solid line) how the impact-noise reduction _ \
by each system—measured in decibels at different sound frequencies
—compares with FHA's recommendation (broken line). Where the
solid line is above the broken line, noise reduction falls below FHA'S
recommendation; where the solid line is below the broken line, noise
reduction exceeds FHA's recommended minimum.
The recommendation neither amends nor supplants FHA's current
Minimum Property Standards. It is simply a guide to field offices,
architects, and builders who want to know more about impact-noise
control in multi-family dwellings. And, says Fua, the ratings are not
to be interpreted with absolute precision. The fact is that noise through
a floor-and-ceiling system which just passes the recommendation
probably won’t be distinguishable from noise through a system which

just fails. :
FHA's guide notes there is little similarity in the problems posed by \ S
impact noise (floor-to-ceiling) on the one hand and airborne noise e erciD

(room-to-room, or out-side-to-inside) on the other. Airborne noise is
always heard at its source. Impact noise may be unheard in the room
where it is produced and almost unbearable in the room below.
Systems for measuring the transmission loss of airborne noise cannot
be used for measuring the transmission loss of impact noise. Data on
how various types of walls cut the transmission of airborne noise have
been available from the Bureau of Standards for some years. But, in
this country at least, impact-noise reduction by floor-and-ceiling sys-
tems has never been measured in buildings. (For the Fua study, Bolt,
Beranek & Newman used a standard European tapping machine that
produces uniform impact at a uniform rate on the floor being tested.)

In fact, the guide points out, the U.S, is one of the few highly
developed nations with no noise-control requirements in its building
codes. As a result, much of the FHa study is based on close examina-
tion of foreign codes—particularly those of West Germany, Great
Britain, and Sweden. The findings were then adapted to American
needs. European requirements range from well below to slightly above
FHA's new recommendations.

IMPACT-NOISE REDUCTION by 15 different floor-and-ceiling systems
(shown in details) is compared with FHA's mew recommendation, INR under
each drawing is FHA's impact-noise rating of the system. On graphs, solid
lines show noise-transmission loss with each system at different sound fre-
quencies, and broken lines show FHA recommendation.

Technology continued on p. 176
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ARE YOU THIS KIND
OF BUILDER?

—you may not want to leok at furnaces . .. you

may not want to hear about furnaces . . . you
may nol want Lo talk about furnaces? Then, this
is for you . . . a furnace you can install and
forget. We've Ju-l come up with your kind of
furnace—with your kind of price tag. We call it
Temp-O-Matic. And right in the heart of this
‘ready-to-install’ furnace we've plunked our top-
of-the-line heat exchanger. That’s why Temp-
O-Matic is the furnace you install and forget.

The best way NOT to see, hear,
or talk about fm'nrrr‘r' problems
s NOT to get . get

T O it

*AS OR OIL—IN LO-BOY, HI-BOY,
AND COUNTER-FLOW MODELS.
ALs0 50,000 BTU APARTMENT MODEL.

=
gl
Write for complete specifications!

THE WILLIAMSON CO.
Cincinnati 9, Ohio

$8,995 MODEL, l||L' Hu”\' is being quh by Tacomi's Ron Mitchell Corp.

Easy-to-build designs aim at on-your-lot
market—with new financing aids, too

The model pictured above is one of 12 houses being readied by the
Douglas Fir Plywood Assn. in a new effort to tap the market for low-
priced homes. Prices range from $7,000 to $10,000 on buyers’ lots.
Living areas range from 937 to 1,200 sq. ft. Five builders in the
Pacific Northwest have started construction under the program—but it
is still in the test stage and so not yet open to builders everywhere.
No plans or literature are available yet for general distribution.
DFPA is tackling the low-priced market with two aids to builders:

1. Simple, straight-forward design (details opposite) that calls for
no costly re-education of construction crews, “We considered just about
every wood construction method ever devised,” says pFpa. “We finally
decided that, in terms of practical use to a builder, the answer was to
stick closely to conventional construction, but to make the best possible
use of things builders already know but don’t use to full advantage.”
Three models were developed by pFpa Architect Robert Bruce Waring,
the others by National Plan Service.

2. Quick and casy-to-get conventional financing. “Financing seems to
be the major roadblock” in the compact-house market, contends DFPA.
Up to now, the available financing has usually been either FHA with a
stiff discount or consumer-type add-on-interest| loans (which nick
buyers for about 12% annual interest—or more). So the association
is guaranteeing the top 20% of conventional 90% s&i loans. In return,
Pacific First Federal s&L of Tacoma has earmarked $2 million for the
DFPA program (20 years at 6% % ). Monthly payments will be $87.37
(including taxes and insurance) for a typical $11,000 land-and-house
price. The buyer’s lot will normally cover the 10% equity.

 paos

KITCHREN STORAGE

DINING

GARAGE

& 5 10 1% ro
L e |

A IR O \

FLOOR PLAN of the Holly model has 937 sq. ft. plus a one-car garage.

HOUSE & HOME
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WALL AND FOUNDATION DETAILS of model at left typify simple structural
system. Siding-sheathing is single plywood sheet. Power-driven stud fastens
sill plate, through one-piece plywood flooring, to foundation.
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HAWAIIAN-STYLE HIP-ROOF SYSTEM of Tamo model s connected with

king-post trusses. Hawaiian part of hip—the small peak at the top—provides

attic ventilation. Glue-nail trusses are spaced at 4’ centers.
o/4” x 44 -%=-PLY BUILLI-UPROCH

PABCIA

{134 RIGID INSULADICON

[/ FH4" T & G PLYWOOD SHEATHING

o 4“0"0.0
iy —4 %10 RIDGE BEXM
I :..1] 559"t LONG

4 X10 { |
BEAM— |
r'z,\f\'u'u:!r;m,J
SIDING

‘. 2 4B BLOCKING—

— L2 GYPSUM BOARD —

i

Lﬁ?’\-‘L 15}
INSULATION-p8 ia—— lf %" Gy PSUM BOARD
155 ‘ ” INTERIOR
i

i
/)
|

LOW CATHEDRAL CEILING of Ponderosa model is formed by pairs of red-
wood 2x6s, 4’ 0.c. and resting on outside walls and center bearing wall. Chases
above 2x4 blocking can be used for wiring. Outrigger supports overhang.

Technology continued on p. 180

MAY 1963

A golf course builder from Arizona reports:

“For trouble-free

installation and

service, I choose
Transite Irrigation Pipe.
Fred M. Busby, President

Sun Gold Development Co.
Tuecson, Arizona

“Building a golf course to wind its way through a
700-home development is indeed a challenge. This
was the case when the 18-hole course for the Roll-
ing Hills Country Club Park in Tucson was de-
signed by William F. Bell of Pasadena, Calif.

“Among other problems, it was extremely im-
portant that the irrigation mains be installed
quickly and simply. Further, the pipe chosen had
to be one requiring little or no maintenance over
the years. Transite Irrigation Pipe filled the bill
on all counts.”

For the whole Transite* story, write to Johns-
Manville, Box 362, HH-5, New York 16, New
York. In Canada: Port Credit, Ontario. Cable
address: Johnmanvil.

*TRANSITE IS JOHNS-MANVILLE'S REGISTERED TRADE-
MARK FOR ITS BRAND OF ASBESTOS-CEMENT PRODUCTS.

JOHNS-MANVILLE

M
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t wall m
ofoam FR brand
i cuts out

trims yo how:

lue by one-half or more;

jand cooling costs constant

\ nanently.
Wallboard Base—You bond Styrofoam

MAY 1963

s you sand-

ity. No furr
more insulation
warping.

Form Liner—You
to the form, pour
move the form.
Styrofo FR without furring or
You build a better wall at no

tra cost

with
Styrofoam FR, see s Light Con-
struction File unc wilding insulation
products and sy The
hemical Company, Pl
14BP5, N and, Michig

Styrofoam is Dow's registered trademark for ex-

panded polystyrene produced by an exclusive manu-
facturing process. Accept no substitute . . . look for
this trademark on all Styrofoam brand insulation board.
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SIDING

BEAMS of pine boards are laid up

with waterproof glue in press. backing, I

M
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FLEXFLOOR has scored pineboard

FPL research finds new uses
for low-grade lumber

About 40% of the lumber from Arizona and New Mexico sawmills
is No. 4 and No. 5§ common (ponderosa pine) that costs more to
cut, transport, and process than it is worth on the market. To find
profitable uses for this low-grade wood, the U.S. Forest Products
Laboratory—at the behest of the Southwestern Ping Assn.—has de-
veloped experimental products that may soon find their way into
homebuilding and other light construction. Examples:

® Laminated roof and floor beams (photo lower left). Boards are joined
with phenol-resorcinol glue so that knots and defects in onme board
face clear wood in the next board. Finished beams, 9% "x3 7/8”, take
normal roof and floor loading on 4’ centers.

® Ponderosa pine siding. Boards are overlaid on both sides with glued-
on, treated paper to hide knots and defects, then ripped (top left) to
make two pieces of siding. FpL says the paper overlay has passed
ten-year exposure tests.

® Thick particle boards for roof decking and partitions. Three layers,
glued and pressed together, form 2'x8" panels 134" thick and joined
by wood splines inserted in grooves in the edges.

® Three flooring materials—1) Flexfloor, a hardwood veneer glued to
scored ponderosa pine; 2) subflooring in 1% “-thick 4'x8" sheets made
with a 1”-thick ponderosa core and a %" ponderosa veneer; 3) under-
layment plywood, %" thick and made of five ponderosa veneers,
bonded with blood-soybean glue.

hardwood veneer surface. Technology continued on p. 186

One man can do it using the new
DeVilbiss high-production 5-gallon
portable airless spray outfit. It’s ¢

. Painters can spray all surfaces
while the paint pail stays on the ground.
It’s . You don’t need a truck to
move compressor and pump from job
to job. It —two ways. By
spraying house paints at a rate of
better than 5 gallons an hour. By
eliminating elaborate masking (airless
spray cuts a clean edge). It

because overspray and spray
rebound are almost nonexistent. Call
the DeVilbiss representative nearest
you and ask for a demonstration of
airless spray outfits. See firsthand how
you can trim painting time on your
jobs. The DeVilbiss Company, Toledo
1, Ohio. Offices in principal cities.

FOR TOTAL SERVICE, CALL

kPaint application time for average one-story 6-
room house—sgingle color over siding and trim.

HOUSE & HOME



file://-/-Painl

Broan’s Slimline
Mixed Flo IT Range Hood

1s so effective
you hardly know
it’s there

o i e gty
. i

xed Flo

The Broan Mi I blends with appliances and cabinet.

That’s how we help you with kitchen design!

Broan range hoods like this slimline Mixed Flo II ing and construction in the Broan Mixed Flo II.
are designed to complement cabinet work and ap- Two-speed Mixed Flo fan exceeds FHA require-
pliances ; blend with counter tops and kitchen floor- ments for kitchen ventilation. Push button controls,
ing . ..that’s what sells houses. Broan hoods avail- twin lights, lifetime aluminum filter and backdraft
able in a wide array of appliance- @ damper. Quiet four pole motor.

matching colors to insure flexibil- L / Write for complete details of
ity in kitchen design and to spot- B Ro AN Broan’s full line of Range Hoods,
light the beauty of ranges, ovens Exhaust Fans, and Bath Heaters.

and cabinets.

AVAILABLE IN CANADA FROM Broan Manufacturing Company,
You'll find top quality engineer- SUPERIOR ELECTRICS, LTD. Hartford, Wisconsin.
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MOE LIGHT'S UNIQUE

Honeycomb

BRIGHT NEW IDEA IN DECORATIVE LIGHTING

There’s nothing else quite like Honeycomb. Imaginatively, it creates unique effects from excit-

ing new colors and textures. Result: decorator-inspired styles, and new beauty for your homes,

|

The shapes of Honeycomb . . . in emerald-blue, tangerine-gold and honey natural . . . pull-downs, pendants and close-to-ceiling.

NEW FROM
THOMAS
INDUSTRIES

SEE THE HONEYCOMB FAMILY EXCLUSIVELY AT THESE SHOWROOMS. THEIR ADDRESSES ARE IN THE "YELLOW PAGES."

ALABAMA

Birmingham: Mayer Elpc.
Moore-Handley

Dothan: J. M, Sup.

Mack Elec. Sup.
Florence: S.B.S. Elec. Sup. Co,
Mabile: Clower Elec. Sup.
Montgomery: Teapue Hardware

Noland Co. Inc.
Tuscaloosa: Cole Sup.

ARIZONA
Phoenix: Arizona Lighting Sup. Co.
Tucson: Billings Lighting Sup. Co.

ARKANSAS

Biytheville: Huffman Whise, Sup,

FL. Smith: Bruce Co.

Hot Springs: F. C. Stearns Hardware

Little Rock: Arkansas Elec. Co.
Fones Bros. Hardware

CALIFORNIA
Anaheim; Decore Lighting
Hanson Lamps & Shades
Azusa: Azusa Lighting & Distributors
Bakersfield: Kern Elec, Distributors
San Joaguin Whise.
Stewarl Elec. Sup. Co.
Burbank: Lighting Fixtures, Inc,
Costa Mesa: Allied Whise. Elec. Co.
Covina: Lighting Dist.
Euteka: Campton Elec.
Fresno: Electrical Suppliers Inc.
Huntington Beach: Hatbor Lights
Long Beach: Fountain Lighting
Long Beach Elec: Co.
Los Angeles: Osipow Elec. Sup.
C. A. Ridgley Co.
Sam Rosen Lighting Co.
Modesto: Willie Elec. Supply
Palm Springs: Tri-County Electrical Whirs,
Pasadena: San Gabriel Valley Lighting Co.
Riverside: Soden Whise, Elec, Co.
Tri-County Electrical Whirs.
Sacramento: Valley Elec, Co.
San Bernardino: Tri-County Electrical Whirs.
San Carlos; Savasta Elec. Sup. Co.
San Diego: Coast Elec. Co.
San Francisco: Cosst Lighting Products Co.
Incandescen! Supply
North State Elec. Sup. Co.
San Jose: Savasta Elec. Sup. Co.

San Luis Obispa: San Luis Obispo Whise, Elec.

Sants Monica: Bay Lighting Co,
L. Doman Inc.

Santa Rosa: National Elec. Sup. Co.

Phillips & Edwards
Stockton: Valley Elec. Co.
Studio City: Liberty Lighting
Temple City: Temple City Lighting
Van Nuys: Van Nuys Lighting Co.
Whittier: Ranch House Lighting

COLORADO

Colorado Springs: Graybar Elec.

Denver: Central Elec.
Poindexter Elec.

Grand Junction: Livran Elec.

Pueblo: Pueblo Elec.

CONNECTICUT
Bridgeport: Olschan Elec. Sup. Co.
Bristol: The Bristol Elec. Sup. Co,
Colchester; Nutmeg Lighting Fixture
& Elec, Sup. Co.
Danbury: Greene Elec. Sup.
Harttord: American Elec. Sup. Co.
The Sticklor Elec, Sup. Co.
Meriden: The Conn. Elec. Equip. Co.
Middlatown: Middletown Elec. Sup.
New Britain: Service Elec. Sup. Co.
Norwich: Wiggins Elec. Sup, Co.
South Norwalk: Joseph N. Klaff, Inc,
Stamford: Elm Elec, Sup,
Waterbury: Suburban Sup. Co.

DELAWARE
Dover- Dover Elec. Sup. Co., Inc.
Wilmington: Artcraft Elec. Sup. Co.

DISTRICT OF COLUMBIA
Washington 0.C.: National Elec. Lighting Ine.
FLORIDA
Rrad - 4 Sauth
Hughes Sup.
Clearwater: Besco Elec. Sup.
Hughes Sup,
Morley Elec. Sup.
Daytona Beach: Hughes Sup,
Detray Boach: Atlas Elec, Sup.
Ft. Lauderdale: Atlas Elec. Sup.
Graybar Elec,
Ft. Myers: Brockman Elec. Sup.
F1. Pierce: Major Elec. Sup.
Gainesville: Hughes Sup.
Jacksonville: Ace Elec, Sup.
Graybar Elec.
Jax Elec. Sup.
Lakaland: Palk Elec, Sup.
Loesburg: Besco Elec. Sup.
Miami: Farrey's Wholesale Hardware
Graybar Elec.
Ocala: Besco Elec. Sup.
Orlando: Graybar Elec,
Hughes Sup.
Panama City: Seaco Elec. Sup.
Punta Gorda: Brockman Elec. Sup.
St. Petersburg: Graybar Elec.
Hughaes Sup,
Sarasota: Brockman Elec. Sup.
ughes Sup.
Tallshassee: Union Elec. Sup.

Elec.

Tampa: Atlas Lighting, Inc.
Graybar Elec.
Seminole Elec. Sup.

Venice: Hughes Sup.

GEORGIA

Albany: Albany Elec. Sup.

Athens: DeVore and Johnson

Allanta: Electrical Wholesalers
Noland Co. Inc,

Autusta: Electrical Equipment Co.

Geargin Elec. Sup.

Columbus: P & W Elec. Sup.

Macan: Lowe Elec. Co.

Marietta: Noland Co. Inc.

Rome: Wholesale Elec.

Valdosta: Union Elec. Sup,

IDAHO
Boise: Graybar Elec.

ILLINOIS
Aurora: Eleciric Supply
Bloomington: Springfield Elec.
Chicago: Active Elec. Sup.
Illuminating Elec.
Revere Elec,
Wholesale Elec.
Chicago Heights: Helsel-Jepperson
Crystal Lake: Northern Hiinois Elec.
Banville: Conton Inc.
Weslinghouse Elec.
Decatur: Soy Cily Elec.
De Kalb: Crascent Elec.
Des Plaines: Etengoe Elec.
Farest Park: Bonny Elec.
Freeport: Koym Elec,
Herrin: Tri-State Elec.
Joliat: Joliet Elec.
Kewanee: May Elec,
La Salle: La Salle Elec.
Lyons: Scout Elec.
Mattoon: Central Wholesale
Mattoon Elec.
Mt Vernon: Mt. Varnon Elec. Sup,
Peoria: Crescent Elec.
Graybar Elec.
Kieter Elec.
Quincy: Heintz Elec.
Rockiord: Forest City Elec.
Henry Muntz & Sons
Springfield: Springlield Elec.
Sterling; Crescent Elec,
Urbana: Springfield Elec,

INDIANA

Anderson: Peerless Elec. Sup. Co,
Butler: Butler Co.

Evansville: Graybar Elec.

Fort Wayne: Mossman-Yarmnelle Co.
Gary: Aladdin Elec.

Hammond: Graybar Elec.
Indianapolis; Pearless Elec. Sup. Co,
Kokoma: Mid-States Elec, Sup,
Latayette: Kirby-Risk Sup. Co., Inc.
Muncie: Universal Elec. Co., Inc.
Richmond: Richmond Elec. Co.
South Bend: McCaffery Co.

Terre Haule: Walker Elec. Sup. Co,, Inc.
Vincennes: Valley Elec. Sup. Co.
Wabash: Wabash Elec.

1owa
Burlington: Crescent Elec,
Carroll: Interstate Elec,
Cedar Rapids: Crescent Elec.
Van Meter Co.
Council Bluff: Interstate Elec,
Davenport: Crescent Elec,
Des Moines: Collins & Co.
Dubuque: Crescent Elec.
Fort Dodge: Light Fixture Showroom
Marshalltown: Marshall Elec.
Mason City: Crescent Elec.
Ottumwa: Crescent Elec,
Rapid City; Crescant Elec.
Sioux Cily: Warren Elec.
Spencer: Crescent Elec,
Waterloo: Kies Elec.

KANSAS
Beloit: Boaticher Sup.
Hutahinsan: Sunflower Elec.
Kansas City: Foley Elec,
Leavenwarth: Tholen Bros,
Liberal: Sunflower Elec.
Topeka: Kriz-Davis of Kansas
KENTUCKY
Bowling Green: Wholesale Elec. Sup,
Covington: Blue Grass Elec. Sup,
Frankfort: Frankfort Meter Elec.
Fulton: A, Huddleston Ca.
Hopkinsville: Cayce Mill Sup. Co,
Louisville: Graybar Elec.
Hoffman Lighting Co.
Henry J. Rueff Co.
Paducah: Ohio Valley Sup. Co,

LOUISIANA
Alexandria: Brown-Roberts Elec. Co,
Baton Rouge: Balon Rouge Supply
Latayette: Interstate Elec. Co.
Lake Charles: Electrical Distributors, Inc.
Graybar Elec.
Monree: Collins Electrical Ca. Inc.
New Orleans: Interstate Elec. Co.
Stratton-Baldwin Co,
Shreveport: Elec. Sup. Co., Inc.
MAINE
Lewiston: Hall & Knight
Portland: Eagle Elec.
Holmes Elec.

MARYLAND

Annapolis: Rhodes Elec. Sup, Co.

Baltimore: Commerce Distributors, Inc,
Cumberland: Clingan Elec. Sup. Co.
Forrestville: Burgess Elec. Sup.

Hagerstown: Noland Co., Inc.

Salisbury: Central Elec. Sup. Co., Inc.

Silver Spring: Silver Spring Elec, Sup. Co., Inc

MASSACHUSETTS
Boslon: Eagle Elec. Sup. Co.

Gem Elec. Sup. Co,

Raiph Pill Elec. Sup, Co.

Henry L. Wolfer, Inc,
Brockton: Columbia Elec. Sup. Co., Inc.
Framingham: Inter-City Elec. Sup, Corp.
Gloucestar: Gloucester Sup. Co.
Lawrence: Finberg Sup. Co.
Leominster: Gettens Elec. Sup. Co,, Inc,
Lowell: Middlesex Sup. Co.

New Bedford: Acushnet Elec. Sup. Co,
Pittsfield: Pittsfield Sup, Co.
Quincy: Granite City Elec. Sup. Co.
Salem: DeLande's Sup. Co.
Springfield: Arco Elec. Sup. Co., Inc.
Eastern Elec. Sup. Co.
Woburn: Woburn Elec. Sup.
Warcester: Benjamin Elec. Sup,
Keystone Elec. Co., Inc.

MICHIGAN
Battle Croak: Central Elec, Sup.
Benton Harbor: All-Phase Elec,
Dearborn: Schaefer Elec.
Detroit: Graybar Elec.
Purilan Elec.
Flint: Advance Elec.
Grand Rapids: Ackarman Elee,
Graybar Elec.,
Holland: Holland Elec.
Kalamazoo: L. R. Kiose Elec.
Lansing: Michigan Elec,
Muskegon Hgts,: Electric Equip, & Sup.
Pontiac: Standard Elec.
Port Huron: Huron Elec.
Roseville: Raymond DeSteiger
Saginaw; Morley Brothers
Standard Elec.
Traverse City: Becker Elec,
Wyandotle: Wyandotte Elec.

MINNESOTA

Duluth: Northern Elec.

Mankato: 5. M, Sup.

Minneapalis: Geo. Al. Clark
Northland Elec.

Rochester: S, M, Sup.

St. Paul: Lax Ejec.

MISSISSIPPI
Columbus: Puckeli-McGeo Whise, Co.
Jackson: Cabell Elec. Co.
Meridian: Southern Elec. Co.
MISSOURI
Cape Girardeau: Cape Elec.
Chillicothe: H & K Elec. Co.
Columbia: Philips & Co,
Kansas City: Continantal Elec,
Glaseo Elec,
Graybar Elec.
SL. Louis: Brown Sup.
Glasco Elec.
Graybar Elec.
Western Extralite
Witte Hardware
Springfield: Harry Cooper Sup, Co.

MONTANA

Billings: Montana Elec. Sup,
Butte: Graybar Elec.

Greal Falls: Falls Sup. Co.

NEBRASKA

Columbus: Enterprise Elec.

Hastings: Dutton Lainson Co.

Lincoln: Korsmeyer Eiec.
Lincoln Elec.

North Platte: Dutton Lainson Co.

Omaha: Enterprise Elec.

Scottsbluff: Dutton Lainson Co.

NEVADA

Las Vogas: Ingram Hardware Sup. Co.
Reno: Kilchen Elec. Sup. Co.

NEW HAMPSHIRE

Claremont: Noros Elec.

Portsmouth: Rockingham Elec.

NEW JERSEY

Allantic City: Maegin Eiec. Sup. Co.
Bridgeton: M & G Electrical Supplies
Camden: Flyon's Camden Elec,
East Orange: Capital Lighting
Forked River: Butow Elec. Sup.
Hackensack: Capital Lighting
Jersey City: Garfunkel Co,
Phillipsburg: Leidy Elec. Co.
Trenton: Griffith Elec. Sup. Co., Inc.
Wildwood: Vallese Elec. Sup. Co.
Woodbridge:.A-B-D Elec.

NEW MEXICO
Albuguerque: Elec. Sup. Co.
NEW YORK
Albany: Walberg Elec. Sup. Co.
Auburn; Steigerwaid Whol. Elec. Corp.
Batavia: Salway Hardware
Binghamton: Wehle Elec. Co.
Brooklyn: 1. J. Doody & Son
Buffalo: Davis Electrical Sup, Co,
Shanor Elec. Sup., Inc,
Wehle Elec. Co.
L. A. Woolley, Inc.

East Patchogue: Brown Lighting
Elmsford: While Plains Elec. Supply
Eimira: LeValley-MecLeod, inc.

Wehle Elec. Co,
Glens Falls: Glans Falls Elec, Sup, Co.
Gloversville: Montano Electrical Sup. Co.,
Jamestown: Clark Sup, Co,
Liberty: Liberty Elec. Supply
Middietown: Greal Elec. Sales
Mohawk: Valley Elec. Co,, Inc.
Monticello: Monticello Sup. Corp.
New Rochelle: Max Goldman, Inc.
New Yark: U. S. Electrical Sup. Co.
Niagara Falls: Hysen Supplies, Inc.
Owego: Tioga Electrical Sup., Inc.
Penn Yan: Yates Plbg. & Hig. Sup., lnc.
Plattsburgh: Clinton Elec. Sup.
Poughkeepsie: Electra Sup. Co., Inc
Rochester: Rowe Elec. Sup. Co., Inc.

ehle Elec, Co,

Schenectady: Economy Elec. Sup. Co.
Syracuse: Gorke Elec. & Sup. Co,, Inc,
Tray: Hinsdill Elec. Co.
Utica: H..D. Kulow tnc.
Waltertown: Halley Elec. Co., Inc.
Yonkers: I. Burack

NORTH CAROLINA
Asheville: Graybar Elec.
Charlotte: Union Elec. Sup.
Durham: Eiec. Sup.

Noland Co. Inc.
Elizabeth City: R. 8. Jordan
Hickory: Bryant Sup.

High Paint: Elec. Sup.
Jacksonvilte: Longley Supply Co.
Lumberton: Longley Co.

New Bemn: Longlay Sup. Co,
Plymouth: East Carolina Sup.
Rocky Mount: Eastern Elec. Sup.
Salishury: Electrical Wholesalers
Sariford: Longley-McKenzie
Wilmington: Longley Supply Co,
Wilson: Elec. Sup.
Winston-Salem: Noland Co. Inc.

NORTH DAKOTA

Fargo: Border States Elec.
Grand Forks: Border States Elec,
Mandan: John Iverson Co.
Minot: John Iverson Co.
Willistan: Jotin Iverson Co.

OHIO
Akron: Hardware & Sup. Co.
Alliance: Robertson Sup, Co.
Canton: Sommer Elec. Co.
Cintinnati: B and B Elec. Co.

Graybar Elec.

Richards Elec. Sup. Co.
Cleveland; Lighting Originals Inc.
Columbus: McCleery-Carpenter Elec, Co
Dayton; John A. Becker Co,

Stanley Elec. Sup,

Hamilton- Marshall Elec. Sup.
Lima: State Eiec. Sup. Corp.
Marietta: Crescent Sup. Co.
Springheld: W. W, Elec. Co.
Toledo: LoefMer Elec, Sup.
Warren: Sommer Elec, Co,
Wauseon: Dyer-MeDermott
Youngstown: Storm Elec., Inc.

OKLAHOMA

Enid: Haney Bros.

Muskogee: Electrical Sup. Co.

Oklahoma City: Elec. Sup. of Oklahoma
Hunzicker Bros,

OREGON

Eugena: Tillman & Booth

Portland: North Coast Elec. Co.
Stubbs Elec. Co.

PENNSYLVANIA
Altoona: Alteona Electrical Dist., Inc.
Bloomsbure: E. F. Beers Elec. Co.
Hutler: Warehouse Elecirical Sug., Inc,
Charleroi: Van-Beck Elec. Sup. Co.
Elizabeth: Elizabeth Elec, Sup. Co.
Etie: Harley D. Carpenter Co.
Case-Erie
Harrisburg: Schaedler Brothers
Hazlelon: Power Elec. Sup. Co., Inc.
Jeannette: Jeannette Elec. Sup. Co.
Johnstown: The Swank Hardware Co.
Lancaster: A. A, Elec. Sup. Co.
Mandville: Harley D. Carpenter Co.
Midland: Midland Elec. Sup. Co.
Manaca: Brodhead Elec. Sup. Co.
Manessen: Rem's Elec. & Supplies
New Castie: Bruce Elec. Sup, Co.
Pittsburgh: Liberty Incandescent Sup. Co.
Scranton: Lewis & Reif, Inc.
State College: 0. W. Mouts & Sons, Inc.
Tatentum: Posney Elec. Sup.
Uniontown: H. M. Gerome Co,
Washington: Ward Elec. Sup. Co.
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RHODE ISLAND
Mewport: 1. T. 0*Gonnell
Providence: Providence Elec. Co., Inc,
Tops Elec. Supply
SOUTH CAROLINA
Anderson: Sulllvan Hardware '
Charlestown: Cameron and Barkley
Columbia: Noland Co. Inc.
Graenville: Sullivan Hardware
Myrtle Beach: Longlay Sup.
Spartanburg: Noland Co. Inc.
Wilmington: Longley Sup.
SOUTH DAKOTA
Aberdeen: MeLaughlin Elec.
Sioux Falls: Crescent Elec.

TENNESSEE
Bristol: Roden Elec. Sup.
Chattanooga: Mills & Lupton

Noland Co. Inc.
Clarksville: Clarksville Elec. & Pibg. Co., Inc.
Columbia: Fisher Elec. Sup., inc.
Jackson: Townsend Hardware Co.
Johnson City: Noland Co. Inc.
Kingsport: Wholesale Elec.
Knoxville: Roden Elec. Sup.
Memphis: Graybar Elec.
W. B. Davis Elec. Sup. Co.
Nashville: Hermitage Elec, Sup. Corp.
Oak Ridge: Roden Elec. Sup.
TEXAS
Abilene: Cumming Supply Co.
Amarillo: Nunn Elec. Sup.
Austin: Atkison
Graybar Electric
Beaumont: Graybar Elec.
Bryan: Dealer's Electrical Supply Co.
Corpus Christi: Graybar Elec.
Dallas: Graybar Efec.
Rogers Elec. Co.
Ei Paso: Electrical & Mechanical Supply
Ttiangle Elec.
Harlingen-Brownsville-McAllen: Bush Sup. Co.
Houston : Graybar Elec.
M & M Lighting Co.
Worth Elec. Sup. Co.
Lubbock: Nunn Elec. Sup.
Southwestern Elec,
Odessa: Superior Elec.
San Antonio: Blond Lighting Fixture Sup. Co.
Central
Sherman : Electrical Sup. Co.
Texarkana: Wholesale Elec. Sup. Co.
Tylar: Dealers Elec. Sup. Co.
Waco: Deaters Elec. Sup. Co.
Wichita Falls: Nunn Elec. Co.

UTAH
Salt Lake City: Graybar Electric
VERMONT
Burlington: Oakman Elec, Sup.
Rutland: Oakman Elec. Sup.
VIRGINIA
Arlington: Noland Ca., Inc.
Charlatisville: Piadmont Elec. Sup.
Falls Church: Noland Co. Inc.
Lynchburg: Mid-State Elec. Sup.
Newport News: Noland Co. Inc.
Norfolk: W. M, Reay

Noland Co, Inc.
Richmond: Electrical Equip. Co.
Roanoke: Noland Co, Inc.
Waynesboro: Coleman Elec. Co.

WASHINGTON
Everett: Bean Elec, Co.
Seattle: Bean Elec,

Graybar Elec,

North Const
Spokane: Graybar Elec.
Tacoma: Bean Elec. Co.
Wenatchee: Bean Elec. Co.
Yakima: Inland Pipe & Supply

WEST VIRGINIA

Bluefield: Superior Sterling Co.
Charleston: Capitol Light Co.
Clarksburg: Tollay Engineering Co,
Huntington: State Elec. Sup. Co.
Parkersburg: United Electrical Sup.
Whesling: Electrical Contraclors Sup. Co.
WISCONSIN

Appleton: Moe Northern Co.
Beloit: Lappin Elec. Co.

Eau Claire: W. M. Hobhs Sup.

S. M. Sup.
Green Bay: Lappin Elec. Co.
La Crosse: S, M, Sup.
Madison: Crescenl Elec.
Milwaukee: Lappin Elec. Co.
Moo Bros. Milwaukee Co.
Standard Lamp Co.
Racine: Milch Elec.
Sheboygan: Honold & La Page
WYOMING
Casper: Casper Sup. Co.
Cheyenna: Frontier Elec.

THOMAS INDUSTRIES INC.

MOE LIGHT DIVISION
207 E. Broadway, Louvisville 2, Ky., Dept, HH-5
Moe Light « Benjamin « Star Light « Enchanfe




“ELECTRIC BASEBOARD HEATING is helping me build better hores for less money,” Bill
Schneider reports. “Equipment like thi ) simple to work|with, all I need is eight
hours’ worth of labor to put electric heating into one of my new hor y

and economy of installation, there’s nothing I know of that can beat electric heat.”

HOUSE & HOME
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“GOOD INSULATION is certainly the key to success with electric
heating,” comments Bill Schneider. “And I've discovered that
time spent in carefully insulating around windows, doors and
switch boxes really pays,”

“BANKS LIKE TO FINANCE electrically heated homes because they
hold their value,” says Bill Schneider, shown talking with local
bank president Celius L. Brown. “And believe me, that gives
me a big selling point with most of my prospects.”

“ACCURATE HEATING ESTIMATES worked out by my local electric
utility company have really helped me close sales,” Bill Schneider
says as he inspects the interior of another new home with Balti-
more Gas and Electric representative Theodore Kesting, Jr.

MARYLAND BUILDER SAYS FLAMELESS ELECTRIC
HOME HEATING IS HIS BIGGEST SALES FEATURE

Builder-developer William Schneider of Sykesville, Mary-
land, tells how customer satisfaction with flameless
electric home heating is helping him move his $15,000
to $25,000 homes as fast as he can build them

“In a community like this, where everybody knows
everybody else,” Bill Schneider tells you, “a builder has
to be sure that the homes he builds deliver top value and
quality. Make one mistake in a home and you’re really
dead when the word gets around. That’s why I wouldn’t
even consider using electric heating in the houses I'm
putting upif I weren’t completely convinced it wasa strong
plus sales feature.

“Apparently my customers agree: the best advertising
[ get for electric heat is from the people who already have
it. Every home I've built since 1959 has been heated
electrically and I have yet to get one complaint.

“Of course, I like to use electric heat because it lets me
put my homes up faster. In fact, I'm now saving enough
on installation that I can actually put storm windows and

full insulation in my new homes without having to raise
the selling price.”

Like Bill Schneider, builders all across America are
discovering that it pays to build and promote electric
heating in their new homes, This year it is estimated that
20% of all new homes will have electric heat.

Why not find out how you can profit more by using
flameless electric heating in your homes? First chance you
get, talk it over with your local electric utility company.

THE TOTAL ELECTRIC HOME that
displays this Gold Medallion
helps you to capitalize on the
fast-growing customer prefer-
ence for total electric living, And
because a Gold Medallion Home
uses a single source of energy for
heating, cooling, lighting and
power, you will profit more.

I.WE BETTER EI.ECTI“BAL'.Y » Edison Electric Institute, 750 Third Avenue, New York 17, . Y.
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| A BIG NEW
IDEA FOR
BUILDERS!

- Trerma(or
' STEAM BATH

FOR THE HOME!

LOOK magazine hails
the THERMASOL
steam bath for the
home as the newest
status symbol. It’s the
biggest new idea to
make homes more sale-
able to come along in

{ STEAM OUTLET
HEAD

THERMASOL’s patented electronic steam bath equipment allows
the bathtub or stall shower to double as a steam bath without
interfering with their normal function. Units are available for
dry heat bathing, too.

THERMASOL is so small it can be installed on a shelf, in an
attic or closet, in a vanity or hung in a dropped ceiling above the
shower or tub. Operation is completely automatic. The bather sets
the timer and steps into the tub or shower. In a few minutes, the
entire enclosure is filled with steam. The temperature is controlled
by the bather — from 70° to 160°. When the bath is finished, the
shower is turned on and the steam condenses immediately. It uses
only a quart of water and less than a penny of electricity per bath.
There is an absolute guarantee against steam damage to tile,
mastic, sheetrock, paint or wall coverings.

When homes and apartments are equipped with THERMASOL
units, they become neighborhood showcases. THERMASOL adds
quality and exclusiveness, and consumers know it.

Install THERMASOL in your model home. See how it generates
that keen interest that means faster sales.

As low as $295.00 list. THERMASOL is the ONLY U.L. listed
steam bath equipment.

THERMASOL IS AVAILABLE AT YOUR PLUMBING WHOLESALER
ADVERTISED IN HOUSE BEAUTIFUL

(]
702 E. 12th St,, New Yorkis, N. Y.
ORegon 3-9420 Area Cofle 212

THERMA(DL

starts on p. 174

New flat-slab system saves up to 20 %
in forming and stripping time

The system is designed for use in the floor-and-ceiling construction
of two-, three-, and multi-story buildings. Actual time savings vary with
job size, building design, and prevailing labor rates, according to
Symons Mfg. Co. of Des Plaines, Ill, which developed the steel-ply
forming equipment.

Here is how the system works: Tubular steel shores, adjustable for
height, are erected on a finished floor slab. Steel stringers are run
between the shores. Re-usable steel forms are set between the stringers
and held at the edges by angles bolted to the stringers. After
the slab is poured and has cured a few days, forms are stripped by un-
bolting the angles from the stringers. Shores and stringers are left
in place until the contrete has reached design strength (usually a week
or two). No reshoring is needed.
(With conventional formwork,
shores must be removed to strip
the forms and then be replaced
to support the green concrete.)

Each shore supports 60 sq. ft.
of formed deck, thus eliminates
the need for the forest of 3x4s in
conventional formwork. As the
photo at left shows, shores can
be leveled from above to exact
height, Equipment can be rented
from Symons dealers or bought
through a rental-purchase plan.

T WRENCH is used to adjust and
level forms at required height.

BRAB study seeks first yardsticks
for plumbing-fixture performance

Standards of strength, fire resistance, and wedther resistance simplify
the comparison of most building products. Not so plumbing fixtures.
The only way to compare them is by color, style, and price. Now the
Building Research Advisory Board, through a joint government-
industry study, hopes to come up with recommendations for plumbing-
fi. ture performance standards. The study will delve into questions on
how fixtures function—and should function. Example: How much water
should be used to flush a toilet? Most U.S.-made toilets take five to
six gallons. They needn't. In England, where future water shortages are
almost inevitable, toilets are designed to flush with two (and sometimes
only one) gallons. The flush handle on one English model has two
positions. Tripped part way, it flushes one gallon; tripped all the way,
it flushes two.

Book reviews start on p. 190
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This is the most imitated siding in America

But, imitation “composition” materials can't
match the thick dimension, high insulation
valee and unique texture that comes naturally
to genuine Red Cedar machine-grooved side-
wall shakes. You can choose from dozens of
rich, long-lasting, factory-applied colors. Most
important, real Red Cedar Sidewall Shake
proves lowest in applied cost.

MAY 1963

Red Cedar Shingle Bureau
5510 White Bldg., Seattle 1, Wn.
(In Canada: 550 Burrard St., Vancouver 1, B.C.)

Please send me free details about
Red Cedar machine-grooved shakes and shingles.

NAME
ADDRESS,
CITY
STATE

RED CEDAR SIDEWALL SHAKES

The “‘Certigrade’ and ‘‘Certigroove’’
labels are your guarantee of quality specified
by rigid industry standards.




AUTOMATIC DOOR DEMONSTRATION

R
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Think what this dramatic
demonstration can do for your
model home! You get a quicker
sale to save interest costs—with
full mortgage evaluations.

The “Auto-MATE” is no stripped-down
operator. It has all the fine-quality
features—safety reversing, overload

protection, separate radio unit, extra
circuits to handle garage lighting
automatically—features that have
made thousands of professionally
installed “OverHEAD DooRr”
operators nationally famous
over the years.

A fine door, too! Heavy
hardware and select West
Coast lumber—a door with
quality you can dramatically
demonstrate for prospects,
a door with the prestige
name they recognize.

*Overhead Door Corporation announces it

is producing a quality operator at a price to
its distributors which will permit them

to sell for a price of less than $150 installed
(less wiring and travel).
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AT TO-MATLTES
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IT'S THE NEW

AUTOMATIC OPERATOR

Here’s how to add an extra 2-in-1 “selling touch” to your model homes — a package deal that
makes it possible to include an automatic garage door operator with almost every home you
build! Now you can get both The “OvErHEAD Door” and new “Auto-MATE” automatic
operator for the lowest price in years! With this sales-clinching combination, you can make a
dramatic demonstration at your model home to really turn prospects into buyers!

Make the move that will clinch more sales for you. Call your local distributor today for
details. He’s listed in the white pages under “OvERHEAD DooOR.”

MADE ONLY BY

OVERHEAD DOOR CORPORATION

General Offices and Manufacturing Division: Hartford City, Indiana. Manufacturing Distributors: Dallas, Texas; Portland,
Oregon; Cortland, New York; Hillside, New Jersey; Lewistown, Pa.; Nashua, New Hampshire. In Canada: Oakville, Ontario
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Give your home lasting

elegance with the custom
look of the hinges that
hide themselves . . . the . ..

INVISIBLE
HINGES

Through the years architects strive for unity of design
to create an effect of fashionable simplicity with elegance . . .
and this is the hinge that gives better
homes that elegant touch.

The Soss Invisible Hinge is completely hidden from
view when doors or cabinet lids are closed. It creates a
smooth, flush surface that eliminates unsightly gaps
between door and frame. The Soss Invisible Hinge
is available in a range of sizes and finishes. Recommended
and endorsed for over 50 years by leading architects.

FOR FULL 2

B s Soss Manufacturing Co.
AND PRICES, HH305 P. O. BOX 38
WRITE TO: DETROIT 13, MICHIGAN
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BOOKS

New—and critical—look at urban renewal

RENEWING AMERICA'S CITIES, By
Thomas F. Johnson, James R.
Morris, and Joseph G. Butts. In-
stitute for Social Science Research,
Washington, D C. 126 pp. $5.

Problems of slum clearance and
urban renewal should be returned
to the cities whence they sprang,
according to this little book.
Johnson, an FHA assistant commis-
sioner from 1954 to 1958, Morris,
a consulting economist, and Butts,
a Washington lawyer, examine the
federal aid program, past and pre-
sent, and find: 1) It has accomp-
lished little (25,000 new or re-
habilitated housing units out of a
projected total of 150,000 for the
decade of the fifties); 2) it costs
too much (roughly $7,041 per
unit, exclusive of construction);
3) it restricts the municipality’s
freedom of choice; 4) it's “anti-
constitutional” if not unconstitu-
tional.

Finally, they propose a five-
point program that would turn the
whole problem over to state and
local politicians—and the private
special-interest groups that often
dictate their decisions:

1. Improve municipal house-
keeping—street cleaning, garbage
disposal, etc. Cities tend to reduce
services in neighborhoods where
the population pattern is changing
to a lower income group say the
authors, but if blight is to be
stopped, these are the very areas
where services must be kept up
and even upgraded.

2. Revamp property-tax policies

to shift much of the burden from
improvements on the land to the
land itself. The authors quote
House & HoMmE (Aug. '60) to the
effect that land now carries one-
third of the realty tax compared
to two-thirds 50 years ago. Like
House & Home, they contend
that present tax practices often
subsidize slums and encourage
speculation. Generally, they note,
taxes on slum property are low
even though the site is valuable
and earnings from the slum struc-
ture are relatively high. Their
conclusion: Taxation more in line
with earning and site values
would chop the profits of slum
ownership and thus lead to the
demolition of slum buildings and
normal renewal of slum areas.

3. Clear up cloudy land titles—
“serious impediments to land ac-
quisition and new building.” Legal
action by cities (aided by state
legislation where necessary) to
expedite title clearance “could
help overcome spotty develop-
ment . . . and provide a sounder
basis for municipal revenues.”

4. Step up enforcement of
building, health, and fire codes.
Tighter code enforcement, the au-
thors point out, will compel the
upgrading of inadequate struc-
tures or “hasten the process of va-
cating and demolishing them.”

5. If a renewal project calls for
condemnation, demolition, and
reconstruction, execute it without
the “stifling dependency upon
federal grants.”

Working guide to property appraisal

THE VALUATION OF REAL ESTATE.
By Alfred A. Ring. Prentice-Hall,
Englewood Cliffs, N.J. 430 pp. $10.

Both the intangibles and the
mathematics of valuation are ex-
amined in this new textbook
which should prove to be a com-
prehensive guide for appraisers,
assessors, insurors, builders, real-
ty men, and land developers.
Author Ring, an appraiser and
head of the University of Flori-

da's Department of Real Estate,
punctuates his | text with charts,
graphs, tables, and sample ap-
praisal forms. He even devotes
43 pages to the documentation
of a valuation report on a single-
family home (with land) ap-
praised at $16,500. For the
reader who wants to test his
knowledge of valuation, the au-
thor has added an appendix with
58 common problems and solu-
tions.

How the S&L system became a new business

A BUSINESS REBORN. By Josephine
Hedges Ewalt. American Savings
& Loan Press, Chicago, 406 pp. $5.

Few growth stories can match
that of the s&rs in the three
decades since their centennial in
1931, and fewer still have found
a chronicler as knowledgealle as
Author Ewalt, Washington editor
and an assistant vice-president
of the U.S. Savings & Loan

League. Her official biography of
the s&L |industry documents
usLL  Executive Vice-President
Norman Strunk’s comment in the
forward that “the sa&rL system
was nearly a century old when
the depression began, but its ways
and looks have changed so defi-
nitely that it is in many respects
a new business.”

This is a patient chronicle of

continued on p. 195
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NEW

GM-DELCO THRIFT-PAK
SAVES vo*200 IN INSTALLATION COSTS!

NOW! COMPLETE HEATING AND AIR CONDITIONING IN THE THRIFT-PAK!

Thrift-Pak wraps up all kinds of quality ‘pluses'' to make central air conditioning more desirable than ever
... for the home buyer and the installer! Take a look at all the features that put THRIFT-PAK head and
shoulders above the rest. Get all the facts and a free Designers Planning Book, as well! Write Delco Appli-
ance Division, Dept. XB-2, General Motors Corporation, Rochester 1, N. Y.

® THRIFT-PAK: self-contained packaged unit that can save up to $200 in installation costs over
conventional systems.

® THRIFT-PAK: thru-the-wall system that can be installed by two men in just sixty minutes.
® THRIFT-PAK: builder-designed to air condition new homes in the low-price range.

® THRIFT-PAK: factory charged, sealed. Completely circuited. Up to 32,000 BTU/HR. Guaranteed
General Motors certified ratings.

CRAWL SPACE

Fits through wall, con-
nects to distribution
ductwork.

OVERHEAD DUCTS

Mounts through wall,
over heating unit and
connects to distribu-
tion system,

msetR

BASEMENT

Can be located directly
above furnace for
conventional heating
installation.

SLAB

Installs through wall,
over supply plenum for
slab type houses.

DELCO APPLIANCE DIVISION
GENERAL MOTORS CORPORATION
ROCHESTER, NEW YORK
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New International loaders

strength that

costs less

3
e e

B ol
SERY R R

NTERNATIONAL

3414

r

High-strength International load-
ers provide a new world of extended,
trouble-free service in toughest
duty, yet cost no more than many
more lightly-built loaders. In every
way, these brute-strong outfits are
reinforced to take the shocks o
heavy loading ... the stresses of
lifting and carrying heaped, capac-
ity loads. Rugged box-beam lift
arms provide an extra measure of
strength and stamina. MIG-weld
ing (inert gas-shielded), used
throughout frame and lift arms, in
sures an extra-deep, super-strong

HOUSE & HOME



connection at every joint. Advanced
hydraulic cylinders with Teflon pis-
ton rings and seals eliminate the
chronic maintenance difficulties en-
countered with older-type packings.
Aircraft-type steel-tube hydraulic
lines form a durable, leak-proof sys-
tem. Large-diameter, heat-treated
pivot pins at each pivot point, fitted
with replaceable, hardened, lubri-
cated bushings, distribute bearing
loads over a greater area. These are
“pay-off”’ outfits, to boost your daily
output, and to keep it up for a long
time to come!

MAY 1963

tractors.

tractor

International 3000 loader has full 3,000-pound working capacity, exerts
5,000-pound breakaway. Available for 58-hp* and 66-hp* International

backhoe.

International
3414 loader

Mounts in combination with the new International 12%-foot
May be equipped with Drott 4-in-1 bucket.

International 2000 loader rips out heaped bucketloads with 4,000-
pound breakaway, has full 2,000-pound working capacity. Available for
43.5-hp*, 47-hp*, 58, and 66-hp* International tractors.

Working capacity is a
full 2,500 pounds, with
4,100-pound break-
away capacity. The
3414's welded, one-
piece unit frame (see
inset photo) takes all
load-and-road shocks,
freeing engine and
power train housing
from all loader stresses.
43.5-hp* Diesel or gaso-
line engine.

*Maximumengine hpatstandard
conditions.

International Drott
4-in-1 bucket for
3000 loader and
3414 loader trac-
tor! Four special-
ized tools in one:
Yo-yard bucket,
bulldozer, clam-
shell, scraper.

International tractors provide ideal
power for all loading operations. Balanced power-
weight ratio for traction, and built-in stamina for
dependability combine high output with minimum
upkeep. IH Industrial tractors can be equipped
with full forward and reverse drive for fast re-
verse speeds to cut loading time.

See and compare—ask your |H Dealer
to demonstrate. For full line catalog
and dealer’s name, write Interna-
tional Harvester Company, Dept.
HH-5, P.0. Box 7333, Chicago 80, 111

INTERNATIONAL HARVESTER
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FOR THE PROGRESSIVE BUILDER

Special Advantages With
Versatile Southern Pine

% Trade-marked and officially grade-marked.

Quality Southern Pine is available in a variety of re-
markable products for better buildings. Light framing
with special advantages for engineered construction and
components. Roof decking and laminated lumber with
greater strength for design economy. Striking new
patterns of paneling and siding that adapt beautifully
to modern or traditional styles.

*Light framing from mills of the Southern Pine Associa-
tion is “pre-shrunk’ for full dimensional stability and

greater nail holding power. Standard framing grades
are “all-purpose, stress-rated " —well adapted to trussed
rafters and other engineered components. This elimi-
nates a need for more expensive special grades and is a
source of substantial savings.

These quality products are available from retail dealers.
For information, write:
SOUTHERN PINE ASSOCIATION,
P. 0. Box 52468, New Orleans 50, Louisiana.
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BOOKS

events—changes in laws, regula-
tions, lending practices—that
changed a loose group of small,
local institutions to the $93 bil-
lion industry that finances over

start on p. 190

40% of the nation's homes. It
leans away from deep insights
into the s&i system. But as a
reference work it is meticulous
and complete.

Landscape ideas that add value to the house

LADIES' HOME JOURNAL BOOK OF
LANDSCAPING AND OUTDOOR LIVING.
By Richard Pratt. M. Evans & Co,,
New York City. 225 pp. $6.95.

Though written for the home-
owner, this book can also be a
source of ideas for the builder
who is seeking better model-house
landscaping. Lavish illustrations,

The elderly American:

LIVING AND ACTIVITY PATTERNS OF
THE AGED. By Glenn H. Beyer and
Margaret E. Woods. Center for
Housing & Environmental Studies,
Cornell University, Ithaca, N. Y.
29 pp. $2.

This small volume does a big job
of shattering the image of the
typical elderly American as main-
ly idle, infirm, and anxious to live
with his or her children. It is not
so at all. And this is important to
housing professionals who are
tackling today's growing markets
for retirement and nursing homes
(H&H, Apr.).

Only 11% of people 65 and
older are “somewhat infirm,” ac-
cording to Beyer, director of Cor-
nell's housing center, and Miss
Woods, a research associate in
housing and design. Only 13%
need any help in their activities.
Even among octegenarians, only
1 in 25 has given up climbing
stairs,

The average older person is just
about as busy as anyone else at

How house design can

DESIGN WITH CLIMATE—A BIOCLI-
MATE APPROACH TO ARCHITECTURAL
REGIONALISM. By Victor Olgyay.
Princeton University Press, Prince-
ton, N.J. 190 pp. §15.

Architect Olgyay, in very aca-
demic style, delves deeply and
scientifically into the ways that
structure and site can be used
to make climate work for com-

many in four colors, include land-
scape plans. And Author Pratt,
architecture and garden editor of
Ladies Home Journal, has not
ignored the question of cost vs.
value: “5% of its cost, properly
spent on homescaping, will make
an average house and lot worth
about 15% more on the market.”

how he likes to live

work or leisure activities, spend-
ing about four or five hours at
cooking or other work and eight
at visiting, watching Tv, reading,
or other activities. He idles or
naps only two hours a day.

The older people get, the less
they like the idea of living in
nursing homes. On the other hand,
a surprisingly large number pre-
fer not living with relatives. In
fact, 42% of widows who live with
their children would prefer living
somewhere else, and 37% of el-
derly couples think it best not
even to live near relatives.

The source of these and many
more startling statistics about the
elderly is a survey by personal in-
terviews with 5,202 people con-
ducted by Cornell's housing cen-
ter under a Ford Foundation grant.
Living and Activity Patterns of the
Aged is the third report based on
the research. The other two (each
$2): Economic Aspects of Hous-
ing for the Aged and Community
Aspects of Housing for the Aged.

capitalize on the climate

fort. The book is the result of
eight years’ research at Princeton’s
School of Architecture.

Olgyay's design ideas are not
new. But his documentation of
these ideas is mew. and his ex-
amples of good climate design,
taken from all over the world,
show varied ways to design for
sun and wind, heat and cold.

Fundamentals of plywood construction

PLYWOOD: PROPERTIES, DESIGN AND
CONSTRUCTION. By Nelson S. Perk-
ins. Douglas Fir Plywood Assn.,
Tacoma, Wash. 32 pp. $3 (52 in
soft coverY,

This is a college-level textbook on
the use of softwood plywood as a
building and industrial material.
In 12 chapters, it covers grades,
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sizes, types of softwood plywood,
its physical and mechanical prop-
erties, design and application in
standard construction practices,
and in such special uses as dia-
phragms, folded plates, and com-
ponents. Author Perkins, a civil
engineer, is a former head of
DFPA's technical department.

New products start on p. 197

SWANSON ADVERTISING IN LEADING
MAGAZINES CONTINUES TO BUILD CONSUMER
ACCEPTANCE. . . CAN HELP YOUR PROSPECTS
AND BUYERS TO KNOW THAT YOU USE

ONLY THE BEST KITCHEN BUILT-INS!

You and your prospects can see
Swanson products advertised in . . .

* LIFE Magazine

e Better Homes & Gardens Building Ideas

® Better Homes & Gardens Home Improvement Annual
¢ Better Homes & Gardens Kitchen *Annual

® House & Garden Building Guides

e House & Garden Remodeling Guide

* House & Garden Book of Plans

* House Beautiful Building Manuals

® New Homes Guides

¢ Home Modernizing Guides

¢ Building Products & Remodeling Products Guide

. . . new for '63

Join the growing ranks of those
who choose the kitchen built-ins
featuring imagination, quality and
consumer acceptance . . . specify
and install Swanson products.

BUILT-IN WALL TOASTER .«
IRONING CENTER -

RANGE HOODS
RADIO INTERCOMS
VENT FANS
“KITCHEN KADDYS”
CLOCKS

We'll send our full catalogue to qualified
architects, builders and dealers by return
mail on request. Write Dept. HH

wendon

MANUFACTURING COMPANY 607 5. Washington Street * Owosso, Michigan
195
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CREATIVE WINDOW PLANNING

from an architect’s sketch pad

“With Malta Wood Windows, each of our 23 basic home
designs for 1962 possesses greater individuality and design
flexibility. Rigid specifications of Hodgson Manufactured
Houses are met with these easily adaptable, precision-
crafted windows. Their patent quality and functional sound-
ness eliminate call backs and promote confidence in our
homes. Malta helps us achieve the character, distinctive
styling and lifetime enjoyment that are Hodgson hallmarks.
Malta has become a dependable
standard with us for both tradi-
tional and contemporary designs.”

GeorGeE EARL Ross, A.R.A.
Braintree, Massachusetts
HODGSON HOUSES, INC,

DOVER, MASSACHUSETTS

| Malt-A-Matic
double hung wood window; low cost,
fully modular, removable sash.

120 MILL STREET

196

THE MALTA MANUFACTURING COMPANY

e GAHANNA, OHIO

Malta offers dollars and cents value every builder can
appreciate whether he builds five or five hundred homes a
year. Look at these benefits: Malta has the experience,
knows your problems and works closely with you through
qualified distributors and a centrally located factory de-
livery plan. A huge inventory is maintained year ‘round
for better selection and speedy delivery. Using Ponderosa
Pine exclusively, top quality millwork with lifetime hard-
ware and effective weather stripping, you're getting the
highest quality in wood windows. A broad range of types
and sizes gives you a wide choice. And Malta guarantees
your window installation success.

Insist on Malta, the window line for better design. Ask
for your copy of Malta’s Creative Window Design Kit,
architectural guidance in the use and placement of quality
wood windows. Make Malta wood windows a focal point
for greater variety, better design, more customer satisfaction.

CUARANTEED QUALITY WOOD

\WINDOWS /

PLANT FACILITIES, MALTA, OHIO

ME29
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Ceilings

NEW PRODUCTS

Luminous ceiling, for new or
existing suspension system, has

2'x3" vinyl panels with open
louvers which do not retain dust
or insects, permit sprinklers to
work efficiently. Urethane foam
strips hold louvers in place J. A.
Wilson Lighting, Erie, Pa.

For details, check No. 2 on p. 229

Acoustical ceiling tile ab-
sorbs 70% of the sound striking
it and also meets federal spec
ss-A118b, class A, incombustible.
Rivera tiles are 1’x1'x34”. Their
striated pattern makes joint lines
almost disappear. Celotex Corp.,
Chicago.

For details, check No. 3 on p. 229

Suspended ceiling system
has a slide-lock framework that
can be installed in four steps:
1) Molding is applied around the
room at desired ceiling height
(top right). 2) Main runners are
suspended on wires or hanger
straps from the existing ceiling
at 4' intervals (middle right). 3)
End tabs of the cross tees snap
into slots in the main runner
without tools. 4) Panels are
set in the grid (bottom right).
Acoustical panels—2'x2’ or 2'x4’
—can be used for the entire ceil-
ing or combined with translucent
lighting panels as shown at left.
Cost of the system (without lumi-
nous panels) is 40¢ to 45¢ per
square foot. A typical 2/x4'
luminous puanel costs 75¢ per
square foot. Armstrong Cork Co.,
Lancaster, Pa.

For details, check No. I on p. 229

Ceiling panel of incombustible
mineral fiber has a washable white
paint finish, Fissured Royal-
tone is 1’x1'x%2”, has a square
edge. Random-pierced Royal-
tone is 1"x2'x14" scored for 1’x1’
pattern, has a beveled edge.
Johns Manville, New York City.
For details, check No. 4 on p. 229

Plastic-coated tiles have a
washable finish permanently bond-
ed to mineral-fiber acoustical ma-
terial. Acousticrylic ceiling tiles
come in t&g 1'x1’x%2” squares in
a white Stardrift pattern. Retail
price: 45¢ per sq. ft. National
Gypsum Co., Buffalo.

For details, check No. 5 on p. 229

Flooring

Prefinished parquet tiles are
made of Applachian hardwood
strips wired together into 6"x6"-
x5/16" squares. Hartco Flor-Tiles,
in oak, maple, ash, or walnut,
have a buked-on, three-coat finish.
American Lumber, Philadelphia.
For details, check No. 6 on p. 229

MAY 1963
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Parquet floor blocks, formed
by four factory pre-finished
squares are stapled into a 12-
5/16"x12 5/16”x5/16"” unit. No
backing material is needed (back
side of block, left above). Crown
Mosaic, Sevierville, Tenn.

For details, check No.7 on p. 229

Vinyl cove base comes in two
3-dimensional patterns: Sculptura
(above) and Wood-Moray. Both
patterns are available in black
and dark brown, in 4'-long sec-
tions, 4” and 6" high. Mercer
Plastics, Newark, N. J.

For details, check No. 8 on p, 229

Vinyl flooring has a random-
plank pegged pattern. Other pat-
terns: random plank without pegs
and parquet. Available in light
oak and teak, in 6" width only,
Retail price: $4.95 to $5.50 per
sq. yd. Bird, East Walpole, Mass.
For details, check No. 9 on p. 229

New Products continued on p. 199
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THERE'S A LUXAIRE COOLING IDEA ON THIS PAGE
THAT WILL HELP YOU SELL MORE HOUSES THIS YEAR

OWNER o ALLHEATINGAND LA\ 5| seazoumes
COOLING COMPONENTS bl
- GO-TOGETHER FOR |+ -

COMPLETE COMFORT || || |
AS LOWAS
$500°% INSTALLED L |+

«
I

o5
Gy, T

‘ F COUNTERFLOW
BLOWER AND COnTROLS READY  ®READY FOR COOLING ORBOTTOM INAS CWLES FOR
FOR Anpsl.'.poncwgﬁgmw'.ng m“M'N.Mumm LITTLE AS 12"HT. | BASEMENTLESS MODELS
THE ADD-ON IDEA THE PACKAGE IDEA
EOOLING COI 1 CRAL Shace | Tha——— At New Consumer 3
| | | (=7 Design Appeal
3| B F-7-% | =R FLOATING-MOUNT
. - 11 = QUIETNESS
i = ﬁ 31@ COOLING GUARANTEED
——J}& o E & HEATING
o GUARANTEED
= e B -
i ) THRU-THE-WALL CONDENSING UNIT e e -
CONDENSING UNIT THRU ‘ TUCKED AWAY IN .
FOUNDATION WALL SOUND-PROOFED CABINET IN CLOSET USE HEAT'NG/ NGP‘wN m d (
* SPACE:SAVING COMPONENTS | | “'19 ADD MAXIMUM LIVING COMFORT =
GIVE MORE HOUSE ALUS MORE VALUE TO YOUR ToP HOMES
THE TUCKAWAY IDEA THE TOP-LUXURY IDEA
NEW = oad | e
PROBLEMSOLVING - NNE ) e
CONDENSING UNIT E o / el
PITCHES AIR-DISCHARGE = o e, d
AND SOUND
UP-AND-AWAY | L ,il/ g
FROM HOUSE,SHRUBS, THRUTHE wALL ) |k
NEIGHBORS ! Pzt L]
; / . FURNACE HIDEG CO—DENSINB UNIT :
ERAUSIVE: S/ o EXCLUSIVE FOR HOMES,
THE PROBLEM SITE IDEA THE HIDDEN-SYSTEM IDEA
To give the educated home buyer more for his money ... home =
you've got to get the most for yours. You'll find the solution ms" ;

first with Luxaire, because Luxaire makes so many different
components for home comfort. The easy way to get it is to
contact your local Luxaire Distributor . . . and benefit from

the local design, supervision, service and sales help he stands ﬁ |

ready to give you. Ask him for the ‘‘Builder Brochure,” or write

direct. The C. A. Olsen Manufacturing Company, Elyria, Ohio. i tasumes

BUILDING MANUAL
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Tools

NEW PRODUCTS

start on p. 197

Electric saw has insulating bar-
riers between current-carrying ele-
ments and outer housing, does
not need grounding wire or three-
prong plug. The E-700 has a 2-
h.p. motor, 7%4” or 84 " blade ca-
pacity. 7% " model sells for $140.
Thor Power Tool, Aurora, Ill.

For details, check No. 13 on p. 229

Baths

Paint pole, left, climinates scaf-
folding on many jobs. Three sec-
tions with pressure-tight joints
make a pole 3, 6, 9, 12" or 15
long. At full 15, the pole weighs
less than 5 Ibs. It adapts to all
paint pumps and airless guns.
Norcap Mfg. Montebello, Calif.

For details, check No. 10 on p. 229

iz - :

Staple gun makes it possible to
lay ceiling tile directly to gypsum
board by stapling the second
staple exactly on top of the first.
The second staple spreads as it
enters (inset above) to give extra
holding power. Markwell Mfg.,
New York City.

For details, check No. 14 on p. 229

Stump remover cuts tree

stumps as far as 12" below
ground level. Rotating steel wheel
(2914" diameter) can chop an
18” diameter stump in 10 minutes.
It connects to any tractor rated
at 40 h.p. or above. $2,695 fob,
Wagner Iron Works, Milwaukee.
For details, check No. 11 on p. 229

All-purpose saw, with adjust-
able blade and shoe, provides ver-
tical and horizontal flush cutting
in any position. Auxiliary handle
adjusts to five positions. Model
H458 weighs 6 1b., has three
blades, lists for $49.95. Stanley
Works, New Britain, Conn.

For details, check No. 15 on p. 229

Pneumatic plug hole drill
weighs only 6% Ib., runs on only
14 cmf, can drill through 10”7 of
masonry in one minute. Two-step
throttle provides light pressure
for starting, heavier pressure for
full working speed. Atlas Copco,
Paramus, N. J.

For details, check No. 12 on p. 229

Hand-size welding torch,
with miniature oxygen and butane
cartridges, produces a pin-point
flame of 4,000F. Cartridges give
a 2-hr. fuel supply. Precision con-
trols regulate gas mix. Micro-
flame retails for $11.95. Printed
Circuits Inc., Minneapolis.

For details, check No. 16 on p. 229

Reverse-trap toilet with a rear
outlet is floor mounted, requires
no digging into concrete or box-
ing. This gives most wall-hung
advantages at lower cost. The
Marquis is available in all Beauty-
ware colors and white. Briggs
Mfg., Warren, Mich.

For details, check No. 17 on p. 229

MAY 1963

Wood-frame cabinet has gold
lines radiating from the oval mir-
ror on a white wood door. Steel
cabinet body fits 14”x19” wall
opening; overall size is 16"x24",
List price: $355.45. Lights for sides
or top are extra. General Bath-
room Products, Chicago.

For details, check No. 18 on p. 229

Round vanity sink of stainless
steel is 18% " in diameter. Con-
toured rectangular model (not
shown) is 2034 ”x16%”. Both
models have openings for two
faucets, sell for $39.95 with over-
flow, for $29 without. Jensen-
Thorsen, Addison, Il

For details, check No. 19 on p. 229

Planter toilet-tank top is a
combination flower pot and rack
for books, magazines or facial
tissues. Planter top fits any Eljer
tank, comes in six pastel colors
and white, can be ordered with
new toilet or as a replacement.
Eljer, Pittsburgh.

For details, check No. 20 on p, 229

New products continued on p. 201

199




Your Plans

Drawings, prints, maps filed fast, found fast—
always accessible, always protected.

PLAN HOLD Filing Systems save time, space and
expense. See your engineering supply dealer or
write for specification literature.

FREE Introductory Offer: We will give you one Plan

Hold Type “‘C" Friction Binder to hold from one
to 100 sheets without punching holes or other
mutilation. Just tear out this offer, attach to your
letterhead with check for $1.00 to cover handling,
and mail to Torrance address shown below.

PlanHold

CORPORATION

21613 Perry Street, Torrance, California
253 South River Street, Aurora, lllinois

World's largest manufacturer of plan filing systems.

@ Prints and develops in one
simple step.

® Works equally well mounted
on a wall or on a table. Wall
mounting holes provided.

e Fewer parts, less mainte-
nance.

® NEW electronic fingertip dial
speed control for uniform
printing.

'INTRODUCES

|~
DIAZOJET

NEW ~= WHITEPRINTER
LEAST EXPENSIVE . . . 42” PRINTER and DEVELOPER in ONE UNIT

® Only one lamp - Exclusive
“Diazolux" is longer with
larger diameter and higher
output than other models «
increases printing speed.

® Anyone can operate the
Rotolite "DIAZQ-JET".

e Delivers dry copies. No vent-
ing required.

ROTOLITE OFFERS 7 DIFFERENT MODELS .-. .
CHOOSE THE MODEL best suited to you . . . all wall mounted

. all low cost . . . prices start at $129.50.
® "Thermomatic” — separate high speed automatic developer unit.
NO venting required. g e m e - o
e “Expeediter''* — fast ¥ ROTOLITE SALES CORP., Stirling N. J. S-5

whiteprinter with fin-} phone Millington 7-1040

ger-tip dial control for ¥

complete range print- 8 Send information on “'Diazo-Jet” and other models,

ing. Takes paper up to

42" wide, : Name ...

@ "Economy Model'*
the

=N
past expensive any: g Concern ..
Adjustable
3 widths: for 3 ADArESS cooreeeeeeeeeereceesnsissdisciocdcenimmmsessossacrossens

B |1 R RN

A CONVERSATION PIECE

for your finer Homes and Motels

A Weataerscore* Pancl installed in
your finer homes and motels will quickly
command the interesc and appreciation
of the ever-growing army of weather
watchers. It is a focal pomnt that never
loses interest. In addirion to being
uniquely decorative, the Wearnerscore
Panel tells che complete weather story
including outdoor temperature, witch
maximum and minimum indicators; de-
tailed weather forecast; and wind speed
and wind direction.

The WeaTuerscore Panel is 17" x 127
and is available 1n a choice of mahog-
any, walnur/or maple. The instruments
on the panel are also available in 6’/
and 12’* diameter dials for custom in
stallacion.

Sce how Wxarnerscore Pancls can add
interest and 1ncrease saleability in the
homes vou are designing and building.
Write for Bulletin 99294, Tavlor In-
strument Companies, Rochester, New
York and Toronto, Ontario.

*Trade Mark

Ziy/&r Inslrwmenty mean accoracy Firsr
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Exterior materials

Ceramic cove is 4” high, cuts
| costs by eliminating need for tedi-
ous fitting of wall tile at wall-
floor joint. Thin Lip Applied
After Sanitary Base is installed
over (not butting) floor tile. Cove
comes in 28 colors. Wenczel Tile
Co., Trenton.

For details, check No. 24 on p. 229

All-plastic T-square gives dis-
tortion-free and unobstructed view
of entire drawing area. Blade is
made of optically clear extruded
acrylic, head is black phenolic
plastic. The 24” T-square costs
$3.35; the 30” size is $4. Frederick
Post Co., Chicago.

For details, check No. 28 on p. 229

MAY 1963
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NEW PRODUCTS

start on p. 197

Rigid PVC siding in 126"
length with 8” weather exposure
is applied like metal siding (left).
Dura-Lok panels are dentproof,
easy to cut (above), never need
to be painted because the color
runs through. Under $30 a square.
Acorn Chemical Co., Cleveland.
For details, check No. 21 on p. 229

7,3

Fiberboard siding is preprimed.
Duraboard clapboard (shown)
comes 8", 10", and 12" wide, 16’
long, and 2" thick. Grooved ver-
tical panels are 8, 9, and 10/
long, 48%" wide with %" ship-
lap joint for full 4" coverage.
Johns-Manville, New York City.
For details, check No, 22 on p. 229

N, S

Aluminum shingles, in panels
10'x1’, are striated for woodgrain
effect. The %" butt gives a deep
shadow line. Panels interlock
above and below for weather
tightness. Baked-enamel finish
comes in many colors, Consoli-
dated General Prods., Houston.

For details, check No. 23 on p. 229

Drawing and blueprint equipment

- —

e -
L \—2./
Wallboard joint compound
sets and hardens in 22 to 3
hours so workmen can apply it to
joints and tapes, then follow with
first coat and final tight coat of
topping compound on the same
day. Bestwall Gypsum Corp.,
Ardmore, Pa.

For details, check No. 25 on p. 229

114" thick—comes in 36 patterns
and colors with sand-rub, light-
polish, or mirror-polish finish in
sizes from 5”x10” to 1534”
square. Tile weighs 13 Ib. per sq.
ft., can be used inside or out.
Latco Products, Los Angeles.

For details, check No. 26 on p. 229

i1 ‘
Hardboard panels, available
in teak woodgrain with random
grooves (shown) or elm wood-
grain with uniform grooves, in
4'x7" or 4'x8" sizes, are factory
finished. They may be nailed to
studs or adhered to existing walls.
Celotex, Chicago.
For details, check No. 27 on p. 229

e

‘“Plan-Safe’ —a lightweight,
durable, galvanized-steel case for
blueprints—is attached to utility
pole or other convenient support
with metal spike. It keeps plans
from being lost or damaged on
the building site. Robinwood In-
dustries, Ocala, Fla.

For details, check Neo. 29 on p. 229

Horizontal files for rolled
drawings are made in interlocking
modular units of furniture steel
with a grey baked enamel finish.
Each unit has 9, 16, or 36 square
slots, 24” to 42" long. $38.95 for
the 36-tube model. Plan Hold
Corp., Los Angeles.

For details, check No. 30 on p. 229

Whiteprinter-developer rec-
produces 42"-wide drawings of
any length; prints and develops in
one step. New speed control as-
sures uniform printing. Diazo-Jet
delivers dry copies, requires no
chemicals or venting. Rotolite
Sales, Stirling, N. I.

For details, check No. 31 on p. 229

New products continued on p. 203
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Select the Deluxe Imperial Oven for
higher priced homes. Has Built-In
Rotisserie, plus Roast Guard that
keeps meat ready to serve for hours.

202

... With a Westinghouse Built-In Range. This big
Imperial Oven is a full 30" wide, features side-
mounted controls that are out of the heat zone
and easier to reach. Doors are available ina choice
of Confection Colors. Companion 4-unit plat-
form has self-contained controls, lift-up surface
units. A wide selection of other built-in ovens and
platforms available. . .and they're “flameless.”

You can be sure...if it's westinghouse

A step ahead

Contract Sales Dept., Mansfield, Ohio

B Westinghouse Electric Corporation y -.‘
W. E. Slabaugh, Manager, @V

|

|

I Please send me ca@alogue and complete de-
| tails on the dynamic new line of Westing-
I house major appliances.
|

|

|

|

Name

Address
. City. Zone State

These appliances, plus Heirloom maple wood cabinets, Micarta®
Counter Tops, Heating & Air Conditioning, Lighting, Wiring De-
vices, and Apartment Elevators are all available through one
point of contact. See your Westinghouse residential sales manager.

HOUSE & HOME




NEW PRODUCTS

Kitchens

start on p. 197

Compact kitchen is 73" long.
It includes (from left) an under-
counter refrigerator, an under-sink
disposal and dishwasher, and a
27" range and oven. Refrigerator

Console range—in pgas or elec-
tric models—is only 38” wide, has
two ovens, two broilers, a rotis-
serie, thermostat controls on three
top burners, and Thermowell
cooking with retained heat. Retail
price: $675. Chambers Corp.,
Arlington Heights, I11.

For details, check No. 33 on p. 229

Double-oven range has two
new features: 1) The ovens have
quickly removable panels (above)
finished with Teflon. to which
grease and spills will not adhere;
and 2) air jets spiral out from
horizontal vents under the oven,
curve over the surface units, and
pull smoke and heat back into
glass - fiber - and - charcoal filter
(right). The vent system also per-

—} RRSSeD

has 6% cu. ft capacny dish-
washer holds ten place settings;
sink is 6” deep. General Electric,
Louisville.

For details, check No. 32 on p. 229

Compact dishwasher is 15-
7/8" high, 23 7/8" wide, 224"
deep, holds six place settings.
Two models are available: the
icc-1 built-in (above) and a port-
able model that easily mounts on
a cart or countertop. Retails for
$159. Tappan, Mansfield, Ohio.
For details, check No. 34 on p. 229

mits closed-door broiling. Hot-
point, Chicago.
For details, check No. 35 on p. 229

New products continued on p. 214

with that extra sales appeal of

LAMINATED PLASTIC

Stop model home traffic—with the delightful patterns and
colors of Textolite laminates, which give wonderful ease of
cleaning to counter tops and cabinets. Put the accent on value
with Textolite, and join in celebrating the 25th year General
Electric has manufactured this quality product.

Find your dealer in
the Yellow Pages under

GENERAL @D ELECTRIC

Textolite patterns General Electric Company, Dept. HH-53 E-
shown are: 1- Coshocton, Ohio I
Spice Cherry 2- ids i
Chasgagie Candy [] Send samples [ Selling aids details |
Stripe 3-Golden Name.
Beige Twilight |
custom formed Firm____ |
counter top. Cake
decorations are Street — I
other Textolite |
colors. City. Zone__State_ |
(please print) -




Contemplating...

Ovwning
Building
Financing
Renting

HIGH-RISE

APARTMENIS?

Read Why 1963 Is The Year That Will Separate The Men From The Boys

Poorly planned, poorly
thought out apartments
have been successful in
the past. The picture has
changed—these apartments
are in trouble now and any
successful future construc-
tion must have superior
competitive planning.

A quick glance at The
Wall Street Journal’s list of
real estate securities will
show depressed values in-
dicating that many apart-
ments are experiencing se-
rious difficulty in renting
apartments and keeping
them rented, and/or meet-
ing investors’ obligations
satisfactorily.

Your time and your
money cannot afford to be
Jeopardized in this way.

We wish Float-Away
Closet Systems were the ul-
timate answer. They’re not.

FLOAT-AWAY orrers

We do know market re-
search shows closets to be
one of the most neglected
areas in the building of
high-rise apartments; also,
that one of the top three
reasons for tenant dissatis-
faction with apartments is
lack of storage space due to
inadequate closets.

It was interesting to note
in the February editorial of
HOUSE & HOME that 17
to 20 linear feet of closet
space is suggested for a one
bedroom apartment! How
do your units compare with
this bench mark?

Let’s face it. No matter
what attracts a person to
an apartment—Ilocation, air
conditioning, kitchen with
split-level oven, you name it,
your principal problem is
not attracting tenants,
but holding them for long
periods of time.

TENANT ATTRACTION
TENANT RETENTION

People like to be comfort-
able and they can’t be com-
fortable with the tons of
belongings that can’t be
properly stored. Lack of
adequate storage space
makes people uncomfort-
able—uncomfortable people
are dissatisfied people—dis- |
satisfied people move. When
tenants move, your invest-
ment suffers. Float-Away
can prevent this.

Many of the most success-
ful apartment buildings in
New York* and other key
metropolitan markets have
proved us right.

*Including 40 apartment
buildings in Manhattan, as
well as Webb & Knapp’s

Kipps Bay; five buildings
of First National Realty
Company and others.

wf= CONTRACTOR SAVINGS s>




HIGH-RISE contracTORS NOTE...

Constructlon of hlgh rise apartments IS not a cmch...
Float- -Away studied the problem and now provides the
-answer! Here's how Float-Away Closet Systems solve high-rise

Problem I Costly Fitting of Construction to Standard Design

It is difficult to conform to standard sizes due to column changes, building
irregularities. You don’t need to — give Float-Away the opening —
we will give you a door. Float-Away’s non-modular, any width, any height
door can even be job-measured at the brown-coat stage. Savings — large!

Problem IT Excessive On-Site Door Distribution Cost

After solving Problem I, IBM labeling permits us to mark every door so
it will practically deliver itself to the opening. Every door labeled as to
floor, apartment, and opening. Further saving — doors are loaded by
floor in the truck, saving time on hoist or elevator. Don’t you wish other
products had this feature?

Problem Il Uneven Floors and Ceilings

“The best laid plans” . . . It shouldn’t happen, but it does. If floors or
ceilings, or both, are out of level, Float-Away’s new and exclusive FLOAT-
A-LEVEL® track provides a superior closet system with no further con-
truction work. Uneven floors and ceilings may give you concern on other
roducts. As far as closets go, Float-Away has solved this problem for you.

Registration applied for,

closet problems for you and your architect

There are so many exclusive
and important features with
a Float-Away Closet System
that space limits full expan-
sion of the story.

No Other Closet Door Even
Offers All the Features Float-
Away Guarantees!

For more information and other details on
how you can profit by using Float-Away Closet
Systems, write to us on your letterhead.

FLOAT-AWAY DOOR COMPANY

Dept. H-563
1173 Zonolite Road, N. E.
Atlanta 6, Georgia




CreZon...A Product of Crown Zellerbach

PAINTABLE:

CreZon Overlaid Siding

your painting costs

lowers

Any color in the rainbow goes
on smooth, easy and fast when
you paint on CreZon Overlaid
Plywood. It takes paint beauti-
fully, two coats doing the job of
three. Homes keep their attrac-
tive appearance because the
painted finish lasts years longer
than a similar finish on natural
wood surfaces.

Tough CreZon resists heat,
cold, rain, scuffing—even chem-
icals—without checking, blister-
ing or splintering.

CreZon Overlaid homes not
only save on paint, they also
reduce your construction costs.
You need fewer square feet per
job—reduces trim loss. You
save on material, labor and
finishing costs.

Write for free samples.

These leading manufacturers use
CreZon to produce their highest
quality overlaid plywood products
under a variety of brand names.

ANACORTES VENEER, INC.
Armorite

DIAMOND LUMBER COMPANY
Super Siding
CreZon Overlaid Plywood

EVANS PRODUCTS COMPANY
Evanite CreZon Overlaid Plywood

GEORGIA-PACIFIC CORPORATION
GPX Yellow Panels

GPX Green Panels

GPX Yellow

Bevelled Siding

ROSEBURG LUMBER COMPANY
CreZon Overlaid Plywood

SIMPSON TIMBER COMPANY
Medium Density Overlaid Plywood

ST. PAUL & TACOMA LUMBER CO.
Plyaloy

UNITED STATES PLYWOOD CORP.
Duraply

oér CROWN
ZELLERBACH

|
CREZON SALES
One Bush Street * San Francisco

In Canado— Address inquiries fo:
Crown Zellerbach Canada Limited, Voncouver, B.C.




GO together- « « Wolmanized pressure-treated lumber and

the art of making money. It happens this way. Take a builder who uses

termite-safe, mt—safe Wolmanized lumber. First he saves labor dollars
because of wood’ s easy workability. Then he sells the home easier at a

premium price because Wolmanized lumber tells a story- home-seekers
appreciate. Things like: no exorbitant repair costs since rot or termite
damage can't happen. No maintenance costs to retain protection. Greater
collateral and resale value of the home. Wolmanized lumber also says
“Koppers''. . . a name connoting the dedicated research and rigid quality

control that have set the standards for the wood preserving industry. Get

in the money picture. Next time, use Wolmanlzed lumber.

Write for brochure ‘‘Safeguard Bmldlng Dollars.”” Wolman Preservatlve .

Dept., Koppers Company, Inc., 795 Koppers Bunrdlng,.Ptttsburgh 19, Pa.




ARKRAFT HOMES

are Distinctively Different

An Arkraft is more than just another home . ..
Arkraft Homes are “Distinctively Different’’—delightfully different, and
most important, desirably different. How are they different? That's
easy! Designwise, they're a rare combination of style, comfort and
effective utilization of space. Constructionwise, they're the ultimate
in craftsmanship, employing the finest materials, and manufactured
under strict standards of quality control. Saleswise, they're almost
irresistable! They've got that “something extra’’ that catches the eye
of more builders and prospective home-owners every day. Quite often,
sales of Arkraft Homes exceed even the builders’ most optimistic
expectations. (And that's really going some). May we tell you more?
Simply write or phone for full information. Your inquiry may reward
you handsomely.

A ARKRAFT HOMES

P. 0. BOX 12286, NORTHSIDE STATION, ATLANTA 5, GEORGIA
PHONE 237-1680 it PLANT: MILLEDGEVILLE, GEORGIA

MANUFACTURED HOMES OF EXTRAORDINARY QUALITY
S2—SOUTHERN EDITION HOUSE & HOME
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New Rnngaire Development
in Gentral Air Conditioning

means more builders than ever before can add the powerful
sales appeal of Rangaire all-year air conditioning to any home
or apartment... and with an added margin of profit!

Now, install the finest air conditioning system
available in every home or apartment you build
and make a greater profit too. The new Rangaire
QUICK-CONNECT system is completely pre-
charged and sealed at the factory, assuring you
a faster, cleaner installation at lower cost.

Rangaire’s new QUICK-CONNECT design pro-
vides complete flexibility for even the most dif-
ficult installation . . . remote, rooftop or thru-wall
for homes or multi-story apartments—comes with
up-flow, down-flow or horizontal furnace.

Your buyer will be happier too. Nationally adver-
tised Rangaire QUICK-CONNECT features a
unique refrigerant metering device and is factory
balanced to provide peak efficiency and maximum
operating economy under all weather conditions.

Any way you look at it, Rangaire saves you money
or increases your profit. Let us send you full
details. Just fill out and return the coupon below.

IPangaire gucxcoer

!
i.

vy Rangaire Corporation
@D Cobell Industries Division
Cleburne, Texas

Please send me full details on the new Rangaire
QUICK-CONNECT system.

SOUTHERN EDITION—S3




g The Quality. . . Features. . . All Hand Wired
S i, Engineered Excellence
Grustration You Expect. ... .. at Unexpected

SAFE-T-DRIP

WALL RECESSED . ..

PLUMBING HOUSING FOR
AUTOMATIC WASHING
MACHINES

HI-FI AM axo FM #00% soesie
NEW! 11" OR 2" I N T E R C O M L FD.:;‘:.— Es;;?:c:ii:rc:nsdpecilﬂz
“PIC'IURI-.: FRAME" DRAINS-

COVER RING

WE INTRODUCED THE FOLLOWING
FEATURES THAT ARE NEW OR MISSING FROM OTHER
LUXURY INTERCOMS FIVE YEARS AGO

PROTECT THE LAUNDRY ROOM
FROM WATER DAMAGE

Wall recessed water faucets and waste

drains for the automatic washing ma- No outside control on the Door Intercom Speaker — Hi-Fidelity standards
fc:l::f (;:?pcpnin;m;:l?cn;sexzzzl:;e o':')erlf?g:s were I‘St(ihli:‘-&h\‘(I for (J?iulit_\' NI;\.‘ctw.l’ Unit station buttons were eliminated
g e ;plir il crocked’ = Master Unit "]'Jlll}!-lflz' connections to the speaker system for easy serv-
R ice — Built-In preamplifier for Record Player — So much power twelve or
“SAFE-T-DRIP" permanently stops water more .-.p.eukcr.~? can .be .IIS(-|| — Super sensitivity to fringe area FM stations

Station drift eliminated through Frequency Control — and you could

damage to walls and floors. Keeps out

rodents and saves money on installation. pasily install the Speaker Cables by all three known methods of wiring.

One-piece heavy steel pan carries off
excess woter through o rib_re-inforced NOW MORE PROFESSIONAL FEATURES ARE ADDED WITH....
waster connection. Easily installed be- NEW — Remote location of the Record Player Jack
tween 16" wall studding. ?
Wker favcets con b plesibed through NEW Smoother precision slide rule station tuning
the top on 8" centers or through the NEW — Larger calibration easier to read dial
sides as illustrated. An adjustable hose A e e : e - s Jawr
Wi Tnaiia “the Sioiee Thiaih M i NEW — Individual adjustment of the intercom volume level
waste hose from the washing machine NEW — Low operating cost of only $.025 per 12 hour day
secdur:dd in IP'SCG-_ Meets 9F” Municipal NEW — Rough Kit — Trim Kit packaging, Easier to Buy and Install
an ecera ousing specitications. = ’ x .

i NEW — Visual “Tuning Eye” meter on FM stations

LIST PRICE NE W — Functional styling in rich wood accents

LY
i

$985 NEW — Brilliance in sparkling sound reproduction
Sold by 3

| MUSIC.
e = = SOUND, INC.

S4—SOUTHERN EDITION HOUSE & HOME

/118 COLE + DALLAS 7, TEXAS

Manufactured by

el T




Many times the decision to buy a home
is influenced by small details.

The finishing touch of a striking
entranceway can have

a powerful influence on the buyer.

WEISER LOCKS

WEISER COMPANY » SOUTH GATE, CALIFORNIA




There's never been a range like this new Hotpoint —
the sides, back, even the floor of both ovens slide out,
so they can actually be washed just as easily as dishes!
And the walls are coated with Du Pont Teflon, the fabu-
lous new miracle finish that keeps spatters from “bak-
ing on” They wipe clean in seconds, then slide back in.

We've also designed a new ventilation

This new system that draws off steam, grease
spatters and frying odors from the cook-
top, and eliminates them without venting
to the outside, unless you desire. (Think

ELECTRIC RANGE of the savings in remodeling work.)
And now, for the first time, Mrs. Homemaker can

practica“y cleans itself' broil the charcoal-like electric way with the oven door
. closed. She’ll warm up fast to the new Hotpoint Hall-
mark range when she sees all the exciting and wonder-

ful new ideas we've built into it. So will you.

L]
I Get all the facts on this revolutionary new Hotpoint
maglne your Hallmark electric range — call your distributor today.
’ "
prospect’s reaction.

A Division of General Electric Company
Chicago 44, lllinois

ELEGTRIC RANGES « REFRIGERATORS » AUTOMATIC WASHERS - CLOTHES DRYERS
CUSTOMLINE® BUILT-INS « DISHWASHERS » DISPOSALLS® « WATER HEATERS
Soe Hotpoint appliances every week on The Tonight Show, NBC-TV, starring Johnny Carson FOOD FREEZERS « AIR CONDITIONERS - ELECTRIC BASEBOARD HEATING

208
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Weyerhaeuser n@ior 8

meets these 5 important
building requirements

Buyer Satisfaction: The majority of today’s home buyers are stepping up
to their second or third home. These discriminating families know and appre-
ciate the value of fine wood interiors. Weyerhaeuser offers you the opportunity
to meet the demands of these prime prospects - the chance to design imagina-
tive interiors around a host of finest quality wood products.

Dependable Quality: Your good reputation as a quality builder demands
that interiors retain their beauty over an extended period of years, with
minimum maintenance. All products must stand up under the rigors of active
family living. This dictates top quality — the type of quality that is milled
into every Weyerhaeuser product, and the reason why many Weyerhaeuser
wood products are performance guaranteed in writing.

Economy of Construction: As a successful builder, you know that a
better product can lower in-place costs through time and labor saving — also
reduce callbacks and expensive replacements. Weyerhaeuser’s better products
of wood give you that overall cost advantage measurable in profit dollars.

One-Source Supply: The extensive Weyerhaeuser distribution system
provides you with the types of wood products you need, when you need them
available through the complete services of your Weyerhaeuser Dealer.

Brand Recognition: The Weyerhaeuser trademark is known and respected
among home buyers as a standard of excellence in wood building materials.
Advertising to your prospects, plus merchandising aids prepared for your
use, help you sell the quality wood product features of every home.

Nationally known and trusted building materials combined with quality,
economy, customer satisfaction and ready availability through your local
dealer are the reasons why Weyerhaeuser Wood Products are your best buy.

« DIMENSION LUMBER

See your
FINISH LUMBER
Weyerhaeuser Dealer i c
R S detion: st !':' « SPECIALITY WOOD PRODUCTS
; QU « INTERIOR PLYWOOD
service on the complete ,.;?*
line of lit « EXTERIOR PLYWOOD
0 uatlt ‘&5
Weverh p - d ty & + PARTICLEBOARD » HARDBOARD
eyerhaeuser Products
" o cludi ¢ 1 ¢ SOFTWOOD PANELING
including . . . b )
g y » HARDWOOD PLYWOOD PANELING




1 HARDWOOD PLYWOOD PANELING-—A full line of prefinished hardwoods including new 7/16”
Craftwall in 14 distinctive tones, and the popular Forestglo in 9 fine finishes. 2 SOFTWOOD LUMBER
PANELING — Fine, solid wood panelings in a wide range of species, sizes and grades—including such
decorative panelings as “Driftwood” and “Channel Rustic.” 8 SOFTWOOD PLYWOOD PANELING-
Texture 1-11 with the precision grooved pattern for design variety...sanded interior grade plywood for
smooth, large panel accents. 4 HARDBOARD PANELS —in a full range of decorative patterns including
perforated, grooved, striated, prefinished and prime-coated. 5 SPECIALTY ITEMS — Such millwork items
as trim, baseboard, moldings and door jamb sets. & FINISH LUMBER — Top quality clears in a complete
selection of species, grades and sizes. 7 EXPOSED BEAMS AND DECKING — Weyerhaeuser laminated
beams and decking, in a full range of sizes and lengths to meet both residential and light commercial
building needs. 8 DOORS —Roddis flush veneered doors for every opening . . . featuring the lifetime
guaranteed Golden Dowel interior and exterior door line.

-31_" Weyerhae;user Coxnpa.ny ¢ Wood Products Division ® Tacoma 1, Washington

Symbol of quality in the world of wood . ..




NEW FROM PPG ...THE MOST ECONOMICAL WAY
7O MEET FHA MINIMUM REQUIREMENTS* FOR SAFETY GLASS!

/7

6

FOR SLIDING GLASS DOORS

No muntins or safety
bars required when you
specify new ¥,"
HercuLITE K! You can
continue to capitalize on
the glamour and beauty
that glass doors provide—
a sure-fire sales feature!
And you'll find the price
of HercuLITEK is
substantially less than
for safety plate glass!

FOR TUB AND SHOWER
ENCLOSURES

Greater safetyat a
practical price! HErcULITE K
meets all the new

FHA codes for units of
this type. Prospects are
impressed by the fact
that HercuLITE K is
virtually breakproof . . .
and you'll like the way
HercuLiTe K stands up
to rough handling at
the jobsite.

212

ERCGULITE (X

HOUSE & HOME




\IP

) SAFHTY
OHEE] GLASS !

FAR STRONGER THAN REGULAR %s GLASS!

MAY 1963

Important news for every builder! PPG now offers
you a tempered safety sheet glass in %" thick-
ness! It meets the latest minimum FHA glass re-
quirements . . . thus eliminating the need for
muntins or safety bars otherwise called for under
the new regulations.

Best of all, this new HercuLiTE K safety sheet
is a much more economical way to satisfy the
safety glass requirements.

AMAZING FAIL-SAFE CHARACTERISTICS

HercuLiTE K's ability to resist impact is outstand-
ing. It will take jobsite abuse in stride, and avoid-
ing even a single case of damage can often pay
for HercuLite K's slight extra cost. Even more
important are its amazing controlled-fracturing
characteristics. Under terrific impact, the glass
simply crumbles into small,rounded fragments.

HIGHEST QUALITY TEMPERED SHEET MADE

HercuLITE K is made by a new PPG continuous
manufacturing process that results in a safety
glass with all the outstanding vision properties of
famous PENNVERNON®*—America's finest window
glass. In this new HercuuITE K, there are no tong
marks. Wrap and bowarevirtually eliminated. Best

of all, HercuLiTe K has far greater impact strength
than regular glass of the same thickness.

HEAVILY ADVERTISED

PPG products for the home are nationally adver-
tised on popular TV network shows and in lead-
ing consumer magazines. PPG HercuLITE K is per-
manently identified in one corner of each sheet.
You'll find that this trademark and the PPG name
are highly merchandisable in your model homes.

Order components of all types, pre-glazed with
HercuLITE K, from most of the nation's leading
sash and door manufacturers.

“*Federal Housing Administration, Interim Revision to

Minimum Property Standards for Glass, dated November
1962. Effective April 1, 1963.

HERCULITE K

MRCULITER

'/
/7%

G276 TEAMPERED

Pittsburgh Plate Glass Company

Paints - Glass - Chemicals * Fiber Glass




There’s EXTRA PROFIT In This New

SALES BUILDER

for Progressive Home Builders

This
IS... MIRACL)E\‘JWATER

s /
4

/

Featured In
“BEST IN THE HOUSE"
As Advertised In
GOOD HOUSEKEEPING MAGAZINE

Are You Offering A Truly COMPLETE
Home With the SALES STIMULATOR
Many Builders Overlook?

SOFTENED - FILTERED
REFINED WATER

The Multiple Purpose Unit
That Removes Hardness and lron
From Ordinary Tap Water

TROUBLE-FREE
MIRACLE WATER

TnieMalic,

FULLY AUTOMATIC

T, Svanties
Ly N
~=UINT on mEpuND 10 S0

In Three Favorite
Pastel Colors
or White

L4

Light Compact
Equipment One
Man Can Install

Proved by thousands of satisfied users...
offering a beautiful unit and benefits that F

appeal to the home buyer. Softened-Fil- Priced For

tered-Refined MIRACLE WATER contributes Extra Builder
to improved health and appearance, easier Profit and

housework, reduced living costs and pro- Easy Selling
tection of the home investment. Approved a

for F.H.A. Include these selling advantages
to make yours a complete home package.

NATIONWIDE FACTORY SERVICE

Mail Coupon MIRACLE WATER—Patented and Manufactured Exclusively By

oo ons: | WATER REFINING COMPANY, INC.

Information On Our
Plan For Builders 104-5 Manhattan Street « Middletown « Ohio = U.S.A.
Phone: GArden 3-9421 « Area Code 513
Manufacturers of A Complete Range of Water Conditioning Equipment
and Services for # Homes & Multiple Dwellings & Businesses # Industries

Affiliate: Sovereign Water Conditioners of Canada, Ltd. » Toronto « Ontario

e e W B S e S R e e S e e M M S e S W e W

Ten Year
Factory
Guarantee

Send me information about your Plan for Builders!

NAME TITLE

COMPANY. PHONE

CITY ZONE STATE

WATER REFINING COMPANY, INC.
104-5 Manhattan St. « Middletown = Ohlo
Manufacturers of

Water Conditioners # Demineralizers # Filters # Neutralizers *
Chemical Feeders ¢ Chlorinators ¢ CUSTOM ENGINEERING
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start on p. 197

Miscellaneous

Mobile work shop (or field of-
fice) has wide (4”) rear door for
moving in machinery, desks, and
cabinets. Steel Work Wagon
comes 16°. 20, and 24' long.
Underfloor compartment is ac-
cessible through tailgate or trap
doors for storing ladders, pipe,
tools. Wells Cargo, Elkhart, Ind.

For details, check No. 36 on p. 229

Floor insulation unrolls on top
of joists. Subfloor is placed on
top and nailed (through the
insulation) to the joists. In-ula-
tion blanket meeds no mechan-
ical fasteners and gives continuous
coverage ta the whole floor area.
Blankets are 5'x407x3". Owens
Corning Fiberglas, Toledo.

For details, check No. 37 on p. 229

Joist fastening has barbed in-
tegral nails. is applied with a
regular carpenter’s hammer. An-
gle Clips are made of 18-gauge.
zinc-coated steel. One size han-
dles 2x6, 2x8, and 2x10 poists.
FHA accepted. Panel-Clip Co.,

Farmington, Mich.
For details, check No. 38 on p. 229

Pegboard fixtures of Delrin
acetal resin have molded-in sup-
port tabs that let them be snapped
in at any position and be removed
without damaging the panel fin-
ish. Fixtures include individual
tool holders, hooks. loops. brac-
kets, and a complete shelf unit.
Masonite Corp., Chicago.

For details, check No. 40 on p. 229

DWYV fittings complete a full
line of household polyvinyl chlo-
ride fittings. Injection-molded el-
bows and branch connections
come in 14" to 4" sizes. The
14" Y-branch, held separately
in photo, weighs less than 5 oz
I'ube Turns Plastics, Louisville.

For details, check Neo. 39 on p. 229

Built-in clock, made of clear
Lucite, has gold hour markers
and center, The 16-volt mech-
anism fits a standard outlet box
and operates from a 16-volt
chime transformer. The recessed
L-90 extends 174" into the room,
is 11%2” in diameter. Retails for
$18.95.| Nutone, Cincinnati.

For details, check No. 41 on p. 229

Publications start on p. 219
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“BUILT-IN” SALES APPEAL...

DWICK RANGES!

i

New—from Hardwick—a greatly expanded full
line of the most beautiful Built-Ins ever offered.
From economy priced units to the luxurious
Starline models, easily installed Hardwick Built-
Ins are ideal for homes in every price bracket.
Nationally advertised Hardwick is America’s
standard for flexible, trouble-free kitchen equip-
ment with strong consumer acceptance in the
home buying market.

America’s Standard of Cooking Excellence Since 1879

MAY 1963

Please send me information on Hardwick Built-In
Ranges Gas [ Electric []

Name

Company
Address,
City. Zone State

HARDWICK

STOVE COMPANY * CLEVELAND, TENN.




B coACEY
RATED
PAINTS

add the finishing touch to saleable homes

We admit it. Paint alone can't lure a prospect into being given to Space-Rated paints. It includes
your model nor will it put his signature on a mort- everything from tie-ins with national ads to ample
gage agreement. Martin Marietta paints could be 8-foot, ceiling-to-floor color swatches.

just the finishing touch you need to make the To find out how you can capitalize on the Space-
difference between sale and no-sale. Rated paint program, call your Martin Marietta

Why Martin Marietta paints? Well, for one thing, dealer or write Martin Marietta Corporation,
they won their Space-Rated title right at the Cape. 101 East Ontario St., Chicago 11, lllinais.
They were chosen to protect missiles and gantries

because they did a better job than any paint WVMIARTIN

tested. It's a testimonial to the lasting beauty and
protection researched into all Space-Rated paints.
Another reason why Martin Marietta paints give MARIE, , A

your sales a blg boost is the promotional push DEVELOPERS OF SPACE-RATED PAINTS
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-cost Pl

The SKIPPER model is the
lowest price with top features

¥ays To Save On Shi

Wers

New, lighter to handle floor Complete, packaged cabinets
enables easy building-in of save over Y2 cost of building

leakproof showers for less. conventional shower stall.

Use the CASCADE leakproof
floor with any wall material

IN ANY SMALL SPACE

-

NEW, MOLDED-STONE FLOOR GMIED CASCADE ANSWERS THE
NEED FOR AN ECONOMICAL SHOWER FLOOR THAT CAN BE IN-
STALLED BY ONE MaN, PROVIDE A LIFETIME OF GOOD LOOKING,
LEAKPROOF SERVICE WHEN COMBINED WITH WALLS OF TILE OR
OTHER WATER-PROOF MATERIALS AS SHOWN ABOVE.

Fiat Metal Mfg. Co., Inc.
Michael Court
Plainview, L. I., New York

WHEREVER YOU ARE YOU'RE NEVER FAR
FROM ONE OF S FIAT FACTORIES

MAY 1963
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Every inch is Q‘\MM%W no cold spots...no drafts...no overheating...
= ®
when your homes have B & G ﬂyd'—'g 'j—?ﬁ HEATING

B&G Hydro-Flo Heating blankets each room with radiant, sunny
warmth, controlled to match the weather. It warms the walls, floors
and window areas—makes every inch livable space! It’s a matter of
record that in thousands of installations, this forced hot water heat-
ing system has proved a sales clincher.

No other equipment can offer so much immediate comfort or so
many possibilities for more gracious living in the future. The B&G
Hydro-Flo System endows a home with all the essentials of good
heating...the right quality of heat...operating economy...and long-
life of equipment.

It’s cleaner heat—doesn’t soil walls and draperies. It's quiet heat
—no fan hum. If desired, the same boiler that heats the house can
be equipped to furnish year 'round hot faucet water. And the B&G
Hydro-Flo System can be easily zoned—a particularly important ad-
vantage in heating split-level homes!

B&G Hydro-Flo Heating really gives you something to talk about!

B&G BOOSTER
This is the key unit in a
B&G Hydro-Flo System
—a silent electric pump

that circulates hot water This is what happens when outer walls When walls and floor are warm, cold

through the system under are not warmed. lcy down-drafts drafts are eliminated—all the space
L . o - o 1 :

positive thermostat con- makespace around windows unlivable. in the room is comfortably warm,

trol. Approximately 2
Hyidie-Fia system

4,000,000 are in operation
BeLL & GoOSSETT

today.
C O MP AN Y
Dept. HO-10, Morton Grove, lllinois

Canadian Licensee: S. A. Armstrong, Lid., 1400 O’Commor Drive, Toronto 16, Ontario
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ABS plastic pipe manual
on residential drain,
waste, and vent sytems

aBs (acrylonitrile-butadiene-styrene) pipe was
approved for drain, waste, vent systems by
FHaA last year. And this 24-page booklet gives
concise coverage—based on laboratory tests—
of the physical properties of Ass pipe vs. com-
petive materials. It offers well illustrated in-
stallation instructions (see sample page at
right). It includes standard dimensions of
available pipe and fittings and lists the regu-
latory bodies that have accepted ABs pipe so
far.

Ease of installation is stressed in the book.
Weight is a major factor: ass weighs 30%
less than other rigid plastic pipe used in drain,
waste, and vent systems, half as much as
copper, and one-eighth as much as iron. ABs
can be cut with an ordinary hand saw and
joints are quickly made with solvent cement.
Whole assemblies can be prefabricated and
easily carried by one man, as the photo at the
upper right shows.

ABS pipe is available in standard sizes for
these applications: 17, 134", 1%, 2% 37,
and 4”.

Book 1V: Residential Drain, Waste, and
Vent Svstems was published by the Marbon
Chemical Division of Borg-Warner. It is part
of a series of manuals covering all applications
of ams plastic pipe.

For copy, check No. Pl on the coupon, p. 229

Specifications for
built-up roofing and decks

This 28-page manual covers the company's
10-to-20-year bonding system, and gives com-
plete data on both built-up roofs and Carey
Fiberock ashestos base felt roofs.

Included are specifications and application
information on: nailable decks with two satu-
rated felts nailed to the deck, and with one
saturated and coated base sheet nailed to the
deck; non-nailable decks with solid mop felts
on the deck, and with strip mop saturated and
coated base sheet on the deck. Application
information covers both steep decks and dead-
level roofs, roofs with rigid insulation, spray
pond roofs, promenade tile roofs, and roofing
over existing roofs. Flashing and gutter details
are discussed. The manual is issued by the
Philip Carey Mfg. Co., Cinncinnati.

For copy, check No. P2 on the coupon, p. 229

MAY 1963

ins on-the-job joining of ABS DWV fittings
and short lengths of pipe for the assembly which will
be installed in the basement. Cutting to length, brush.
ing solvent cement on both pipe and fittings and
makung the joint is accomplished in a few minutes.

Plumber cor the b by quick-
ly joining the eibow on drain line from kitchen fixtures
to the main assembly.

5 Finished first floor assembly shows various runs from
second floor fixtures. This view illustrates how ABS
DWV follows the same pipe and fitting layout tradi-
tionally used by plumbers.

How central air conditioning
can help sell houses

How and Why the Big Breakthrough in Cen-
tral  Air-conditioning Can Help You Sell
Houses is an eight-page booklet published by
the Air Conditioning & Refrigeration Institute.
It lists five reasons why builders should
be more interested than ever in including cen-
tral air conditioning in the houses: 1) It is
a proven merchandising tool for selling new
houses; 2) it is an added incentive for the
present homeower to trade up to a better
equipped house; 3) it can be a good source of
profit; 4) prices are lower; and 5) air-condi-
tioning manufacturers are doing a better job
of policing equipment performance. The book
explains how to plan efficient, inexpensive
installations and lists tips for selling central
air conditioning to perspective homeowners.
For copy, check No. P3 on the coupon, p. 229

PUBLICATIONS
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Q Aftar completion of the entire assembly, the same
plumber easily carries the unit to basement installa-
tion site, then sets it in piace.

4§ Completed hasement installation is given final check.
At this point. two men had sssembled and inutailed
the plumbing tree, and are ready to start work on
first floor.

6:“’“;..“5:: from prior copper DWV installation

Insurance guide for
builders and contractors

Included in this 49-page booklet are an out-
line of basic hazards and the common cover-
ages that protect against them; a summary
of standard policy conditions; a review of
policy extensions that can be obtained to cover
specific situations; an explanation of the proc-
ess of experience rating and premium deter-
mination; and examples of retroactive rating
plans, with their advantage and disadvantages.
General categories include general liability,
property damage, holdharness agreements, the
Illinois Scaffold Act, automobile liability, and
workman's compensation.

The author, Walter T. Derek, is assistant
vice president of Fred S. James & Co., nation-
wide insurance brokers with headquarters in
Chicago, which published the guide.

'lﬂu

For copy, check No. P4 on the coupon, p. 22

Publications continued on p. 221
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TIME SEEMS TO STAND STILL . . . when Bestwall Gypsum’s new Pinholath is used.
Plaster may be machine applied in one coat and Pinholath’s fast and uniform water
absorption permits rapid straightening of the work and eliminates sagging. The pinholes
are scientifically designed to achieve greater wall strength through highest suction,

providing increased plaster resistance to impact and crack-
ing. Pinholath, reinforced with glass fibers, makes possi-
ble a low cost 1-hour fire rating, saves time and money,
gives a better all around job. Bestwall Gypsum Company,

Ardmore/Pau PLANTS AND OFFICES THROUGHOUT THE UNITED STATES
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Back-to-Back outlets,
telephone, electrical, etc.

Duct work penetration

Light fixtures spanning partition

Prefabricated partition
to suspended ceiling joint

Poor workmanship
concealed under trim

Pipe penetration

Prefabricated partition
to side wall

Recessed fixtures

New booklet on sound control and its problems

This 12-page booklet grew out of a research
project aimed at relating the principles of
sound travel to the selection and installation
of folding partitions. The booklet explains
sound transmission criteria and the project’s
test procedures. It stresses the importance of
construction in blocking sound and illus-
trates 15 commonly found structural short-

The 1963 edition of Morgan-Whitman's mail-
order catalog is a handy reference and com-
parison shopper for hundreds of residential
building products and materials, Among the
items shown are bathroom fixtures, appliances,

comings (examples above). It also shows
common wall, ceiling, and floor construc-
tion techniques with specific sound ratings
for each. And finally, there is a section on
compatibility between folding doors and the
surrounding construction. Bibliography in-
cluded. Clopay Corp., Detroit.

For copy, check No. P32 on the coupon, p. 229

130-page catalog of wholesale building materials

cabinets, ceiling tile, paneling, lighting fix-
tures, moldings, windows, doors, siding, nails,
joist hangers, cable, and electric tools. Mor-
gan-Whitman Supply Co., St. Louis.

For copy, check No. P33 on the coupon, p. 229

Open Area 90%, Open Area 40%, Open Area 10%

Open Area 999%,

Open Area 19%,

Open Area 649,

New 4-page folder explains a new glass prod-
uct with ceramic color patterns permanently
silk-screened to the back of its polished
glass surface. Transpan is available in 22
standard colors in stripe and square patterns.
The patterns vary in open area from 99%

MAY 1963

. .

Controlled transparency in tempered safety glass

to 10%. Transpan can be custom-screened
to produce any pattern specified. The folder
gives color samples, patterns, technical data,
and architectural specs. Virginia Glass Prod-
ucts, Martinsville, Va.

For copy, check No. P34 on the coupon, p. 229

Publications continued on p. 223

WHY
A SYSTEMS ENGINEER?

Today's rapidly changing construction
trends indicate that architects and
builders must pay even closer atten-
tion to newer designs and materials
to assure quality construction at mini-
mum cost.

That's why Bestwall Certain-teed has
created a unique service: Systems En-
gineering. Technical assistance is
supplied without charge. Systems En-
gineers are specialists in design and
construction involving Drywall Sys-
tems, Ceiling Tile, Roofing Products,
Roof Insulation, Lath & Plaster, Roof-
ing. They recommend new products
like Bestwall Pinholath, scientifically
designed to increase plastering
SPEED and provide greater wall &
ceiling strength.

Systems Engineers are available
through your Bestwall Certain-teed
Sales Corporation office.

BESTWALL

CERTAINEED




traffic
stopper!

You've got to capture 2 prospect‘s
attention pefore you can sell him your

guality story.

VANGUARD commands his attention,
tells him beyond any doubt you insist
on only the pest.

VANGUARD looks great, feels solid
ina prospect’s hand, turns like
clockwork, gives & reassuring feeling of
quality and permanence-

Puta reliable traffic stopper to work
in your homes. VANGUARD

S - Weslock.

WES LOC K®) does more for every door!

Huntington Park, california

HOUSE & HOME
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Low-cost
controlled lighting
for outdoor

living areas

with the

TWI-LITE
LUMINAIRE

L e W TR e

Ideal for patios, walkways, gardens,
driveways, lawns, pools

die-cast aluminum hou

el hardware are cor

r, Or write
poration,
k, Cleve

ouse, J+0A408

We never forget how much
you rely on Westinghouse

MAY 1963

PUBLICATIONS

starts on p. 219

For copies of free literature, check the indi-
cated number on the coupon, page 229.

Catalogs

LIGHTING. 54 pages. Recessed and surface fix-
tures, portable lamps, and outdoor lights.
Photos show shape, color, patterns, and style.
Sizes. Prescolite Mfg., San Leandro, Calif.
(Check No. P5)

HEATING AND COOLING. 20 pages. Photos, sales
features, and specs on furnaces, air condition-
ers, heat pumps, and water heaters. Coleman
Co., Wichita. (Check No. P6)

POWER TooLs. 68 pages. Photos, application
data, and specs on hammers, sanders, planes,
routers, drills, screwdrivers, impact wrenches,
grinders, shears, polishers, and accessories.

Skil Corp., Chicago. (Check No. P7)

MANUFACTURED HOMES. Renderings and plans
of seven prefab models selling for $11,000 to
$22.000. Central state distribution. Place
Homes Inc., South Bend, Ind. (Check No. P8)

MEDICINE CABINETS. 24 pages. Photos and
specs of models with mirrors, swing and slide
doors, and lighting fixtures. Grab bars, soap
dishes, and other accessories. Product displays
and counter cards are available. Grote Mfg.,
Madison, Ind. (Check No. P9)

HOODS AND VENT FANS. 20 pages. Photos,
drawings, sizes, and finishes. Fan accessories.
Floor displays for hoods and fans. Miami-
Carey, Middletown, Ohio. (Check No. P10)

BATHROOM CABINETS AND ACCESSORIES. 32
pages. Photos, drawings, and sizes for mirror-
cabinet-light combinations. Photos of towel
rings, grab bars, soap. tumbler, and paper
holders. Fixed and revolving product displays.
Miami-Carey. Middletown, Ohio. (Check No
Pll)

ADHESIVES, putties, glazing, caulking, and seal-
ing compounds. Application and coverage data
on more than 50 products. Curtis Products,
Chicago. (Check No. PI2)

Technical literature

ELECTRIC HOT-WATER HEAT. 4 pages. Oper-
ation and advantages are described. Specs in
clude power input, BTUH rating, and dimen-
sions. International OQil Burner Co., St. Louis
(Check No.Pl3)

WALL PANELS. 8 pages. Drawings and specs
on 16 porcelain-enamel steel curtain wall
sandwich panels. Caloric Corp., Topton, Pa.
(Check No. Pl4)

INSULATING WINDOWS. 6 pages. Diagrams
show comparisons of heat retardation with
reflecting glass and other types. Chart of
BTUH per square foot for different exposures
at different hours of a typical August day.
New York Air Brake Co., Camden, N.J.
(Check No. Pl5)

Installation brochures

CEILING TILE, B-page folder. Step-by-step in-
structions for installing a ceiling. Barrett Div.,
Allied Chemical Corp., New York City.
(Check No. Pl6)

Publications continued on p. 224

WHAT’S YOUR SHARE OF
20 BILLION DOLLARS?

To help you profit from today's great
remodeling boom, Bestwall and
Certain-teed offer expert guidance in
finding the best markets, estimating
jobs, preparing contracts, selecting
appropriate financing. These services,
and more, are supplied without charge
by Bestwall Certain-teed's trained
Systems Engineers. They recommend
new products like Bestwall Pinholath,
scientifically designed to increase
plastering SPEED and provide greater
wall & ceiling strength.

Systems Engineers are available to
assist all building trades with sales
training, market surveys, cost ac-
counting, installation methods. Con-
tact your Bestwall Certain-teed Sales
Corporation office and ask for a rep-
resentative to call promptly.

BESTW

CERTAINTEED
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CHROMALOX ELECTRIC
BASEBOARD HEATERS

give your homes zoned,

room-by-room heating—
cut overall building costs

Chromalox Electric Baseboard Units
give your homes the benefits of room-by-
room temperature control. Your home-
buyers will delight in the clean, gentle,
draft-free perimeter heating that they can
thermostatically control in each living
area. At the same time, Chromalox Elec-
tric Baseboards eliminate the need for
space-stealing central systems, flues,
chimneys, ductwork, piping. Two slim,
trim, pre-wired models to choose from.

low installed cost per home

A screwdriver and pliers are all that's
needed for installing Chromalox baseboards.

|
!

get the facts now

Write for Bulletin F-1005, It details
specifications, dimensions and instal-
lation data. See for yourself the ad-
vanfages of Chromalox Heating.

EDWIN L. WIEGAND COMPANY
1770 Thomas Blvd., Pittsburgh 8, Pa.

25 CHROMALOX
H i Electric
s HEATING/COOLING
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More installation brochures

CERAMIC TILE, 4 pages. Specs, working and
detail drawings of application over wood studs
and prefabbed metal studs; in mortar beds,
dry set beds, and adhesive. Metal Lath Assn.,
Cleveland. (Check No. Pl7)

TRANSITE AIR DUCT for perimeter heating-cool-
ing. 12 pages. Advantages of perimeter duct
systems are described. Charts show how to fig-
ure saving in duct sizes and concrete. Photos
and drawings of fittings, connections, and
assembly methods. Johns-Manville, New York
City. (Check No. P18)

Product bulletins

WOOD FOLDING DOORS AND PARTITIONS. 8 pages.
Photos, head and plan detail drawings, and
specs. Panelfold Doors, Hialeah, Fla. (Check
No. P19)

RAISED PREFAB FIREPLACES. 4 pages. Two
models: wood burning with complete barbecue
equipment or wood burning only. Waist High
Fireplaces, Blue Springs, Mo. (Check No. P20)

SLIDING ALUMINUM GLASS DOORS. 4 pages.
Head and jamb details for two-, three-, and
four- panel doors. Specs. Kendall Industries,
Fresno, Calif (Check No. P21)

GARAGE DOORS. 6 pages, Six l-car and six
2-car models, hardware, and Marvel-lift and
Delco-matic door operators. Crawford Door,
Detroit, (Check No. P22)

INSULATING GLASS. 4 pages. Charts and draw-
ings show specification limits and tolerances,
insulating efficiency. Glazing instructions. Pe-
terson Window Corp., Ferndale, Mich. (Check
No. P23)

VITRIFIED CLAY PIPE JOINTS. 6 pages. Photos,
installation, and specs on Wedge-Lock Type-O
joint. Also described: Wedge-Lock Type 1
and slip joints. Robinson Clay Products, Ak-
ron. (Check No. P24)

CURTAIN AND BEARING WALL SYSTEMS, 4 pages.
Typical details for each system. Pacific Cur-
tainwall, Long Beach, Calif. (Check No. P25)

SEWAGE TREATMENT PLANTS: field-erected and
factory-built. 6-page folder on each type shows
cutaway rendering of features and describes
operation. Smith & Loveless, Lenexa, Kan.
(Check No. P26)

AIR CONDITIONER HAS INTEGRAL REFRIGERATOR.
4 pages. Describes window-unit air conditioner
(6,000 or 8.000 sTun) with small (%2 cu. ft.)
refrigerator for use in bedrooms, family rooms,
motels, and offices. Emerson Radio Inc., New
York City. (Check No. P27)

SLIDING SHOWER DoOoRrs. Data sheet, Illustra-
tion and description of each model. Daryl
Products, Miami. (Check No. P28)

BASEBOARD HEAT. 4 pages. Describes 7”-high
unit with the same BTUH rating as larger units.
Accessories and fittings for easy installation
are shown. Repco Products, Philadelphia.
(Check No. P29)

BUILDERS

PROFIT:
HI-LO

GOES IN

HI-LO Dimswitch for dramatic 2.
stage Lighting .

Hi-Lo's the economical way to trade
your customers up to electronically
controlled lighting. Compact in
size, patented Hi-Lo fits any stand-
ard switchbox. uses standard wir-
ing. In the “Hi"" position it pro-
vides full light output, in “Lo,”
lights are dimmed to 30% of rat-
ting to provide subtle “mood"
effects. For details on the inter-
changeable line, 3-way switch and
other Hi-Lo variations, write today.

&later

ELECTRIC ixc.
GLEN COVE, NEW YORK

HOUSE & HOME




PUBLICATIONS ]

ONLY CHROMALOX ALL-ELECTRIC
S€4S0N 32 AIYC GIVES YOUR
HOMES THESE & FEATURES

HEATS &
HUMIDIFIES

FILTERS &
CIRCULATES

(B 1

COOLS &
DEHUMIDIFIES

VENTILATES &
DEODORIZES

Booklet details construction of
vinyl-lined, concrete-block swimming pools

In 32 pages this booklet explains pool layout and excavation, specifica-
tions for footings, wall erection, liner installation and maintenance,
connection of fittings, and final finishings of the pool area. Excavation
and dimension tables, drawings of pool plans, cross section views,
dimensional construction layouts, liner and footing details, photos of
pools under construction, and a list of suggested material specs are
included. Price: $1. For booklet, write directly to Major Pool Equip-
ment Corp., 60 Jacobus Ave., South Kearny, N.J.

Chromalox all-electric Season-Aire is a complete, casily installed,
pre-engineered, year-round comfort conditioning system. It gives
all the benefits of combined systems that use oil or gas, water and
air but at a lower installed cost! Think what this means in the extra
features you can offer your homebuyers: room-by-room control of
gentle, flameless, draft-free heat in winter; mountain fresh cooling
in summer; scashore clean air and comfort-balanced humidity
around the clock every day of the year.

' Chromalox Season-Aire Installs Easily—Quickly
|t = s
N

il
ld L L]

SN
|

3 REINF BAR INE
PILASTER FOOTING

LAID IN
MORTAR

DETAILS of foundation and wall construction for 16’x32” (3’ 4” to 7’ 3” deep)

pool are typical of the booklet's 13 pages of drawings.

Publications continued on p. 229
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Central-Air Unit ceiling
mounts in basement;
supplies base heat load,
cooling, electrostatic fil-
tering, humidification
and deodorizing.

Cool-Air Chiller normally
mounts outdoors; pumps
refrigerated solution to
cooling coil in Central-Air
Unit; provides cooling
and dehumidification

Smooth-Air Baseboard or
Floor Drop-In Units dis-
tribute pre-conditioned
warmed or cooled air,
provide room-by-room
heat control.

Get the full story—write for Bulletin R20101

hd

3

L]
A

WR-408

== CHROMALOX

ELECTRIC HEATING/COOLING

wut® @ EDWIN L WIEGAND COMPANY + 7770 Thomas Boulevard, Pittsburgh 8, Pa.
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ARCHITECT: RONALD L. TRAVERS

MAY 1963

For Unusual Homes

You too can share in the market for homes of un-
usual design, with construction simplified through
use of the standard sizes and grades of West Coast
Lumber. The octagonal house illustrated here is
an economical example.

Located in a suburban neighborhood of conven-
tional homes, the owners commissioned the archi-
tect to design something pleasingly different. The
result was an octagonal two-level, daylight base-
ment home adapted to its sloping site with 1200
sq. ft. on each floor. Total cost was $10.00 per
square foot including carport.

All framing lumber is West Coast dimension, The
flat roof is two sizes of West Coast Hemlock sup-
ported by a 514" x 934" x 206" glued laminated
beam of West Coast Douglas Fir.

Your Retail Lumber Dealer . ..

...is your dependable source of West Coast Lumber
for any type of building. He has available for your
particular needs a wide variety of the standard sizes
and grades of West Coast Lumber for building salable
homes . . . conventional or the unusual.

Standard sizes and grades of West Coast Lumber used
in building this octagonal house were:

MILL 10
ETAMD WEST COAST DOUGLAS FIR 2" x 10" floor joists
. "= | and 2" x 4” for exterior and interior wall framing.

MILL 10 WEST COAST HEMLOCK 3" x6“ double tongue
‘#»cnﬁ and groove decking spans each section of the
— octagon from 15'9” down to 8'6",

MILL 10 WEST COAST HEMLOCK 2“x 6" tongue and
SEL-FLG | groove heavy flooring fills the shorter span of
W.CH | sach octagon section from 8'6” down to 34",

MILL 725

@C&BTR WEST COAST HEMLOCK in standard sizes for fin-
W, C.H. ish and trim.

WEST
COAST
LUMBER

MADE IN U.S.A,

DINING

/ manN%

FIRST FLOOR arrangement of space
places hobby studio and living area con-
veniently around the core. Located in the
center of the home is the first floor half-
bath, fireplace and stairway that leads to
the lower level.

BEDROOM

DAYROOM TERRACE

LOWER LEVEL provides sleeping areas,
utilities and day room that opens onto a
ground level terrace.

FREE FOR YOU, “The Bright New World of West Coast Hemlock,” 8 pages of full color idea-illustrations and span tables. Write:

WEST COAST LUMBERMEN’S ASSOCIATION

1410 S.W.Morrison Street

Portland 5, Oregon
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Now — the famous O'Keefe & Merritt CONTEMPO (the
range every woman wants) is available in a new 30” model.
It’s a dazzling beauty with a built-in look... but no com-
plicated installation. Only O’Keefe & Merritt could bring
you a range like CONTEMPO...combining space-saving
efficiency with its bonanza of brilliant features. All this
plus the quality prestige of “O’Keefe & Merritt”— year
after year the Number One seller in the
West! See how CONTEMPO turns home-

shoppers into homebuyers... for you! i 1

= ; I OKEEFE & MERRITT HH-563 ||

¢ CONTEMPO requires no cut-outs g 700 East Olympic Blvd., Los Angeles 23, Calif. ]

or expensive cabinetry. I Please send me specifications on: |

® Only one utility connection. | (130" CONTEMPO [J]40" CONTEMPO I

® Can even be u'aH-hung, ] (7] Dishwashers [] Full Line Gas Built-Ins I
. - . [] Full Line Electric Built-Ins

Available in Gas or Eleciric I !

I Name __ = B e - e — l

| |

“irm N — ~

@ & i Firm Name i

eefe T L S —— —

| Ry T Zone— . State_ ||

O,Keefe & Merritt Builder Service Geis The Job Done Faster kb s s m s m o o o e o e o o o o oo oll
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Management, design, and selling aids

HOW TO CUT TRUCK OPERATING COSTS. 16
pages. Planning for maximum wuse of your
truck, what to consider when buying a truck
for building, when to trade in, and mainte-
nance tips. Studebaker Corp., South Bend,
Ind. (Check No. P30)

REMODELERS KIT, Plastic 10”x15" briefcase
includes guide book of sales tips and esti-
mating forms and a stereo viewer with before-
and after color photos of successful remodel-
ing jobs. $2.50. Write Georgia-Pacific Corp.,

PUBLICATIONS

start on p. 219

Sales Promotion Dept.,
Portland 7, Ore.

P. Q. box 311,

COMMUNITY PLANNING. 12-minute sound film
tells how city neighborhoods can be rehabili-
tated through cooperation between citizens
and local government. For showing, write
Community Planning Div., Sears Roebuck,
Dept. 703, 925 South Homan Av., Chicago 7.

CONCRETE PERFORMANCE REPORT. 4 pages.
How Pozzolith concrete lift slabs speeded
construction, Master Builders, Cleveland.
(Check No. P31)

For more information check the numbers below (they are keyed to the items
described on the New Products and Publications pages) and send the coupon to:
House & HomE, Rm. 1960, Time & Life Building, Rockefeller Center, New York 20.

Note: House & Home's servicing of this coupon expires July 31, 1963, If you contact manufacturers
directly, it is important that you mention the issue of Houst & Home in which you saw the item.

New products

Robinwood Plan-Safe

Plan Hold horizontal file
Rotolite whiteprinter-developer
G.E. compact kitchen
Chambers console range
Tappan compact dishwasher
Hotpoint double-oven range
36. O Wells Cargo mobile workshop

1. O Armstrong Cork suspended ceiling
2. U Wilson Lighting suspended ceiling
3. [ Celotex acoustical ceiling tile
4. [J Johns Manville ceiling panel
5. 0 National Gypsum ceiling tile
6. 00 American Lumber parquet tile
7. O Crown Mosaic parquet floor block
8. [0 Mercer vinyl cove base
9. O Bird vinyl flooring
10. O Norcap paint pole
11. ) Wagner stump remover
12. O Atlas Copco pneumatic drill
13. O Thor electric saw
14. [0 Markwell staple gun
15. O Stanley all-purpose saw
16. [J Microflame welding torch
17. OJ Briggs Marquis toilet
18. O General Bathroom wood-frame cabinet
19, ] Jensen-Thorsen vanity sink
20. J Eljer planter toilet-tank top
21, O Acorn Dura-Lok siding
22. 0 Johns Manville fiberboard siding
23. O Consolidated General aluminum shingles
24, [0 Wenczel ceramic cove
25. O Bestwall joint compound
. O Latco marble mosaic tile
27. O Celotex hardboard panels
28. O] Frederick Post plastic T-square
m)
L
O
0
0
N
O
0 ;
37. ] Owens Corning floor insulation

38. O] Panel Clip joint fastening

39. 00 Tube Turns DWYV fittings

40. O Masonite pegboard fixtures

41. [J Nutone electric ¢lock

I wish to enter a subscription to House & Home for T 1 year, $6; [ 3 years, $12; O new; [J renewal

Publications

P1. O Borg Warner plastic pipe

P2. O Philip Carey built-up roofing

P3. J How central air conditioning sells houses
P4, O Insurance guide

P5. O Prescolite lighting

P6. [0 Coleman heating-cooling

P7. [J Skil power tools

P8. [0 Place prefab houses

P9. O Grote medicine cabinets

P10. [0 Miami-Carey hoods and vent fans
P11. [0 Miami-Carey bathroom cabinets
P12. OJ Curtis adhesives

P13. [0 International Oil Burner

P14. O Caloric wall panels

P15. O N.Y. Air Brake windows

P16, [ Barrett ceiling tile

P17. O Metal Lath Assn. ceramic tile

P18. (J Johns Manville transit air duct
P19. O Panelfold doors and partitions
P20. [0 Waist High prefab fireplace

P21. O Kendall sliding glass doors

P22. O Crawford garage doors

P23. O Peterson insulating glass

P24, (J Robinson clay pipe joints

P25. OO0 Pacific Curtainwall systems

P26. [0 Smith & Loveless sewage treatment
P27. O Emerson refrigerator-air conditioner
P28. [0 Daryl sliding shower door

P29. [0 Repco baseboard heat

P30. 0 Studebaker truck owner’s guide
P31. O Pozzolith concrete report

P32. O Clopay sound control report

P33. 0 Morgan-Whitman wholesale catalog
P34. O Virginia Glass color in glass
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VALVES AND
HITINGS SO
DEPENDABLE
YOU GAN NOW
GIVE EVERY
HOMEOWNER
THIS $500

UARANTEE!

VALVES

FITTINGS
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Nationally known Salt Lake City

builder cites complete

heating-cooling line, quality,

instant availability from top-notch

local dealer and consumer

ALAN E. BROCKBANK . . . A former president acceptance as key reasons

of the National Association of Home Builders,
Mr. Brockbank is one of the founders of the

Utah Home Builders Association. His homes

have consistently received recognition for he features JanitrO' in his homes.

excellence in quality and design from such
magazines as Better Homes and Gardens,
American Home and House and Home. Over
4000 Salt Lake City families have purchased his
Lifetime Homes.

“The wide range of interior and exterior
designs we offer keeps our projects distine-
tive and appealing,” says Mr. Brockbank.
“It also calls for a heating-cooling line with
plenty of range in capacities, sizes and
installation flexibility. Janitrol meets our
requirements perfectly, and the quality of
workmanship in Janitrol products is in har-
mony with the fine quality we put in our
homes. The Jed L. Ashton Company repre-
sents Janitrol in our area and does the
installing. They're always on schedule and
their service is terrific. Janitrol saves us
money on almost every job because it’s so
easy to install and adjust. That’s important
to any builder who wants profitable sales.”

The well-known Janitrol brand can help you

sell homes . . .save you money on installa-
tion . . . and eliminate the nagging headache
of call-backs that drain away profit and
aggravate your customers. The new Janitrol
heating and air conditioning line includes
upflow and downflow models in an amazing
variety of heating and cooling capacities to
meet all your needs from small homes and
individual apartment units to roof top
combination units for your single-story
commercial building.

Mail the coupon today for complete details
on how you can get more sales impact for
your homes, no matter what price range
you build in, with quality Janitrol heating
and cooling equipment . .. the brand your
buyers are already sold on!

JANITI‘OI. DIVISION | —

MIDLAND-ROSS CORPORATION

CoLUMBUS 16, ©@HIO

HOUSE & HOME




New Janitrol Regency ...
first gas-fired furnace with a
lifetime warranty!

Features exclusive Ultra-Thermex
Heat Exchanger warranted for life.
Put this powerful persuader in your
homes for easier selling. Perm-
Adjust burner automatically propor-
tions fuel-air mixture. Cabinet is
compactly designed, richly styled.
Optional accessories include two-
stage flame control, Minneapolis-
Honeywell electronic air cleaner,
deodorizer filter and automatic
humidifier,

Custom-matched Air-
Cooled Condensing
Unit adapts the
Regency for year-
round comfort. In-
stall with furnace
unit, or add later.

New Janitrol 19 and 20 Series
Upflow Gas-Fired Furnaces!

Bring you superior quality and
remarkable economy in heating for

single and multi-family dwellings.
Compact, quiet, dependable. 10-

PRODUCTS AND LOCAL SERVICE
~ LIFETIME HOME BUYERS”

-

The MARK V . . . Popular style in Alan E. Brockbank's Lifetime Homes selection in the Greenbrae Addition, Salt Lake City.

New Compact Janitrol Comfort
Package . . . for heating or heating
and cooling!

Designed, built and priced especially
for the apartment and small home
market. Compact, but with sufficient
air capacity to deliver two full tons of
cooling. Companion
air cooled cooling
unit in 16,000 and
24,000 Btu./hr.
capacities. A. R. I.
rated.

MAIL COUPON TODAY for complete details on Janitrol heating and
air conditioning equipment, and exclusive Janitrol Builders’ Model
Home Merchandising Plan that's action tested . . . a powerful traffic-
builder and sales-maker.

JANITROL DIVISION » Midland-Ross Corporation » Columbus 16, Ohio
GENTLEMEN: Please rush complete information on new Janitrol line
and the potent Janitrol Model Home Merchandising Plan.

NAME

COMPANY

ADDRESS

CITY ZONE STATE

year warranted Super-Thermex Heat
Exchanger.

e N X N N N N N R NN N RN NN NN N NNENNN NN )
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Eden Isle Architecture by Richard W. Groh, AIA; Guy R. Ramsey, Designer. Landscaping by Landscape
Associates, Inc., Robert L. Shaheen and Charles E. Goodfellow, Landscape Architects. Engineer, Roy Rosin.
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PROBLEM

Provide economical

comfort conditioning for
560 EDEN ISLE HOMES

Heber Springs, Ark.

SOLUTION ...YORK AIR

standard YORK components, matched

Eden Isle is a distinguished
home development located on
an island created by the Greers
Ferry Dam project at Heber
Springs, Arkansas. Eden Isle
has been described as, ''. . . a
dream project. .. an advanced
concept for week-end, summer
or year-round living . .."’

Because it is an actual island, connected
with the mainland by a causeway, Eden
Isle enjoys unique advantages. The
planners were able to create the environ-
ment they were seeking — without
pressure or encroachment from the un-

predictable expansion of any adjacent
community.

The result of this planning is evidenced
by the way the homes blend naturally
into the terrain . . . and the overall “cus-
tom built” appearance of the dwellings.
Yet, Eden Isle is not an expensive place
to live. The homes vary in size from
relatively small villas to estate type
dwellings. Ultimately planned for 560
homes, plus shopping and recreation
facilities, a golf course and a country
club, Eden Isle already has about twenty
homes completed and occupied.

All homes air conditioned by York. Be-
cause the Eden Isle homes vary in size,

the air conditioning systems range from
214 -ton to 17-ton capacities. Yet, stand-
ard York components have enabled the
builders to meet these varying needs . . .
to give each individual home true “cus-
tom comfort” at low cost. In most of the
homes, a counterflow peripheral distribu-
tion system is used, with heater, cooling
coil and condensing unit. These are
standard York components—matched to
meet the individual comfort require-
ments of each home.

In addition to York air conditioning,
Eden Isle homes have Norge appliances
throughout; thus, the various divisions
of Borg-Warner have combined to give




All living rooms at Eden Isle have wood-burning
fireplaces. Architect has used native stone as a
dominant building material.

CONDITIONING SYSTEMS, with

to meet each home’s requirements!

the homeowners the most advanced con- way, you’'ll be offering your home buyers
veniences for modern living. quality cooling—from York, leaders in
advanced air conditioning equipment for
home, business and industry.

Plan ahead with York when you plan air
conditioning for a single home—or for

a hundred! There’s a York central sys- Want more facts? For complete informa-
tem to cool any type, any size home. tion on York residential air conditioning,
Some York systems may be combined just call your nearby York Representa-
with warm air heating; others are inde- tive; or write York Corporation, York,
pendent of the heating system. Either Pennsylvania,

CORPORATION

Subsidiary of Borg-Warner Corp.

YORK, PENNSYLVANIA
®

THE QUALITY NAME IN AIR CONDITIONING AND REFRIGERATION

'.T'me kitchen and d'ining room area of a typical villa. Kitchen is fully equipped
with Norge appliances, and the villa has York central air conditioning.

BORG-WARNER

1 OR PERFORMA
g OR PE wm,-,,&

- Good Housekeeping -

A

,  OUARANTEES
5 &
“Menr op peunn 10 S

Typical York air conditioning system,
with heat exhaust system located outside
home. Other systems have cooling coil
mounted directly on furnace.




Upgrade your homes “outside” too!

Rugged, Meial-Shecihedgﬁﬂ% A
CHROMALOX ELECTRICUIIL
Give your homes

that extra touch
with automatic snow

and ice removal

Imagine the sales appeal to new
homebuyers — automatic snow
and ice removal from sidewalks
and drives! Yet you can offer
this “extra touch of luxury”
easily and economically with
Chromalox electric Snow-Bar in
the homes you build. Metal-
sheathed Snow-Bar installs right
in concrete or blacktop pave-
ments as they are laid; takes
little extra labor or wiring; melts
snow at the flip of a switch.

® Metal sheath takes tough
handling

® Preformed units fit most jobs

® Lowest installed cost of any
system

i

b

N ] | i s
- ~ Send for Bulletin M 60103
I H
] 4‘ } It details application and
instahlluﬁcm data for Snow-
.’pﬂd(q’ ?ar |n. concrete nnd. black-
= op sidewalks, driveways
K % CHROMA lox and other paved areas.
- H
“NL electric SNOW-BAR Edwin L. Wiegand Co.
want B w238 T770 Thomas Blvd. Pittsburgh®, Pa.

WANT
TOPS
1N
QUALITY ?:

STAINS
and

VARNISHES

Don't stick your neck out
with just any wood finish, rely
on REZ natural wood stains
and varnishes for the ulti-
mate in beauty and protec-
tion of all interior and exterior
wood in your home. REZ is
nationally acclaimed by lead-

“that's Happening
ing architects and home-
to WODd! builders as tops in quality.

The Best thing

REZ WOOD-TONES, INC.
Dept. 99, P. 0. Box 142, Springdale, Pa.
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ADVERTISING INDEX

This advertisers index published by House & HomE is a service to ils
readers, House & HoMEe does not assume responsibility to advertisers
for errors or omissions in preparation of these listings.

“denotes Western edition
®Hdenotes Southern edition

Page:
95 Airtemp Division (Chrysler Corporation)
87-90 Allied Chemical Corp. (Barrett Division)
108-109 Aluminum Company of America
25 American Gas Association
76 American Telephone & Telegraph Co.
52 Anaconda American Brass Co.
60, 61 Andersen Corporation
20652 Arkraft Homes
87-90 Barrett Division (Allied Chemical Corp.)
218 Bell & Gossett Co.
220,221,223 Bestwall Gypsum Co.
162 Better Homes & Gardens

51 Bird & Son, Inc.

41, 42 Bostitch, Inc.
235 Bostrom-Brady Mfg. Co.
81-84 Briggs Manufacturing Co.
181 Broan Manufacturing Co.
165 Bruce Company, E. L. (Flooring)
39, 40 Bryant Manufacturing Company
27 Samuel Cabot, Inc.
Cover III Caloric Corp
32,33 Celotex Corporation, The

24 Century Engineering Corporation

166W2 Charles Machine Works, Inc.
56, 57 Chevrolet Motor Division (General Motors Corp.)
20653 Cobell Industries
206 Crown Zellerbach Corporation
191 Delco Appliance Division (General Motors Corporation)

24 Delta Faucet Corporation

180 The DeVilbiss Company
65-73 Douglas Fir Plywood Assn.
178, 179 Dow Chemical Co.

R6 Dur-0O-Wal Division (Cedar Rapids Block Company)

36 E. I. Du Pont de Nemours & Co., Inc.
(Organic Chemicals Dept.—Freon Fdts.)
Edison Electric Institute
Edwards Engineering Corp.
16 Eljer Plumbingware Division
(The Murray Corporation of America)

184, 185
80

19, 20 Emerson Electric Mfg. Co.
217 Fiat Metal Mfg. Co., Inc.
166W1 Fibreboard Paper Products Corp.
204, 205 Float-Away Door Company
102 Ivon R. Ford, Inc.
62, 63 Ford Motor Company
54 General Electric Co. (Air Cond.)
167 General Electric Co. (Hotpoint Div) Range
203 General Electric Co, (Laminared! Products Division)
170, 171 B. F. Goodrich Chemical Co.

14 Hall-Mack Company :
Handsplit Red Cedar Shake Association
215 Hardwick Stove Company

83, 84 Homasote Company

208 Hotpoint, Inc. (Division of General Electric Co.)
100 House & Home
34 Hydrotherm Inc.

192, 193 International Harvester Co.

230,231 Janitrol Heating & Air Conditioning Division

(Midland-Ross Corporation)

177 Johns-Manville Corporation
105 Kemper Bros., Inc.

55 Kingsberry Homes Corp.
20651 Koppers Co., Inc. (Plastics Division)
236 Kwikset Sales & Service Co.

26 The Lau Blower Company

(Home Comforts Division Products)
103 Lennox Industries
94 Libbey-Owens-Ford Glass Company
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NE BOSTROM NO.7 TRANSIT-LEVEL
| BOSTROM ALUMINUM LEVELING RODS

Engineering, Building and
other Trades have long
wanted an accurate, de-
pendable and durable
TRANSIT-LEVEL at a more

196 The Malta Mfg. Company | ) e e L

106 Marbon Chemical Div. (Borg-Warner Corporation)
1%2 Marsh Wall Products, Inc. =1 $200.00 to $300.00 which
216 Martin-Marietta Company 22 they now have to pay for
10 C. H. Masland & Sons ‘ y pay
182, 183 Moe Light Division (Thomas Industries, Inc.) £4 an instrument to do some of
,3“ Mortgage Bankers’ (’ooper;s:ivz Advertising Group " their more exacting work.
28 Mortgage Guaranty Insurance Corporation 3
20654 Music and Sound, Inc. 9“‘ s'm't:o "atl: t:jf Bx;
perience and method o
: - iy p roduction h nabled us
91 National Aniline Division (Allied Chemical Corporation) ':o rfot asd . ow offer
74 National Cash Register Company | FOPeihCy JNG: 0w o
103 National Concrete Masonry Assn. you just such an instrument
97-99, If-\} National Gypsum Company in the No. 7 BOSTROM.
C”“'-_,I:., zf't::_?," allnlj_omcs Qasporation The precision workmanship and highest quality materials in
2A,2B NuTone Inc. . this new instrument assures the user of accuracy in his work
and a lifetime companion with proper care.
228 O'Keefe & Merritt Co. Through many years of research and development we have also
1 ;2 }'Ew % .2, 8Lsen gumpuﬂy fk;'-\‘f“'f'{’ ?B'i.\'i_uu) ) perfected an ALUMINUM Leveling Rod which is replacing, at less cost,
he C. A, Olsen Company (Moncrief Division : i
188, 189 Overhead Door Corparation many of the large, expensive wooden Rods. Their acceptance has been
78,79 Owens Corning Fiberglas Corp. far beyond our expectations.
Bostrom Levels are carried in stock by distributors from coast to
53 Pacific Lumber Co. coast. WRITE AT ONCE for complete descriptive literature and prices
235 Panelboard Mfg. Co. on these NEW products. We will also send you literature on our other
212,213 Pittsburgh Plate Glass Company IMPROVED Levels, and name of our distributor near you.
3BMWI Place Homes Enc.
3BMW2 Place Homes Inc.
200 Plan Hold Corporation BOSTROM-BRADY MFG. CO., Dept. HH
101 Ponderosa Pine Woodwork
58, 59 Portland Cement Association 563 STONEWALL ST. S.W., ATLANTA 3, GA.
107 Progress Mfg. Co., Inc.
18 Prudential Insurance Company
27 Quaker Window Products Company
187 Red Cedar Shingle Bureau
166 Republic Steel Corporation
234 Rez Wood-Tones, Inc.
200 Rotolite Sales Corp. “Ew D D
Cover I1 H. G. Scheirich Company Ec RA
43-48 Simpson Timber Co. T e
224 Slater Electric Mfg. Co. il
190 Soss Mfg. Co.
194 Southern Pine Association |
168, 169 Stylon Corporation VENETIAN
195 Swanson Manufacturing Company D URS
110 The Tappan Co.
200 Taylor Instrument Companies WITH
186 Thermasol, Ltd.
23 E. A. Thompson Co.

64 Trade-Wind Division (Robbins & Myers, Ine.)
77 Time Inc.

A
FLAIR

50 Union Lumber Co.
92,93 United States Steel Homes, Inc.

49 William Wallace Company

4 Waste King-Universal

214 Water Refining Company THANKS

207 Weiser Company

222 Weslock Co. A 10
226, 227 West Coast Lumbermen’s Association

12 Western Pine Association
85 Westinghouse Electric Corp. (Micarta) PANELAIRE

202 Westinghouse Electric Corp. (Appliance)

223 Westinghouse Electric Corp. (Lighting) DEE"RAHVE
209-211 Weyerhaeuser Company (Woeod Products Division) |
172, 173 Whirlpool Corporation

224, 225,234 Edwin L. Wiegand Company HARDBUARD L

176 The Williamson Company BHILLEWURK o

SIZES — 6’8" AND 80" HIGH,

232,233 York Corporation 12", 15", 18", 24" WIDTHS.
ADDITIONAL STYLES AND SIZES AVAILABLE,
MFG.
Iboard &
Dept. H-563 aneipoar INC.
248 PACIFIC ST., NEWARK 14, N.J. « 687 Antoma Ave.. Los Angeles 31, Calil,
MAY 1963 235
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Builders can—providing they install Kwikset's remarkable “{
new ProtectoKey* lockset, the “lockset with a brain.” Fo?'\"
this is the lockset that automatically and permanently locks out
all keys previously distributed to subcontractors during con- |
struction—the very first time the new home owner turns his
own personal key in a ProtectoKey lockset. So builders can
give 'em out and forget ’em.
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#= © There’s no need to be concerned about getting these keys
back, nor worry about unauthorized entrance once the new
home owner has moved in. ProtectoKey locksets solve these
problems—and offer an effective, easily demonstrated sales
feature: the added security of a lockset specifically made to
assure the new home owner complete privacy the first time

he uses this key. Write for full details.

*PATENTED, TRADEMARN

lockset's

AMERICA’S LARGEST SELLING RESIDENTIAL LOCKSETS

KWIKSET SALES AND SERVICE COMPANY

A Subsidiary of The American Hardware Corporation, Anaheim, California
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