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New “Spring’... luxury cushioned
vinyl flooring...will sell your
homes faster

Be an innovator! Treat your homes to the
drama, excitement and sales appeal of
“Spring”™. This is the new design in
luxury - cushioned vinyl flooring that is:
Quiet . . . absorbs footstep and impact
noise. Warmer . . . by }5 over other resilient
floors. Cushioned . . . luxurious feel of soft-
ness underfoot makes a home more appeal-
ing. Textured . . . hides underfloor irregu-
larity. And it installs . . . anywhere, even
below grade.

“Spring” meets FHA specifications, as do
all floors in our complete home builder
line. For free samples, or information on
our special Home Builder Program to help
you sell homes faster, write Congoleum-
Nairn Inc., Kearny, New Jersey 07032.

Congoleum-Nairn
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Everything is BIG..except the price!

NUTONE'S NEW SLIDE-IN
RANGE win JUMBO OVEN!

NuTone Ventilating
Hoods and Splashplat
available in colors
to match the Range.

E’asy on your budget.. Simple to Install

MORE FEATURES than any in its price-class! SAVE three ways on your installation costs!
Wins women on sight. It’s easier to clean; ‘. The entire unit . . . with built-in base and
has greater oven capacity than other 30" @ back-panel, slides in between cabinets.
slide-in ranges. “Step” Control-Panel. i o ! No cutout for countertop. No base-
More surface-space. Stainless Steel panel needed. No extra carpentry.
trim; looks completely “Built-In""! LOOkS Better For Range-Ovens with built-in

New styling in 5 leading colors, rand COOI(‘S Better ventilation, turn the page . . .
or Brushed Chrome. : it ;




A BigTualking Point
Jjor Your Kitchens!
NuTone Range-Ovens = =
win Complete, Built-In j} S
Ventilating Systems |

GAS

Console Range-Oven
30” Model RX-430

Ventllatmg k
System :

vRXE-150L orR
-ELECTRIC

t/

No cooking odors

L I t lled Cost ;

Only ONE electrical connection . . . and you're in :

business! You save installation costs for separate — _A’:::ﬁ
components. It’s all IN ONE PIECE: Range, M o

Oven, powerful Twin-Blower Hoodfan, Safe-Level SN F==->3 -

Controls, Oven Exhaust, wide Panel-Lighting
and the Backsplash. Gas and Electric Consoles

slide in between cabinets. Eye-level models, in s
electric only, mount easily on a 48" base-cabinet.

30 M/O/D\El.jo = ‘
oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo :.ooonoooo'o r RX-230 {
Free Range-Oven Fuct-File bl g
NUTONE, Inc., Dept. RA4 Cincinnati, Ohio 45227 % /
Name r—

Address /

City Z State

Mail this Coupon for NuTone’s latest Catalogs,
Full-Color Literature, Diagrams, Specifications.
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This emblem on a building product
is more than just a symbol. It’s your
assurance that the manufacturer
offers you a product of proven per-
formance and that he uses Geon
vinyl, “The Material Difference in
Building.”

Why is Geon vinyl different? It has
already proved itself in a number

of varied products—windows, siding,
gutters and downspouts, electrical
raceways, and others.

Geon vinyl is remarkably versatile.
It is flame resistant, impact resist-
ant, lightweight yet strong, won’'t
conduct electricity, and it resists
corrosion. In building products, Geon
vinyl means lower installed cost,

improved performance and reduced
maintenance.

For more information telling why
Geonvinylis the material difference
in building, write B.F.Goodrich
Chemical Company, Dept. GN-4,
3135 Euclid Avenue, Cleveland,
Ohio 44115. In Canada: Kitchener,
Ontario.

B.EGoodrich Chemical Company

a division of The B.F.Goodrich Company
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WASHINGTON INSIDE

Look for more on-site picketing
The industrial and building craft union
wings of the AFL-cio have ended four
years of internecine war and agreed on a
bill to let unions picket — and thereby
close—construction sites, even if they have
a dispute with only one contractor.
Congress previously refused to consider
the issue until labor agreed.

$100,000-an-acre park land

FHA’s open-space buying program will put
up nearly $500,000 of the $1,663,209
Milwaukee County plans to spend to buy
16 acres of parkland. The land is choice
Lake Michigan shoreline inside the
Milwaukee city limits.

National building code boosted

A Commerce Dept. advisory committee is
urging study of a national model building
code as part of increasing federal emphasis
on national commodity standards. A model
code “is technically feasible at this time,”
says the committee headed by Internation-
al Nickel's Francis LaQue. The study
group notes that the lack of an official
U. S. standard has long hindered interna-
tional negotiations, and it urges the estab-
lishment of a new Standards Institute to
correlate and approve privately developed
standards.

THE STATE CAPITOLS

Texas mulls housing bias vote
Lone Star legislators may put to a state-
wide vote a constitutional amendment let-
ting property owners sell to whomever
they please, and barring the state from
banning race bias in housing. The measure
is modeled after a law California voters
approved last fall.

Indiana, meanwhile, has become the
12th state to ban race bias in private hous-
ing. And legislators in 17 other states are
wrestling with housing antibias bills, says
the National Committee Against Discrimi-
nation in Housing. Ohio’s Supreme Court
upheld an antibias ordinance in Oberlin
but killed Toledo’s “indefinite” law.

Texas homebuilders are fighting a bill
to ban green lumber with over 19% mois-
ture in dimensions less than 2”. Georgia
legislators have killed a plan to license
and inspect homebuilders.

INDEX
Uncle Sam tackles zoning and building
code snafus ................ .... 8
Battle for cabinet post.............. 8
New York City takes the guesswork
out of renewal land buying. ....... 9
Big-city Realtors back bias order .... 9
Will 10% of all FHA-V A loans made
in the last five years fail?. .. ...... 15
A 30-day inventory for housing?. . ... 15
How to sell foreclosed houses: the
“hysteria” method ............... 17
More teenaged brides hit the housing
PRATKOL v e 1okey/somsi 5ol orioss el esiile 18
A new look at mortgage discounts. ... 27
SBICs get new freedom to supply high-
FISK equity Cash .. . s sm e s 5s5mms 35
Housing stock prices............... 35
Professor takes first look at speculative
apartment builders .............. 38
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NEWS

Battle before Congress: LBJ housing
package hinges on rent supplements

Congress is beginning the prodigious task of digesting President Johnson’s 1965 plans
for housing and cities. The job may take months, because the $6.4 billion bill
sprawls all over the legislative landscape. Congress is being asked to:

® Approve the country’s first nationwide use of rent supplements to aid middle-
income families living in 500,000 new units. Initial cost: $50 million.

® Let FHA insure land development loans and let states develop suburban land.

e Use cash to prod cities to “begin to think and act across boundaries.”

e Concentrate renewal “more and more” on housing, less on downtown fixup.

® Elevate HHFA to a Housing and Urban Development Dept. (see p. 8).

Unifying the scores of aid programs for cities and private builders is a Johnson
ideal: “creative federalism.” He clearly wants the federal government to end its
diffidence toward the metropolitan problems of zoning and building codes. Although
Washington cash and expertise will be available, he expects cities to begin coping
themselves by thinking and working as regional partners (p. §).

“We must redirect, modernize and streamline our housing programs” in this

effort, he says. Heart of this revamping is his novel plan for rent supplements. As
this plan fares in Congress so—probably—will fare the LBJ package.

Rent subsidies to a half-million middle-
income families living in new apartments
are the newest and biggest spur to home-
building in President Johnson’s package.

However, they are also the proposal in
the deepest trouble with Congress. The
biggest reason is novelty: Congress has
never studied the idea of rent supplements,
and historically the lawmakers are unre-
ceptive to innovations the first time around.
“Once you understand it [the rent-supple-
ment proposal] you favor it,” opined one
Administration man, “but we could take
a year explaining it.”

Congress’ natural reluctance could be
overcome if President Johnson puts all the
power of his office behind the plan. And
his message served notice he wants the aids.

They are ‘“the most crucial new instru-
ment in our effort to improve the American
city,” he said. “This approach has immense
potential advantages over low-interest loan
programs. ...In the long run this may
prove the most effective instrument.”

Automatic aid. Under the Johnson plan,
families receiving aid would live in apart-
ments or co-ops built with FHA Sec. 221d3
market-rate loans. Units would be built
by limited 6% dividend companies set up

by private builders, or by nonprofit groups
sponsored by churches and labor unions.

Supplements would be paid directly to
mortgage holders. The aid would equal the
difference between 20% of the family’s
income and full economic rent. Families
buying co-ops or one-family houses would
pay 25% of income on lease purchase.

Families who were displaced by federal
actions, were living in substandard hous-
ing, or were elderly or handicapped would
be eligible. Aided families could earn up
to current d3 limits ($9,000 in Chicago),
but Dr. Robert Weaver, administrator, ex-
pects the vast bulk to earn between $3,000
and $5,000.

Sub-market substitute. Johnson and
Weaver expect the rent supplements will
eventually replace the Sec. 221d3 and
Sec. 202 direct loans for housing for elderly.
Both will continue for the present.
Enacted in 1961, the d3 program has
lost appeal for Administration planners
because 1) the interest rate, tied to over-
all federal borrowing costs, already has
risen from 3%8% to 378 % and may hit
44 % by July; 2) “there’s the problem
of what to do with people living in d3 units
whose income rises over the income limits.”

Land loans: states may turn developers

President Johnson has added a new dimen-
sion to the three-year battle over FHA-
insured land loans by inviting states to
become suburban developers.

He asks Congress to let states set up
special land development agencies to buy
open land “and improve it before the im-
minent approach of the city has sent costs
skyrocketing.” Finished lots would then be
resold to builders.

HHFA would lend the state agencies the
money they need for 15 years at 4% if
they 1) showed private financing was not
available at reasonable rates, 2) followed
a comprehensive plan for the metropolitan
area and 3) provided housing types to
serve a broad range of family incomes.

The plan took housing men by surprise.
NAHB remains uncommitted, but NAREB
has opposed “broad control over land.”

This approach is not new. The Urban
Renewal Administration already lends
money to cities to buy open land and to
correct such ills as poor platting.

The Administration has slimmed its land
loan insurance plan from the 1964 version
—Iloans are held to $25 million, half of
last year’s limit—but other features re-
main. FHA could insure both subdivisions
adjoining cities and new towns remote
from urban areas. Maximum loans: either
1) 75% of developed-land value or 2)
50% of raw land costs plus 90% of im-
provements. NEWS continued on p. 8
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Janitrol 570 Series Year Round Comfort Pack-
age eliminates need for giant central heating
and cooling plant in apartment buildings.
Features closet-size heating-cooling units and
through-the-wall condenser.

Janitrol’s 570 Package was made for the
man who designs, builds or rents apartments.
And for the man who lives in one, too.

The entire heating unit and cooling coil fits
into only 12” x 28" of floor space. Tucks
easily into the corner of a small closet. Needs
zero clearance on the side and back and only
6" in front. Needs only a 4” vent pipe.

The condensing unit is only 39” x 18%" x
18Y4". Installs easily through the wall—or on
the roof or on an outside slab.

Yet this compact package delivers 2 tons of
cooling and 80,000 Btu heating. It was de-
signed for apartments. But it’s also the perfect

answer to small house year round comfort or
large house zoned heating-cooling. Installation
is literally a snap. Charged refrigerant lines
have quick-connect couplers at both ends.

Janitrol’s 570 Comfort Package may well be
the best unit for your next job. Available in
1%, 2, 3 ton cooling and 50,000, 80,000,
100,000 and 150,000 Btu Heating Packages.

Get at least one estimate from your Janitrol
Dealer. He's in the Yellow Pages. Janitrol gives
you more to work with.

JANITROL DIVISION

Midland-Ross Corporation
Columbus, Ohio O Phoenix, Arizona
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Uncle Sam, the metro man, to tackle
zoning, building codes and land tax

Early this year HHFA Administrator Robert
Weaver suggested that “federal representa-
tives” man “metro desks” to help local
communities “avail themselves of federally
aided urban programs.”

Last month President Johnson accepted
this idea—and much more. He proposed
thrusting the federal government deeper
than ever before into the zoning and build-
ing-code chaos which has hobbled home-
building and contributed to urban sprawl.

Uncle Sam will remain a spectator
rather than a referee, says the President—
but his cheering will be loud indeed.

Chief cheerleader will be a Temporary
National Commission on Codes, Zoning,
Taxation and Development Standards,
whose members will soon be appointed by
the President (Congress’ consent is not
needed). “I predict that the body masked
by such an unwieldy name may emerge
with ideas and instruments for a revolu-
tionary improvement in the quality of the
American City,” said the President.

LBJ wants his temporary study group
to open a can of peas housing men have
long called mouldy, at best. LBJ’s orders:

“We need to study the structure of build-
ing codes across the country: their impact
on housing costs, how building codes can
be made more uniform. . .

“We must better learn how zoning can
be made consistent with sound urban de-
velopment. . .

“Few factors have greater impact on
cost, on land speculation and on the ability
of private enterprise to respond to the local
interest than local and federal tax policies.
These too must be examined.

“Finally, we must begin to develop bet-

ter and more realistic standards for sub-
urban development. Even where local
authorities wish to prevent sprawl and
blight, to preserve natural beauty and in-
sure decent, durable housing, they find it
difficult to know what standards should
be expected of private builders.”

Setting standards for new development
in zoning and building codes has been a
traditional stronghold of local government.
But the proliferation of suburbs in metro-
politan areas has meant that builders often
had to deal with the conflicting and often
contradictory rules of dozens or even hun-
dreds of neighboring towns. Pittsburgh
builders, for example, run a gantlet of 128
building and zoning codes.

The net result has been such chaos that
planners have raised loud protest in recent
years. Last year’s American Society of
Planning Officials’ convention heard “ob-
solete and ineffective zoning” indicted
repeatedly (NEws, June).

President Johnson doesn’t believe his
Temporary National Commission can end
this nightmare for builders quickly. Nor
does he intend that Uncle Sam tell local
communities how to decide land use.

“We can offer incentives to metropolitan
area planning and ccoperation,” he says.

To backstop the Commission’s search
for means to better housing, Johnson asks:

e An Institute of Urban Development
inside the proposed housing department
“to support research aimed especially at
reducing the costs of building and home
construction through new technology.”

® Regional representatives — Weaver's
metro men—in metropolitan areas to aid
communities in drawing areawide plans.

Details of cabinet post for housing shrouded as
LBJ leaves himself maximum maneuvering room

President Johnson is not divulging the ex-
act format of the proposed Housing and
Urban Development Dept. he has thrice
promised to send Congress.

Johnson’s cautious approach stems from
his desire to avoid the political defeat suf-
fered by President Kennedy when he first
proposed the cabinet post in 1962. That
defeat was caused partially by Southern
Congressmen’s opposition to making Dr.
Robert Weaver the first Negro cabinet
member.

Dr. Weaver remains heir apparent to
the spot—“Who else could fill the job?”
ask Washington insiders—and indeed his
administration of HHFA's sprawling bu-
reaucracy has won private admiration
from some of his Southern foes of 1962.
But the President has refrained from en-
dorsing Weaver in advance, as did Ken-
nedy. This time the President’s strategists
are urging delicate but firm vote counting
before unveiling the exact cabinet form.
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Once this soft-sell yields a solid vote base
—the President probably will seek quick
action. Other parts of Johnson’s package:

Water and sewers. The U.S. would pay
up to 40% of the cost of water and sewer
lines for areas expected to face population
growth. Lines must follow areawide plans.

Rehabilitation. nurFA would give home-
owners in renewal areas up to $1,000 to
renovate their homes when they cannot
make repairs in any other way. Elderly
persons who earn less than $2,000 are the
most likely recipients.

HHFA previously asked for $50 million
to begin a program of 3% fixup loans.

Rural housing loans. For the second
year, Congress is asked to let the Farmers’
Home Administration insure loans for rural
housing. Interest would be the same as
FHA loans (54 % ) except low and moder-
ate income borrowers could get 5% loans.

©New York Herald Tribune—Dowling

THE LANDSCAPE PAINTER

LBJ message stirs surprising
comment—pro and con

On the pro side was Congress’s chief Re-
publican housing spokesman, Rep. William
Widnall (N.J.), who said, “With several
exceptions, it reads like the Republican
housing proposals of 1964 and 1965.”

Widnall last year pushed through 3%
rehabilitation loans; this year he seeks an
independent FHA, merger of urban renewal
and public housing and leasing 60,000 ex-
isting houses for public housing in two
years (vs. LBJ’s 60,000 in four years).

On the con side was The New York
Times, which called President Johnson’s
housing proposals “a penny-whistle pro-
gram” and said, “The vision is hedged in
by careful avoidance of anything that
would offend the real estate industry or
local interests.”

Other newspaper editorial writers car-
toonists (see above and below) followed
predictable patterns.

Said the Wall Street Journal: “A ‘tem-
porary’ national commission . . . certainly
sounds like incipient Federalization.”

President Perry Willits of NAHB was
“particularly pleased with the emphasis on
a continuing reliance upon private indus-
try. New approaches to the housing of
low-income families are long overdue.”

President Maurice Read of NAREB
viewed the President’s program as “the
Administration’s bid to dominate the na-
tion’s urban communities and housing.”

©Los Angeles Times—Conrad
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NEWS

continued from p. 5

New York City takes guesswork out of renewal-land buying

The city’s Housing and Redevelopment
Board has sold its first land under a revo-
lutionary formula that bases the price on
the number of rental rooms to be built.

The formula’s significance: it lets rede-
velopers know their land costs from the
very beginning—and thus plan their finan-
cing and rent schedules accordingly.

The Urban Renewal Administration
agreed to let New York’s HRB test the
formula for two years whenever land is
sold for middle- or low-income public
housing, which accounts for virtually all of
the city’s renewal projects. The plan—
brainchild of Daniel Bayer, HRB’S deputy
chief of project development—works like
this:

HRB fixes a price tag of $225 per rental
room—versus an average $269 per room
in past sales—on land for middle-income
housing. The number of rooms is the max-
imum permitted under zoning—not the
number a redeveloper actually plans to
build. Almost all New York housing will
be financed with 3.95% mortgages under
the state’s Mitchell-Lama program, so the
zoning room count is adjusted for 1) a dif-
ferent room-count method used by Mitch-
ell-Lama officials and 2) any commercial
space included. The city also deducts the

excess costs of abnormal foundation work.

The first buyer under the new plan was
RNA House Inc., a co-op sponsored by the
Riverside Neighborhood Assembly.

RNA plans a 13-story, 208-unit apart-
ment in the city’s West Side renewal
project. Rents will average $28.50 a room.

HRB officials are cautious about predict-
ing nationwide acceptance of any plan
linking renewal land prices and the num-
ber of new housing units to be built. But
they say the plan aids redevelopers—and,
in effect, strengthens a project by ending
guesswork. For renewal officials, it ends
mountains of paperwork and time taken
to appraise vacant sites. Even these
appraisals produce complications, says
Bayer: “Of necessity, this is not a free
market situation and cannot be treated
as such.”

West Coast fadeout. While New York
experiments, a promising land-disposition
test in San Francisco is falling apart amid
a spate of name calling.

Architects James Levorsen and B. Clyde
Cohen have demanded a grand jury in-
vestigation of attempts by Redeveloper
Irwin J. Kahn to change their prize-win-
ning plan (NEws, Sept. '61) for Red

Rock Hill. Levorsen and Cohen said Kahn
wants to add 100 units to the 990 called
for in the plan without paying a $45,000-
a-unit penalty set in the contract when he
bought the site at auction.

Kahn’s reply: he fired his architects
when their final cost estimates nearly dou-
bled the $10.24 a sq. ft. that they first
mentioned. Kahn says he actually wants
to add 222 units. But he says the units
will be smaller, so there will be no more
rooms than originally planned.

Renewal revolt? Kansas City
bond voters say it isn’t so

More than 71% of the 56,223 voters who
braved a snow storm and subfreezing
weather approved a $3.5-million bond is-
sue for urban renewal last month. The
proposal had failed in two previous ballot
tests under a Missouri law requiring a
two-thirds voter approval.

Practically every community group—in-
cluding the real estate board and Demo-
cratic and Republican leaders—endorsed
the bonds. Backers pointed out that many
cities were getting more federal recewal
aid than Kansas City and asked, “Why
send our tax dollars to other cities?”

First private real estate group asks President
to extend antibias to conventional loans

The Real Estate Board of Greater Balti-
more, oldest of the nation’s 1,500 boards,
is the first to ask the President to widen
the 1962 executive order against racial
bias in federally aided housing.

The order covers loans insured by the
FHA and vA but not conventional lending
by commercial banks or savings and loan
associations (NEws, Jan. '63).

Unless the President applies the order
to private lenders, the Baltimore group
warns, the flight of whites to the suburbs
will continue. Says Board President Rus-
sell T. Baker:

“Some practical action must be taken to
insure that Baltimore and other large cities
will not become all black while surround-
ing suburbs remain all white.” Baltimore
has the nation’s fifth highest percentage of
Negro residents, 35% of 950,000.

Property values. Baker, whose Russell T.
Baker & Co. is Maryland’s largest real es-
tate brokerage, concedes that the board’s
action is based on simple economics.
“It can save property values and tax
rates,” he says. “Values on most of the
property in our inner core are down.”
Some sketchy evidence: the average sq.-
ft. value of used homes insured by FHA
rose 1% from $11.52 in 1958 to $11.64
in 1962 versus a national rise of 8%.
Realty men say extending the executive
order would open the suburbs to Negroes,
relieving pressure on the city. Adds Baker:
“We are confident that the extension
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would have a salutary effect on the entire
housing market.”

Support in Washington. Chairman Da-
vid Lawrence of the President’s Commit-
tee on Equal Opportunity in Housing was
present when the Baltimore board an-
nounced its action in Washington. Baker
said it was the Lawrence committee’s re-
cent fair-housing conference in Baltimore
that persuaded his board to act now.

The Baltimore board’s membership of
1,600 ranks it among the nation’s top ten.
Only nine of the metropolitan area’s 44
Negro realty dealers are on its rolls.

Despite its stand on the executive order,
it has joined the parent National Associa-
tion of Real Estate Boards in opposing
state and local laws prohibiting racial bias
by homeowners selling their homes.
Warned Baker at the Washington meeting:
“Open housing laws . . . would withdraw
from citizens generally their right to vol-
untary contract.”

A tithe urged as investment
in nonsegregated housing
“If you believe in equal opportunity in
housing, speak up!” said the ad covering
most of a page in The New York Times.
It announced the birth in Washington
of a National Committee on Tithing in
Investment, which will ask individuals and
nonprofit organizations to put 10% of
their investments into nonsegregated hous-
ing. The goal: overcome a shortage of

Leonerd L. Greif Jr.

BAKER FRASER

capital for housing open to all races.

Rep. Donald M. Fraser (D., Minn.) is
chairman of the committee, which claims
3,000 sponsors and includes homebuilders
Robert C. Davenport of Washington, Har-
vey Furgatch of San Diego, Philip M.
Klutznick of Park Forest, Ill., and Charles
F. Vatterott Jr. of St. Louis.

Negro realty, mortgage men
call for boycott of Met Life

The National Association of Real Estate
Brokers and the United Mortgage Bankers
have proposed a policy-purchase boycott
against Metropolitan Life starting in Au-
gust. The purpose: to protest alleged
refusals to finance Negro housing.

The two groups—which are predomi-
nantly Negro—have invited national Negro
organizations, notably the National Asso-
ciation for the Advancement of Colored
People, to join the boycott. To date, no
decision has been announced.

President Dempsey J. Travis of the
United Mortgage Bankers protests that
the Met and other companies refused to
appoint Negro mortgage correspondents.
Metropolitan says it already lends on a
nonbias basis.

NEWS continued on p. 15
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~ This ad
found 6,835 vacation home prospects!

Here’s how to turn“our” prospects into your customers!

Send for Western Woods' Vacation in SUNSET Magazine pulled 6,835 rg- 2®®®*terrrrrrrrrrrnesssnnsnsesereees
Home Promotion Kit! quests for our "Vacation-Land Homes" SEM T die UVBsLet] a0 VuEion HalE
: " " : . Builder Promotion Kit.
It contains ad mats, “repro’ proofs, booklet in one month. 3
full-color booklets, envelope. stuffers We've got three more ads scheduled
and complete materials lists. We'll even  for SUNSET. Plus ads in NEW HOMES : Name
provide detailed construction plans for ~ GUIDE, HOUSE BEAUTIFUL'S BUILD- :
eleven different Western Wood vaca- ING MANUAL, and HOUSE & GAR- : Firm
tion homes at low cost. DEN'S BUILDING GUIDE. All are full- -
There will be 100,000 vacation homes  page size—in beautiful color. . Address
built in the U.S. this year. Qur first ad You can run tie-in ads in your own - T
community, featuring identical vaca- ¥
tion homes. Prospects will clip your State___ Zlp

coupons instead of ours., (=~

Then you can use our book- \/\/

let as your own vacation W P WESTERN WOOD PRODUCTS ASSOCIATION

homes catalog. Dept. HH-465, Yeon Building, Portland, Oregon 97204
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EXTERIOR DECORATING
WITH CONCRETE

How a new concept in decorative concrete paving, designed to complement
home styles, is helping builders create exciting new sales appeal —Today, a
home is more than just a house. Home buyers expect livability that extends all the way
to the fences. A little imagination—and modern concrete paving with distinctive surface
treatments—is the low-cost answer for outdoor “extras” that help builders lure customers,
sell more homes. These attractive improvements—offered as an option to the buyer—add
only a fraction to the total cost of the typical $20,000 home. O Dramatically patterned,
textured, colored—concrete paving readily becomes a landscaping material that matches
the mood of any style of home—traditional, contemporary, ultra-modern. O Custom
styling is simplicity itself. Your own crews can do the whole job. Versatile concrete is
so easy to work with. See for yourself on the following pages.

11
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A colonial driveway creates added charm for traditional homes—A driveway can be so much more
than a runway for the car. The cobblestone effect of this concrete pavement goes beautifully with colonial or
other “period” homes. An hour’s work with a grooving tool provides an authentic touch that lifts the whole home
design out of the ordinary. There are dozens of other tooled designs to suit any imaginable landscaping plan.

HOUSE & HOME




EXTERIOR DECORATING WITH CONCRETE

A patterned patio that’s casually continental—The livability you design into your homes can be followed
right out the window to provide exciting new outdoor living enjoyment. A concrete-paved patio can take any

shape, any form. Here, the mellow tones of a Spanish courtyard are matched in colors and textures quickly and
easily achieved in long-lasting concrete for a lifetime of pleasure.

APRIL 1965
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CONCRETE the material of a thousand
uses—These are just a few of the new ways
concrete surfaces are being textured and pat-
terned today. The range of intriguing designs
you can create is almost unlimited. For land-
scaping, no other basic material offers such
freedom for innovation.
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I Your ready-mixed concrete producer—or your
: local PCA office—will be glad to provide tech-
I nical information and assistance in developing
: distinctive design ideas for concrete paving.
I For free booklet on concrete finishing, write to
{ the address shown below.

I

I

I

I

i

1

1

Pebbled, woodland beauty for a quiet garden—It’s easy to build
a reputation for originality when you work with modern concrete. The
granulated textures achieved with exposed aggregates enhance the
most creative planting arrangements. Color and texture is limited only
by the pebbles and rocks available. And with concrete walks, no up-
keep is ever needed. L

PORTLAND CEMENT ASSOCIATION
Dept. 11-94, 33 W. Grand Ave., Chicago, Ill. 60610

An organization to improve and extend
the uses of concrete

Circle 14 on Reader Service Card HOUSE & HOME




NEWS

continued from p. 9

Foreclosures now threaten 184,600 FHA-VA loans

One of every ten home mortgages insured
by FHA or va in the last five years will
eventually go into foreclosure. About one-
third of these—100,950—have already
been foreclosed, and the remaining 184,-
600 will be spread over the next five to
ten years.

So predicts Advance Mortgage Corp. of
Detroit after making a nationwide study
of foreclosures. Advance blames the high
foreclosure rate on 1) overly liberal lend-
ing and 2) over-reliance on used-house
inflation, which leveled off six years ago.

The new warning to builders and mort-
gage men comes amid continuing concern
over foreclosure rates and soft credit. In
1964, peak year of the nation’s longest
peacetime economic boom, the foreclosure
rate of 4.59 per 1,000 mortgages nearly
doubled that of 2.34 in 1959. Foreclosures
surged past 100,000 for the first time
since 1939 although the U.S. Savings &
Loan League was quick to point out that
100,000 people did not lose homes. One-
fifth of these were homes under construc-
tion and never occupied (see p. 17); and
in 15% of the other cases, the occupying
owners found means to satisfy obligations
before eviction or final repossession.

Advance found that more than 8% of
va and 7% of FHA loans guaranteed in
1960 and 1961 have already been fore-
closed. At this rate, 14% of the vas and
11% of the FHas originated in those years
will eventually be foreclosed. The foreclo-
sure rate peaked on 1961 loans; those
insured in 1962 and later have a slightly
more favorable outlook (see chart). The
Advance report makes no predictions for
1963 or 1964 loans, but a company spokes-
man estimates foreclosures will eventually
hit 7% to 8%.

12
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OFMORT GAGE ORIGIN 138 %)
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FORECLOSURES by year of loan origin show
heavy concentration for 1960 and 1961. Advance
makes no specific projections for 1963 and 1964.

Hard sell, hard collect. Foreclosures are
influenced not by prosperity or depression,
the study shows, but by the credit condi-
tions under which the loan is made. Six
times as many foreclosures occurred in
prosperous 1964 as in the recession year
of 1958. The sharpest increases in va
foreclosures came on loans made in 1958
and 1961, but the foreclosures took place
in later and more prosperous years. The rea-
son, says Advance President Irving Rose:

“When business slows down, builders
and brokers react by selling harder. Mort-
gage and insuring agencies ease scrutiny.”

Negative equity. The study points up
figures showing an end of the postwar
inflation in used-house prices. The square-

foot appraised value of existing homes
insured by FHA rose only 7.3% from 1959
through 1964—an average of 1.2% a year
and only half the 1950 to 1958 rate. And
value actually fell 0.5% in 1963.

Values declined from 1959 through 1963
in eight of the ten cities surveyed in detail
(Chicago, Cleveland, Columbus, Detroit,
Indianapolis, Louisville, Milwaukee and
Pittsburgh) and rose in two (Cincinnati
and Dayton).

“A level market, in which homes depre-
ciate with war, has succeeded a market in
which houses appreciated automatically
some 5% a year,” Rose says. “In that era,
even no-no-no [no down payment, no clos-
ing costs, no moving costs] va buyers, who
were virtually paid to move in, rapidly
acquired equities.”

But Rose’s study found that more than
a million families now have negative equity
or owe more on their homes than the
homes are worth. He emphasizes that 80%
of these families pay off their loans despite
all hazards, but he warns:

“The price of a low-down payment fi-
nancing system is extraordinary vigilance
in keeping risks within tolerable limits.”

Failure yardstick. To reach its conclu-
sions, Advance persuaded FHA to re-analyze
its 1963 and 1964 foreclosure data. From
this re-analysis, the mortgage company de-
vised a mortgage survival table similar to
those used by insurance companies.

The Advance study found that 50% of
all vA and 90% of all FHA foreclosures
take place within five years of loan origi-
nation. By computing for five years the
foreclosures of loans originated in any one
year, experts could project the ultimate
foreclosure rate for that year’s loans.

Could housing survive on a 30-day inventory?
S&L regulator urges month’s supply for builders

John de Laittre has stirred new market
controversy by suggesting that s&L lenders
limit builders to cash for a 30-day sales
supply of new homes.

The Home Loan Bank Board’s only
Republican cautions that new homes under
construction or unsold by merchant build-
ers at year’s end equalled 5.2 months’ sales
based on a monthly average of 47,000 sales
in 1964. The 244,000-house total is less
inventory than builders have been averag-
ing since 1962.

“There is really no meaningful base for
judging what a proper supply in the pipe-
line should be,” de Laittre admits “but the
existing amount seems high.”

Builder foreclosures. De Laittre is wor-
ried about foreclosures (see story above),
and particularly those against builders. A
just-completed HLBB survey of federally
insured savings and loan associations in
1963 shows 20% of 42,688 single-family
foreclosures came on construction loans.

APRIL 1965

“In some areas the foreclosures against
builders approach half of the total,” says
de Laittre. “This suggests inadequate exami-
nation of the probability of the success of
a project by the lender.” He will not pin
down specific areas. HOUSE & HOME checks
show speculative building ahead of sales is
limited outside the West Coast.

Rebuttals. De Laittre’s speech, made in
Los Angeles in the latest attempt by a
HLBB member to talk West Coast lenders
into more cautious lending practices,
aroused immediate dissent. Says the Cali-
fornia s&«L League's Executive Vice Presi-
dent Frank Hardinge:

“An oversimplification of the problem,
and unrealistic. Thirty days is too short,
and there is no way to measure what a
good vacancy ratio is in relation to total
supply. Ideally there should be a short
inventory, but there are other considera-
tions—population increase, economics.”

Agrees southern California housing re-

Vincent Finnigan

HLBB’s DE LAITTRE
He gets an answer: “No.”
searcher Louis Goodkin emphatically:

“It isn’t right. Inventory quotas handi-
cap leading builders who need big inven-
tories. There are builders here who have
150 homes ahead all the time and need
them. Others have too many with ten.”

And to questions on the practicability
of a 30-day supply, NAHB Economist Na-
thaniel Rogg simply shakes his head: “No.”

15
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and this is the modern

ROOF DECKING

Four
thicknesses
(15/16",1 3/8",
17/8" and
- ' 2 3/8") for spans
' T | upto 60” o.c.

ey by NOMasote

R

.

Gesceccsccsse

Decks, insulates and finishes in one simplified operation!

On A-frame construction (as well as on all other types of roofs)
Homasote Roof Deckings provide a better job at a lower over-all cost.
Tough, all wood-fibre panels are fastened directly to framing—no addi-
tional insulation or ceiling finish is needed. Weatherproof Homasote
assures constant resistance to temperature and humidity attack—in-
terior side is available with a variety of attractive finishes (an especial
advantage at high A-frame peaks).

If you have still to discover the all-’round advantages of Homasote
Roof Deckings for your bonded built-up roofs, metal-frame structures

and conventional roofs, write for technical bulletin, Dept. D-3.

T & G panels, 2' x 8', serve as decking and side-
wall for this A-frame with 48’ o.c. spans. In-

terior surface can be factory-coated in white,
beige or special color to order—with vapor bar-
rier and vinyl film or white kraft surface. OﬂM

5070 TRENTON, N.J. 08603
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FRENZIED SALESMAN pushes take-or-leave-it
offer. One site turned away 120 prospects.

BLITZ SELL starts with roving ad truck to alert customers, jumbo road signs
to guide them to foreclosed houses being sold by Builder George Holstein.

HARRIED BUYER must decide in hurry. Others
are waiting with “sugar bowl money” or checks.

HYSTERIA 1s promoted by signs and pennons to convince customer he has
bargain. It works so well that fist fights develop over homes like these.

. .

FAST MOVE-IN permits family to protect home
from neighbors raiding houses for appliances.

Operation Hysteria—or how to sell foreclosed houses nobody wanted

When Builder George M. Holstein took
over part of a no-sale subdivision in
Orange County, Calif., he told his staff
to break windows and tear up the yards.
In one weekend he sold all 78 homes at
$30,000 to buyers who were convinced
they had a bargain.

Another company trying to market 35
homes in the same tract lowered prices
to compete with Holstein. But it broke
no windows, and nobody got the idea
of a bargain. One house was sold.

Such success is routine to Holstein, new

Operation Bulldoze—tear down foreclosed models

That’s what Wadsworth Homes of St.
Petersburg has done after taking over as
builder at Flor-a-Mar, a 2,000-acre fore-
closed development at New Port Richey
on Florida’s Gulf Coast.

Reason: the tiny $8,250 houses on 48-ft.
highway frontages “weren’t designed for
the present market,” says Lawrence Wads-
worth. Now he and his brother Bruce are
replatting into larger lots, dredging canals
and building models to sell from $15,000

master of the blitz sell in southern Cali-
fornia. Builders call him in when projects
bog. His George M. Holstein & Sons
retailed 250 desolate two-year-old houses
in Huntington Beach in a few hours, and
it regularly sells 250 a year out of fore-
closed subdivisions of homes nobody
wants.

Holstein goes in with flags flying, horns
blowing and salesmen talking hard, but
there is more to it. He explains:

“You have to have a site that can be
found. . . The lender must be realistic.

to $22,000. The two- and three-bedroom
houses will be completely landscaped and
will all face the water.

The brothers have contracted to buy lots
from a development corporation run by
associates of Chicago Financier Henry
Crown and to sell the lots and new houses
for Wadsworth Homes’ exclusive profit.
Crown’s Empire Properties got the Flor-a-
Mar tract for $1.5 million in a foreclosure
sale (NEws, Mar.). Empire had lent $3.2

.. You must offer reasonable value.”

Price is important but not critical;
Holstein moves $32,000 models by the
same razzle-dazzle he uses on cheaper
models.

“In a word, hysteria,” he says. “Our
sign company, our ad men, our sales
force are all in a hurry. That fine edge
must be there when the doors open. A
line of 20 or 30 folks are waiting with
that sugar-bowl money, all set to buy. We
say bring cash or certified check—and
they do exactly that.”

]

and build new ones

million to the original developers, Howard
Burkland and Sumner Sollit, and had won
a $4.6-million foreclosure suit.

Wadsworth Homes has been selling an
estimated 250 homes a year, ranging up to
$50,000 in price, in the sluggish Tampa
Bay sales area. The company moved to
Florida in 1956 from Kansas City, where
it had sold 10,000 prefabbed units through-
out nine midwestern states in the previous
ten years.

Operation Dress-up—inside and outside facelifting helps sell rejects

Les Walsh

POP GOES THE TRIM in new paint job on home
spruced up for resale in California foreclosure.
Market expert Chuck Parr uses color to sell.

APRIL 1965

Chuck Parr’s Coleman-Parr ad and market
agency in Beverly Hills is selling its 29th
foreclosed subdivision for a southern Cali-
fornia savings and loan. Here's how:

“We pop the trim,” says Parr. “We
spruce up with ornate lighting fixtures.

“We use bright colors and bold, good
looking wallpaper in bathrooms. We
go to light greens, blues in gray kitchens.”

Parr reshapes roofs and re-landscapes.
He redressed one tract so completely that
visitors who had at first refused to buy
returned without being sure they were
seeing the same subdivision.

“We had a new showcase,” says Parr.

Don Bush
T

it s
STYLISH LIGHTING fixture and large mirrors
interiors new note of elegance. “A good decor-
ator is worth his weight in gold,” says Parr.

17



“We are at the beginning of a new period
of growth in housing demand,” says NAHB
Economist Nathaniel Rogg.

years, Rogg says, but it’'s bound to come.
reach their 18th birthday—one million
more than 1964 and “a bulge we will not

see again.”

may already be contributing to housing

NEWS

Huge crop of 18-year-olds promises housing demand boost

This demand may not be felt for several

Reason: this year 3.7 million children

Rogg suggests some of these teenagers

ventory and vacancies are below 1960.”

2. “Home sales are still running sub-
stantially over a year ago (see table).”

3. “Employment and incomes generally
will be high.” Personal income hit a record
$509.5-billion rate in January.

4. “The mortgage money market will
remain easy.”

5. “The age structure of the population
will be unusually favorable. . .. We are al-
ready seeing a rise in the marriage rate,

Commerce Secretary John Connor
agrees: “Residential activity may soon
stabilize and may actually improve some-
what later in the year.”

Consumer intensions to buy houses with-
in 12 months are down 0.1% from year-
ago levels, Commerce reports, but the
Treasury Dept. says the April 15 deadline
for paying income taxes will not take
nearly as much money from consumers’
pockets as feared. Estimates over $1 bil-

demand: one-fourth of last year’s brides which has been stable for years.” lion are cut. NEWS continued on p. 27
were 18 or under.
Will these teenagers be able to find jobs? KEY HOUSING INDICATORS

The Labor Dept. reports that last year pri-

vate businessmen added 1.2 mlllnon jobs to 1965 1964 9 Change

their payrolls—nearly five times the 250,- DOLLARS (millions)

000 new jobs they created annually from Dodge residential contracts  Jan. $1,273 $1,372 —_ 7

1957 to 1962. But,_ Labor a'lso’ IR, ENR advance mass housing plans  Feb. 1,081 720 + 50

15.7% of teenagers in the nation’s labor 2 months 1,630 1,675 — 3

force are unemployed, and the 500,000 ENR advance apartment plans  Feb. 646 349 + 85

teenagers who are their families’ chief 2 months 909 793 + 15

wage earners average only $2,200 a year. ENR advance house plans  Feb. 206 216 — 5
2 months 3?0 373 — 14

!mmedlate .utpturn. Morgl atnd more htou:- UNITS (000)

1ng ccopomls S MW PIFEAIEL, LIStNE, Blatls Starts, private nonfarm Jan. 81.2 98.3 — 17

later this year. Rogg sees an end to the

downtrend that began early in 1964. And Starts, seasonal rate  Jan. 1,457 1,688 — 14

McGraw-Hill Economist Gordon W. Mc- New houses sold  Dec.’64 34 31 + 10
12 months 562 560 uc

Kinley cites five reasons why housing de-
mand will rebound in the months ahead:
1. “We do not have a large excess in-

Sources: F. W. Dodge Co., division of McGraw-Hill; Engineering News-Record; Census Bureau; HHFA;
UC—cChange less than 19%.

SINGLE HANDLE BALL FAUCETS

Delta Single Handle Faucets

offer the greatest dependability
you can possib]y buy. Delta Faucets
are PROVEN in multiple-millions

of installations across the land.

When you build the best
. install the best!

There are over 450

model applications available in
the Delta line of faucets allowing
everything from handy dispensers
for lotions and detergents to
Hair Rinse attachments for easy
hair waslling in the bathroom.

Insist on and SPECIFY
the finest . . . DELTA.

free literature upon request . . .

FAUCET
COMPANY

GREENSBURG,
INDIANA

IN CANADA: Delta Faucet of Canada Ltd.
Rexdale, Ont.

Division of MASCO Corporation

HOUSE & HOME
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Put new Kentile® Shardelle Solid Vinyl Tile in your model home. Kentile Floors are adver-
tised in full-color pages in Life, S.E.P., Look, House ¢> Garden, and other national magazines.

New solid vinyl tile—new low price! Each Kentile Shardelle 12 x 12

floor tile has delicately veined vinyl chips floating deep in clear

vinyl. The look is expensive—the installed cost surprisingly low.

VINYL mmmﬂ Shardelle is greaseproof, easy to clean. Quiet and comfortable under-

foot. It will enhance the beauty and utility of any room of vour
model house. Ask your flooring man about new Kentile Shardelle.




ie Antoinette were here today...

If Mar




She’d want Moe Light in her foyer

A Moe Light chandelier adds a touch of royalty to living rooms and dining
rooms too ... gives modern day queens something special to remember
about your homes. For more ways to add extra appeal with lighting, write to

Moe Light, Thomas Industries Inc., 207 E. Broadway, Louisville, Ky.
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Hir Condicioned
y Lennor”

(NOW MEANS A GREAT NEW HEATING ADVANCE, TO0!)

Nature’s Freshmess I ’ndOO’}" S (winter and summer) is here to last! Now

Lennox DURACURVE® heat exchanger has no stress, strain or metal failure. No ticks, pings,
creaks. So service-free. Write Lennox Industries Inc., 508 S.12th Avenue, Marshalltown, Iowa.

Don’t be satisfied with less than

LENNOX

®
A/R CONDITIONING « HEATING
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NEWS

continued from p. 18

Mortgage-rate stability expected for another six months

Homebuilders can count on plenty of cash
for most of the construction season.

Reason: mortgage prices are riding into
the second quarter of a second year with
virtually no significant change; and most
leading economists now agree that the
secondary market will retain stability well
into September.

President John K. Langum of Business
Economics Inc., a Chicago research house,
capsules their thinking with his prediction
that interest rates will drop until fall.

Ample savings. Meanwhile, money con-
tinues to be abundant. Savings and loan as-
sociations reported a startling 99% drop in
savings inflow for January—only $5 million
as against $463 million in the first month of

the growth year of 1964. But loan pay-
backs of s&L portfolios provide enough
money to keep s&Ls lending briskly.

“The savings flow will continue nation-
ally at 7% of disposable income,” says
President Robert Morgan of Boston’s 5¢
Savings Bank and head of the Massachu-
setts Purchasing Group of savings banks.
“The drop in s&Ls merely means the
money is changing pockets. It used to be
that some institutions were not in mort-
gages and such a change mattered: now
everyone is in mortgages, and it doesn’t
matter. The money is there.”

Despite the money overhang and a
shortage of good residential loans, the sec-
ondary market has achieved a kind of
working balance, and neither the rates the

J

builder pays for mortgages nor the yields
his mortgages furnish to investors are ex-
pected to rise. He pays an average discount
of 12% on the FHA 203b market leader,
and it yields from 5% to 5.12% (see table).

Code drafted to correct
loan and appraisal abuses
Eight appraisal and mortgage lending
groups have outlined a code to combat
forgeries and other abuses creeping into
the real estate appraiser’s profession
(NEws, Feb.). The guide urges lenders to
verify dates and values with appraisers and
report discrepancies to law officers.

The Chicago meeting that drafted the
guidelines heard criticism of financial in-
stitutions that lend solely on appraisals.

Mortgage quotes revised to keep housing men abreast of changing market

To make mortgage facts more useful to
readers, House & HOME has revised its
mortgage table to make two tables.

* One section of the new format this
month quotes discounts paid by the
builder instead of the prices paid to the
mortgage banker by permanent investors.

* A second section reports the yield
received by investors in the secondary
resale market regardless of what com-
bination of price and servicing fee pro-
duces it.

The changes are being made because

the two categories—builder discounts and
investor yields—have now become the
most accurate gauges of the price of
mortgage money for housing men.
Changes in the mortgage price—the
amount an investor pays a mortgage
banker who sells him a loan—have vir-
tually disappeared in today’s balanced
market. Instead service fees, the percent-
age paid by the investor to the mortgage
banker for servicing the loan, are the crucial
bargaining point. From a 2% fee, the
industry has gone to various “broken serv-

HOMEBUILDER’s MORTGAGE MARKET QUOTATIONS
Reported to HOUSE & HOME in week ending March 5.
| ’ Conventional | Construction
| FHA 51;s (Sec. 203b) FHA Loan Rates Loan Rates
Discount paid by builder 207 | Comm. Savings Savings |
FNMA | Min. Down* Apts. | banks, banks, banks, |
Scdry. 30-year Firm Ins. Cos. S&Ls S&Ls | Interest--fees
City Mkt.xy Immed.w Trend Commitment | 75% 80% Over 80% _All lenders
Atlanta | 2% 1-2 Steady a 5Y2-5%4 5%-6 6-6va | 6+1 ) )
Boston ‘ 1% par-+1-par Steady par-1-par ‘ 5Y4-51/2 5Y4-5Y2 512b | 5Ya- .
Chicago | 2Va 1-2 Steady par-"z{’” 51/3-51/2 512 - 53%4-6 5Y2-6+1-112 -
Cleveland 24 1-112 Steady i B a 5Y2-5%  5Y2-6  5%-6! 2| 5%2-612+1-2
Dallas 2%a 1-112 Steady par ,,,,,‘ 5Y2 5% - 6 ‘ 6-+1 -
Denver 234 1-2 Steady 1-2 | 5Y%2-5% 53/4-6 - 6-6Y2 6-4-1%2-2
Detroit 234 par-1 Steady 1~11'2”7‘ 5va-5Y2  5Y2-6 _ 5%-6 | 6- -
Honolulu 234 11/2-21/2 Steady a ‘ 5%a-612  6Ya-7 _ 6%-7Y% | 6-7+1-3 -
Houston 2%4 112 Steady a_ ‘ 5%-6Ya 6 6-6Ya| 6+1 -
Los Angeles 2% 1Y/ Steady par l'l-pﬂfil"z‘ 5Y2-6 5%-6.6 6% 6-6.641-2
Miami 2% 1%4-2 Steady V2-1 | 5%-6 5% 6 6+0-2v2
Newark 134 1 Steady \/2417 5“2__“ 534 o 53//41-6 ‘ bj*l
New York 134 par Steady par-1-par 512 5% 6 5%/4-6- el
Okla. City 2% 1 Steady a 512-5%  5%-6 6-6Ya | 6-6Y2+1-1v2
Philadelphia 1 134 par Steady par-1 ‘ 51/2-53/4 7757%-6 6 5-64‘17
San Fran. | 2% 112 Steady par-lr i _51/2—53/4 5%a-6 ()-(?1/4 6-61/4 S
St. Louis 234 1-21/2 Steady par-1 | 5v2-5%  5%-6  5%a-6} 51/2-612-41-2
Wash., D.C. 2V 1 Steady = 51/ 53/a bt 51/5-53/3+41/2-1
SECONDARY MARKET pays 2% marketing fee and 4% adjustment for stock
FHA & VA 51,9, purchase. Seller must pay 1% of mortgage for stock calcu-
Sec. 203b & | Sec. 207 lated in $120 units, of which $20 is contribution to FNMA
VA houses Apts. capital and $100 is for a share trading at about $84.
Money Yield to Yield to Sources: Atlanta, Robert Tharpe, pres., Tharpe & Brooks
center Investor Trend Investor Trend Inc.; Boston, Robert Morgan, pres., Boston 5¢ Savings Bank;
= == S — *’ G Chicago, Harry N. Gottlieb, vice pres., Draper & Kramer Inc.;
Boston 5.00-5.12 Steady | 4.94-5.00 Steady Cleveland, Richard Quint, asst. vice pres., Jay F. Zook Inc.;
Chicago 5.00-5.06 Steady | 5.12-5.15 Steady Dallas, M.J. Greene, pres., Southern Trust & Mortgage Co.;
New York 5.00-5.12 Firmer | 5.13-5.20 Steady Denver, Allen C. Bradley, vice pres., Mortgage Investments
San Fran. 5.00-5.12  Steady | 5.14 Steady Co.; Detreit, Sherwin Vine, vice pres., Citizens Mortgage Co.;

* Immediate covers loans for delivery up to three months,
future covers loans for delivery in three to twelve 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.
* 39% down on first $15,000; 10% of next $5,000; 25%
of balance.

limited activity. w—for com-
FNMA pays Y2 point more for
are net after seller

Footnotes: a
parable VA
loans with

no activity. b
loans also. x-
-discounts quoted

10%. Yy

Honolulu, H. Howard Stephenson, vice pres., Bank of Hawaii;
Houston, Everett Mattson, vice pres., T. J. Bettes Co.; Los
Angeles, Christian M. Gebhardt, vice pres., Colwell Co.;
Miami, Lon Worth Crow Jr., pres., Lon Worth Crow Co.;
Newark, William B. Curran, vice pres., Franklin Capital Corp.;
New York, John Halperin, J. Halperin & Co.; Oklahoma City,
M. F. Haight, first vice pres., American Mortgage & Invest-
ment Co.; Philadelphia, Robert S. Irving, vice pres., First
Pennsylvania Banking & Trust Co.; St. Louis, Sidney L.
Aubrey, vice pres., Mercantile Mortgage Co.; San Francisco,
Frank W. Cortright, sr. vice pres., Bankers Mortgage Co. of
California; Washington, D.C., Hector Hollister, exec. vice
pres., Frederick W. Berens Inc.

icing” combinations of 3% and V4% .*

The table’s conventional lending section
expands to recognize a nationwide trend
to loans with higher loan-to-value ratios.
The table continues to report rates
charged to the builder for 75% and 80%
loans but adds the newly popular cate-
gory of loans above 80% of value.

For example: A 203b at 5%4 %, 30-year term
prepaid in 12 years, delivers the same yield of
4.94 on at least four servicing and price combi-
nations—a price of 98%% at 2% servicing, 99 at
4% for 2 years and 2% thereafter, 99%2 at
3% or 1002 at V4 %.

CONVENTIONAL LOANS

(combined averages)

Jan. Dec. Year ago
New homes coecreovmncnana 5.79 5.76 5.83
Existing homes 5.95 5.92 5.98

Interest charged by various lenders, new homes

9. O S 5.90 5.85 5.92
Life ins. cos. _—__ 5.49 5.53 5.53
Mortgage companies 5.69 5.2 5.78
Commercial banks 5.67 5.67 5.67
Mut. sav. banks 5.56 5.52 5.61

Length of loans Loan to price

(Years) %

Jan. Year ago Jan. Year ago
SBLS oo 24.7 24.4 76.9 76.4
Life: ins: 805) ramseeee 26.4 26.1 70.0 68.7
Mortgage companies ___ 272 28.2 72.8 78.3
Commercial banks ___._ 19.4 17.9 65.1 61.5
Mut. sav. banks ______ 25.2 24.7 70.8 71.4
Source: Federal Home Loan Bank Board

NET SAVINGS DEPOSIT CHANGES

(in millions of dollars)

% change
from Year % change
Jan. ‘65 Jan. ‘64 to date from 1964
Mut. sav. banks___ 350 -8 350 -8
S&LS e b —99 5 -99
Commercial banks_ 3,100 41 3,100 41

Sources: National Association of Mutual Savings Banks, U.S.
Savings & Loan League projections, Federal Reserve Board

NEW YORK WHOLESALE MARKET

FHA, VA 5Vas

Immediates: 97-98 Futures: 97-98

FHA, VA 5%a spot loans (On homes of varying age
and condition)

Immediates: 97-9712

Note: prices are net to originating mortgage broker (not
necessarily net to builder) and usually include concessions
made by servicing agencies. Majority of loans being sold
today are spots.

Prices cover out-of-state loans, reported the week ending

Mar. 12 by Thomas P. Coogan, president, Housing Securities

Inc.
NEWS continued on p. 35




ROMAN COINS, No. 41-801 PERSIAN CARPET, = No. 44-805

OLIVE TREE, No. 42-811 SUNBURST, No. 43-804

METEOR, No. 45-807 SPRING LEAVES, No. 40-800

Spivak Ceratile Designs, Copyright 1964

Spivak Ceratile Designs are for the architect, decorator or builder
who wants something new...something really exciting in wall tile
...and on a modest budget. The attractive designs, interesting
recessed texture and soft muted colors of these new Spivak Ceratile
Designs combine to give an overall effect of elegance that will
please the most discriminating client. In creating each of these
six new designs, Max Spivak designed them primarily for their “en
masse’” effect in a wall. By using them in a random pattern as rec-

b PI
MFG. CO., CINCINNATI, OHIO 45215 « PRODUCERS OF WORLD FAMOUS SUNTILE AND... ‘
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Need high-risk equity cash? SBICs get new freedom to help

Small business investment companies now
find it easier to invest in—and so pro-
vide equity for—categories of companies
into which most homebuilders fall: pri-
vately held corporations, partnerships and
joint ventures.

Over 700 sBics are licensed by The
Small Business Administration, and they
have already invested more than $600 mil-
lion in 10,000 companies, most of which
could not secure equity backing elsewhere.
But until now sBics have been geared
mainly for public companies. New rules:

1. Let a small businessman who does
not offer stock publicly repurchase 100%

control of his enterprise after it becomes
established. sBiCs have shunned aiding
small companies which had no hope of
going public because the sBic had no way
to market its holdings if it needed cash.
But under the new rule, sBics and the busi-
nessman can work out repurchase agree-
ments requiring the proprietor to buy back
his equity interests at set times.

2. Let SBICs buy small-business stock
issues directly from an underwriter. But
if a builder is large enough to want to go
public, an SBIC can now buy part of the
stock and perhaps several SBICS can join
to buy an entire issue. SBA expects this to

open a new stock market for small compa-
nies.

3. Empower SBICs to buy out dissident
stockholders and make short-term loans.
Until now sBics had to steer clear of any
business with special problems. The new
rule lets an sBIiC end a variety of special
situations which, if unchecked, could peril
the business being aided.

4. Ease a proposed limit on real estate
financing. Under the new rule sBICs are
encouraged to finance builders, contractors
and land developers. But sBICs cannot put
more than one-third of their funds into
real estate held for investment.

Levitt in France; California new town advances, Eastern plan stumbles

The first American builder in Paris is Bill
Levitt. After two years of dickering with
the French government, a subsidiary of his
Levitt & Sons has won approval to build
West Europe’s first American-style housing.

Levitt will build 680 units (400 one-
family houses plus co-op apartments) in
a cluster plan in the quiet village of Le
Mesnil-St. Denis, 20 miles west of Paris.
The familiar Levitt models will cost from
$22,000 to $32,000—about 25% above
U.S. prices for comparable models.

Levitt has arranged for French banks to
put up working capital under a guarantee

from U.S. banks. French banks will make
the permanent mortgages, probably under
normal French terms of 35% down and
10% to 12% interest for 12 years. Levitt
will use copper, cement, steel and pipe
that he now imports from Europe for his
U.S. operations.

Back at the ranch. The ranch is the
87,500-acre Vail Ranch, 70 miles southeast
of Los Angeles, and a huge joint venture
has just exercised its option to buy the
land for $21 million. The joint venturers,
Macco Realty Co., Kaiser Inds., and Kai-

HOUSING’S STOCK PRICES

Mar. 8 Chng. Mar. 8 Chng. Mar. 8 Chng.
Bid/ From Bid/ From Bid/ From
COMPANY Close  Prev. Mo. COMPANY Close  Prev. Mo. COMPANY Close  Prev. Mo
BUILDING
« Adler-Built Inc. 20¢ —5¢ First Fin. West........ 8%s + va Arvida 6 e
- Capital Bld. Ind. 95¢ —+9¢ First Lincoln Fin 23 —1Ys Atlantic Imp. 17124 —1
Cons Bldg. (Can.).. 7 First Surety ..... 578 — 13 Canaveral Intl.p 2 — %
 Dev. Corp. Amer. 234 + % First West Fin. 11vs —1%4 Christiana 0. ... 6Ys — Ya
Dover Const. 3Ys Gibraltar Fin.c . 26 Coral Ridge Prop 22 + 3
Edwards Eng. 8 +13%4 Great West. Fin.c 102 + 58 Cousins Props. 13% —2
Edwards Inds. /8 Hawthorne Fin. . 83/4 —1 Crawford ... 278 + Va
Eichler Homesh . 4Ya — s Lytton Fin. ... 12 — Deltona Corp. 133/ +2vs
First Nat. Rlty.b.. 3a — Y Midwestern Fin. 358 * Disc Inc. ... 2% — Y
- Frouge ........ 5% + ¥a San Diego Imp.c. 8 — Va Fla. Palm-Aire . 113 — s
General Bldrs.b . 238 + 12 Trans-Cst. Inv. . 72 — 12 Forest City Ent.b 5 — Y4
Hawaiian Pac. 8 +1 Trans Wrld. Fin.c 124 — Garden Land 55/g
Kavanagh-Smith . 312 Union Fin. ... — Va Gen. Develb ... 5 + 1
Kauffman & Bd.b 1534 —1 Jnited Fin. /8 Gulf American® 712 +1Va
Lou Lesser Ent.b. 5 Wesco Fin.c 2178 —12 Holly Corp.b .. I§
Levittb .. 7% +1vs Horizon Land .. 25/
Lusks oes 154 — 38 Laguna Nig. A. I -+ 12
Pac. Cbast Prop.b 93/ + 3 MORTGAGE BANKING « Laguna Nig. B.h 51/ + 3%
Pres. Real. A.b 8124 + Va Lake Arrowhead .. 93/4 +1Va
U.S. Home & 1 -+ 3 Advance .......... 7Ya Macco RIty. .. 10 +37%s
Del. E. Webbe 6 -— 34 Associated Mtg 73/8d — 3 * Major RIty. 23¢ +5¢
Webb & Knappb.. s + s Charter 1 — Y% * McCulloch 0ilb 91/ — Vs
Colwell 1334 + 3a So. Rlty. & Util 178 -+ 58
Cont. Mtg 21 —14 Sunset Int. Pet.b...... 7Y2 — Ys
PREFABRICATION * FNMA ... 8618 + Y&
First Mtg. Inv. 14Va — Ya
Admiral Homes ....... s + 1 + Kissell Mtg.b 62 — Vs a—stock newly added to table. b—
Albee Homes ... f 31/5d + % MGIC s 235/ + 5 closing price ASE. c—<closing price
Gt. Lakes Homes.. 21 — 3 Palomar . 15/ 4 NYSE. d—not traded on date_ quotgd.
Harnischfegerb . 29 — + Southeast Mtg. Inv. 10Va — 3% g—closing price MSE. h—closing price
Hilco Homes . Vs 3l United Imp. & Inv.b 454 — 15 PCSE. *—mnot included in averages.
Inland Homesb .. 77/ + 12 Wallace Invests ........ 37 + 12 Sources: New York Hanseatic Corp.,
Madway Mainline .... 10%a —+1v2 Cairdner & Co., National Assn. of Secur-
Modern Homes ......... 4Vs + %8 ities Dealers, American Stock Exchange,
Natl. Homes A.J.... 412 LAND DEVELOPMENT New York Stock Exchange, Midwest Stock
Richmond Homes 3 — 1> Exchange, Pacific Coast Stock Exchange.
« Scholz Homes ........ 21 + Vs A!I-Sta'te Prop.b ... 1Ys — g Listings include only companies which
« Seaboard Homes .... VA + & * American Land ..... 1Y4 + s derive a major part of their income from
Steel Crest Homes.... 10V + v Am. Rity. & Pet.b... 354 — 58 housing activity and are actively traded.
Swift Homes = 234 + 12
* Western Shell ... 13¢ +1¢
Jim Waltere .............. 24 + 3
S&Ls SHORT-TERM BUSINESS LOAN RATES
émericandFin. = 14 —1 Percent interest and (net change) in year
rentwood ... 67/s —1Y%s 7 other Northern 11 Southern
Calif. Fin.c 51/4 + s LOAN SIZE (000) New York City & Eastern cities & Western cities
* Columbia 72 — 1 $1-10
Empire Fin. 102 —1Ys $10-100 5.59 (—.04) 5.84 (—.01) 5.96 (—.01)
Equitable S&L . 27 +4va 5.35 (—.01) 5.58 (+.03) 5.67 (+.02)
Far West Fin.c 16 — 1% $100-200 ... 5.08 (4-.04) 5.31 (+4.04) 5.46 (4-.15)
Fin. Fed.c ... 3134 — $200 & over o 4.66 (4-.21) 4.88 (—.02) 5.06 (—:01)
First Char. Fin.c...... 21 — %8 Source: Federal Reserve Board, December, 1964.
APRIL 1965

ser Aluminum & Chemical Co. plan to
turn it into a $1-billion new town called
Rancho California.

Maryland non-zoning. Developer James
Rouse has met resistance in his plans to
rezone 15,200 acres between Baltimore
and Washington for his new town, Colum-
bia (H&H, Dec.). Howard County commis-
sioners issued “‘guidelines” opposing “‘row
houses” and rezoning the entire area.

“Guidelines imply flexibility and I am
convinced we can resolve our problems,”
said Rouse. But Columbia would be diffi-
cult, if not impossible, if the guidelines are
followed strictly, he added.

Stocks rise. The stock market’s firm tone
carried housing equities up 1%, the second
straight monthly advance by House &
HoMmE’s average of 86 stocks.

Here are the averages for selected stocks:

Jan. 8 Feb. 8 Mar. 8

Building .. oswens 5000 5.01  5.20
Mortgage banking .. 9.68 9.90 9.84
Prefabrication ..... 7.80 7.83 8.09
S&ELS e ot casws . 14.16 13.87 13.63
Land development.. 5.68 5.96 6.27

AVERAGE ....... 859 8.62 8.70

Housing concerns mark sales
and earnings; S&Ls spotty

Period Revenues % Net %
Company ending  (000) change (000) change

All-State Prop. ...Dec. 31c 4,786 e 5482 -19

American Financial Dec. 31 7,159 30 1,748 8
Associated

Mortgage.... 7,075. 30 540 =21
Belmont S&L .. 9,230 13 1,519 8

Canaveral Inter. ....Sep. 30 2,133 =33 (2,772) 9
Far West Financial..Dec. 314 21,988 39 3,750 B
Financial Corp of

Santa Barbara ..Dec. 31 9,230 — 1 1,223 b
First Charter Fin. »Dec. 31 109,760 14 19,6062 -10
First Lincoln Fin.....Dec. 31 5,334 41
First Mortgage Inv. Dec. 31 1,211 20
Gibraltar Financial Dec. 31 23,215 20 4,528 22

Great Western Fin. Dec. 31 9,4009 —40
Horizon Land ........ 5,350 7 447 15
Kern Co. Land.. 154,700 17 18,080 4
Kissell Co. .. peeveess o S 4,614 4 510 2
Louis Lesser Ent. ..Dec. 31c 5,730 e 425 11
Lytton Financial ....Dec. 31 5,758 17

Midwestern Fin. ..Dec. 31¢ 4,786 e 5482 =19
Mortgage

Guaranty Ins. ..Dec. 31 895,256f 11v2% 2,306 -47
Presidential Realty Oct. 31 6,370 4 (292) 9
San Diego Imperial Dec. 31 52,672 16 7,321 -4
Southern Rity & U Sep. 30 1,612 -4 274 g
2—before appropriation to general reserves. b—gain in pre-
vious year. ¢—six month report. d—preliminary report. e—
[ncrease_ of less than Y2%. f—application volume. 9—Ioss
in previous year.

NEWS continued on p. 38
35




HORIZONTA

Just looking at Evans new Knotty Cedar-

Sawn Horizontal Lap Siding you'd expect it
to be expensive. Its saw-textured surface is
distinctive and beautiful. It comes natural (un-
primed), or with a factory prime, scientifically
compounded for compatibility with any de-
sired type of finish material. Natural Cedar-
Sawn requires no finishing of any kind for the

life of the structure. It may be left as-is, to
“weather” gracefully over the years. Special
factory sealer protects each piece, front and
back, against mildew, rot, fungus and insect
attack.

Cedar-Sawn Horizontal Lap Siding comes
in ideal sizes for fast installation and wide
flexibility of design*. Widths are 8, 10 or 12

inches. Lengths are 8 and 16 feet. Thickness
is % inch.

Physically it combines the strength of ply-
wood with the durability of Western Red
Cedar—one of the highest rated softwood
species for thermal insulation, stability, paint
holding and weather resistance.

The point is, you don't have to pay more for

HOUSE & HOME




mail this coupon

day f ice,
LA p s I D I N G zaom;,/:,s 0‘:’;::/’7',’7‘;;98/ data
T N R PN O DS e R N PO T O TR PR

Send to:
Cedar-Sawn. In fact, it probably costs less

installed than any siding material you have
used in the last 10 years. For further informa-
tion mail this coupon today.

P. 0. Box 32 '
Svans products company poiad omyen I

Gentlemen:
Please send the following information about Cedar-Sawn to my attention immediately:

- Price NAME_____ T B A I
*Also available in 4' x 8', 9" or 10" panel sizes. — Lliterature

Samples FIRM NAME I

ep E;:re Salesman ADDRESS
Other ey .- STATE—-—— = "=

T SN RN EERIN TR AR R SR IR G R MR e R
Circle 26 on Reader Service Card




Not all patio doors
can display
this selling shield.

HERCULITE K

TEMPERED
PITTSBURGH
PLATE GLASS

COMPANY

Only safe ones.

And home buyers recognize the shield.
It's in PPG’s national advertising campaign.
They look for it. It means quality and
value in the home you show them.
Specify HERCULITE® K Tempered Safety
Glass in your sliding glass doors.
Then you can display this nationally
advertised safety shield, too. Get the
shield—and safe doors—from your patio
door supplier.

Pittsburgh Plate Glass Company
Pittsburgh, Pennsylvania 15222

PPG makes the glass that
makes the difference G

Circle 27 on Reader Service Card

California professor takes first look
at low-rise apartment builders

His not-so-surprising finding: a-
partment builders are venture-
some individuals long on con-
struction know-how but short on
actual apartment experience.

After studying 39 builders of
406 units in and near Oakland,
Calif., between 1957 and 1961,
Prof. Wallace F. Smith of the
University of California reports™:

1. Developers took a mini-
mum  short-term risk and aver-
aged $1,875 in profit per unit
—only slightly below their esti-
mated $2,000.

2. Although 17% of the de-
velopers lost money, 13% posted
profit of $5,000 a unit,

3. Most investors sought a tax
shelter, an equity buildup or net
cash income from their units.

Three-fourths of 211 apartment
sponsors described themselves as
contractors, a label that included
general contractors plus an un-
counted number of plumbers,
plasters and carpenters. Others
were licensed real estate brokers.
Only nine of 129 giving their
business listed “developer” as
their primary occupation.

The builder-sponsors sold three
of every five projects they erec-
ted. Business executives made up
half of the investors. Real estate
brokers helped locate two-thirds
of these buyers, none of whom
had taken part in the original
decision to build.

The average development con-
tained 10 to 12 units, mostly
one-bedroom with less than 700
sq. ft. and renting below $110 a

* The Low-Rise Speculative Apart-
ment, Research Report 25, Center
for Real Estate and Urban Eco-
nomics, University of California at
Berkeley.

Ed Addeo

|

BERKELEY’s SMITH
For speculators, a defender

month  unfurnished.  Building
costs, as given on permits, ran
from $5,500 to $6,000 a unit.
The typical site had previously
been developed with a single-
family house, which later dete-
riorated, and cost the developer
$1,400 a unit. Assembly of
parcels was seldom considered
simply because developers had
upper limits on their financing.

Smith emphasizes that this
activity was almost wholly spec-
ulative but argues:

“Speculative  low-rise  rental
construction has a useful, long-
range role to play in transform-
ing our inventory of housing and
the form of our urban areas.

“Equity investment is not an
either-or proposition. We are not
confronted with a choice between
markets functioning on the basis
of long-term yield forecasts and
those responding solely to op-
portunities for quick profits.
Both incentives are necessary,
because [both] functions are
being performed when income
property is created.”

Mortgage man on Home Loan Board

The naming of Vice President
Michael Greenebaum of Chica-
go’s Lake Michigan Mortgage
Co. brings to full strength the
three-member Home Loan Bank
Board, federal regulator for the
nation’s $120-billion savings and
loan business. '

The 58-year-old Democrat joins
Republican John de Laittre and
another Democrat, John E.
Horne, who became chairman in
January after Joseph P. Mec-
Murray resigned (NEws, Oct. et
seq.).

Said Greenebaum: “Investing
institutions all have the same
problems, and I have spent my
entire life in investing funds.”

In realty and mortgaging since
1938, Greenebaum joined Lake
Michigan in 1951 and became
vice president in 1958. The com-
pany, working primarily in com-
mercial and industrial mortgages,

United

BANK BOARD’S GREENEBAUM
An investor's investor

sold out to Arthur Rubloff & Co.,
Chicago’s largest diversified real
estate organization, in December.

An s&L industry spokesman
called the appointment “hearten-
ing.” Greenbaum said he feels
the industry may have a few
problems “but on the whole is
a highly successful operation.”

HOUSE & HOME
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Home Manufacturers elect Dibble,
plan to recruit components makers

For the first time in its 23-year
history, the Home Manufacturers
Assn. will open its membership
to companies that prefabricate
parts or systems but not com-
plete houses.

HMA now has 45 active mem-
bers and has long felt its repre-
sentation of prefabricators was
too limited.

The membership-expansion
drive will fall to Allan Dibble,
elected HMA president for 1965.
Dibble, director of staff adminis-
tration and public relations for
National Homes of Lafayette,
Ind., succeeds A. R. (Bill) Tandy,
president of Southern Mill and
Manufacturing Co., Tulsa.

Aiding Dibble will be Vice
President Graham Schadt, presi-
dent of Holiday House Manufac-
turing Corp. in Fort Worth,
and Secretary - Treasurer Ralph
Lester, president of Continental
Homes, Boones Mill, Va.

Hi1A board of directors also:

e Suspended their quarterly
magazine, Manufactured Homes,
for one year. If the association
expands its membership suffi-
ciently the magazine may be re-
instated.

e Set up staff machinery to

Bob McIntyre

HMA’s DIBBLE
For prefabbers, a bigger tent

create a clearing house for code
problems. Any member with a
code problem will submit docu-
mentation to HMA’s headquarters
in Washington. Headquarters will
coordinate code assistance by
four major lumber associations
that have a total of some 130
field men devoting all their time
to code work. HMA believes it
can build a file of code accept-
tances that will in time prove
invaluable to member companies.

¢ Deferred approving plans for
a 1966 HMA promotion house
(the 1965 house is shown on
p. 132).

New housing lobby picks Al Rains

But the retired chairman of the
House housing subcommittee will
not shoulder any lobbying activ-
ities, according to organizers of
the new Joint Council on Hous-
ing and Urban Development.
Rains will act only as legal
counsel. His tie to the council
had aroused speculation that he
would lobby for the proposed
Housing and Urban Develop-
ment cabinet post—a spot for
which he has been mentioned.

Community builders
eye group purchasing

The nation’s largest developers—
newly organized as the Commu-
nity Developers Council of
America—are studying ways to
use their combined purchasing
power to make better buying
arrangements with  producers.
Council directors sold new homes
valued at a total of more than
$1 billion in the last ten years.

Lawrence Weinberg, pres-
ident of Larwin Group Com-
panies of Los Angeles, is the
council’s new president. Her-
man Sarkowsky, president of
United Homes Corp. of Seattle,
heads the purchasing committee.

BUILDERS: Harvey M. Mey-
erhoff of Baltimore is 1965

APRIL 1965

But actual lobbying duties will
fall to Executive Director Lau-
rance Henderson, former staff
director for the National Housing
Conference, 2 chief lobbyist for
public housing and co-ops.

Henderson says the council
will coordinate legislative aims
of NHC and two other council
sponsors—the U.S. Conference
of Mayors and the National
League of Cities (formerly the
American Municipal Assn.).

president of the Research Foun-
dation of NAHB. The new foun-
dation, a wholly owned subsidi-
ary of NAHB, was set up to
conduct technological research.
Other officers are Architect Her-
man York of Jamaica, N.Y.,
vice president; Builder Leon
Weiner of Wilmington, Del.,
treasurer, and Builder Peter W.
Braun of Buffalo, secretary.

DIED: Robert James Painter,
60, executive secretary emer-
itus of the American Society of
Testing & Materials, Feb. 23 in

Norristown, Pa.; John R.
Simms, secretary-treasurer of
the National Electrical Con-

tractors’ Assn., March 4, in Kan-
sas City in a dynamite blast
when he turned on the ignition
of his auto.

Make your windows
a selling point
with these stars

No storm
twindtt.'»ws
o put up
take dowﬁ,
wash or

Twindow®
insulating
glass

The PPG TwiNDOW® stars make your windows
visible—remind home-buying prospects
of the advantages of wood windows glazed
with PPG TwinDOW Insulating Glass.

The stars tell your prospects
they’ll never need storm windows.
They’ll have less fogging and frosting.
Rooms will stay cooler in summer.
And warmer in winter—for lower heating
bills. That's why it will pay you to
feature TwinDOW Glass Edge Insulating
Glass in wood windows in your homes.
Contact your wood window supplier today.

Pittsburgh Plate Glass Company
Pittsburgh, Pennsylvania 15222

PPG makes the glass that
makes the difference G
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««. WITH FIXTURES

NEW
FROM GERBER--

DECORATOR FIXTURES
FOR MODEST BUDGETS

Gerber’s new decorator fixtures lower the cost of Handsome Gerber fittings—for all bathroom fix-

bathroom luxury to a reasonable level. These fix-
tures—lead crystal trim, decorated bowls, faucets
with gold or brushed chrome finish, and Marblelite
lavanity and counter tops — are well within the
budget of your customers. They are available as
individual accessories or as a complete decorator
unit with Gerber’s beautiful Princess Anne cabinets.
They open up an exciting new dimension in bath-
room beauty for new construction or remodeling
projects.

The brilliant lead crystal trim for lavatory and
shower/tub is cast, cut, and polished by hand.
Oval bowls have one of eight charming patterns,
or an all-gold finish, fired directly onto the china
for lasting beauty. Three of the patterns are raised,
and are fired to colored bowls.

tures—are finished in smooth brushed chrome, or
rich gold protected by a tough epoxy coating.
Classic Marblelite tops, incorporating actual marble,
have an optional integral splashback. They come
in white with gold, gray, or brown; or biack-and-gold
to blend with any bath decor.

The decorative possibilities with these fixtures
are virtually unlimited. The quality is excellent; the
cost is modest. To

find out more about VR PERFORMANGE
Gerber's exquisite *\Eoodllousekeeping%
. L] L4
deporator fixtures, 2, GUARANTEES \\\@
write for full-color “EMent op pepunp 10 OO

literature with com-
plete information.

plumbing fixtures

VITREOUS CHINA BRASS SHOWER CABINETS
CAST IRON ENAMELWARE STEEL ENAMELWARE

GERBER

GERBER PLUMBING FIXTURES CORP.,232 N. CLARK ST., CHICAGO, ILLINOIS 60601 Factories: Kokomo, Ind., Woodbridge, N. J.,
Delphi, Ind., Gadsden, Ala., West Delphi, Ind. Export Division: Gerber International Corp., 500 Green St., Woodbridge, N. J.
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Don’t bounce the ball.

Don’t chase the cat.

Don’t laugh too loud at Soupy Sales.
Don’t yell.

Don’t.

There are people downstairs.

Is this any way to bring up children?
No wonder many young families don’t want
to live in apartments. Hemmed in by the
people downstairs — and upstairs.
Intelligent builders, however, know how
to build apartments that are as private as
houses. By making carpeting an integral
part of their building.
ACRILAN All quality carpeting muffles airborne
' sound. And deadens footsteps. But quality
carpeting with Acrilan® acrylic fiber in

.

the pile works best for a builder.

It looks like wool. But man-made Acrilan
has virtues that wool can never attain.
It’s longer wearing than wool. More
resilient. Its colors last longer. Acrilan is
easy to maintain. Mothproof. Mildew-
proof. Non-allergenic.

And it’s very kind to children. May we
tell you more? Write Contract Carpet
Merchandising, Chemstrand,

350 Fifth Avenue, New York 1, N.Y.

Chemstrand * General Office: 350 Fifth Avenue, New York 1 « District Sales Offices: New York 1; Akron, Ohio; Charlotte, North Carolina * Canada: Chemstrand
Overseas,S.A., Toronto * Chemstrand makes Acrilan® acrylic fiber and Cumuloft® nylon for America’s finest mills. Chemstrand, a Division of

These are among the mills now licensed by Chemstrand for Acrilan: Ba

ick, Bigelow, Cabin Crafts, Callaway, Coronet, Crestline, Downs, Forrest, Hardwick and Magee, Hightstown,

A Vi S N e e P g o N G BNl S B U u T VA R P RN YR (e T e i T

) TR




<€ Circle 30 on Reader Service Card

The HVI emblem guarantees trustworthy air
delivery ratings. You’ll find it only on range hoods
and exhaust fans whose performance has been
certified by independent tests at Texas A & M
College. All are designed to meet FHA require-
ments. This emblem is now carried by two out of
three range hoods and exhaust fans.

Send for free 12-page ‘“Home Ventilating Guide”
that keys air delivery ratings of fans to room sizes

This emblem protects you from false
air delivery claims on
range hoods and exhaust fans

and includes HVI recommendations on number of
air changes per hour, types of exhaust fans and
range hoods, location of fans and hoods, selection
of accessories, installation of ducts.

Fullinformation also available from HVI members: Aubrey
=) Mfg., Inc. « Berns Air King Corp. « Broan Mfg. Co., Inc. e
./ Emerson-Pryne Co. « Fasco Industries, Inc. « Kich-N-Vent

2 o Division, Home Metal Products Co. « Miami-Carey Division,
The Philip Carey Mfg. Co. « Nautilus Industries, Inc. « Nutone, Inc. e
Roberts Mfg. Div., Rangaire Corp. « Swanson, Mfg. Co. ¢ Trade
Wind by Thermador Div. of Norris-Thermador e« Ventrola Mfg. Co.

HOME VENTILATING INSTITUTE

1108 STANDARD BUILDING, CLEVELAND, OHIO 44113
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NEW RESISTONE#* NONCOMBUSTIBLE
Sound Deadening Board. Manufactured
especially to meet noncombustible

code requirements for apartment, high-rise
and light commercial construction.

Size, 4 x 8’ x¥2" thick.

SOUNDSTOP* Sound Deadening Fiberboard.
Manufactured to special density for

Celotex quiet-rated partition and floor
assemblies. Size, 4’ x 8’ x 12" thick.

CELOTEX GYPSUM WALLBOARD —
Regular type, ¥2" and 5", for quiet-rated
constructions.

CELOTEX GYPSUM WALLBOARD —
Fi-Rok® (Type X) Board, ¥2" and %" .
Provides increased fire-resistance to
partition and ceiling-floor constructions.

CELOTEX ACOUSTICAL TILE—Wide choice
of exclusive patterns you'll be proud to install
in your finest homes. Regular fiberboard
and noncombustible mineral fiber types.

*Trademark
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‘more prospects...more sales and rentals

Building multi-family? It's no longer a question
of “whether” to quiet condition. Today it's a
question of “how” to attain sound control most
economically. Celotex has the answers for you
—the products and systems that enable you to
meet or exceed FHA Sound Transmission re-
quirements for multi-family housing.

Building single family? The Comfort of Quiet
begins with acoustical ceilings by Celotex—in
family room, kitchen, wherever noise should be
hushed. And for a “quality difference” that
means extra sales, merchandising-minded
builders are offering Celotex quiet-rated parti-
tions around bathrooms, master bedrooms,
family rooms.

For assured sound control, as recommended by
Research Institute of NAHB, quiet condition
with Celotex products and Celotex tested-rated
constructions. Write us today for your free cop-
ies of (1) technical book showing systems, STC
values, relative costs and (2) Management
Guide with merchandising suggestions.

CELOTEX

REG. U.S, PAT.OFF.

BUILDING PRODUCTS

THE CELOTEX CORPORATION » 120 S. La Salle St. » Chicago, lllinois

Subsidiaries: Crawford Door Company . . . California Celotex, Inc.
... Big Horn Gypsum Company ... The South Coast Corporation . ..
Vestal Manufacturing Company . . . Celotex Cweco Industries Lim-
ited (Canada). .. Celotex Limited (England). Affiliate: South Shore
Oil and Development Company.
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sensible elegance for smarter kitchens

Today’s homemakers know what to look for in a new home—a kitchen
worthy of the time a woman spends there. And, seventy percent of
Milady’s kitchen time is sink time!

That’s why sinks are no longer taken for granted. That’s why Elkay
offers so much more than just a sink with its new Consolette.

Distinguished by its elegant lighting panel, the Consolette eliminates the
need and expense of an overhead light. Puts the light where the work is,
without shadows. Its new built-in faucet-spray spout changes water

flow from full-on to soft-spray at the touch of a finger.

What else? Nickel-bearing stainless steel with ageless, lustrous beauty.
Won'’t chip, crack or tarnish—ever.

Put yourself a little closer to a closing. Feature the Consolette by Elkay.
Ask your local supplier or write for surprising price information.

Four quality grades of the world’s oldest

and largest producer of stainless steel sinks E L K AK

¥
%Wie@ W@ STARLITE @CELEBRITV& new concepts in stainless steel sinks

ELKAY MANUFACTURING COMPANY - 2700 SOUTH SEVENTEENTH AVENUE - BROADVIEW, [LLINOIS 60155

©1965 EMC
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House & HOME presents locations, sponsors,
architects and estimated costs of representative
new projects costing over $500,000 as gathered
by ENGINEERING NEWS-RECORD and F. W. Dodge
Co., division of McGraw-Hill Inc. to alert build-
ers, lenders and contractors to new business.

ALABAMA — HUNTSVILLE: Apartment, $600,000.
Sponsor: Commercial Contractors, Montgomery;
500 houses, $10 million. Builder: Hunter &
Mitchell.

CALIFORNIA—STOCKTON: 176-unit subdivision,
$1.5 million. ¢/o James F. Yost. Tracy: Retire-
ment settlement, $16 million. Sponsor: Tran-
quility Gardens. Architect: Marvin S. Knox, Los
Gatos.

CONNECTICUT—GRrOTON: 87 houses, $1.7 mil-
lion. Builder: Colonial Manor, New Haven.
SoutH NorwALK: Garden Apartments, $600,000.
Sponsor: Carlton Court Apartments, Norwalk.
Plans: Samuel Resnick, Norwalk. STONINGTON:
Apartment, $1 million. Sponsor: Howard B. Falk
Inc., West Hartford.

FLORIDA—FT. LAUDERDALE: Condominium apart-
ments, $2 million. Sponsor: General Builders.
Plans: Phillip Pearlman, North Miami; Apart-
ment, $1.5 million. Architect: Gilbert M. Fein
& Assocs.,, Miami. HoLLywoop: 18 apartments,
$5 million. Sponsor: Beverly Hills Inc. Architect:
James M. Hartley. PoMPANO BEACH: Apartment
and swimming pool, $2 million. Sponsor: Robert
Hill. Plans: George Davis, Boynton Beach.

GEORGIA—CHAMBLEE: 28 apartments and swim-
ming pool, $3.4 million. Sponsor: Jamestown of
Atlanta, Columbus, Ohio. Plans: Schooley &
Cornelius, Columbus, Ohio.

HAWAII—HoNoLuLu: Apartment and swimming
pool, $2.5 million. Architect: Jo Paul Rognstad.
WarpaHU: 500 houses, $11 million. Builder:
Blackfield Enterprises, Honolulu.

ILLINOIS—CHicAGo: Garden apartments, $3 mil-
lion. Sponsor: Metropolitan Structures. Plans:
Stanley Tigerman. NORTHBROOK: 50 houses, $1.5
million. Builder: Miller Builders, Chicago. Plans:
William Ballard, Chicago. ORLAND Park: 500
houses, $10 million. Builder: Braun & Aldridge.
SCHAUMBURG: 200 houses, $4 million. Builder:
Timber Crest Homes. Plans: Weiner & Balaban,
Chicago.

INDIANA—CROWN POINT: Apartments, $500,000.
Sponsor: Lake County Trust Co. Architect:
Tobocman & Lawrence, Detroit, Mich. Associate
architect: Premil & Barich, Gary. INDIANAPOLIS:
Apartments, $2.5 million. Architect: Warren Hall,
Dallas, Tex.

10WA__CepAR RaPIDS: Apartments and town-
houses, $2 million. Sponsor: W. H. Wenkstern.
Plans: Crites & McConnell.

KANSAS—]JunNctioN City: 82 houses, $860,000.
Builder: Frank Novascone, Wichita. OVERLAND
PArk: 35 garden apartments, 21 houses, $5 mil-
lion. Sponsor: Alex Bascom Co.

LOUISIANNA — BaTON ROUGE: Apartments,
$500,000. Sponsor: John & Harold Garrett. Arch-
itect: C. E. Newman. EUNICE: Apartment and
swimming pool, $1.3 million. Architect: Ashtown
Smith.

MAINE — WESTBROOK: 78 houses, $1 million.
Builder: C. Sam Dibiase, Portland.

APRIL 1965

BUSINESS IN THE MAKING

MARYLAND—ANNAPOLIS: 134 houses, $2.1 mil-
lion. Builder: Jerome Alperstein, Baltimore. Plans:
Michael Asimenios, Baltimore. LANHAM: 131
houses, $3.2 million. Builder: Timora Construc-
tion Co., Washington, D.C. Plans: Werner-Dyer
Assocs. Washington, D.C. SiLver SprING: Gar-
den apartments, $800,000. Sponsor: Thomas
Ryan, Washington, D.C. Plans: Robert S. Yale,
Bethesda. Towson: Garden apartments, swim-
ming pool and bathhouse, $2 million. Sponsor:
Perring Park Land Co., Baltimore. Plans: Donald
B. Ratcliffe, Baltimore. UpPER MARLBORO: Gar-
den apartments, $2.5 million. Sponsor: Cherry
Hill Assocs., Washington, D.C. Plans: W. L.
Mayne, Alexandria, Va. WHEATON: 35 houses,
$700,000. Builder: American Housing Guild.
Architect: Loewer-Sargent & Assoc., Kensington.

MASSACHUSETTS — MANCHESTER: Apartments,
$500,000. Sponsor: Cobh Trust, Wellesley. Plans:
John G. Danielson, Lexington. WEST ROXBURY:
Garden apartments, $2.8 million. Sponsor: Rox-
bury-Nardelli Construction, Weston.

MICHIGAN — DETROIT: Apartments, 130 row
houses, $3.8 million. Sponsor: American Redevel-
opment, Huntington Woods. Plans: Sanford Ros-
sen. Livonia: 200 houses, $2.7 million. Sponsor:
Gordon-Begin Co., Detroit. Plans: Michael
Downes, Detroit. SOUTHFIEID: 64 houses, $1.6
million. Builder: Pan Development, Oak Park.
YpSILANTI: Townhouses and apartments, $1 mil-
lion. Sponsor: Richard Ahern, Ann Arbor. Plans:
Ann Arbor Collaborative.

MINNESOTA—BLOOMINGTON: Townhouse apart-
ments, $900,000. Sponsor: Hipps Construction,
Minneapolis. Plans: Harry E. Gerrish, Minneapolis.
MEenNDpOTA HEIGHTS: Apartments, houses and town-
house and garden apartments, $2.5 million. Spon-
sor: Harvey Bream & Carmen Tuminelly, St.
Paul. St. PauL: 250-unit low rent housing, $3
million. Architect-Progressive Design Assoc.

MISSOURI—HIiGH RiIpGeE: 61 houses, $650,000.
Builder: Donald Tuggle. MANCHESTER: 203
houses, $3 million. Builder: Foster Development,
Clayton. Plans: Bert Luer, Webster Groves. ST.
Louis: 300 houses, $4 million. Builder L. J.
McNeary Realty, Affton.

NEW JERSEY — BURLINGTON: 81 houses, $1.3
million. Builder: Louis Blumberg, Philadelphia,
Pa. CLiFToN: Garden apartments, $700,000. Spon-
sor: Cliff-Wood Terrace. Plans: Leonard G.
Feinen, Hasbrouck Heights; 21 garden apartments,
$3 million. Sponsor: George Poydinecz. Plans:
H. B. Southern, Rahway. EaToNTOWN: Garden
apartments, $4 million. Architect: Benjamin
Nienart, Elizabeth. HiLLsBorouGH: 87 houses,
$950,000. Builder: Millstone River Corp. INDE-
PENDENCE: Garden apartment, $700,000. Builder:
Arthur Gibbs. Architect: Richard M. Newman,
Short Hills. LitTLE FALLs: 12 garden apartments,
$3 million. Sponsor: G. Poydinecz & Co., Clif-
ton. Plans: H. B. Southern, Rahway. RARITAN:
49 houses, $1 million. Builder: Howard Siegel,
Matawan. WaLL TownsHip: Eight garden apart-
ments and swimming pool, $1.5 million. Sponsor:
Dr. Benjamin Rubin, Deal. Plans: Jerome M.
Larson, Spring Lake Heights.

NEW MEXICO—ALBUQUERQUE: Two apartments,
$500,000. Sponsor: Blas Barcia. Plans: Walter
Gathman.

NEW YORK—DEewiIrT: 100 houses, $4 million.
Builder: Anodaga Subdivision Co., Syracuse.
Plans: Claude Miquelle Assocs., Stoneham, Mass.
GREENLAWN: 42 houses, $750,000. Builder: New-
brook Woods, Brooklyn. HAaurPAUGE: 70 houses,

Business continued on p. 49

from
chromalox®

92
good reasons
for installing _
Seasons.aire

electric

comfort
\__\ condition-
ing

Central Air
Handling Unit

Packaged Water
Chiller

Diffusing Baseboards or
Floor Drop-In Units

The Chromalox Season-Aire
all-electric system lets you offer
total comfort conditioning 52
weeks of the year in the homes you
build. More than just “cooling and
heating”"—Season-Aire heats and hu-
midifies, cools and dehumidifies, filters
and circulates, ventilates and deodorizes.
For more saleable homes, in- e
stall revolutionary new Sea- It
son-Aire now! Get details—
write for Bulletin RO0103

WR-868B

CHROMALOX

electric HEATING/COOLING
=% EDWIN L. WIEGAND COMPANY
YemwsS ® 7770 .Thomas Blvd., Pgh., Pa. 15208
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SOME FOLKS DON'T APPRECIATE MUSIC

Add “live music” to the din produced by
washing machines, air conditioners, gar-
bage disposal units and TV, and it's bed-
lam. Who wants to live in bedlam? Not
today’s home-owner, apartment-dweller, of-
fice worker. They clamor for walls and ceil-
ings which effectively reduce transmission
of noises from next door or rooms or offices

nearby. With all your customers in mind,
Bestwall Gypsum offers specially-manufac-
tured Sound Deadening Board for use in
economical, easily-installed laminated con-
struction. Up to 50 STC can be achieved in
various assemblies. Full details available
from Bestwall-pioneer in modern fire-resist-
ant and sound-control wallboard systems.

FIREPROOF GYPSUM

BESTWALL GYPSUM COMPANY - PAOLI, PA. K:{341"/:\11

BUILDING PRODUCTS
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$1.25 million. Builder: Zoller Building Corp.,
Oceanside. HIGHLAND: 85 houses, townhouse and
garden apartments, $3 million. Sponsor: Hi-Toc
Realty. Architect: Miguel A. Franco, Poughkeep-
sie. NEw York CiTy: Apartments, 370 units and
shopping center, $8 million. Sponsor: Tompkins
Square Neighbors. Plans: John A. Pruyin. SMITH-
TOwN: 57 houses, $975,000. Builder: Legend
Woods, Freeport. SoutHoLp: 71 houses, $900,000.
Builder: Deep Hole Creek Estates, Mattituck.
WHITE PrAINs: 35 houses, $1 million. Builder:
Carriage House East. Plans: Matthew J. War-
shauer, Scarsdale; 70 houses, $2.5 million. Build-
er: Wedo Construction, New York City.

NORTH CAROLINA—CHAPEL HiLL: Apartments,
$1 million. Sponsor: Jack J. Carlisle. Plans: Ar-
thur R. Cogswell.

oHI0 — Corumaus: 1,000 houses, $10 million.
Builder: John J. Ranft. Plans: Harold S. Scho-
field, Gahanna. MIDDLEBURG HEIGHTS: 40 houses,
$1.2 million. Builder: Pivato Construction, Med-
ina. OREGON: 60 apartments, $1 million. Spon-
sor: E. F. Lowry & Co., Dayton. SEVEN HILLS:
50 houses, $1.5 million. Builder: Jo Lan Con-
struction Inc., Chagrin Falls. WiLLARD: 2,000
houses, $20 million. Builder: United States Land
Corp. Plans: Robert Woods Kennedy, Cambridge,
Mass.

PENNSYLVANIA — ALLENTOWN: Apartment and
swimming pool, $800,000. Sponsor: Emmanuel
Pelekanos. Plans: Wassell & Pyros, Wilkes Barre.
AsTON: Nine apartments, $1 million. Sponsor:
Anthony Haday, Chester. Plans: Martin M. Lai-
bow, Cornwell Heights. FEAsTERVILLE: Five gar-
den apartments, $800,000. Sponsor: George Nole,
Holland. Plans: Ralph Caldwell, Richboro. UPPER
St. Crair: 32 houses, $960,000. Builder: Joseph
T. Smallhoover, Bridgeville.

TENNESSEE — DvYERsBURG: Three apartments,
$600,000. Sponsor: Thurman Lawson, Murray
Flatt & Walter Hastings. MEMPHIs: Apartment,
$1 million. Sponsor: Alperin Enterprises. Plans:
Thorne, Howe, Stratton & Strong.

TEXAS—AMARILLO: 100 houses, $1.75 million.
Builder: Nash Phillips Co. CHANNELVIEW: 50
houses, $1 million. Builder: Cranbrook-Pontikes
Corp., Houston. HELOTES: 28 houses, $840,000.
Builder: The Forty Acres, San Antonio. Hou-
STON: 69 houses, $1.4 million. Builder: W. Free-
man; 93 houses, $1.3 million. Builder: Logtex
Construction. Texas City: 92 houses, $1.4 mil-
lion. Builder: Colonial Building, Houston.

VIRGINIA— ALEXANDRIA: Apartments, $2.5 mil-
lion. Sponsor: William Cafritz Development,
Rockville, Md. Plans: Berry & Rio, Annandale.
CHARLOTTESVILLE: Garden apartments, $600,000.
Sponsor: E. H. Goss & Assocs. Plans: Joseph
T. Norris. FalrRrFax: 256 houses, $5.1 million.
Builder: Richmarr Construction, Washington,
D.C.

WISCONSIN—ELM Grove: 28 houses, apartment,
$2 million. Sponsor: Land Inventory, Milwaukee.
Plans: Award Engineering, Milwaukee. MADISON:
Seven apartments, $1.3 million. Sponsor: Sub-
urban Homes, Milwaukee. Plans: Richard Blake,
Milwaukee; apartment, $800,000. Sponsor: Henry
Hamilton Apartments. Architect: Carl Gause-
witz & Assocs. WAUWATOSA: Apartments, $4 mil-
lion. Sponsor: Maple Home Inc., Milwaukee.
Plans: Harold Baylerian, Milwaukee. WHITE-
WATER: Apartments, $800,000. c/o Midway Con-
struction and Engineering, Rolling Meadows, IIl.
Plans: Eugene A. Mayer & Assoc., Chicago, Il

Leaders start on p. 57
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Gladstone Court Apartments, near Portland, Oregon / Architects: Williams and Ehmann

8,000 square feet of

P&T NMHECK

siding...at an in-place cost
of only 26.4¢ per foot!

This handsome apartment house shows how you can reduce
siding costs while building walls that will remain free of
normal weather checking.

More than 8,000 square feet of 53-inch NO-CHECK sid-
ing was used. Wall sections were assembled on the ground,
windows installed and siding applied. Completed sections
were then lifted into place.

THE TOTAL IN-PLACE COST OF THE NO-CHECK SIDING: 26.4¢ PER SQ. FT.!
Compare that total with your own siding costs for an idea
of No-Check advantages.

Fine vertical striations on the face veneer of No-Check pre-
vent grain rise and weather checking by relieving surface
stresses. They thus put an end to unnecessary imperfec-
tions of finish, and minimize future maintenance problems.

No-Check has proved its merits in the construction of
homes, business and institutional buildings. It is also
suitable for gable ends, soffits, garage doors, exposed roof
sheathing and interior paneling.

When properly applied, No-Check of 34-inch or greater
thickness provides the bracing strength required by FHA
without bracing or sheathing.

Other Specialty
Plywoods from
POPE & TALBOT

Available also from building
materials dealers are primed,
unprimed or stained Ruff-Cut,
Texture 1-11, and Channel
Groove plywoods. If your dealer
doesn’t stock them, write us for
information and the name of
your nearest P&T outlet.

POPE & TALBOT, INC.

Products of Wood Technology for Construction and Industry
Kalama, Washington ¢ Telephone: ( Area Code 206) 673-2115

REGIONAL OFFICES
Allendale, N.J.—D. C. McNeill, P.0. Box 34, (Area 201) 327-7364
Detroit, Mich.—R. A. McGrath, Jr., P.0. Box 21, Ferndale, (Area 313) 544-7070
Memphis, Tenn.—T. Birchfield, 471 E. Erwin Dr., (Area 901) 683-7875
Portland, Ore.—John Boyer, 3070 N.W. Front Ave., (Area 503) 228-9161
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Of all the brands you’d trust,
Luxaire makes the lowest-cost
heating /cooling package in the industry!

Yet gives you top Luxaire quality,
full warranties, and has the most
useful installation ideas you've seen.

Today, take TWO steps to increase
the saleability of your homes without
increasing the cost.

FIRST. Call your Luxaire man and
get the price of this year-round pack-
age, consisting of GS-Series Furnace
and CAC-Series Cooling. You'll be
surprised at the low Luxaire price-tag
on a 10-year warranted heat ex-
changer, b-year warranted com-

pressor, lint-free burners, versatile
through-the-wall condensing unit,
pre-charged lines and components,
built-in filter rack, quiet operation,
furniture-style cabinet and the nation-
ally-advertised Luxaire brand-name.

SECOND. Write us for installation
ideas using the GS/CAC package to
save floor space and construction
cost. Detail drawings ready to adapt

Circle 37 on Reader Service Card

to your plans; practical ideas that
even show you how to tuck the
water-heater into what used to be
waste space. Just a post card that
says "GS/CAC ldea File” will bring
them to you.

i

The C. A. Olsen Manufacturing Company, Elyria, Ghio
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Beautiful ideas come in Color Packages from Mosaic

Trust Mosaic to do the color harmonizing for you. And
beautifully.

Take the scene above. You can, you know. Mosaic offers
these floor, wall and countertop tiles in coordinated browns
as a complete color package. (Here, for instance, a new
Interlude floor, #3023-VDGA and a new Faientex, #1891
Moonstone on the vanity, combined with light tan, #1611,
Bright-Glaze wall tile).

It's a scheme to save you time without sacrificing a thing to
the future. Because the creation of every Mosaic tile color

is dictated by the latest Mosaic Color Forecast information,
which means tile colors will stay fresh and compatible even
with tomorrow’s accessories and materials.

Check your Mosaic Representative, Service Center or Tile
Contractor for price ranges of tiles shown in this ad, alternate
colors, samples, availability and more color-package ideas.
See Yellow Pages, “‘Tile Contractors-Ceramic’’. Or write:
The Mosaic Tile Company, 55 Public Sq., Cleveland, Ohio
44113. On the Pacific Coast for compara-
ble colors: 909 Railroad St., Corona, Calif.

“Mosaic’’ is the trademark of The Mosaic Tile Company.




(all costs quoted are approximate; they may be
a little under or over, depending on your area)

B (Cost of insulating
& this wall: 13¢
per sq. ft., installed.

e

Simply pour water repellent
Zonolite* Masonry Fill Insulation
into the cores of this 8" block.

That’s all the wall needs to stay warm and dry
on the inside. If you don’t want to finish the
interior, you don’t have to.

One man can easily insulate 29 square feet of
wall a minute with Zonolite Masonry Fill Insula-
tion. To install it, he just opens the bagand pours.
(Either directly into the wall or into a hopper
that can easily be knocked together on the job.)

He doesn’t need to know any new techniques.
If he's smart enough to pour coffee into a cup,
he's smart enough to install Zonolite Masonry
Fill Insulation.

Thisinsulation cuts heat transmission through
the walls up to 50% or more. Cuts the cost of
your heating and cooling equipment, too, by
allowing you to use smaller units.

The material is water repellent. In tests at the
Structural Clay Products Research Foundation,
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Geneva, lll., it was installed in a cavity wall pur-
posely built to leak. The wall was subjected to
144 hours of rain—5"to 8" per hour—at winds
up to 75 m.p.h. No water came through the
wall, or penetrated the insulation.

Another nice thing about Zonolite Masonry Fill
Insulation; when you pour it in, it doesn’t get
hung up on mortar or reinforcement. Just fills
the wall right up and stays there without set-
tling, saving on heating and air conditioning bills
for the life of the building. For complete infor-
mation, read our Bulletin MF83. Write to Zono-
lite, 135 S. La Salle Street, Chicago 3, lllinois.

ZONOLITE

GIEB ZONOLITE DIVISION
W.R.GRACE & CO.
135 SO. LA SALLE ST, CHICAGO, ILL.

* Reg. trade mark of Zonolite Division, W. R. Grace Co,

per sq. ft. installed, to insulate

this 10” brick cavity wall with
2Y" cavity.

10¢

per sq. ft. installed, to insulate
this brick wall with 6” block
backup. Just pour material into
the block. If the size of the block
changes, the cost naturally
changes.
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Kohler lavatories i accent colors!
the first really new 1dea 1 years

And what a bright idea this is! Use a neutral shade for tub and closet—then let the lavatories
stand forth in bold and brilliant contrast. Play red against white; let blue flatter gray; contrast
a soft tan with a deep, rich coffee tone. That’s Accent Color! To help you make the most of
it, Kohler is now fashioning lavatories in five sprightly new shades (that’s Antique Red above),
each chosen to compliment Kohler white or one of the six regular Kohler colors. Select from
three styles in enameled cast iron: Radiant, Farmington, Tahoe. The accent is on color—our
new brochure spells out the whole, exciting story. For the brochure and more information see
your Kohler distributor or write Accent ¢/o Kohler Co., Kohler, Wis.

WITH ARGENT GRAY

Ci1TRON WITH SUNRISE YELLOW. BLUEBERRY

EXPRESSO WITH SUEZ TAN FOR A

JapE witH CERULEAN BLUE. Re-

member when no one even thought
of using blue and green together?
Now recommend it as an easy to
live with combination that fits right
into all decorating ideas.

ENAMELED IRON AND VITREOUS CHINA PLUMBING FIXTURES * ALL-BRASS FITTINGS ® ELECTRIC PLANTS ¢

WARM RICH LOOK. This combina-
tion can be either masculine or
softly feminine. Suggest colorful
towels and accessories in orange,
green or earth colors.

These light, bright colors live to-
getherin absolute harmony. There’s
a whole spectrum of colors to go
with Citron and Sunrise Yellow—
a new world of decoration.

KOHLER or KOHLER

Kohler Co., Established 1873, Kohler, Wisconsin

FOR ELEGANCE. This is a quieter
kind of drama. The bathtub and
other fixtures in a soft silver gray,
the lavatories in wonderful blue-
berry. The results will be beautiful.

AIR-COOLED ENGINES ¢ PRECISION CONTROLS




DAYBROOK
Power Loader
Cranes

can help-you spot
trusses, erect sections,
place forms, lay pipe,
transfer loads, handle
components . . . faster.

WRITE FOR
DAYBROOK FREE CATALOG
power Straight, jib and
Loader telescopic boom
CRANES hydraulic cranes.

A Division of Paul Hardeman Inc.

a TRUCK & CONSTRUCTION
EQUIPMENT DIVISION
Bowling Green, Ohia

ZIip
code

helps
keep
postal
costs

iti DAYBROOK TRUCK EQUIPMENT : Strato-Tower
Fé’s‘.’a%'éifri ‘?egﬁgg Aerial Lifts m Power Loader Cranes B Power Gates
to 32 ft. m Power Packers W Truck Hoists @ Dump Bodies
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Whenever you require information and
data for equipment for any residential ,
commercial or institutional swimming
pool design, call on our staff of expe-
rienced engineers and technicians.

look to @222 for

complete specifications,

and details on all
quality pool products
and equipment

Paragon will be glad to furnish specifi-
cations, details and scale drawings
(suitable for tracing). See our Sweet's
Architectural Catalog File insert 36¢/PA
or write for your copy.

Koy to the perfect

pool

Paragon Swimming Pool Co., Inc. swimming

Planning Dept. P Pleasantville, New York

BUT ONLY IF YOU USE IT.
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"“Meadowood” homes
at Old Saybrook, Conn.,
demonstrate the

strong curb appeal of
homes built with
Weldwood® PF-15®
Siding. Builders:

Town & Country Homes,
Inc., Westbrook, Conn.

o

United States Plywood Corporation guarantees WELDWOOD PF-15 SIDING
against the need for painting for a minimum of 15 years. If, within 15 years
of the date of installation, said Siding should require painting and United
States Plywood Corporation is given reasonable written notice thereof prior
to the commencement of the work, it will pay the cost of painting. This obli-
gation is restricted to painting required by reason of deterioration of the
finish of the Siding resulting from normal exposure. (It does not include
such elements as destruction by physical defacing.)

The Siding is further guaranteed against manufacturing defects and delami-
nation for the “LIFE OF THE BUILDING” on which it is installed. Siding
covered by this guarantee must be installed in accordance with established
building standards. Should WELDWOOD PF-15 SIDING delaminate or
prove to be defective, it will be replaced, or, at United States Plywood Corpo-
ration’s option, it will reimburse the purchase price of the material.

Salesman.

We admit even a remarkable siding dry days to paint. Like all Weldwood
like Weldwood PF-15% won’t work Send for free sample of PF-15. sidings, it adds strength to your
miracles. But as an effective home r—————————————— ———— —— homes, won’t conduct electricity,

provides wood’s natural insulation,
resists denting and splitting. An-
other beautiful example is on the
other side of this page. Take a look.

*DuPont registered trademark

United States Plywood Dept. HH 4-65
777 Third Avenue, New York, N.Y. 10017

seller, it’s in a class by itself. Espe-
cially when your buyers learn they
won’t have to paint it for 15 years—
at least. That’s guaranteed by
United States Plywood.

|

|

|

|

|

PF-15 is Weldwood siding with a I
colorful new DuPont film called

Tedlar* permanently fused to the :

|

|

|

|

L

[] Please send me a ‘‘salesman’’ and samples of Weldwood
PF-15 Siding and Tedlar film showing colors available—and
detailed information about accessories and installation.

[ Please send me information about other Weldwood guar-
anteed sidings: textured, for stain finishes; Duraply®, for

i
|
|
I
|
|
|
|
painting. l
|
|
|
|
|
d

W E LD W O O D°| PF-15° Siding

wood. This puts the color on to stay. PR k5. b M By i Pt A B S
é&rcll _occzilsi(l)(r}al }llplfing keeps PF-15 T TP United States PIywood
IGAE CORIELEE SLKe TE. AT BT vy R e o R TSR B e S AR T o S 9 Come take a walk through our woods.

See our new showroom in the
United States Plywood Building.

You install PF-15 directly to studs
—in any weather. No waiting for




Weldwood® Planktex® siding comes either way to help you give handsome variety to
your homes. For vertical applications, in 4’ x 8, 9’, and 10’ panels with deep ‘‘square’
grooves 8” apart, to look like individual planks.

And for horizontal applications, in lap siding in 8, 12’, and 16’ lengths. You can install
both Planktex sidings direct to studs. In redwood and fir, with swirled saw-cut faces,
for economical stain finishing.

|w ELDW 00D sidings

United States Plywood
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Youngstown
Kitehens

v .

ON THE MOVE with
Complete Youngstown Kitchens
For Homes of Every

Every day, more dealers and builders
are installing the new Youngstown
Kitchens. Many never before real-
ized the convenience of Youngstown’s
complete kitchen line. Provincial or
contemporary cabinets, in deep
toned cinnamon or honey maple
hardwoods. Ovens and ranges. Dish-
washers, with matching wood fronts,

Price Level

if desired. The new Cycla Waste
Disposer (with a two-year replace-
ment guarantee) . Flat rim sinks and
fixtures. The finest workmanship . . .
quality hardware, too.
Convenience? You bet! Delivery
of your kitchen from a single source
saves time, labor and money. Whether

it’s in a small tract home or the larg-
est custom residence, Youngstown is
the name that sells your customers.
Before your next installation, check
the construction —and value — of
Youngstown, the world’s most com-
plete kitchen line. A limited number
of Youngstown Kitchens dealerships
are available. Write for details.

Youngstown Kitchens

)

a dwvision of Mullins Manufacturing Corporation « Salem, Ohio v-946

APRIL 1965 5651
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JOIN THE UPSWING TO

SHAKE ROOFS

Voo e

Specify and Order

imberline

BRAND

HANDSPLIT SHAKES AND SAWN SHINGLES

TIMBERLINE Handsplit shakes and sawn shingles
customize and enlarge the appearance of any home design.
Their rugged beauty and natural wood charm provide a
distinctive advantage that often is the key to a fast sale.
Publications are showing many shaked roof houses — Join
this upswing and increase your sales.

Handsplit shakes and sawn shingles add strength to the
structure, are immune to damage by hail and high winds.
They have excellent insulation qualities, help keep heating
and cooling costs low.

TIMBERLINE shakes are processed from edge-grained
Western Red Cedar heartwood. This is one of the worlds
strongest and lightest woods, and one of the most durable.
They go up fast, will outlast the life of the mortgage.

REROOFING — There is a
good and growing market
for reroofing older homes
with TIMBERLINE
shakes and shingles to up-
grade the appearance of
older neighborhoods.
Use the coupon below
to get information on
prices, delivery sched-
ules and application
assistance.

Custom-Made

HIP & RIDGE UNITS
& BUILDER SHIMS
The Certi-split and Certi-grade labels are

your guarantee of consistent quality and
grade based on rigid inspection and control.

EVERGREEN SALES, INC.

Box 8 — Hoquiam, Washington Code: 206-439-3232
Please send me information and prices

Name

Address

City State
| am BUILDER DEALER

Approximate number of homes involved

ARCHITECT

We would like information on applicator help

56S2 Circle 108 on Reader Service Card

aluminum columns cost less
last longer, install easier...

CLASSIC COLUMNS* of lifetime aluminum combine
beauty with ease of installation making them ideal for
many construction projects. These distinctive units are
suitable for use with any architectural style — colonial,
classical or contemporary. On most projects, the instal-
lation is a one-man job because aluminum is lighter and
easier to manage. These rugged units are designed for
interior or exterior use, will not rot or split and are
load bearing (8-inch column tested to 34,200 pounds).

CLASSIC COLUMNS are available in diameters of 6-,
8-, 10-, 12-, and 15-inches and in lengths up to 24 feet.
Constructed of extruded aluminum staves, the units are
furnished knocked-down for convenience of storage.
After cutting to length with hacksaw, columns are
quickly assembled, ready to install. Decorative flange-
type caps and bases of heavy cast aluminum slip over
the column ends. Columns and caps are prime-coated,
ready for painting. CLASSIC COLUMNS are distrib-
uted by leading wholesale Sash and Door distributors
throughout the country.

“Patent Pending
Write for complete information

columns, inc.

MI-9-1792 (713) - 8035 Hartford - P. 0. Box 12162
Houston, Texas 77017
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This hat does things for you

It represents the forest fire prevention campaign serving every American business that depends
on wood or wood products — your business, very ||kelyi%|t s been pretty successful, too. Since
this campaign began in 1942, there have been over 272 thousand acres that did not burn, more
than 1 million fires that did not happen, and 10.1 billion dollars worth of damage that did not
occur.’ﬁ% But Smokey’'s job will never end, and he needs your help. You can
wear that hat, too, by urging your employes and the people in the communities

in which you do business to be extra careful with fire —every fire.

remember-only you can prevent forest fires

Material for posting on your bulletin board available from your State Conservation
Department or the nearest office of the U. S. Forest Service.

Published as a public service in cooperation with the U. S. Forest Service and The Advertising Council

APRIL 1965
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2CoaeUes,
Quality adds profit to any home

[0 Why does Pacesetter ceramic tile add extra quality to any home and
extra profit to the builder? The reason is simple. With Pacesetter ce-
ramic tile you can offer the home buyer the highest quality ceramic
tile on the market . . . at a price competitive with other brands. You
can choose from a full range of colors in both bright and crystalline
glazed wall tile, plus a full line of glazed and unglazed ceramic mosaics.
And that's not all. Pacesetter is easy to handle, easy to cut, easy to
install. There are other reasons, too. [] Home owners are pleased with
the tile’s clean, opaque colors — colors that never fade. They like the
easy-to-clean surface and the lifetime durability. But best of all, they
like the extra quality ceramic tile adds. [J Let's see now . . . competi-
tively priced, easy to install, extremely attractive with any decor, a full
range of patterns and colors, fast service on all orders, a job you'll be
proud of at a profit you'll be pleased with. THAT'S why more and more
builders are building profits with Pacesetter ceramic tile. Why don’t
you? There is a Gulf States Ceramic Tile distributor near you, talk to
him soon.

Distributed by:

FLORIDA NORTH CAROLINA
Fort Meyers Greensboro 27407
Sun Coast Tile Distributors Wholesale Ceramic Tile Co.
2223 Fowler Box 7157
Hialeah 33010 2885 Immanuel Road
Northen Distributors, Inc. SOUTH CAROLINA
165 Southeast Tenth Avenue Mauldin 29662
Panama City 32401 Wholesale Ceramic Tile Inc.
Chavers-Fowhand Distributing Co. 230'/» N. Main Street
North Highway 77 North Charleston 29400
GEORGIA Riggs Distributing Co.
Atlanta 30324 217 Montague Avenue
Gulf States Ceramic Tile TENNESSEE
741 Lambert Drive N. E. Chattanooga 37408
Decatur 30030 Teco of Chattanooga, Inc.
Riggs Distributing Co. 1214 East Main Street
250 Laredo Drive Knoxville 37917
LOUISIANA Teco Supply Company
New Orleans 70125 709 Cooper Street
U. S. Ceramic Tile Co. Memphis 38111
1071 South Jefferson Davis Parkway F. G. Whitt Tile & Marble Dist. Co.
MISSISSIPPI 2490 Southern Avenue
Jackson 39204 Nashville 37219

Teco of Nashville, Inc.
815 Sixth Avenue, N.

Southern Tile Distributors
714 Wilmington Street

GULF STATES CERAMIC TILE COMPANY
Houston, Mississippi 38851

Division of United States Ceramic Tile Company

5654 Circle 110 on Reader Service Card

ZIP CODE
SPEEDS
YOUR
PARCELS

1. Packages are shipped
by more direct route.

2. They are handled
fewer times.

3. There is less chance
of damage.

ZIP Codes
keep postal costs
down but only if
you use them.

HOUSE & HOME




WHAT THE LEADERS ARE BUILDING

A modified colonial planned for family privacy on two levels

Upstairs the private master bedroom suite is separated and buf-
fered from the three children’s bedrooms by the stairwell, bath-
rooms and closets. Downstairs the family room is isolated, but still
a part of the traffic pattern within the family living areas. The
formal entertaining areas can be completely closed off from the
rest of the house. Ray Dehmer designed this 2,160-sq.-ft. house in
Brookfield, Wis., for Tomsinger Construction Co. Priced at $29,200
on Y5 acre, it outsold each of two other lower-priced models in the
project (82 out of 200 sales). Features include carpeting through-
out the formal areas, stairway and upstairs hall as well as a
marble-tiled entrance foyer.

A rustic California ranch designed to fit on a wide, shallow lot

APRIL 1965

The living area of this 80-ft. house is only 22 ft. deep because the
rooms are placed parallel to the street. And because the front bed-
rooms and baths are less than 9 ft. deep. the over-all depth of the
bedroom wing is only 25 ft. Result: even with a front two-car
garage, more than 40 ft. of the 90-ft.-deep lot remain for rear
outdoor living. At $24,250 on a $6,000 lot, this 1,900-sq.-ft. model
outsells (92 sales of 360) four less expensive models in a Fremont,
Calif., project by Brad-Rick Homes. Popular features: five bed-
rooms, 4-ft. overhangs, a family-room bar and a master-bedroom
fireplace ($400 extra), plus wood siding on all four elevations.
Architects: Reitdorf & Wright.

Letters start on p. 68
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Forget youre a builder.

Pretend youre a young
mother looking at - 4
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Westinghouse

Mobilaire® line.

Cooling capacities from

6,000 to 17,000 BTU/HR.

Many models wired for
universal 208/230-volt
operation. Models for

heating and cooling

also available.

Fit standard telescoping

and building sleeves.

Optional furniture fronts
in Provincial, Early
American, Traditional

or Contemporary styling.

Westinghouse Super
High Capacity units
Cooling capacities from
15,200 to 26,000 BTU/HR
Most models wired for
universal 208/230-volt
operation. Slide-out
chassis. No separate
sleeve needed. Furniture
styling in reversible
front panel that's cherry
on one side, walnut

on the other.

APRIL 1965

Now . ..who makes the kind of room
air conditioner that garden apartment
tenants want—with the versatile styling

they like¢ Westinghouse—that's who.

The brand name that means quality and
reliability.

Not that the name alone is actually
going to clinch a lease for you . .. but
Westinghouse room air conditioners in
your garden apartments go a long way
in saying how much quality you put into
your buildings.

Leading builders like to do business
with Westinghouse. To quote Charles

Cheezem, prominent Florida home build-
er: “Since | build homes in different
price ranges and in different communi-
ties, | find that Westinghouse equip-
ment meets my every need.”

As Mr. Cheezem knows...and we
hope you do soon ... one call puts you
in touch with a complete line of residen-
tial products. Appliances, heating and
cooling equipment, lighting, wiring, ele-
vators, laundry equipment, even Mi-
carta® decorative surfacing.

One call can also get you valuable
help in merchandising and promoting
your project. And specially tailored to
your needs. (As we've said: One Man,
One Plan, One Brand.)

Call your Residential Sales Manager
at your Westinghouse Major Appliance
Distributor. Get the new 1965 Residen-
tial catalogue. Or look it up in Sweet's
Light Construction or Architectural Files.

@ You can be sure if it's Westinghouse

Circle 44 on Reader Service Card

Charles Cheezem,
Florida home builder,
St. Petersburg, Fla.
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Even in July a voung

mother looks ahead to
year-round air
conditioning.

Give her the comfort she wants with
Westinghouse conventional Split System
cooling and heating. Westinghouse Split
System cooling combined with a West-
inghouse forced air furnace provides
maximum flexibility. Condenser may be
located outside the building or installed
through the wall. Either way saves in-
stallation cost and gives easy accessibil-
ity for maintenance.

Westinghouse offers you forced air
furnaces in gas, oil or electric. All pro-
vide quiet, convenient heating comfort
with minimum maintenance.

So right now she wants
cooling. But come cooler
weather, she'll need clean,
dependable heating, too.

Model SLA Air

Cooled Condensing
Unit. Factory charged
Compact. Air inlet and
outlet on same face.
Matching Quick-Connect
components . .. complete
line of cooling coils

plus fan coil units.

10, 2,12V &

3 ton sizes.

Gas upflow furnace.
Also available in
counterflow, basement
and horizontal models.
BTUH ratings to suit
every requirement,

HOUSE & HOME




Give her the comfort she wants with
Westinghouse Total Electric cooling and
heating. Full range of systems.WhispAir®
heat pumps offer lowest installed cost
for packaged heating and cooling. To-
day's Westinghouse packaged and Split
System heat pumps will meet any installa-
tion requirement.

Westinghouse electric forced air fur-
naces come in ratings from 34,000 to
119,000 BTUH. Pair them with conven-
tional cooling components for Total
Electric central air conditioning.

Westinghouse Fan/Coil units also are
available with supplementary heating to
give you Total Electric heating and cool-
ing. And every Westinghouse Total
Electric system offers maximum reliabil-
ity, economy and ease of installation,
with minimum maintenance.

Model HB WhispAir
heat pump. Mounts
outside on the wall for
easy installation.
Requires no floor space,
only minimum duct work.
Complete package
prewired, ready to go.
Other models for indoor
or thru-the-wall

Give her Total Comfort by adding a
Precipitron® and humidifier. Precipitron

air cleaner removes dirt, pollen and
other irritants from the air electroni-
cally. Housewives love it for the house-
cleaning benefits alone. Humidifier main-
tains relative humidity at comfort level
even in dry winter weather.

Model VB
Precipitron installs
easily in any position
in return-air duct.

Model HR 2B
power humidifier
available for
application on
horizontal

or vertical ducts..

installation.

Wes‘lmghmssg
HUMIDIFICATION

Whichever Westinghouse air condi-
tioning system you choose, you'll be add-
ing to the rental attraction and invest-
ment value of your garden apartments.
Get full details from your nearest West-
inghouse Air Conditioning Distributor.
Or write “Residential Air Conditioning,"”
Westinghouse Air Conditioning Division,
Staunton, Va.

You can be sure if it's Westinghouse

Model AF Fan/Coil.
Compact, easily
installed in 26”
closet. Accessory
electric heater or
hot water coils
optional. Used with
SL condenser.
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What do you do with
Ceramic Tile

bearing this mark...

Announcing A “Gertified

Quality construction requires quality materials.

And the Tile Council of America knows it. That’s
why we've developed the “Certified Quality” pro-
gram. It means this: you can now select ceramic tile

with complete assurance of quality. Tile to tile.
Carton to carton.

For Geramic

Here’s how it works. Tile produced by partici-
pating companies now undergoes inspections by an
independent laboratory. The quality standards such
tile must meet are the highest ever set for the
industry. These standards are published by the
government in SPR R61-61 and in Federal Speci-



Give her the comfort she wants with
Westinghouse Total Electric cooling and
heating. Full range of systems. WhispAir®
heat pumps offer lowest installed cost
for packaged heating and cooling. To-
day's Westinghouse packaged and Split
System heat pumps will meet any installa-
tion requirement.

Westinghouse electric forced air fur-
naces come in ratings from 34,000 to
119,000 BTUH. Pair them with conven-
tional cooling components for Total
Electric central air conditioning.

Westinghouse Fan/Coil units also are
available with supplementary heating to
give you Total Electric heating and cool-
ing. And every Westinghouse Total
Electric system offers maximum reliabil-
ity, economy and ease of installation,
with minimum maintenance.

APRIL 1965

Give her Total Comfort by adding a
Precipitron® and humidifier. Precipitron

air cleaner removes dirt, pollen and
other irritants from the air electroni-
cally. Housewives love it for the house-
cleaning benefits alone. Humidifier main-
tains relative humidity at comfort level
even in dry winter weather.

Model VB
Precipitron installs
easily in any position
in return-air duct.

Model HB WhispAir
heat pump. Mounts
outside on the wall for
easy installation.
Requires no floor space,

_only minimum duct work,

Complete package
prewired, ready to go.
Other models for indoor
or thru-the-wall

Model HR 2B
installation.

power humidifier
available for
application on

i Westin horizontal S
HUMIDIFICATON or vertical ducts.. o

Whichever Westinghouse air condi-
tioning system you choose, you'll be add-
ing to the rental attraction and invest-
ment value of your garden apartments.

Model AF Fan/Coil.
Compact, easily

{aled i 28 Get full details from your nearest West-
loset. o i . see ‘ s s

aloatiia Hetar of inghouse Air Conditioning Dr;’r.nb\.Jtorv.,
At itat Golls Or write "Residential Air Conditioning,

optional. Used with

SL condenser. Westinghouse Air Conditioning Division,

Staunton, Va.

You can be sure if it's Westinghouse
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Wood ceiling covers this home with charm. Beams, siding and stairs of wood
work wonderfully and willingly with glass. Wood has a way of handling
its many assignments beautifully. Residence by Ragnar C. Qvale, A L.A.

HOUSE & HOME




Build well to sell well...with W

You can cut building time and cost without cutting quality, when you build
with wood . . . to offer homebuyers the many features they look for most.

One of your strongest selling points is your reputation. Every
quality house you build helps build a better name for you. That’s
one of the many reasons why you can depend on wood to keep
your reputation good.

With wood, you can build good and fast. Wood is readily avail-
able and easily workable. Wood has a versatility about it that lets
you use it attractively all through your houses . . . putting in the
quality features that help you sell faster. Looked-for features . . .
like wood siding, paneling, flooring, beams, and built-ins.

Quality wood homes, as seen in NLMA’s color, national maga-
zine advertising, can now be built in less time and at less cost than
ever . . . with UNICOM, the new system of modular construction
by which components are precut and preassembled to save labor
at the site . . . for any style home.

For more information on UNICOM and how you can build
well to sell well . . . with WOOD, write:

NATIONAL LUMBER MANUFACTURERS ASSOCIATION
Wood Information Center, 1619 Massachusetts Ave., N.W., Washington, D.C. 20036

gy

| ‘nlma
- ¥ b b ? : g ;
Here’s privacy without rudeness. Siding and roof blend perfectly with > . . .
the walkway’s railing and posts. It’s a breezeway with a breeze. Car- ItS bullt to Sell when i 8 budt Of

port is on the right of the walk. Roger Lee Associates are the architects.

Note the important part played by louvered doors in enhancing the beauty Stairs no longer have to be a plain or dull place in today’s lively living. A
of this home’s beamed ceiling and wood floors . . . a striking combination. little imagination and a little wood have made this staircase a show place.
The wood cabinets and shelves work together as a charming room-divider. Its wide-open spaces combine with proper lighting for style and for safety.
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What do you do with
Ceramic Tile
bearing this mark...

Announcing A “Gertified

Quality construction requires quality materials.
And the Tile Council of America knows it. That’s
why we've developed the “Certified Quality” pro-
gram. It means this: you can now select ceramic tile
with complete assurance of quality. Tile to tile.
Carton to carton.

For Geramic

Here’s how it works. Tile produced by partici-
pating companies now undergoes inspections by an
independent laboratory. The quality standards such
tile must meet are the highest ever set for the
industry. These standards are published by the
government in SPR R61-61 and in Federal Speci-

MEMBER COMPANIES: American Olean Tile Co., Inc. * Atlantic Tile Manufacturing Co. * Cal-Mar Tile Company * Cambridge Tile Manufacturing Co. * Carlyle Tile Company * Continental Ceramic Corporation * Florida Tile

RO T T e e T e e SR R o L asi s ot Tile. Ine. dnternatioral Pine -and /Ceramics Corporation *Jackeon:TilaiManufacturing Co.*Jordan Tile.ManufactutingiCo..
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Select it!

Quality” Program
Tile

fications SS-T-308b. You can be confident that, with-
out exception, Certified Tile will now meet these
standards. .. o

So why take chances? Be sure to select “...tile Tile aounciIOfA’”e"icam:
that is Quality Certified by the Tile Council of -
America.” We put our reputation on it. You can too,

800 SECOND AVENUE =+ NEW YORK, N.Y. 10017

Lone Star Ceramics Co. * Ludowici-Celadon Company * Mid-State Tile Company * Monarch Manufacturing, Inc. * Mosaic Tile Company * Oxford Tile Company * Pacific Tile Company * Pomona Tile Manufacturing Co. * Redonde
Tile Company * Ridgeway Tile Company * Sparta Ceramic Company * Stylon Corporation * Summitville Tiles, Inc. * Texeramics Inc. * United States Ceramic Tile Co. * Wenczel Tile Company * Winburn Tile Manufacturing Co.
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CHEVROLET

workpower

Chevrolet Y;-ton panel delivery

Chevrolet %-ton Fleetside pickup
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GIVES COIL-SPRING SMOOTHNESS
AT ALL FOUR WHEELS

Here's the smoothest of truck rides . . . work-proved in more than 1)5 million Chevrolet trucks.

THESE CHEVIES ARE THE ONLY
1/2- AND 3/4-TON TRUCKS ON THE MARKET WITH COIL SPRINGS
FRONT AND REAR, PLUS INDEPENDENT FRONT SUSPENSION

Independent coil-spring suspension up front. .. coil
springs in the rear. .. that's the combination that has
earned Chevrolet its reputation as the best riding
truck in the business. Carefully balanced front and
rear suspension designs reduce pitch and sway, soak
up the jolts from the roughest roads.

Front suspension, with upper and lower control
arms at each wheel, allows individual wheel action
...lets each wheel "‘walk’’ over bumps independently.
Just as important, wheel geometry minimizes tire
scuffing, gives steering a nice feel of balanced control
without fight or shake.

Rear suspension has two-stage coil springs which

give proper spring action whether the truck is empty
or loaded. Twin control beams anchored to the frame
keep rear axle aligned but don’t interfere with easy
spring action.

When you own a Chevy truck, you have the most
advanced concepts in truck suspensions working for
you. And Chevy suspensions are backed up by years
of design and manufacturing experience . . . plus
millions of miles of owner use in all types of tough
truck jobs. See your Chevrolet dealer for an on-the-
road demonstration of Chevy ride and handling ...
they're like none other! . .. Chevrolet Division of
General Motors, Detroit, Michigan.

THE LONG STRONG LINE

Circle 48 on Reader Service Card
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Which is the

best way to
heat and cool

an 04/2a'ztm5m£

MOTEL

CLINIC

OFFICE

[Destaurant

ANY ADD-ON

?

THE MODERN

ZONED
WEATHER CONDITIONER!

Whatever your zoned heating and cooling
problem . . . you'll solve it quickly, easily
and economically with the new Temco
4-Seasons Weather Conditioner. The first
major advance in heating and cooling in
25 years! 4-Seasons is a thru-the-wall gas
furnace and an electric air conditioner in
one fully automatic unit. Uses outside air
only for combustion — exhausts outside.
Instant comfort in any season! Just press
the desired selector button to switch from
heat to cool . .. cool to heat. You'll
please any client with Temco 4-Seasons
. . . the way it cuts investment, installa-
tion and operating costs. See Sweet's
Light Construction Catalog File, section 10
B/TE for information on complete line of
Temco Sealed Combustion Units, including
the 4-Seasons . . . or mail this coupon today.

e
TEMED; ;

! Dept. HH4, P. 0. Box 1184, Nashville, Tennessee
| Please send me the complete facts on 4-Seasons.
1

! FIRM

| NAME

1

| ADDRESS

1

1 oy STATE

| 5
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LETTERS

Windows and thermal design . . . minority markets

Electric heating

H&H: The “house design” section of your
electric heating issue [Feb.] is prefaced with
the statement that while “new equipment de-
sign is important to electric heat’s success,
house design is even more important.” We
agree, but certainly not for the reasons cifed.

In terms of window treatment, there is a
surprising lack of information. Even more
surprising is the failure to cover the “new”
developments in this field.

For example: triple glazing, insulating glass
plus storm sash, available today in stock wood
units, is not discussed. This concept is especi-
ally applicable to electric heating—many
utilities in low-temperature areas recommend
it. Weatherstripping which is, of course, a
must in the electrically heated house is not
covered. And there are new developments in
weatherstripping—factory application and new
materials and techniques have reduced air
infiltration to the desired minimum.

The article left the impression that limiting
the size of window area was the only reason-
able way to reduce heat loss in electrically
heated homes. A great many of the utility
companies throughout the country, including
the Detroit-Edison, Niagara-Mohawk, and all
five of the American Electric Power Corpora-
tions (together these five represent the second
largest utility network in the country) spe-
cify that the sash and frame material shall
not conduct more heat or cold than the glass
itself. None of these suggest limiting the size
of the window area, and I'm surprised to see
H&H making such an inference.

RoserT H. HERBST, general manager
Ponderosa Pine Woodwork
Chicago

H&H was not attempting to present a compre-
hensive report on thermal design and con-
struction techniques in the February article
on the all-electric house. The purpose was to
show how the all-electric house is being mer-
chandised and sold by utilities and other
electric interests, and how the homebuilder
is taking advantage of this effort. In the dis-
cussion of electric heat, the point about
improved insulation techniques is that they
are being used to bring down operating costs.
The examples presented were chosen at ran-
dom to illustrate the point and not to catalog
all the possible techniques. There are indeed
many advanced ways to achieve a high de-
gree of insulation in houses today, and H&H
does not include among these the elimination
of windows.—ED.

No merger

H&H: In describing Project Viru, [NEws,
Feb.] a one-thousand wunit housing project
being built in Lima, Peru, by Development
Corporation International you affiliated DCI
with Development Corporation of Puerto Rico
and said it would soon merge into Rexach
Construction Co.

At no time was a merger between pc1 and
Rexach proposed. A joint venture was and
still is contemplated by the two companies.

DeBorAH R. COTTON
Cotton & Bass Public Relations
New York City

Minority housing

H&H: Your analysis of the minority market
[Feb.] was one of the most accurate “position
papers” that could have possibly been as-
sembled at this time.

As a reporting job without slant or bias,
it is truly outstanding. You have not gone
a bit deeper than one could go as to what
is behind the growth of this market and what
can be expected of it. On the other hand, you
have brought to light facts and data, con-
cisely assembled.

1 say this not as an editorial encomium,
but in appreciation of the very delicately
handled reporting job and in admiration of
your staff’s ability to organize this particularly
testy subject.

JouN H. ToraN Jr.
Barrett Homes Inc.
Richmond, Calif,

Appraisals

H&H: I was particularly impressed with the
article, “Appraisal abuses bring warnings from
industry leaders,” [NEws, Feb.].
The Society of Governmental Appraisers
would like to reprint the text of the article
in our Society Newsletter.
ALBERTA A. SPANGLER, president
Society of Governmental Appraisers
Chico, Calif.

No violation

H&H: In your story “Bias attack on renewal”
[NEws, Feb.] you stated that a renewal pro-
gram in Santa Fe Springs, Calif., had been
temporarily stopped because 99% of the fam-
ilies forced to move were of Mexican descent,
and that “the judges said this violated the
1964 Civil Rights Act.” The statement is
inaccurate.

At no time did the judge make any ruling
in the case with respect to the Civil Rights
Act. A temporary restraining order was ssued
so that the court could hear the matter, but
the restraining order has since been dissolved.

While the plaintiffs did attempt to utilize
the Civil Rights Act as the basis for their
action, this point was never reached or ruled
upon by the Court. The Judge, Edward J.
Guirado, ruled that the action was premature
because California state law prohibits any
legal attack upon a proposed urban renewal
plan until the adoption of the plan. In the
Santa Fe Springs case, the plan has not yet
been adopted.

Massey HERRERA JR., executive director
Redevelopment Agency of Santa Fe Springs
Santa Fe Springs, Calif,

Subscribers: HOUSE & HOME is available only by paid sub-
scription. The publisher reserves the right to refuse non-
qualified subscriptions. Position and company connection must
be indicated on subscription orders forwarded to address
shown below. Please address all correspondence, change of
address notices and subscription orders to HOUSE & HOME,
540 North Michigan Ave., Chicago, Ill. 606110. Change of
address notices should be sent promptly; provide old as well
as new address; include postal zone number if any. If pos-
sible, attach address label from recent issue. Please allow
one month for change of address to become effective. Un-
conditional guarantee: The publisher, upon written request,
agrees to refund the part of the subscription price applying
to the remaining unfilled portion of the subscription if serv-
ice is unsatisfactory. Member: Audit Bureau of Circulations
and Associated Business Publications.
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Floors: Bruce Laminated Oak Blocks with dark finish. Walls: BrucePly Paneling in Premium Colonial Cherry.

Distinctive designs in hardwoods...with TUF-LUSTRE prefinish

Bruce Blocks give any room warm, natural beauty and smart contemporary design.

In laminated or solid oak, this parquetry flooring is laid in mastic over concrete,

wood or sound-rated insulation board. Other prefinished Bruce Oak Floors are:

Ranch Plank with pegs, Fireside Plank in dark finish, and always popular Strip. ruce
Tuf-Lustre prefinish used on millions of feet of Bruce Floors now beautifies and pro-

tects BrucePly walls, too. You have a choice of 41 paneling woods and finishes, color- Flo Ors

styled by one of the nation’s top designers. For complete data, write E. L. Bruce 1
Co., P. O. Box 397-B, Memphis 1, Tenn.—world’s largest in hardwood floors. “73.1 S

Leader in prefinished hardwoods

BRUCE FLOOR CARE PRODUCTS ¢ BRUCE-TERMINIX




Investment Opportunity

You have an investment in this boy. To protect this
investment, you can join with other leading American
businessmen in promoting the Treasury Department’s
Payroll Savings Plan for U. S. Savings Bonds. The
Treasury’s Plan works to build responsibility and dili-
gence in citizens of all ages. It fosters the self-reliance
and the concern for individual freedom, so necessary
in the functioning of our democratic society.

Some day this self-reliance and freedom will take
shape in the skills and knowledge needed for tech-
nological and industrial advances, for breakthroughs
in science, for innovations along the production line
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in your plant...promote the PAYROLL SAVINGS PLAN for U.S. SAVINGS BONDS

that will insure America’s place in the world community
and provide products for a competitive international
market.

When you bring the Payroll Savings Plan into your
plant—when you encourage your employees to enroll—
you are lending a helping hand to every child striving
to achieve his true potential. You are investing in the
future power of America. In freedom itself.

Don’t pass this investment opportunity by. Call your
State Savings Bonds Director. Or write today to the
Treasury Department, United States Savings Bonds
Division, Washington, D. C., 20226.

L] The U.S. Government does not pay for this advertisement. It is presented as a public service in cooperation with the Treasury Department and the Advertising Council. .




This is a closet door. This is a Float-Away

It opens and closes. bifold door. It opens the eyes

That's all. of discriminating prospects
and helps close contracts.
And that isn't all.

Don’t neglect closets. Put in too few, make them small, let

them look commonplace, and you cool a lot of hot pros-

pects without realizing it. But include plenty of large closets

emphasized by the beauty and convenience of Float-Away

bifold doors and you'll turn more lookers into takers. There

are models to match every decor.

Got some biting opinions about bifold doors? Check these

five Float-Away benefits. If they change your ideas, get

together with all the features of Float-Away doors soon.

[J Rust-proof. Only Float-Away doors are made with zinc
electroplated and bonderized steel.

[0 Trouble-proof. Float-Away combines advanced con-
struction features with steel more than 10% heavier than
anyone else uses, better tracks and sturdier hardware.

[0 No problems with odd sizes. They fit all openings.

[0 Many find the off-white prime coat a pleasing finish coat.
[0 And every model has a 5-year guarantee.

Free! Special High Rise Kit to help you with the loading,

labeling, distributing and odd-size opening problems of high
rise apartments. Write for it.

NEW! A budget door that meets all specifications of competi-
tive doors, available in most models with a 1-year guarantee.

Write or phone for full information:

FLOAT-AWAY DOOR CO.

1173 Zonolite Road, N.E., Atlanta 6, Georgia
Dept. H-465 AND London-Lenscrete Ltd.
Queen’s Circle, London S. W. 5, England
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Valuable
butlder
information
on | Kemper
kvtchen cabinets
and bathroom
vanities

Now Kemper offers three completely different wood

kitchen cabinet styles in a choice of walnut, fruitwood
and cherry finishes. = In addition, a new line of bath-
room vanities and lavanettes are available from Kemper
in Corinthian, Provincial and Traditional styling in
walnut, fruitwood and white and gold finishes. = This fine
variety of popular styles and finishes makes it possible
for you to benefit from one money and time saving
source of supply. The growing number of builders

who now use Kemper wood cabinets exclusively find
they benefit from competitive prices, the finest cabinet
finish available anywhere, strong, quality construction,
dependable delivery and Kemper's exclusive

furniture quality guarantee. = Write for our free full color
catalogs describing the complete line of Kemper Kitchen
cabinets and bathroom vanities.
In the meantime visit your nearby
Kemper Distributor ... He's listed
in the Yellow Pages under
Kitchen Cabinets.

Kemper Kitchens are featured at the Better Living
Center, New York World's Fair!

Kemper-

KEMPER BROTHERS INCORPORATED * RICHMOND, INDIANA

Pictured at left
Kemper’s V grooved Colony Kitchen in authentic cherry

o
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IN EVERY DIMENSION...
designed for better living with *SPA Southern Pine

Construction utilizes the great strength of pre-shrunk The patio plan provides each room within a pleasant

SPA Southern Pine for simplicity and spacious living. view of a private courtyard. The resilient wood floor
Board-and-batten siding is stained to allow the natural assures walking comfort.

beauty of the grain to delight the eye.

&y

*ra.de-Mrked and oﬂ‘ilally Gade-Marked

For the raised sun deck, pressure-treated Southern Pine
FROM MEMBER MILLS OF THE

ides lasti tecti inst all diti of o 5
provi est iS ;I;grpro ection agalns a conailitions Souther_n Plne ASSOClatlon
conptalls CXpoBure, P. 0. BOX 52468, NEW ORLEANS, LA. 70150
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Buying decisions for F&S Construction Company
are in the hands of seven men.
House & Home calls on all of them...every month.

These are the seven men who make the decisions on building
materials used in F & S Construction Company’s building
projects. F & S has built over 18,000 houses since WW I1.
They’ve built shopping centers, utility systems, community
buildings. Recently they completed a big new condominium
apartment on Chicago’s North Side.

Jack Hoffman, Chairman...Bob Rosner, Executive VP...
Bob Haag, VP and Controller. . .Bill Griffin, VP and Chief
Engineer. . .Lowell Siff, VP for Marketing...Mort Silfin,
VP Sales. . .Len Birnbaum, VP Advertising and Promotion.
They’re in the housing business—and they buy building ma-
terials and equipment from manufacturers whose business

HOUSE & HOME—A McGraw-Hill/Dodge Publication.

APRIL 1965

is selling people like them. Like most other people in the
business of housing, the executive team of F & S Construc-
tion Company uses HOUSE & HOME to be informed about
what’s going on in housing—markets, money, management,
and, naturally, manufactured products.

In the case of F & S Construction, having HOUSE & HOME on
your schedule is the same as making seven sales calls on this
Chicago firm every month. .
Serving the total housing
market, HOUSE & HOME makes
more of these calls than any ..
other industry publication.
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EDITORIAL

Builders don’t kill the goose that laid the

76

We’ve often felt that the building business was
unnecessarily risky. Now we know why.

Although most builders don’t realize it, about
75% of the profit they actually generate goes
into other people’s pockets.

Take the case of a typical successful builder,
George Martin of Louisville. In the last 16 years
Martin has sold 2,200 housing units valued at
$32 million. Their value to the community may
be considered equivalent to an investment of $100
million. (See box at right.) Yet if Martin stopped
building now, he would have to disband his or-
ganization—perhaps even liquidate his company.

Why? Because he hasn’t shared in the continu-
ing business—and profits—generated by his hous-
ing. His 2,200 housing units provide an annual
cash flow of about $4% million for these busi-
nesses in which Martin could—and should—have
an interest:

Cash flow from Present value

2,200 occupied Annual for sale or

housing units profit borrowing

Mortgage

servicing $ 75,000 $ 7,500 $ 150,000
Insurance 264,000 26,400 264,000
Maintenance . wes 576,000 57,600 115,200
Services ... ; 1,795,000 89,750 448,750
Furnishings 681,120 68,112 68,112
Realty ... 1,100,000 13,750 55,000
TOTAL isisicesisigessisst $4,491,120 $263,112 $1,101,062

If Martin had set up his company to handle just
one-fifth of that $4%2 million-plus cash flow, he
would net this year $52,622 and have a business
worth $220,212—all without building a single
house.

Put another way, if he had set about home-
building in the way an automobile dealer sets
about selling cars, he would have more than tri-
pled his income. Like the auto dealer, he would
have kept part of each buyer’s financing costs,
gotten repeat maintenance business, profited from
resales of trade-ins and pocketed part of the in-
surance premiums.

Specifically, here is how Martin might have
shared in the continuing profits generated by his
houses:

e Mortgage servicing. He would not have for-

feited his rights to a share of the servicing profits
from mortgages. And those profits would continue
monthly for an average of 12 to 15 years and
perhaps for 30 or 35 years.

Instead he would have insisted on, say, a ¥8 %
servicing participation. Or he would have started
his own mortgage servicing company or joined
with other builders to service loans jointly. So
today he could count on from 8% to ¥2% of
the income from an estimated $15 million in out-
standing mortgages on his houses—or from
$18,750 to $75,000 a year.

Mortgage servicing is the one area of continuing
profits that some builders, and former builders,
have moved into since World War II.

® Jnsurance. Martin would have retained some
of the fire and homeowners’ insurance premiums,
which probably average $120 a year on his 2,200
housing units. That’s an annual total of $264,000.
And net profit from such insurance is about 10%
—or $26,400 a year.

® Maintenance. Martin would have tapped at
least part of the maintenance business on his
houses. His homebuyers probably spend 1.8%
of their house prices on annual maintenance—or
a yearly total of $576,000, which is more than
most homebuilders gross. He figures this volume is
netting 10%—or a $57,600 annual profit for
other businesses.

At present only co-op and condominium build-
ers are sharing in the maintenance dollar.

e Services. Martin would have shared in the
service income from his houses. His average buyer
pays $816 a year for these services: electric, gas
or fuel-oil energy, $540; water, sewage and waste
collection, $60 each; telephone, $96.

So collectively the services used by Martin’s
2,200 homes generate an annual income of $1,-
795,000—all of which, with one exception, goes
to private and public utilities. Even if these util-
ities net only 5%-—and some net up to 7% —
their yearly profit comes to $89,750. The one ex-
ception: sewage disposal. To build more houses,
Martin was forced into building a sewage plant.
Now that it’s finished, it gives him a yearly net
profit of $45,000 after maintenance and operating
costs and debt service on $680,000 in bonds.

HOUSE & HOME
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golden eggs — they give her away

How could Martin share in other service in-
come? In one way or another, many electric and
gas utilities will provide a builder with allowances
and participations equivalent to as much as $300
to $400 a house, if he offers all-electric or all-gas
homes. Normally the builder pockets these allow-
ances because he needs cash now. But he could
ask the utility to put the money in a trust fund

How much is an occupied
house worth to the community?

The value of an occupied house to the busi-
ness community at large may be considered
to be equivalent to an investment of as much
as 32 times its sale price. As this table
shows, a $20,000 house is worth—in gener-
ated new business—an investment of almost
$70,000. Basis for the table: a single-family
house with a market value of $20,000; capi-
talized values selected at a 5% rate for 40

years.
Capitalized
Annual Value of
Value Income
Use of Shelter
Interestalio el itk L . $1,200 $20,580
G0 e B S 480 8,232
INSUranCe; |, Sl sdiinon 120 2,058
Maintenance .......... 360 6,174
Sub-Total |s . i 2,160 37,044
Capitalized
Annual Value of
Value Income
Use of Services
EneHaYi S A R s 540 9,261
A T e T R 60 1,029
Sewage/ Cuo bl i 60 1,029
Telephone ... . v 96 1,646
Waste Collection ...... 60 1,029
Sub-Total ........ 816 13,994
Capitalized
Annual Value of
Value Income
Comfort and
Aesthetic Benefits
Home Furnishings ..... 600 10,290
Appliances sl et . 240 4,116
Sound Systems
and=Color Vs i o 264 4,527
Sub=Fotal 4., 5os s 1,104 18,933
GRAND TOTAL ... $4,080 $69,972

APRIL 1965

for him. Such a fund, made up of payments on
Martin’s 2,200 homes, would have given him a
nest egg of $660,000 to $880,000. At 4% in-
terest—the prevailing rate—his annual yield would
be $26,400 to $35,200.

® [urnishings. Martin figures his average buyer
spends $1,104 a year for drapes, carpets, furni-
ture, appliances, television, sound systems and
other amenities. He might set up a corporation
to lease all or some of these items (a practice ac-
cepted in some apartments). On a $3,000 furnish-
package, homeowners would pay about 4.3% a
month (allowing a two-year depreciation) for two
years. That could bring a maximum annual cash
flow of $3,405,600 from the 2,200 homes for a
two-year period. Assuming a ten-year life for the
furniture package, average yearly cash flow would
be $681,120, with a profit of $68,112. On the
other hand, the same company might sell furniture
outright from its vantage point in model houses
for about the same profit.

® Realty. There has been a 100% turnover in
Martin’s housing in the last 16 years. If he had
handled half of the re-sales, his average yearly
realty volume could be $1,100,000, his profit
$13,750.

Clearly, Martin cannot capitalize on all six of
these profit opportunities. But if he tapped only
a fifth of their potential, his $52,622 annual earn-
ings would support the overhead of a $1 mil-
lion business. Says Martin, “This can keep you in
business during a downturn. As it is, if you have
a bad year you may have to liquidate your business.
This fact gives builders the name of opportunists,
but most builders are opportunists because they
are forced to be. For instance, a builder who sells
50 houses and makes $50,000 quickly is liquid.
But if he buys land, and spends time and money
planning ahead, he is not liquid.”

If Martin could capitalize on the income he
actually generates, his $1-million business, even
during a housing downturn, would make him a
major factor in his business community.

And he would have escaped the continuing
cycle that makes homebuilding the only business
that liquidates itself automatically.

—RIcHARD W. O’NEILL
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APARTIMENTS
TOWRHOUSES

Fresh ideas for
today’s demanding

multi-family market

Make no mistake—it is a demanding market. Well-designed,
well-planned projects like the one at left are doing fine; less-
than-good projects are running into trouble in all but the
most underbuilt areas.

No one questions the strength of the apartment and town-
house market. Last year 571,000 units were built—more than
double 1960’s output, and 38% of the total housing market.
Many experts predict that this strong basic demand, buoyed
by a record 3.7 million 18-year olds who will get married
this year, will push that figure to 50% by 1968. The national
rental vacancy rate is now about 7.7%, no higher than in
1960, even though more than two million new units have come
on the market; and the bulk of these vacancies are in pre-war,
below-standard units.

But new apartments and townhouses have entered a stage
of intense competition. Last year, for the first time since 1960,
the market dropped. It was a small decrease—about 2% —
but, significantly, it occurred at the same time that builders
and developers all over the country were reporting choosier
tenants and buyers.

On the following 24 pages you will find examples of fresh
ways in which townhouse and apartment developers are meet-
ing this tougher market. These ways include:

Specialized marketing, whereby apartment builders identify
—and build for—specific types of tenants.

Packaged projects, whereby an apartment builder taps the
market of private investors who wish to build and own multi-
family property for income purposes.

Finally—and most importantly—you’ll see apartment and
townhouse projects whose success is due to the essentials of
the market: good design and good land and environmental
planning.

To see the first of these projects, turn the page.

TOWNHOUSE APARTMENTS in Annandale, Va., were
built by Carl Freeman Assoc. Details on p. 92. continued
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APARTMENTS AND TOWNHOUSES continued

T-SHAPED COURT is heavily landscaped. Air

conditioners are mounted under

Martin Linsey

Good landscaping and elegant interiors brought this project full occupancy

80

And the project was an immediate success
despite two obstacles:

1. It is in an area—Mentor, Ohio—that
has an 8% vacancy rate.

2. Nine out of ten tenants were drawn
from nearby Cleveland, which is itself a
competitive apartment area.

Furthermore, the only advertising was
by word of mouth. It proved so effective
that the last section of the 263-unit proj-
ect, scheduled for occupancy by the end of
this year, has been leased since February.

Land planning played a big part in this
success story. All big trees were retained,
and 21 more were transplanted to line the
entrance drive, Large amounts of shrubs,
flowers and ground cover were planted.
And nine of the 50 acres were left as a
park with a swimming pool (in which chil-
dren are given free swimming lessons).

Inside, builder Blaine Lawson offers
features like wall-to-wall carpeting, fire-
places, and built-in bookshelves. Air condi-
tioning, by 16,000-Btu. window units, is

HOUSE & HOME



SITE PLAN groups buildings around a nine-acre
center park with a community swimming pool.

CURVED STAIRCASE is used in two-story apart-
ments. Floor of entry below is flagstone.

Photos: Martin Linsey

ENTRANCE SIDE of building at left has high
columned porch. Careful siting saved big trees.

—plus a'waiting list

ducted to serve entire apartments. Some
apartments have playrooms, and all have
either one- or two-car heated garages.

The buildings—designed by Architect
Nick Ramon—include one-story units with
one or two bedrooms and two-story, town-
house-type units with two or three bed-
rooms. (The latter have proved so popular
that the last section will be all two-story
apartments.) Rents range from $120 to
$194 and average about $172. Average
unit cost was $15,500.

APRIL 1965

GARAGE!

DINING

ONE-STORY UNITS on corner of building have
patios or balconies hidden from each other.

LIVING

BR

B {oFT
—

FLOOR PLANS show townhouse unit, left, and
one-floor unit. Townhouses are most popular.

continued
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TWO-LEVEL HOUSES are staggered to increase
privacy and break up straight-line facades.

Photos: Julius Shulman

Greenbelt planning gives this waterfront condominium both
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The belts are distributed throughout the
project rather than grouped in a few large
areas. Those in the inland area of the
project are cut down as swales (top draw-
ing, right), and those on gently sloping
land near seaside bluffs are terraced down.
Result: noise from the green areas is less
disturbing to the houses, visual privacy is
increased, and houses three or four rows
away from the bluffs have a clear view
of the ocean.

The project.is being built on a 345-acre

portion of the Irvine Ranch of Newport
Beach, Calif. The first half, now under
construction, will include 1,220 units: 750
one-family homes, built in three- or four-
house blocks, and the rest in five high-rise
buildings. The land is not sold outright
with the one-family houses, but is leased
for 75 years.

The project opened in June, and within
two months the first 198 single-family
houses were sold out. They include one-
story units and two-story hillside units,
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FLOOR PLANS show upper levels of houses pic-
tured above. Garages and rec rooms are below.
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openness and privacy

each with two or three bedrooms and
two-car garages.

Nine different plans are offered, includ-
ing uphill models with lower-level garages
facing the street (photo, above) and down-
hill models with lower-level terraces front-
ing on greenbelts (photo, below). Prices
range from $22,000 to $40,000 and aver-
age about $26,500.

Builder: George Holstein Jr. Architect:
Richard Leich. Landscape Architect: Hor-
ace E. Reynolds.

FENCED PATIOS are built on uphill side of two-
story houses. One-story units are in background.

APRIL 1965

| . . ‘ A
SCALE MODEL of first section shows relation
of project to bluffs and bay, in foreground.

SPLIT LEVEL-2-STORY FLAT‘ONE STORY
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(NATURAL)

GRADING SCHEME drops greenbelts below house
grades (rop), provides view of bay (bottom).

GREENBELT runs between rows of houses. This
one includes a pitch-and-putt golf course.

continued
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APARTMENTS AND TOWNHOUSES continued

FRONT ELEVATION shows step-down design. Fin
walls and setbacks add to balcony privacy.

Shrader Studios

SHllraneen.

Hillside apartments that live like townhouses

The nine apartments in this Pittsburgh
building are one-floor units, but they incor-
porate many characteristics of the single-
family townhouse. Items:

I. The building has three main entrances
instead of one. None of them serves more
than four apartments, and the entrance to
the three-level section (bottom drawing,
right) serves only three.

2. Separate garages serve only the apart-
ments immediately above them (photo,
right). Three garages are shared by two

84

apartments, the other is shared by three.

3. Each apartment has an individual
heating and cooling system. (And the
systems include electrostatic air filters.)

Six of the apartments are two-bedroom,
one-bath units; they rent for $225 (or
$250 for corner units). The other three
have three bedrooms and two baths and
rent for $350.

Builder: Paul Kossman Development
Co. Architect: Paul Kossman. Cost (in-
cluding land): $245,000.
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TWO-BEDROOM UNITS are planned so each pair
shares one entry landing. Note plumbing layout.
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3-BEDROOM UNIT
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THREE-BEDROOM UNIT shares entry with apart-
ments at left, has additional entry at right.

D. Datz

garages.
Three-story units are in projecting section at left.

REAR ELEVATION shows separate
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A
TERRACES for ground-level apartments are next
to entrances. Swales relieve the flat terrain.

A three-story project with second-floor patios

The patios are on decks that connect each
pair of buildings (photo, below). There
are two patios per deck, and they serve
the two-story apartments on the second
and third levels of the three-story build-
ings. Open beamed roofs form sunshields
over the patios.

Below each deck are two areas. In the
rear is an enclosed section housing the
third bedrooms of the flanking first-floor
apartments. In the front is an entry court
which serves both the lower-level apart-

ments and, via a stairway to the patio
deck, the upper-level apartments, which
have second-floor entrances.

The project’s 42 units are in four build-
ing groups (plan, right). Lower-level apart-
ments have three bedrooms, rent for $195.
Two 2-story apartments are above each
lower-level unit; they have two bedrooms
and rent for $162.

Builder: David E. Smith Ltd. Architect:
John W. Long. Location: Calgary, Alberta,
Canada.

_.ONE STORY APARTMENT

GROUND-LEVEL UNIT (left) has three bed-
rooms; two-story units (right) have two bedrooms.
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SECOND-FLOOR PATIO has low wood front
fence. Wall, right, separates adjacent patio.
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SITE PLAN shows patio bridges between pairs
of buildings. Parking is kept at sides of site.

Photos: James Paddock



APARTMENTS AND TOWNHOUSES continued

e SR TR
HOUSE-LIKE APPEARANCE is evident in view
from street. Porch in center leads to front doors.

e

This small apartment building looks like a split-level house. . .

And although it appears little larger than
a single-family house, it nevertheless con-
tains 4 two - bedroom apartments — each
with more than 950 sq. ft. of well-planned
living area.

The building, in Columbus, Ohio, was
plannzd as an offset T (drawing, below)
with 2 one-story wings and one two-story
wing. This layout provides unusual privacy
for such a small building: there is a mini-
mum amount of common wall between
units, and no windows in any unit look

into an adjacent unit. A single front entry
serves all four apartments, but each unit
has its own back door. And the upper-level
apartment has a balcony that. opens off the
living room (photo, below).

Five identical buildings—four of them,
grouped around a cul-de-sac—are on the
two-acre site (plan, right). Each apartment
rents for $150.

Builder: Green Terrace Development
Co. Architects: Donald J. Mussawir, Ed
Walker and Dale Stewart.

SITE PLAN shows how 5 four-unit buildings and
parking areas are grouped on two acres.
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TWO-STORY WING is on downhill side of build-
ing. Balcony is off bedroom of upstairs unit.

<+

APARTMENT D
LOWER LEVEL
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APARTMENT C
l LOWER LEVEL

FLOOR PLAN shows one-floor wings, bottom and
right, and two-floor wing, left and far left,
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FLOOR-TO-CEILING WINDOWS open one-bed-
room apartment to view of surrounding woods.

. » » and this smaller one looks like a custom contemporary

For all practical purposes, tenants living in
this two-apartment building are living in
houses. The only link between the two
units is a common utility room that houses
the individual furnaces and hot water
heaters.

This two - unit building, together with
another identical building close by, is the
prototype of a 60 -apartment project
planned for Sterling Forest, a 20,000-acre
industrial-research and residential commu-
nity in Tuxedo, N.Y. As the pictures show,

the land is rolling and heavily wooded, and
the apartments were designed to fit into
this rural atmosphere. The building hugs
the ground, and its siding is naturally-
finished Texture 1-11 plywood. Piers were
used for foundations to preserve the nat-
ural grade of the site.

The one-bedroom apartment rents for
$179, the two-bedroom unit for $219. Cost
of the building without land: $35,000.

Builder: James Gibson. Developer: City
Investing Co. Architect: Charles Winter.
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L-SHAPED PLAN puts two apartments on oppo-
site sides of utility room, gives privacy to both.

FRONT ENTRY of one-bedroom unit is in pro-
jection at left. Living room deck is at right.
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APARTMENTS AND TOWNHOUSES continued

PRIVATE BALCONIES are supported by canti-
levered slab which forms first floor of building.

ENTRY COURT with decorative pool is rimmed
by covered balconies, has open roof above.

Photos: Roger Sturtevant
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FLOOR PLAN shows how eight apartments on
each floor radiate from the central entry court.

An urban apartment with an inside court entry . ..

The court (left) and the covered balconies
overlooking it serve as inexpensive corri-
dors in the 24-unit building. The open
roof above the court brings light to rear
rooms of the apartments. And a pool in
the center of the court makes an attractive
entry feature. Two stairways and an eleva-
tor give access to the upper levels.

Each floor of the building includes 4
one-bedroom units, 2 two-bedroom units
and 2 three-bedroom units which rent for
$135 to $185. The first floor, including the

court, is raised above street grade to make
room for basement garages. Wood bal-
conies (above) at the front and rear of the
building provide outdoor living space for
every unit.

The apartments are in Berkeley, Calif.,
on a 12,000-sq.-ft. site that cost $60,000.
Construction costs were $240,000. So the
average per-unit cost, including land and
improvements, was $12,500.

Builder: Conrad Ambrose.
Roger Lee Assoc.

Architect:




Photos: Joshua Freiwald
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INSET BALCONIES provide extra outdoor privacy.
Wood fence, foreground, is in front of garages. ]
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three

apartment levels and garage set into hillside.

. « - and one with a penthouse community area

The penthouse was designed to appeal to
the apartments’ particular type of tenants
—upper-income couples with no children.
It includes a large activities room, a
kitchen and a sun deck; accommodates up
to 75 people for private parties or commu-
nity activities, and is available to tenants
without charge.

Every apartment has two bedrooms,
two baths and about 1,100 sq. ft. of living
area. Rentals vary from $200 to $235, de-
pending on a unit’s location in the build-

APRIL 1965

ing. Cost, including land, was $134,000—
or $19,500 per unit.

Planned for a sloping site, the building
has five levels. The middle three hold the
apartments; the top, as noted, includes the
penthouse; and the lower level, which
opens to grade on the downhill side,
houses a 15-car garage, plus laundry and
storage areas.

Like the building on the opposite page,
this was built in Berkeley by Conrad
Ambrose, designed by Roger Lee Assoc.

O {0 20 30F¥T
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TYPICAL FLOOR PLAN

PLAN groups four apartments around small,

efficient lobby. Other levels are identical.

: = o o
PENTHOUSE has a large community room, right,
opening to sun deck through sliding glass doors.

continued
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STYLE VARIATIONS include wood or brick sid-
ing, second-floor overhangs, varied window design.

Photos: Stan Begams Bel-Air Photographers

A condominium townhouse project built with traditional styling . ..

Because there are 25 different exterior de-
signs for the 89-house project, entire
blocks, like the one above, can be built
with no design repetition. Plans include
two or three bedrooms; they vary in size
from 1,300 sq. ft. to 1,700 sq. ft. and in
price from $16,000 to $24,000.

These are the first condominium town-

SIMPLE FACADE in colonial style contrasts with

textured appearance of the two flanking houses.

90

houses ever built in Houston, Tex., and
sales—>55 through January—are well ahead
of construction. Interestingly, almost two
thirds of the buyers are former apartment
dwellers. And they apparently prefer the
quiet life; one of the project’s restrictions
is no children under 16.

Features include a fully - equipped

kitchen, air conditioning and individual
locked garages. Attic storage space is ac-
cessible via pull-down stairs. Community
facilities include a garden area with a
swimming pool.

Builder: J. L. Phillips. Architect: Lang-
with, Wilson & King. Total cost: $1,-
820,000.
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UPPER LEVEL,

TWO-BEDROOM PLAN has 1,350 sq. ft. of area.
Well-equipped kitchen includes a washer-dryer,
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FOUR-HOUSE BUILDING has a one-story unit, at
far left behind tree, and four 2-story units.

« « » and a planned-unit project of Spanish design

These townhouses represent an artful mix-
ture of authentic materials and contempo-
rary living. The red tile roof, with its deep
overhang, forms sheltered second-floor bal-
conies and also helps mask the modern
sliding glass doors. Carved wood paneling
makes the garage doors a strong feature of
the design, so they can be in the most con-
venient location—right next to the street—
without spoiling the facade. The buildings
are finished in white stucco, and in the cen-
ter of each four-house building is an arch,

reminiscent of old Spanish missions, which
leads into a two-house entry court.

The project will have 580 townhouses
with two to four bedrooms that will range
in price from $19,000 to $23,350. They
are sited in clusters, with three 4-house
buildings like the one above sited around
square cul-de-sacs.

Builders: Transamerica Development
Corp. and Town & Country Homes. Archi-
tect: Robert E. Jones. Location: Capis-
trano, Calif.
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FIVE FLOOR PLANS in project include one sin-
gle-story house, left, and five 2-story models.
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Plan A sells for $19,700; plan B, $19,600; plan C,

$22,200; plan D, $20,150; plan E, $23,350.

PLAN D

TYPICAL LIVING ROOM has arched brick fire-

Photos: Fred Farish

place that echoes outside entrance arch.
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APARTMENT AND TOWNHOUSES continued

&

fronting on golf course cost an extra $5,000.

PUTTING GREEN is surrounded by lake. Houses

A recreation-oriented condominium project

With 267 units occupied or under con-
struction, this 80-acre, 600-unit project
already had a 10,000-sq.-ft. clubhouse and
community-building complex, a putting
green and a nine-hole, par-three golf
course that winds through the middle of
the site (plan, right, and cover photo).
And an olympic-sized swimming pool will
soon be finished.

The project was designed specifically
for adults. Single residents, or at least one
spouse in a family, must be at least 35
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TWO-BEDEOOM UNIT

FLOOR PLANS include two or three bedrooms,
may be in either one- or two-story buildings.

92

years old, and no children under 18 may
be permanent residents.

Eight floor plans, up to 1,215 sq. ft. in
size, are offered. The smallest unit has one
bedroom and a convertible den; the largest
has two bedrooms, two baths and a con-
vertible den. Prices range from $19,495 to
$28,500, and a premium of $5,000 is
charged for golf-course sites.

Builders: Ray A. Watt and Richard H.
Meine. Designer: Phil Blair. Location:
Torrance, Calif.
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THREE-BEDROOM UNIT

Fred Farish

LAND PLAN is designed around golf course. Rec-
reation center is T-shaped building at far left.
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DAYLIGHT BASEMENTS on downhill side open
to terraces. Balconies are off dining rooms.

Townhouse apartments designed for a rolling site

They look like three-story apartments
but are actually two-story units, built on a
slope, with their basements opening on
grade. So in addition to living space on
the first and second floors, there is an
117 x 16’ basement room that can be used
for recreation or as a fourth bedroom
(plan, below). The basement holds a bath,
utility room and also storage area.

The buildings are part of a project in
Annandale, Va., which will eventually
have 3,000 rental units—including 200
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FOUR-BEDROOM UNIT (above) has 1,450 sq.
ft., three-bedroom unit (right) has 1,170 sq. ft.
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townhouse apartments. Just over 100
townhouse apartments have been built to
date, and they have always been fully oc-
cupied. Rentals vary from $195 for two-
bedroom, 1Y2-bath units without base-
ments (built on level ground) to $270 for
three- or four-bedroom, 2%2-bath units
like those shown above. Costs (not includ-
ing land or land development) were from
$13,500 to $15,000 per unit.

Builder: Carl Freeman Assoc.
itect: Robert J. Schwinn.
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J. Alexander Studio

SITE FLAN

SITE PLAN groups townhouse apartments in
straight rows for maximum use of sloping land.
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Segmented demand: Is today’s apartment

SEGMENTED APARTMENT DEMAND continued

Smart Dallas builders think it is. They
have found that in a market that is
crowded with new apartments, there are
still neglected pockets. Reason:: the apart-
ment market actually breaks down into
distinct groups of rental prospects who, in
turn, form their own specialized markets.
And unless builders aim their projects at
these specialized markets—instead of try-
ing to appeal to everyone—they may well
be courting failure.

Segmented demand exists in every apart-
ment market although it still is latent in
underbuilt markets. One of the best places
to study segmentation is a pie-shaped 45-
square-mile wedge known as North Dallas.
Here, between 1960 and 1963, more than
10,000 apartments were built. And in 1964
builders opened more than 4,000 additional
units and had another 800 under construc-
tion at year end. So, on the face of it,
North Dallas looks like a harshly competi-
tive market. But, in fact, North Dallas
builders are not all competing for the same

apartment market. Instead they are avoid-
ing over-all competition by building for
seven different markets made up of these
seven different renter types:

The young swingers. Born in the baby
boom of the forties, these young people
are making their first impact on the
the housing market. Dallas builders de-
scribe them as unmarried, active, fun-
loving and party-going. They are a particu-
larly strong market in Dallas because of
the many airline stewardesses and nurses
who are based there. And the market will
probably get even stronger because the
city’s high-school enrollment is skyrocket-
ing: Dallas schools will graduate twice as
many pupils in 1967 as in 1962—12,000
versus 6,000.

The young sophisticates. Dallas builders
characterize these rental prospects by
comparing them to the swingers. Generally,
they are older, more mature, less in need
of boisterous companionship. Their higher
level of income and education, combined




market divided into these seven

with ther greater desire for comfort and
individuality, set them off sharply from the
swingers.

Until recently, builders tended to lump
sophisticates and swingers together. But in
an oversupplied market, sophisticates will
snub projects that retain a “swinging” at-
mosphere, regardless of how builders try to
appeal to them.

The newly married. The growing mar-
ket of young couples without children is
part of the widespread increase in young
renters in the North Dallas market. But
the newly married tenants differ from
swingers and sophisticates in one important
respect: their focus is on their future home
rather than their present apartment. They
view their apartment as a transition to fam-
ily life, not (as swingers do) a place to
meet people.

Though newly married couples may have
lived in “swinging” apartments before mar-
riage, marriage has built a barrier between
them and their old friends. As one former

APRIL 1965

swinger told her apartment manager: “It’s
never quite the same after you're married.
You just can’t go on living in the same
apartment anymore.”

The newly married live in apartments be-
cause they are not prepared financially for
a single-family home. But economy is not
a pressing concern to them, mainly because
many young wives work.

The families. Very recently Dallas
builders have discovered a strong demand
for apartments among families with young
children. As the suburban housing market
pushes farther away from the city core,
these families are staying longer and longer
in apartments and, when a second or third
child arrives, even moving to larger apart-
ments instead of buying houses. Some
builders who have built only limited num-
bers of three-bedroom apartments in their
projects find with regret that they have
tapped a market that is larger than they
can handle. These units often fill up before
smaller apartments,

Curt Burgwall

renter types?

The urban oriented. These are generally
former homeowners who have willingly
cut their ties with suburban life and look
forward to a new life in apartments close
to city attractions.

The home oriented. These tenants no
longer need their single-family homes, but,
in contrast, they turn to apartments hoping
to retain some aspects of suburban life.

The job oriented. Such renters live in
apartments to be nearer their jobs. This
group may include single adults who do
not have the interest of the sophisticates,
or widows and divorcees who take jobs
and move to apartments to save money.

These groups are the major demand seg-
ments in Dallas. By and large, they refloct
social patterns that have emerged through-
out the U.S., and as a result they exist—
potentially—in every market. But identify-
ing them is only the first step; the next step
is to find the features that each group
looks for in an apartment project. To see
what Dallas builders found, turn the page.

continued
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SEGMENTED APARTMENT DEMAND continued

DISTINCTIVE
DESIGN

ECONOMY

COMMON
FACILITIES

PRIVACY

What the segmented market wants: here are the combinations

The table above lists the eight features
important to the over-all Dallas rental
market. If a feature is especially important
to one of the seven market segments, the
symbol of that segment appears in the
appropriate column. Specifically:

Swingers want economically priced units,
a package of community facilities, such as
pools, meeting rooms and barbecue pits,
that can be shared by active, gregarious
tenants, and a downtown location conven-
ient to jobs. There are other less marked
trends too. One builder, for example, notes
greater insistence on apartments with built-
in bars and more colorful interiors. But
the features in the table are the ones that
will establish their project as “swinging
apartments.”

Sophisticates look for good architecture
and privacy (apartments that open directly
to large interior courts are shunned). They
want variety in interior design—their
apartment should not be identical with the
one next door—and they want materials

that will blend with their own furnishings.
(Swingers, on the other hand, are satisfied
with furniture provided by the builder,
as long as it is not dowdy or shabby.)

Finally, sophisticates judge an apartment
by the kind of management it has. They
are drawn to leasing agents and managers
who share their own desire for privacy and
good taste. Swingers, in contrast, look for
permissive management.

Both the swingers and the sophisticates
prefer not to mix with older groups. But
they will accept some mixing—even with
families—providing the builder takes cer-
tain precautions. First, the project must be
large. Second, sections for single tenants
and for families should be clearly defined
and separate, and it is especially important
that each segment have its own recreation
area. Third, each section should have
architectural individuality, perhaps even
totally different styles.

Newly marrieds’ wants can best be de-
fined by comparing them to the wants of

HOUSE & HOME



CLOSE - IN
LOCATION

ROOM

INTERIOR
VARIETY

STRONG
MANAGEMENT

Curt Burgwall

of features that rate highest with each of seven rental groups in Dallas

other segments. Unlike swingers, young
married couples do not look for large pools
and interior courtyards. Instead they want
secluded patios opening off their own
apartments. Like the sophisticates, they
prefer managment that emphasizes pri-
vacy and quiet, but unlike the sophisticates,
they are not insistent on individual design
and room variety in their apartments.
Families look at apartments chiefly in
terms of children. Play areas are very im-
portant, which means that apartment
builders who do not have parks, play-
grounds and nurseries in their neighbor-
hood may have to build them into their
projects. The family segment is interested
in economy too, because it is always com-
paring apartments to the alternative of a
single-family home. This does not mean
that apartment builders must keep rents
very low for family tenants. Rather it
means they must always make apparent
the economies inherent in apartment living
(no real estate taxes, no large commuta-
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tion bills, no yard maintenance). Also,
families - are always comparing the living
space in their apartments with the space
offered in private homes. So room size is
especially important to them.
Job-centered tenants are the most flexi-
ble of all the demand segments, and, as a
result, the hardest to define. Job-centered
tenants will vary from market to market,
depending on the type of work—heavy in-
dustry, military, etc.—which dominates the
market. If there is no one dominant indus-
try, job-centered tenants will fit in with
some of the other segments because, as a
group, they have no clearly expressed
tastes in design or facilities. They do, how-
ever, prefer a project with firm manage-
ment. Most of them must live in relatively
inexpensive apartments. And, of course,
job-centered tenants prefer apartments that
are convenient to their jobs.
Home-centered tenants, by definition,
want an apartment that resembles a home.
This means, primarily, roominess and a

clear separation between rooms. In open
plans this can be achieved by differentiating
areas in the apartment with varying wall
and floor materials—mixing paint and
paneling and hard and soft flooring.

Home-centered tenants want privacy,
too. This often means separate entrances,
private patios, master bedroom suites, and
if possible, secluded gardens adjoining their
apartments so they can retain some contact
with the soil.

This segment often brings furniture
from the old home to the new apartment,
and, accordingly, looks for apartment
plans that most nearly resemble houses.

Finally, the home-centered renter pre-
fers an apartment in a residential neighbor-
hood rather than one close to downtown.

Urban-centered tenants, in contrast to
home-centered tenants, tend to be more in-
terested in the design of their project, its
management, its social and recreational
features and its proximity to downtown
attractions.

continued
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SEGMENTED APARTMENT DEMAND continued

HOME-LIKE FACADE with balconies appeals to
home-centered tenants at Ambassador apartments.

POOL-SIDE PARTIES attract swingers to Tom DAY NURSERY and playground draw families to
Lngland’s Plantation House, 95% occupieds Americana apartments (rentals: from $199.50).

How to satisfy the segmented market:

[ As the chart at left shows, three of the six
BECK ANDERSON DFAL ENGLAND HUIE TYCHERl leading builders each specialize in apart-

Y : ; ; . ments for a single segment of the North
. Dallas market, and three build for several
segments.

The specialized approach has the advan-
tage of consistency—especially in mer-
chandising and management. The broad
approach reduces the builder’s vulnerabil-
ity to market slumps—if demand is down
in one segment, it. may be up in another—
and also gives him a chance to upgrade
tenants within his own chain of projects.

But whether they build for one market
segment or for several, the leaders tailor
each of their projects for distinct tenant
types. And this tailoring ranges from the
designs of the apartments themselves to
the facilities that go with them and the way
they are promoted.

The specialists. Builder Harvey Huie has
been exceptionally successful in appealing

SIX TOP BUILDERS aim at different segments of to the swinger market. His ten projects are
the segmented North Dallas apartment market. so clearly geared for a young market that
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DRAMATIC POOL helps attract urban-oriented
tenants to Irving Deal’s Tanglewood West.

CONTEMPORARY ARCHITECTURE and varied
interiors draw sophisticates to Deal’s The Moors.

here are the ways leading builders draw tenants to Dallas apartments

almost 45% of his tenants are under 26
and 80% are under 31. To promote his
projects, Huie holds beauty contests among
his tenants and runs a roommate finding
service for young people who want to share
their apartments.

Like Huie, Builder Martin Tycher is a
specialist, but he concentrates on the home-
centered market. Tycher beams consistent
advertising (frequently by direct mail) at
upper-income homeowners, who are
tempted by apartments with formal dining
rooms, private entrances, paneled dens and
bedroom suites with big closets.

Hal Anderson, another specialist (and
once Texas’ biggest builder of $100,000
homes), has played on the home-centered
tenant’s desire for privacy by building an
entire community of apartments behind o
pink brick wall. Demand has been so great
that Anderson is now building three apart-
ment towers there. They will be the first
high-rise units in North Dallas.

Anderson is also diversifying into lower-

APRIL 1965

rental projects for other market segments
—mnotably families with young children—
but not in North Dallas.

The broad marketers. Apartment Builder
Irving Deal likes to claim that he can offer
tenants anything: “I've got apartments for
the secretary downtown, for her junior
executive boss and for the top man in the
company. When someone grows out of one
of my apartments, I can offer him some-
thing better.” Despite this broad appeal,
Deal does not want swingers, preferring to
concentrate on the sophisticate segment of
the younger market. His newest project,
The Moors (photo, above) appeals to this
segment with its contemporary architec-
ture, winding staircases, built-in bars and
split-level apartment plans.

Bill Beck, also a broad marketer, builds
in the outer sectors of North Dallas—and
thus attracts mature home-oriented tenants
who balk at living close to downtown.
Beck’s three-bedroom units also attract
younger families. But his major appeal,

like Deal’s, is to the sophisticates. This
stems from his emphasis on three of the
features that sophisticates demand—dis-
tinctive architecture, tasteful interiors and
strong management. Beck’s 835 units were
96% occupied last winter during one of
Dallas’ worst rental slumps.

A third broad marketer, Tom England,
builds for three groups—swingers, newly
married couples and families with young
children.

His most successful projects—the Quar-
ters and the Plantation House—are popu-
lar with swingers because of their open
plans, swimming pools, putting greens and
private clubs (in Texas private clubs are
an answer to the state’s ban on taverns).
England also throws pool-side parties
(photo, above), runs a scheduled limou-
sine service to Dallas Love Field (some of
his tenants are airline stewardesses), greets
new tenants with a reception committee
and keeps the club at the Quarters lively
with jazz musicians and entertainment.



APARTIVIENTS
TOWNHOUSLES

L L -
TOP EXECUTIVES* of J. H.
with client to discuss plans for apartment project.

Hedrick Co. meet

$435,000 PROJECT is 48-unit, semi-luxury co-
op built by Hedrick for a group of businessmen.

$218,000 PROJECT with 48 units commands high
rentals even though it is in old, low-rent area.

This apartment team specializes in turn-key

The four men facing the camera are exec-
utives of a company that, since 1947, has
built more than $60 million worth of in-
come property—for other people. In con-
trast to most apartment builders, who build
for their own investment, the J. H. Hed-
rick Co. of Los Angeles builds for people
who know nothing about apartments—
beyond the fact that done right, they can
be excellent investments.

For these people Hedrick provides a
package of services that begins with feasi-
bility studies and potential income analysis;
includes design, a firm contract and a
finished building, and ends with a course
that teaches the investor how to manage
his new apartment.

How sound is this approach?

e In 17 years no Hedrick-built apart-
ment has been foreclosed.

® The vacancy rate in most Hedrick

* (. to r., facing camera): Robert J. Wilson,
executive vice president; Donald W. Richardson,
Staff architect; Stanton T. Stavrum, vice presi-
dent, sales; John H. Hedrick, president.
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projects is well below the area average.

e Many Hedrick clients have come back
to the company for a second, third or even
fourth project.

Most of Hedrick’s clients are retired
people who want the high income which
rental property, with its special deprecia-
tion tax benefits, can provide. They have
enough equity to buy land and to finance
the operation up to the point where a
permanent mortgage is issued. And they
have enough time to manage their prop-
erty.

What they lack is experience in devel-
oping and building apartments. So they
present a ready market for the builder
who can provide the services necessary to
bring a project from vacant land to rented
apartments.

Hedrick’s service starts with a
dry run of a project’s potential

The company first analyzes the site
from both a physical and an economic
viewpoint. Then a design is drawn and

costed out, and a firm contract is offered.
Finally an income analysis shows the po-
tential return on investment plus probable
tax benefits.

At this point the landowner can still
decide against the project, with no obli-
gation beyond payment of a fee for serv-
ices rendered to date. If he decides for
the project, he signs a construction con-
tract. Hedrick then prepares finished draw-
ings and specifications, gets the necessary
permits and licenses, negotiates the most
advantageous construction loan and mort-
gage, builds the apartment and turns it
over to the owner:.

Last, but by no means least, Hedrick
offers the investor a property-management
course on how to rent apartments and
keep them rented.

To run all these services Hedrick has
a staff of more than 150, ranging from top
executives in real estate, financing and de-
sign down to carpenters and painters. No
major responsibilities are turned over to
outsiders.
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Duane C. Alan

Here’s how Hedrick takes a potential
investor from the first inquiry to the
ownership of his new apartment

The first five steps establish economic feasibility, quote firm
costs and estimate the equity capital needed. From this point
the investor can go on with the remaining steps or drop the
idea and pay only for the paper work.

$160,000 PROJECT was built in pime location
—near major freeway ramp. It has 24 units.

L

$109,000 PROJECT with 14 luxury units is
fourth apartment built by Hedrick for same owner.

packages

The company’s main office is in San
Gabriel, a Los Angeles suburb; and it has
branches in San Francisco, San Diego and
Santa Barbara.

Apartments for investors represent
70 % of Hedrick’s volume

And the company is now building 22
such projects with a total of 287 units.

Hedrick projects—four examples are
shown above—have been as small as four
units and as large as 80; the median size
is ten units. Costs range from $4,000 to
$20,000 a unit, depending on the rental
market the building is aimed at.

All apartments are designed and built
to reduce noise transmission between units,
most are air conditioned. And all include
carpeting, drapes, a separate furnace for
each unit, garbage disposers, garages, stor-
age and laundries. In luxury buildings,
patios, balconies, swimming pools, saunas,
shuffle board courts, golf putting greens,
recreation rooms and extra phone service
may be included in the contract.

continued
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APARTMENT PACKAGER continued

Hedrick is just completing its first con-
dominium project—the 34-unit, $1-million
Vista Colina apartments in suburban
Arcadia. The clients are a group of in-
vestors who plan to sell off the units to
individual owners at prices ranging from
$27,900 to $31,950.

The balance of Hedrick’s volume
comes from two other sources

One source is nonresidential income
property. The company has found a grow-
ing interest among physicians, dentists
and lawyers in building office space—
both for their own use and for rental to
other professionals. So Hedrick offers
the same turn-key package with office
buildings as with apartments.

The other source of the company’s vol-
ume—about 10% of the total—is apart-
ments built for its own investment. Hedrick
builds for itself when it finds a piece of
land which has development possibilities
and it knows the project will not conflict
with any client’s interests. But eventu-
ally the buildings are sold for profit—
on the basis of their rent rolls—rather
than held for income and capital appre-
ciation.

Despite its steady repeat business,
Hedrick advertises for new clients

Its continual ad program (cost: $62,000
annually) is aimed at owners of land in
areas zoned for apartments and at inves-
tors or syndicates seeking ownership of
income property.

All ads stress three appeals—design,
quality and price—which were isolated by
a company study of apartment owners.
Owners of both large and small projects
gave design top importance (“What will
my apartment look like?””). Workmanship
was second and price was a distant third.

Another source of leads is an open
house—held when a new building has been
completed but not yet occupied by its ten-
ants. Newspaper ads and direct mailings
to selected lists invite interested land-
owners and investors to inspect the build-
ing and get full details on how they can
develop their own property. Hedrick has
also begun a new program to develop leads.
Late last year the company sponsored a
lecture by a professor of land economics
(subject: “The investment outlook for
multiple housing in southern California™)
which was attended by more than 400 peo-
ple. Other lectures will cover such subjects
as the new tax laws, joint ventures and
apartments versus condominiums.

The company’s profit margin? President
John Hedrick isn’t saying: “If we gave you
too vague a guesstimate, it would be mis-
leading, and if it were too accurate, it
would be overly informative to our com-
petition.”
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FRONT ELEVATION (view A on plan, right) shows
bridges connecting separate buildings.

SWIMMING POOL (view B) is convenient to all
four buildings. Parking area is at right.

This $535,000 luxury apartment

Its owners, an investment group of physi-
cians, paid $105,000 for a one-acre hillside
lot close to a major hospital and medical
center and convenient to all of Los Angeles
via two major freeways. The group then
asked Hedrick to study the feasibility of
building luxury apartments primarily for
renting to other physicians.

The first step was an analysis of the
site. Zoning would have allowed 60 units,
but this would have been economically un-
sound because of high earthmoving costs.
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Photos: Duane C. Alan
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INSIDE COURT (view C) is ehclosed on three
siles by the project’s three. buildings.

1t
sﬂsxém
9 UN{I s

PLOT PLAN puts all buildings on the street-si
leg of the L-shaped uphill site.

project is a typical product of Hedrick’s package system

The final decision: build 47 units, a
number which would combine maximum
financing with a satisfactory rental yield
and which could be built on the easiest-
to-grade portion of the site.

Three buildings were arranged in a hol-
low rectangle on the low side of the land,
and the high side was used for a parking
area. The buildings were connected on two
levels by bridges, so that a single elevator
can serve all units. Balconies were used
instead of interior hallways because they
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are less expensive and easier to maintain.
Design was kept clean and contemporary
to match the adjacent hospital. And the
pool and recreation area were put inside
the rectangle formed by the buildings to
create a self-contained environment.
Once basic floor plans were approved,
the client and Hedrick’s designers chose
features that would make the project
appeal to upper-income tenants without
children. To the normal built-in appliances
and air conditioning they added wall-to-

wall carpeting, wood Kkitchen cabinets,
book shelves, luxury floor and wall cover-
ings and custom-grade hardware and light-
ing fixtures. And they picked one extra
sure to appeal to physicians: a poolside
telephone service. The final cost was
$430,000, plus the $105,000 land.

The building has attracted the profes-
sionals it was designed for: 41 of the 47
units were rented shortly after completion,
and the owners expect full occupancy this
month.
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Laundry space:

how to make it look like

a sales extra instead of an afterthought

104

Any builder who wants an easy edge on his com-
petitors need look no further than that 5 of wall
with the pipe stubs and clectrical outlet that his sales-
man calls the “laundry area.” First, anything added
to this long-neglected space will catch attention.
Second, no matter how small the improvement, the
buyer will accept it uncritically because she has
nothing to compare it with—as she does when judg-
ing the design or convenience of a kitchen or bath.
Even though she may be a second- or third-time buy-
er, chances are her previous laundries were so inade-
quate that even a minimum of good laundry planning
will make her sit up and take notice.

But few builders are exploiting this wide-open
opportunity. The great majority of laundries in to-
day’s new houses are still inadequate in either design
or location, or both. House & HOME discovered
this a few months ago by asking 100 leading builders
how they were handling their laundry areas. Almost
60% were not providing storage facilities specifically
for laundry or laundry accessories. More than 60%
were not including a separate sink or laundry tub.
And 18% were not even providing space or plumb-
ing connections for a laundry.

Of those builders who were trying to upgrade the
laundry area, fewer than 10% were offering a laun-
dry that lived up to these minimum requirements:

1. A 2/6”x5" space to accommodate the average
washer and dryer.

2. One or two overhead cabinets for storing the
average assortment of soaps, stain removers and
other accessories.

3. A shelf over the appliances to hold folded
linens during the sorting of clean laundry. (The tops
of the two appliances are sufficient counter space
for sorting and folding.)

4. A 40”-deep space in front of the machines for
ironing.

5. A closet for storing the ironing board and for
hanging freshly ironed clothes.

6. A sink or tub, unless there is a bathroom or
kitchen sink close at hand.

A minimum laundry center can be made to look
like sheer luxury. The laundry shown at the top of
the page combines all the requirements in 10" of
space plus one extra—a stack of baskets for pre-
sorting soiled linen. While there are six baskets in
this model, three would be adequate: one each for
white, colored and special items of clothing such as
wash-and-wear and synthetics. Another useful and
impressive extra in this laundry: the floor of the
full-length closet is waterproofed for catching the
drippings from wash-and-wear clothes.

A laundry’s design, of course, depends entirely
on its location. A laundry on the main living level
may be placed close to an existing sink and closet
and thereby fulfill the minimum requirements in just
5’ of space. A laundry in the basement, on the other
hand, requires a larger investment because it needs
its own sink, counter and storage space. A good way
to hold down the cost of a fully equipped laundry
is to locate it in an area or room that has a second
function—mudroom, sewing room or workshop, for
example.

So laundry space location should be considered in
the initial planning of a house—and not simply shoe-
horned into an existing plan. The best location, cer-
tainly, is the one that requires fewest steps by the
housewife. That ideal is well illustrated on the
opposite page by a laundry that is not only located
at the source of soiled laundry but is made integral
with it by clean- and soiled-laundry passthroughs.
And there are other possible good locations in almost
any area of a house—kitchen, family room, bath-
room, bedroom, breezeway, garage, hallway, utility
room—and even the patio. The best location is
largely a matter of the best compromise between
cost and convenience.

For a look at some laundry locations and their
comparative merits, see pages 106 and 107.
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The core is located in the hallway of the
sleeping area—source of most dirty laun-
dry—and it is linked to one bathroom and
one bedroom by a pair of unusual pass-
throughs:

Through-the-wall shelves over the dryer
are accessible through doors on both sides
of the wall. Clean linen is stacked on the
shelves from the laundry side and re-
moved from the bathroom side (drawing
and photo, below).

Three through-the-wall drawers are buiit
over the laundry counter between the ap-
pliances and sink. They are side-loaded

|

Two passthroughs save steps in this ideal laundry core

BEDPOOM CLOSHT ,

from either the bathroom or bedroom
(drawing, below, and photo, right), and
the housewife pulls open the drawers from
the laundry side. The top two drawers are
bottomless, so soiled clothes drop right
onto the counter. Each drawer can contain
a different category of laundry, thus elimi-
nating the task of sorting.

Another idea: removable drawers below
the counter for each family member’s
clean clothes (photo, above).

This laundry center was designed for
the Maytag Home Laundry Idea Center by
Architect Jack Swing of Chicago.

T

it

BATHROOKM

BOTTOMLESS
DRAWRE.
{TRBAY BHLOW)

- DRYER WASHBER

L

L
%\J%i\ FOLDING DOOR
i

PLAN OF LAUNDRY CHENTER
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LAUNDRIES continued

Bathroom laundry is also a rear-entry mudroom

It takes up little space, but it nevertheless provides
the basic laundry features. The vanity counter dou-
bles as a laundry counter, and there is a special
laundry sink in addition to the conventional lavatory.
(If space had been even tighter, the lavatory could
have been used for hand laundering). To get even
more mileage out of the bathroom-laundry, the
builder of this split-level, Olin Construction Co. of
Pomona, Calif., has made it the rear-entry traffic
area. (Note: the photo at right is from a house with
its plan reversed from the plan above.)

Lower-level laundry is fed by built-in chute

The chute runs from the upstairs linen closet into
a cabinet over the sink. Without this convenient
means of moving dirty linen from upper-level col-
lecting points, the basement or utility level of a
house makes a less-than-ideal laundry location. The
well-equipped laundry shown here is in a 6’4” x 9’6"
corridor on the lower level of a split-entry house
designed by Architect-Builder Harry Wenning of
Hartsdale, N.Y. Its other features: a counter for
folding clothes, under-counter cabinets and an iron-
ing-board closet with pull-out clothes rack.




Bedroom-area laundry is child’s clean-up center

This location is even more convenient than the bath-
room center on the facing page. It is near the
children’s bedrooms and bathroom; it can be entered
from the yard (through the garage); and it is large
enough—64” x 14’4”—to meet every laundry re-
quirement. Storage and counter space—more than
adequate on the wall containing the washer, dryer
and sink—is supplemented by a 5’ closet on the
opposite wall. Builder Elbert Armold of Indianapolis
includes this attractive work center in a 2,100-sq. ft.
ranch with split sleeping areas.

Larry George

Corridor laundry can be closed off from foyer

It illustrates an important point: if a laundry shares
a part of the living area, the housewife should be
able to close it off when company arrives. In this
two-story house by Perma-Bilt of San Leandro,
Calif., the laundry is screened in two ways: folding
doors are installed directly in front of the appliances,
and a passage door closes off the front end of the
corridor. Because this laundry is on the lower level
of a two-story house, there is a chute (its door is at
left in photo) which brings soiled laundry from the
upstairs bathroom.
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. « « because the subcontractor built it in a shop out of these standardized components

How a heating

Like everyone else in homebuilding, the
heating contractor has watched his labor
and materials costs practically double in
the past dozen years. But to make the heat-
ing man’s position still tougher, a third
problem has been added: in 12 years fur-
nace prices have been cut in half. And
the contractor—pressured by price-cutting
at the retail level and by big-volume build-
ers who can buy directly from manufac-
turers—has had to pass this saving along
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contractor holds down costs

to his customers and somehow make up
the profit loss.

One of the veterans in solving this dil-
emma is Bogen Heating & Air Condition-
ing of Columbus, Ohio, a 43-year-old,
family-owned company that sells more than
$1 million worth of heating and cooling
annually. In Columbus’ harshly competi-
tive tract-house market, where $8 can be
the difference between winning or losing
a bid, Bogen goes as low as $335 for a

heating system (diagram, above)—yet con-
tinues to find ways to widen its profit mar-
gin without raising the builder’s cost.
Bogen’s formula for beating the cost
squeeze:
1. Prefabricate as much ductwork as pos-
sible. Five years ago Bogen started a pro-
gram to standardize heating layout so that
more of it could be preassembled in a
sheet-metal shop (nearly all of Bogen's
new-house heating installations are warm-
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MECHANICS’ BINS in stockroom let them radio
orders ahead, then pick up parts with no waiting.

POWER BREAK is one of three 8 machines to
permit prefabricating of standard 8-long duct.

MECHANIZED WAREHOUSING lets Bogen buy
in large quantities as distributor and contractor.

Time-savers range from radio control to stockpiling

Photo: Bob File

-

RADIO DISPATCHER controls 26 trucks, assigns
service calls and keeps job-progress record.

SHEET-METAL SCALE weighs entire duct system
so shop can keep track of cost per pound.

DUCT STOCKPILE, covering 10,000 sq. ft., is
replenished when heating business is slack.

for his builder customers

air systems). Since then, in its tract-house
work, the company has chopped up to
25% off installation time and now rarely
needs more than one installer to assemble
a job.

Two men—a sales engineer and the in-
stallation  supervisor—spend two days
working over the plan of a builder’s model
to refine the heating system to the simplest
terms possible. They look for ways to mini-
mize bends and elbows and to keep duct
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runs as short as possible. And they may
suggest design changes to permit fewer
registers.

They plan the system around standard
duct lengths of 8 and use 5” pipe, ad-
justed to room needs by dampers, for most
secondary runs (in a custom-house lay-
out, pipe diameter would vary from room
to room). The pipe is slightly oversize
for most rooms, but it helps standardize
the layout and eliminates callbacks. For

fast duct connections at the furnace, a
flexible joint is used.

The final working drawings include a
breakdown of the components, each with
a code number. This is not only for the
benefit of the installer and the prefabri-
cating shop but also for the installation
department, which keeps the component
sketch on file and simply runs off new
copies on a duplicating machine each time
the builder orders that particular system.
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HEATING CONTRACTOR continued

‘You won’t find another sheet-metal shop better mechanized than ours’

2. Tailor the prefab shop to the most
economical duct length. Bogen has deter-
mined that the longest duct one man can
handle conveniently is 8, so its three major
duct-fabricating machines—power shearer,
power cutoff and notcher and power break
(photo, p. 109)—are 8" long (most duct
shops are geared to 3’ and 4’ lengths).
Also, Bogen has set 8”x9” as the com-
pany’s standard duct size because it can
be formed from 36”-wide sheet metal with
only 7/16” of waste.

The shop, which is air conditioned,
makes every type of sheet-metal part for a
heating system, including plenums, enclos-
ures for air-conditioning equipment, and
fasieners (drive strips, S-hooks) for joining
ducts and caps on the job.

It gives Bogen a close check on costs.

For example, all sheet-metal components
for each job are weighed in the shop (photo,
p. 109) to determine cost per pound. If
one of the tract-house systems is modified
because of a plan or design change, the
shop crew knows whether there is a change
in cost by simply comparing weights.
3. Watch costs daily by using accounting
forms and systems that tell the whole
story. When Bogen set up a new cost-
accounting system recently to pinpoint
hidden profit and loss areas, it made its
forms not only more complete but also
faster and easier to fill out. One reason for
this was to get more accurate reports from
workmen. Mechanics now are required to
fill out a daily form that shows the num-
ber of hours spent working, traveling and
waiting, as well as the type of work in-
volved in each job. Installers—who rarely
return to the plant because a field super-
visor keeps them supplied with materials—
help maintain records of how long it takes
to put in the various tract-house systems.

Job progress is followed on a visual card
holder with a vertical channel for each
phase of work. A coded card for each job
is moved from channel to channel by the
radio dispatcher (photo, p. 109) as the job
DIogresses.

The full bill of materials for every instal-
lation job is transferred from the working
sketches to a two-page form by the instal-
lation department, and all equipment is
ordered only from the form. A weekly
inventory report keeps track of stock.

4. Stabilize dollar return by balancing the
work load. Sharp pricing makes tract work
the least profitable of Bogen’s diversified
business. Heating-equipment replacement
and add-on air conditioning are two to
three times more profitable, and the prof-
it margin on new custom-house and com-
mercial systems is at least 25% higher. But
tract work helps Bogen build unit volume
and thus get lower prices from its sup-
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pliers. And, equally important, tract work
—unlike the replacement business and
most custom building—continues through
almost the entire year around Columbus.

So Bogen’s practice is to get the business
of one large tract builder, doing about 150
houses a year, and then take on all the
custom-house and replacement work it can
get. Except for scheduling problems in the
fall months, when the replacement business
reaches its peak and the tract builder is
rushing to get houses under roof, the tract
work helps maintain a steady pace of busi-
ness.

(Another income stabilizer and source
of purchasing power is Bogen Inc., a heat-
ing and cooling equipment distributor in
26 Ohio counties. The Bogens set up this
company in 1955, then made Bogen Heat-
ing & Air Conditioning a subsidiary of
it. Arthur Bogen is president of Bogen Inc.
His brother, Edward, heads Bogen Heat-
ing.)

5. Keep the crew productive all year with
a slack-season program. To guarantee its
mechanics a 40-hour week with a mini-
mum of make-work, Bogen assigns them
to a variety of jobs in its 50,000-sq.-ft.,
five-story plant from mid-December to
March when the furnace business drops
off. They help build up the inventory of
sheet-metal parts (one 10,000-sq.-ft. floor
is used to store stock-size ducts and ple-
nums), rebuild used heating and cooling
equipment for sale to rental properties,
attend training classes on new equipment
and methods (see, below) and work in the
air-conditioning repair shop.

6. Put service on a paying basis. In addi-
tion to its $1-million-plus sales volume,
Bogen has 20,000 service customers repre-
senting an annual volume of more than
$300,000. The company has been servicing
equipment at cost regardless of expired or
nonexistent manufacturers’ guarantees, and
this nonexclusive policy has contributed

BOGEN BROTHERS, Arthur and Edward, are
second-generation owners of 43-year-old company.

importantly to its reputation—as well as to
the reputations of its builder-customers.

But the dollar volume of servicing is
now so large that the company has decided
to try making it profitable by lowering the
cost. Radio control has been installed in
the company’s 26 trucks, 18 to 20 of which
are used for service, so that a dispatcher
can coordinate daily service operations and
minimize the need for trucks to return to
the shop. The basement of Bogen’s plant
has been converted to a garage, where a
full-time mechanic maintains and repairs
the trucks, and all refueling is done from
the company’s own tanks.

7. Upgrade the product, and sell a bigger
package in higher-price markets. Bogen's
average tract-house sale is $425 for a ten-
register system with three or four returns.
Its average custom-house sale is $1,000.
But that is only one reason Bogen concen-
trates its sales efforts on custom work. A
more important reason is this: a custom
job can often be upgraded to include air
conditioning or even total comfort, which
means an air cleaner (from $350 to $800)
and a dehumidifier (from $140 to $200).

Although Bogen sells three to four times

as many furnaces as air conditioners, 1its
dollar volume for residential and com-
mercial air-conditioning jobs is more than
50% of the total. Air conditioning is
clearly the way to beat the cost squeeze in
heating, and two statistics show Bogen is
taking advantage of it: last year 30% of
its cooling installations were in new houses,
and 30 of them were total-comfort systems
—compared with none in 1960.
8. Operate a perpetual staff-training pro-
gram. A large demonstration room in Bo-
gen’s plant contains a complete display of
the company’s equipment, much of it in
installed condition. Here the contractor
runs classes for its own mechanics and also
invites in local builders, architects and en-
gineers to tell them about advances in heat-
ing-cooling technology. Sometimes outside
instructors are brought in to conduct lec-
tures and working sessions for the mechan-
ics, teaching them the wiring and construc-
tion of new equipment and how to check
it out and test it. During the slack season,
Bogen may send a mechanic or one of its
three professional engineers to a manu-
facturer’s school for specialized training
in equipment or system design.

Top management also includes itself in
the learning process. Whenever one of the
Bogens hears of a company that is con-
sidered progressive (by their industry as-
sociations or business publications), they
try to visit it. So far, they have visited
plants in Pittsburgh, Cleveland and on
the West Coast in their search for more
ways to reduce costs and increase profits.

Technology starts on p. 132
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TOP: Left—Colonial Plank; Right—BondWood; BOTTOM: Left—Straight Edge; Right—BondWood Domino

Designed For Castles—Priced For Cottages

The unmatched quality, superb performance and down-to-earth prices
of Harris hardwood flooring . . . BondWood Parquet, Colonial Plank
and Straight Edge Flooring . . . combine to give you more and faster
sales. Join the ever-growing number of cost conscious, sales-minded
builders who specify and use Harris . . . the versatile flooring.

e e et et et e e et e et e e g

SEND FOR FREE COLOR BOOK
DEPARTMENT HH 45

HARRIS MANUFACTURING CO.,
JOHNSON CITY, TENNESSEE

NAME

STREET_

CITY STATE

Finest in flooring since 1898

HARRIS FLOORING

JOHNSON CITY, TENNESSEE

————————— e —
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ne-stop ticket for

more profitable building

The Reynolds Aluminumcomplete
line of aluminum building products
pays you in bigger savings. In lower
handling cost. In lower installed
cost. In much simpler accounting.
Reynolds factory finished products
reduce call-backs and increase
your profits. You have more to sell,
too. Here’s a line that’s unmatched
by any aluminum producer. Take
soffit. It’s self-ventilating and pre-
finished. Its bake-bonded Color-
weld® enamel is the toughest
around. Rust-free, crack-proof,
chip-proof, peel-proof, rot-proof,
warp-proof—maintenance-free as
can be. Slips into place many times
quicker than plywood. It’s got all
these extra selling points and more

—typical of the whole Reynolds
Aluminum line.

Get more profit out of your build-
ing. Call your Reynolds Aluminum
distributor. He'll give you the name
of the nearest Reynolds dealer.
Or, if your present source doesn’t
carry the Reynolds line, ask them
to stock it. They’ll profit, too.

Building Products and
Supply Division products:

Windows e Sliding Glass Doors ® Shingle-
Shakes ¢ Gutters and Downspouts e
Storm and Screen Doors e Attic Vents
and Louvers ® Ornamental Railings and
Columns ¢ Nails ¢ Flashing ® Insulation
and Vapor Barrier ® Shutters ® Roll and
Pan-Al Soffit ¢ Awnings.

| FREE—New Reynolds Aluminum I
I Complete Product Line Literature.
Shows all products and their benefits for you and |
your customers. Send for this new brochure and
I find out why Reynolds Aluminum building products
| are worth more to you and your customers.

I Name

Address

(STREET) (c1rv)

|
|
|
|
Company Name }
|
I
|

| State Zip Code

l MAIL TO: Reynolds Metals Company, Dept. HH-465, I
l_ 325 W. Touhy Ave., Park Ridge, lllinois 60068 _l

REYNOLDS

where new ideas take shape in

ALUMINUM

Watch **The Celebrity Game'’
Thursdays, CBS-TV
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You get so much more with SCHLAGE

Schlage offers 101 different lock
designs—23 different finishes

Waterlily is exclusively Schlage, one example
of the beauty and quality Schlage brings to hardware.
Fresh distinctive beauty of design. All over the world
those who buy, manage, plan or construct residential and

WATERLILY Softly contoured knob is effectively emphasized by the
oxidized brass finish shown here. Also available in other standard finishes.
Knob, 2” diameter; rose, 3% " diameter.

commercial buildings turn to Schlage for the finest in
locks. EH Only Schlage offers such a wide range of
lock designs—101 different designs, with the widest pos-
sible range of different finishes for each design. [H

Your Schlage sales representative can tell you more. Or
write directly to Schlage Lock Company, 2201 Bayshore

Boulevard, San Fran- ®S£H LAGE@
cisco 19, California.

SCHLAGE LOCK COMPANY - SAN FRANCISCO « LOS ANGELES + NEW YORK +« CHICAGO =« VANCOUVER, B.C,
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And now American-Standard brings you

air conditioning
and baseboard

hydronic heating

at prices your home buyers will pay

Here’s quality air conditioning to team up with your
quality hydronic heat. It gives you the combined
savings of factory assembling and easy installation.
And it doesn’t eat up living space. The packaged
evaporator-blower unit, for example, can be tucked
away in the attic, dropped ceiling or even a closet.
The packaged condensing section can be placed out-
side the house. The two units are quickly connected
with pre-charged tubing and only minimum duct-
work is needed. You'll have a year-round comfort
system that is definitely superior because it is engi-

neered to the scientific facts of air behavior. Clean,
draft-free, hot water heat rises in winter from slim
baseboard panels. Filtered cool air descends in sum-
mer from small grilles in or near the ceiling. No
system that forces both warm and cool asr through the
same compromise outlet can match this performance.
You can assure prospects that you are giving them
the best. Get more details and estimates now from
your American-Standard heating contractor. Orwrite
direct to American-Standard, Plumbing and Heating
Division, 40 West 40th St., New York, N.Y. 10018.

B Overhead cooling
O Hydronic baseboard heating

AMERICAN-STANDARD

114 Circle 54 on Reader Service Card
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4. AmEerican-Standard

PLUMBING AND HEATING DIVISION
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When girl meets house, the first
spark of true love is ignited in
the kitchen. Then leave it to
Nevamar to kindle her desire,

Counter tops of genuine
Nevamar laminated plastic just
naturally inspire love at first
sight. And Nevamar keeps its
appeal fresh and bright for a
lifetime. It cheerfully soaks up
generations of knocks, spills,

smears and stains. Comes back
smiling with the wipe of a
damp cloth.

Cabinets surfaced with
Nevamar P-T finish complete
the scene. Made especially for
kitchen cabinets, P-T finish

Circle 55 on Reader Service Card

looks and feels like fine, hand-
rubbed wood. And P-T is plate
finished. The protection is built
in...and stays in.

Call your Nevamar repre-
sentative for samples today.
Then put Nevamar to work
... turning loving looks into
solid sales.

NEVAMAR

TOPS EVERYTHING FOR LASTING BEAUTY
The NEVAMAR Company, Odenton, Maryland
A Division of National Plastic Products Company, Inc.
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The only cost that matters
is cost mstalled.

That’s why you can offer Frigidaire Extra Value...
like this whisper-quiet Custom Imperial Dishwasher...

116

Model DW-IUJ in colors,
white, brushed chrome

Build-in satisfaction . . . build-in

and hold a good, solid, competitive price!

Engineered to save time, cut expense on the job.
Just rough in simple plumbing and wiring, slide dish-
washer into place, and level. Fasten to under-side of
countertop with two screws*, or secure to floor (quick
methods for mounting in concrete or wood). Connect
easy-to-reach fill line, drain, and electrical points, and
it’s done!

Quiet as a kitten. Dependable as clock-work. Beauti-
ful. Spacious. Powerful, too, with new Super-Surge
Washing Action. Let’s face it. Women want dishwash-
ers in their new kitchens; and they know Extra Value
when they see it. Offer both by installing new Frigidaire
Dishwashers in your homes. Do it economically, too,
thanks to low cost installed.

*Countertop must take %;” wood screw.
Otherwise, use easy floor mounting method.

u%. FRIGIDAIRE

PRODUCT OF GENERAL MOTORS

GOLDEN 50
ANNIVERSARY
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se are individual
tiles hand set by a Spanish artisan.
Don'’t believe them. This is sheet
vinyl. A totally new kind of vinyl

Your eyes tell you th

construction called Luran Airtred.
Luran’s Quie
makes this floor far more resilient.
Warmer, more comfortable to

“or of vinyl foam

*Lifetime G
li

VG Il

»

walk on. Blissfully quiet.

Heel marks are masked by surface
-ams can be sealed tig

against dirt and water with

Sandura’s exclus inylweld.

But for all its opulence, this floor

is tough. So tough, we guaran-

tee* it for life. And so long-wearing
O
be pe

al to repl

sa viny floor. You don’t believe it? Thank yu.

it's ideal for your family room,
kitchen, dining room, entrance hall
or den, even basements. Cordov
Brown is the color shown. Also avail-
able in Antique White, Valencia
Green or Seville Beige. See Spani
Tile and other Luran natural-look
vinyl floors (Antique Brick, Un-
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d, Vinylweld, and Q

ermot
Flagstone) at the quality floor
covering retailer near you. For more

glazed Morocco Til
information, write to Sandura
Vinyl Floors, Jenkintown, Pa.

Luran Airtred

A New Sandura Vinyl Floor
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Brighten a kitchen with the cheerful colors and fashionable

lustrous texture of erystalline glazed tile walls made with a
harmonizing ceramic mosaic floor. No smoke or grease can ever
mar the beauty of this sunny-bright kitchen with walls of 392 Cr.
Buckwheat—it wipes clean with a damp cloth. The attractive
ceramic mosaic floor (P53-3191) will last forever and never needs
waxing. Work-saving counter top is 98 Smoke Gray. Plate 125.

Add design interest around the range by using crystalline

glazed scored tile with gay decorated tiles. Original treat-
ments like this add so much sales appeal, yet can cost as little as
85 extra. And this most practical wall is a housewife’s delight for
it will still look new after vears of service. Wall is scored design
SD-1, 362 Cr. Charcoal with inserts Rooster Q-4. Counter is tiled
also, with SD-1, 45 Salt & Pepper. Plate 134. '

Use popular earthtone colors, such as Murray’s Canyon
dew Red quarry tile, to create a floor that blends with the rich
colors of the cabinets, as in this kitchen designed by the Frank
Lloyd Wright Foundation. The tiled counter and backsplash
provide a crisp, clean contrast to the darker tones. Counter:
Scored design SD-5, 97 Gardenia. Backsplash: Contempora J-4.

3 ldeas
~ for kitchens
that will help
sell homes

Color-bright, care-free kitchens that always
look new and sparkling clean do more to sell a
home than any other room. Build them with
walls, floors and countertops of American Olean
ceramic tile . . . the best there is! For a wealth
of sales-building ideas, write for our new booklet
470, “New Decorating Ideas.”

e

CERAMIC TILE

merican
—Olean

| AMERICAN OLEAN TILE COMPANY—EXECUTIVE OFFICES: 2005 CANNON
| AVE., LANSDALE, PA. « MANUFACTURERS OF GLAZED TILE, CERAMIC MOSAICS
l AND MURRAY QUARRY TILE e A SUBSIDIARY OF NATIONAL GYPSUM CO.

. A
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She’s got all the symptoms
that might make her buy your house.

she’s lost
in thought.

(She thinks how she'll never be
bothered with hand dishwashing
again. Not even hand rinsing

with a KitchenAid. About
the time she'll save. Time
for her family. Time
for fun.)

her eyes =
are bright.

(She sees the
KitchenAid dish-
washer. You've

surprised her.
Given her some-
thing special she
can't find in a
lot of homes.)

there’s a lump
in her throat.

(She remembers Mama. How Mama told
her if she gets a dishwasher it should
be a KitchenAid. Because
it works the best. And
it keeps working for
years and years.)

her lips are
quivering.

(She can't wait to tell
Mary and Helen

that she's getting a
a new KitchenAid.
To show off how

pretty it looks in her
kitchen, especially with
its matching front.)

her heart
is pounding.

(She's thrilled. With the idea of
» owning her own KitchenAid dish-
washer. Maybe she doesn't know much
about copper pipes or pre-seasoned wood,
but she does know all about KitchenAid quality.)

Now use your head. Probably no one is going to run out and
buy your new house just because it's got a KitchenAid dishwasher. But when all things
are equal, a KitchenAid is something special that could very well turn a prospect
into a buyer. You don't need a doctor to tell you how to give her these symptoms.
All you need is your KitchenAid man. Quick.

Dishwashers: Built-Ins « Portables « Convertibles— Call your dealer or write Dept. KHH-5, The Hobart Manufacturing Co., Troy, Ohio for free literature.
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TECHNOLOGY

FRONT ELEVATION projects 8 to give garage
adequate depth. Entry is set back at right.

SQUARE ATRIUM is bordered on three sides by
quarry-tiled galleries behind glass doors.

|
FLOOR PLAN, based on four overlapping 16’x36
rectangles, can easily have fourth bedroom.

Home manufacturers’ showcase: a prefabbed atrium house

This is a promotion house — built near
Washington, D.C., by the Home Manu-
facturers Assn. to glamorize the prefab
industry’s image among- homebuyers. It is
also ‘a technologically advanced hdbuse—
designed by Architect Robert Martin
Engelbrecht for efficient mass production.

Most prefabbers have always used mod-
ular design to couple the economy of
standardization with the flexibility de-
manded by diverse buyers in widely scat-
tered markets. But not many have carried

132

modularity as far as it is carried in the
HMA model.

The house is modular both vertically
and horizontally. The module is a universal
one—~8—with a subrhythm of 2’, which
permits the repetition of same-size struc-
tural and finish components inside and out.
For example, few of the plastic-coated
4’x8" siding panels have to be cut, and
when they are cut, it is lengthwise and
at precisely 2. Reasons: wall height is
8 1%4”, all windows are 2’ wide, and all

window frames are wall-high (thus elimi-
nating the cutting of siding for use as
filler strips). The same benefits apply to
the prefinished 4’x8” panels which are used
on all interior walls. And no filler strips
are needed between doors and ceilings be-
cause all doors are 8 high.

Modularity comes naturally because the
plan is symmetrical—four 36’-long rec-
tangles around a 20'x20’ atrium. The
foundation system for each rectangle is
steel I beams on 4’ centers (spanned by

HOUSE & HOME




LUMINOUS CEILING of 2’x2’ panels is suspended
directly from trusses on 2’ centers.

. - .
MODULAR CEILING consists of 4’x16” panels
resting on battens nailed directly to trusses.

PACKAGED CLOSET, used in multiples in bed-
rooms, is 8" high like double-door at its left.

makes the most of modular design

4’x8” panels of 1V8” tongue-and-groove
plywood). And the 20" roof trusses, on
2’ centers, are aligned with the foundation
beams. A wood tee has been nailed to
the bottom chord of every other truss in
the living-dining area (photo and drawing,
above) to carry a ceiling of 2”-thick plas-
tic-coated glass fiber panels and give the
effect of beams. (Unfortunately the panels
were 47%” wide—they are designed for
thin metal tees on 4’ centers—and thus
had to be trimmed about 1” to fit between

APRIL 1965

the 3 ”-thick wood tees.) Nearly every
partition running parallel to the trusses
has been located directly beneath a truss,
so the top plate can be nailed directly to
the bottom chord.

Plan changes are simplified by this
repetition of standard spacing and compo-
nent sizes (e.g., windows are interchange-
able with siding panels). Among the plan
alternatives the architect suggests are a
fourth bedroom (plan, opposite) or a deep
entry court in place of the garage.

SOFFIT SYSTEM of pre-engineered aluminum
includes fascia. Drawing shows wood alternate.

L : S
WASTE SYSTEM of sleeve-joined pipe is attempt
to make plumbing layout more flexible.

Another purpose of the HMA house is to
display advanced product systems. In-
cluded are: two-furnace heating and air
conditioning, hubless waste and soil pipe
(photo, above), two- and three-circuit
luminous ceilings in all baths and kitchen,
metal soffit-fascia system (photo, above).

The house has 1,728 sq. ft. of living
area, plus the atrium and garage. It will
be publicized nationally in a four-color
article in the May issue of Better Homes
& Gardens (circ., 6,500,000).

New products start on p. 137
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Give your client a sidewall he can be proud of:

Red Cedar Grooved Sidewall Shakes

E & HOME




Red cedar grooved sidewall shakes have that
“something extra” that clients can understand —
and appreciate — for years after you’ve made the
sale. These trim, dimensionally squared shakes
give a home a broad, generous look. The
vertical grooved texture picks up oblique light,
which softens a broad expanse of wall. And the
effect is just as good whether the house is tall or
not. Occupants will soon notice the shakes’ .
insulating effect, particularly on a hot day. Add
to all this red cedar’s well-established

resistance to decay, strong winds and weather
and you can see why homeowners everywhere
like them...and tell their friends. Customers and
builders appreciate the low applied cost of
grooved shakes, too. The lowest, in fact,

of any sidewall material of comparable quality.
They're available natural or in a range of
attractive factory-applied colors. Certigroove
shakes are of premium quality — 100% clear,
100% heartwood, 100% edge-grained. For more
information, write to Red Cedar Shingle and
Handsplit Shake Bureau, 5510 White Bldg.,
Seattle, Wash. 98101. (In Canada:

1477 West Pender St., Vancouver 5, B.C.)

This house, designed in Colonial style (upper left), was built
by Metcalf and Co. in Newington, Mass.

The home at the lower left, in Bellevue, Washington, was
built by Bell & Valdez; John Anderson, Architect.

MASTER
A relatively unbroken, deep horizontal shadow line is a feature
of dimensionally squared red cedar grooved sidewall shakes.

CEDAR SHAKES
AUMBER '1,‘ GRADE

The Certigroove label on the carton of red cedar grooved sidewall
shakes is your guarantee of strict-graded quality. The manufacturing
mills subscribe to our standards in order to use this label. And our
inspectors constantly inspect at both mills and jobsites. This label is
profit insurance for you. Don't pay for less.

Dl
e

- N
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Here are 16 good reasons why you should use these
two new Weyerhaeuser products on your next job

136

Vertically laminated beams:

1. Uniformly drier (12% ave. m.c., 15%
max.) than solid beams.

2. Bonded with waterproof glue.

3. Pre-tested for strength. E rating
and f value stamped on every beam.

4. Beautiful in appearance, resist split-
ting, checking and twisting.

5. Treated with water-repellent sealer.
6. Surfaced all four sides.

7. Available from 12’ to 60" in 1’ incre-
ments.

8. Protectively packaged with water-
proof wrapping.

9 :

11.

Laminated wood decking:

1. Uniformly drier (12% ave. m.c., 15%
max.) than solid decking. Resists
splitting, checking, twisting.

2. Bonded with waterproof glue.

3. Pre-tested for strength. E rating
stamped on every piece.

4, Beautiful appearance, face sanded.

Is 400 1bs/M b.f. lighter than solid
decking.

6. Costs about $15.00/M b.f. less to in-
stall than ordinary decking.

7. Available with 75% of lengths 10’ to
16’, maximum of 10% in 8 lengths.

o

8. End-matched to speed construction
and reduce waste. Covers up to 10%
more with same amount of decking.

9.

10.

Write us at Box B-99, Tacoma, Wash. for
two new booklets on vertically laminated
wood beams and laminated wood decking.

11.

Weyerhaeuser

Laminated Wood Products

Circle 68 on Reader Service Card

(if you've already used them, chances are you can add to our list)
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Heating and cooling

NEW PRODUCTS

For more information, circle indicated
number on Reader Service card p. 147

=

Wall-insert heater for bath-
rooms has a 4,302 Btu output to
heat areas of more than 400 cu.
ft. Model 1300, with a sliding on-
off switch, lists for $16.95. De-
luxe Model 1305, at $18.95, has
an adjustable switch. Rangaire,
Cleburne, Tex.

Circle 202 on Reader Service card
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MASTIC COATING bonds radiant vinyl to ceiling. Bubbles are smoothed out with long-handled roller.

Bha

HEATING ELEMENT is knitted thread-wire.

(0

<

PANEL TRIMMING is done with a razor knife.

4

POWER CONNECTION has hole-gripping barbs.

Ceiling electric heat system uses radiant vinyl panels

Installing the sheets (photo, above) is like
laying linoleum on the ceiling. The vinyl,
.060” thick, comes in standard 2’-wide panels
4’ to 14’ long, and in custom panels 26” to
50” wide and 3’ to 12’ long, Inside the sheet
is a patented knitted wire element (photo,
left) which has a heat output of about 17
watts per sq. ft. and operates on 240 volts.
A lead-wire connection, bonded to each
panel, fits into ceiling holes. The standard-
size panels come in a choice of colors and
finishes, but the custom panels are plain—

the manufacturer recommends painting or a
thin sprayed-on acoustical finish.

On the basis of installations in 30 resi-
dences in Ohio, California, North Carolina
and Florida, which have been studied for the
past two winters, the manufacturer estimates
the vinyl is competitive with a gypsum-board
ceiling-heat system introduced four months
ago. Installed cost for the latter ranges from
40¢ to 75¢ per sq. ft. (H&H, Feb.) depending
on design and labor. Goodyear, Akron, Ohio.
(Circle 201 on Reader Service card)

\

Circulating booster has quiet
vibrationless operation plus posi-
tive air control. An air separa-
tion feature is included. Com-
pression tank is directly connected
to the air collection chamber.
ITT Bell & Gossett, Morton
Grove, IlI,

Circle 203 on Reader Service card

Duct heaters are available in
282 standard models rated from
2.5 kw to 160 kw for installation
in any size duct, new or old.
Heaters can be used as primary
heating source or supplementary
source. General Electric, La
Grange, Il1.

Circle 204 on Reader Service card

Humidifier has evaporator pad
horizontally installed. Also in-
cluded is a visual gauge to show
when pad needs attention. Herr-
midifier 490 has an output of 112
gals. an hour and is guaranteed
100% dust free. Herrmidifier,
Lancaster, Pa.

Circle 205 on Reader Service card
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And now American-Standard brings you

The quietest
toilet you never

for the most sumptuous
bathrooms in the finest homes
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heard

Wouldn’t you like to demonstrate

a toilet that flushes in a whisper, never
needs handle jiggling, won't overflow
and ventilates itself (yes, ventilates
itself) every time it’s used?

| | | ]
Her eitis!. quick Tk it tellson thak Gt

American-Standard Luxor* is totally new. The tank is
tucked down low, almost out of sight. Flush the new Luxor
and you can hardly believe your ears, it’s so quiet. Bowl
and tank are one piece of fine vitreous china, so easy to
clean. But this unique toilet promises more. The optional
Vent-Away* toilet ventilator is built right into the Luxor.
At a touch of the flushing button it whisks toilet odors

*TRADEMARK AR&SS CORP.

down the drain. The Vent-Away is fast and thorough, with
no mechanical parts to install, adjust or service.

This toilet stands knee-high to a buyer. Your prospects
have never seen anything so luxurious. Be ready when the
national, 4-color advertising breaks this spring. Ask your
American-Standard plumbing contractor for literature
and prices now or write American-Standard, Plumbing
and Heating Div., 40 W. 40th St., New York, N.Y. 10018.

AMERICAN-STANDAR

APRIL 1965
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What is APCO? APCO is U.S.
Steel Homes' design concept
that utilizes an all-masonry
apartment utility core. It en-
ables you to build garden
apartments faster, more eco-
nomically and with almost com-
plete flexibility. This utility core
is the perfect complement to
U. S. Steel Homes tested and
proven, steel-framed exterior
and interior wall systems.
APCO can be constructed
at any time you choose. The
apartment units are added later,
after the core is complete. ..
the next day...a week later

.. or even months later. Build your APCO
units in the fall — erect your apartments in
You can construct as many
APCO units in a single building as are nec-
essary to service the required number of

the winter.

U. S. Steel Homes
Introduces

APGO

Unique
Apartment
Utility
Core

Design

Charlestown

apartments. One APCO unit
will service 8 apartment units
with all utilities plus laundry or
storage space. Two APCO
units will service 16 apart-
ments, three will service 24
apartments, etc. Build 1, 2 or
3 bedroom apartments and in
mixed combinations.

APCO'S FLEXIBILERY: t AL-
EOWS YOU T O:COMPEETELY
DIVERSIFY YOUR APART-
MENT: BUIE DING: - FAIE®R
T TEATHE INEERSHO RS THE
SIMECAND  THE BEMANDS
OF « Y OUR ‘PAREICUEAR
MARKET! Get complete facts

on U. S. Steel Homes' APCO design today,
and the USSH apartments that make this
package your best multi-family buy. Call
or write, U. S. Steel Homes Division, 2549

Road, New Albany, Indiana.

United States Steel Homes

Division of

United States Steel

Trademark

i
[T

Ll
I

Here Is How APCO Works . ..

A slab foundation is poured to fit a pre-
determined number of apartments plus the
core. The all-masonry APCO unit (or units)
is then constructed in the center of each
8-unit complex. This provides the terminus
for all apartment utilities, stairs, interme-
diate and upper landings.

Size of slab, number of APCO units and
party walls are determined by the number
of apartment units in the complete build-
ing. With these in place, erection of USSH
exterior wall system can begin.

This drawing shows a cut-a-way section of
completed apartments in relation to the
core. The ease and speed made possible
with USSH exterior and interior wall sys-
tems, with their near-fool-proof erection pro-
cedure, will save you time, dollars, and make
possible faster occupancy.
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start on p. 137

Brightly colored lavatories are available in Antique red,

i

Expresso

brown, Jade green, Blueberry and Citron yellow. New colors are
intended to blend with other bathroom fixtures in white and pastels.
Kohler, Kohler, Wis. (Circle 206 on Reader Service card)

S

T Wi

Corner shower unit has a
lightweight shower floor and an
angled shower enclosure. Door
folds open from either side and
panels are unbreakable. Floor
surface is nonskid. Seven colors
are " offered:  Size: 36/ x-"36%.
Showerfold Door Corp., Chicago.
Circle 207 on Reader Service card

Glass-fiber bathtubs are ship-
ped in molded plastic protec-
tors. Tubs can be installed while
house is framed, so units can be
shipped directly to job site and
stored outside. Protector elimi-
nates settlement of dirt. Univer-
sal-Rundle, New Castle, Pa.

Circle 208 on Reader Service card

Cval lavatory, called the Corona, is vitreous china. A soap receptacle
is hidden under front rim. Basin is offered in seven colors and white
and in two models, Early American (above) and Rose Spray. Crane
Co., Johnstown, Pa. (Circle 209 on Reader Service card)

Receptor tub is shower-stall size (38” x 39” x 12”). The manufac-
turer suggests the unit is ideal for elderly people because of low sides,
corner seat, showering footrest and convenient faucet control. Ameri-
can-Standard, New York City. (Circle 210 on Reader Service card)

Wall tiles called Wenczel
Weave are sculptured ceramic
tiles with a continuous basket
weave pattern. Nondirectional de-
signs come in white, gray, blue,
pink, cinnamon, aqua, beige spar-
kle and white sparkle. Wenczel
Tile Co., Trenton, N.J.

Circle 211 on Reader Service card

APRIL 1965

Recessed bathroom cabinet
has stainless steel trim, full length
piano hinges and seamless one-
piece body. Cabinet is reversible
for right or left hand opening.
Mirror gives cameo effect be-
cause of patterned setting. Dura
Steel Prods., Los Angeles.

Circle 212 on Reader Service card

Danish-cut mirror is made of
plate glass highlighted with ro-
settes. Twin cabinet with 29” x
19” wall opening lists for $68.30.
Single cabinet has 13%” x 19”
wall opening and lists for $34.15.
General Bathroom Products, Elk
Grove Village, Il1.

Circle 213 on Reader Service card

China lavatory for countertops
has a fittings ledge designed into
the 19” x 17” oval. Advantages of
the integral ledge, according to
the manufacturer, are narrower
countertops and drainage into the
basin. American-Standard, New
York City.

Circle 214 on Reader Service card

New products continued on p. 151
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This could be

a 5,250,000 question.
Are you ready

to answerit?

When 5% million readers of LIFE magazine take a look at this ad,
things are going to happen! We don’t know just how many of
them will be asking you the $1.00 question, but we'll bet you
get some action.

And, after reading this ad, a lot of people will know why
they're getting added value when they buy a home with
Insulite Vinyl-Bond Siding.

Insulite is ready with the silver dollars, be sure you're
ready with the answers to their questions on painting
costs and the whole story on Vinyl-Bond Siding.

If you'd like more information, write us. But
hurry, the ad runs in the April 30 issue.

INSULITE
Ys SIDING

Ontario Paper Company,
Minneapolis, Minnesota 55402

MANDO
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NE SHVER DOLLAR

If you ask on

» question when you visit 8 model home

Ask how much you'd save
on paintinggbscosts inl0
years if you build with new
Insulite Vinyl-Bond Siding!

Besuuiful Insulite Vinyl-Bond Siding i so durable we pusraniee in writing
that the finish won's Blister, peel or crack for 10 years. You shouldn’t have 1o
paint it for ot least that lone

Any butlder should be able 1o figure out just what that could save you in
painting costs from now till 1975, Bui, we'll save hima figtle time by snswering
hw other questions you might have about Vinvik-Bond right here

For g @

What's it made of? Vimi-Bond Siding is made of the same wood fiber
il wsed in regular Ins @ matenal that's been

ite Primed Siding
W an over SELOOO homes since 1987,

What about the coating? 1o the busic board, we tst fuse 2 laver of tough
fiber 1

fased 1o the sudin

Next ong and then a second cont of liguid vinvi is
w high-temperature baking process This s the same

APRIL 1965

kind of tough, imdusrislquality coating that protecis washers and devers
even rattroad cars that carry corrosive chemicals

How about colors? Vinyi-Bond is available in 4 beantiful casvto-match
colors: Super White, Seaspray Green, Sandstone, and Whisper Gray
How does it come? You can get regular borizontal lap siding. or plain
panels for vertical board and batten construction.

How do you care for it? Under normal conditions of exposure

. YOu just
wash it off. That's all for a1 least 10 vears

1f you request it, we'll send you a complete brochure on Vinsl-Bond Siding
when we wend you vour dellar, but .

Don’t farget the big gquestion. Be sure to tuke this coupon when you
visit madel homes. Ask the builder just how much vou ceuld save o8 paimt
costs i 10 vears if you build with Insulite Vinyl-Bond Siding

PUT THE ANSWER HERE

That's how much you could save with
insulite Vinyl-Bond Siding
Antach the budder's business card tor his sales ropress
this coupon gnd send 110
Insitite Vi b-Bomd Sading, Box 9388
5t Paul. Minnesotg 3177
W't see that sou get your silver
valuable dollar sou ever carned b

'y cardi to

far 0t conld be the eanest and mos

S wtate
Lt 1t & fansly. Coupom

(e vans whers [

INSULITE.

wons SIDING

st b prstmassad betore midaght, June 15 19ES
iEnted TaRed GF DEROreILE FERNLTOG Ty e

O e e i . 2 S o S . o . o

Circle 70 on Reader Service Card

143




w6 wm s
e B

Under a single roof...

30 roofing, siding, sheathing, insulation, lath, plaster,
and wallboard catalogs.

These catalogs are built into Sweet’s Light Construction
Catalog File. Pre-filed, permanently bound, triple-indexed,
up-to-date.

As convenient as a patio roof...and just as useful. Saves
time, makes it easy to evaluate and compare products or to
make a point with a prospective home buyer. Sweet’s is
always there...within easy reach...to help you build, to help
you sell.

Sweet’s information supply also includes: structural
systems...building materials...kitchen, bath, furnishings...

doors...windows, skylights...hardware, door, window
equipment...flooring, floor, wall covering...surfacing,
paneling, paints...mechanical and electrical equipment...
builders tools.

A few words of caution though.
Sweet’s is so useful that it becomes
habit forming.

Sweet's Catalog Service, F.W. Dodge
Co., Division of McGraw-Hill, Inc., 330
West 42nd Street, New York, N.Y. 10036

81.6 % OF NAHB MEMBERS NAMED SWEET’S NO. 1 PRODUCT INFORMATION SOURCE.
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Remehlber Styrofoam.

(Use it to insulate masonry walls. Finish with wallboard or plaster.
Costs about the same as furred, uninsulated walls. Good deal?)

You bet. That's one of the things you'll like about Styrofoam® FR brand
insulation—its versatility in accepting finishes for masonry walls.

Going to use wallboard? Easy does it. Styrofoam FR applies quickly to walls
with the help of Styrotac® bonding adhesive. No furring. Then wallboard goes up.
No nails to “pop" or holes to fill.

Or if you're using plaster, it can be applied directly to Styrofoam FR.

This insulation’s textured surface provides an excellent key for

wet plaster. And eliminates the need for furring and lathing.

Whichever method you use, Styrofoam FR resists the passage of moisture,
eliminates the need for a vapor barrier, takes care of itself.

Permanently. The result is a solid, insulated wall at nearly

the same cost as a furred, uninsulated wall.

To make Styrofoam FR even more memorable, we've made it blue.

There's nothing like it. For more facts worth remembering,

see Sweet's Light Construction File 4a/Do.

Or write us. The Dow Chemical Company,

Plastics Sales Department 1321BP4, Midland, Michigan,

Styrofoam is Dow's registered trademark
for expanded polystyrene produced by

an exclusive manufacturing process.
Accept no substitutes . .. look for this trademark
on all Styrofoam brand insulation board.

0.K. Now forget it.

(You'll never have to worry about it again.)

T
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X-panda
SHELF o

“WINNER”’

in Del Webb’s
SUN CITY
RESEARCH HOUSE

Smart builders like the dollar-saving features of X-Panda Shelf — customer-pleasing,
strong steel shelving that installs for less because there is never any sawing, fitting, paint-
ing or hook rail needed. Home buyers like X-Panda Shelf, too — proven by one of America’s
most successful consumer-and-quality-conscious builders — Del Webb. They report:

“During the recent opening of our Research House to the residents of
Sun City, Arizona, X-Panda Shelf won approval over wood shelving and
over a competitive product by a comfortable margin. On new models here
in Sun City, X-Panda Shelf will be given every consideration when
closet shelving is selected.”

HARVEY SHAHAN
NEW PRODUCTS RESEARCH
DEL E. WEBB CORPORATION

X-PANDA SHELF is factory finished in five fashion
colors . . . with Bonderized steel construction . . . in a
variety of styles to fit any type of wardrobe, linen or
utility closet — including continuous shelving on stor-
age walls. Send coupon for details.

S OR PERFORMANGE
NS 7,

X-PANDA SHELF CARRIES THE -;fGood Housekeeping/:'f; SEAL OF GUARANTEE!

e, SUMRANTEES
“MENT og perunp 10 SO

ENEEEEEEE NN NN NN NN EEEEEEAENSNENENEEEEEN
H&H

' Please send information on X-Panda Shelf, plus other proven
h < products co. products in the Home Comfort line as follows:

home comfort W soxes pincevite . - yENT_A-SYSTEM attic ventilation [ LOUVERS & SHUTTERS
Phone 309 385-4323
[ Name
Firm
Address
City State Zip

146 Circle 87 on Reader Service Card

ZIP CODE
SPEEDS
YOUR

ARCELS

1. Packages are shipped
by more direct route.

2. They are handled
fewer times.

3. There is less chance
of damage.

ZIP Codes
keep postal costs
down but only if
you use them.
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start on p. 137

Exterior materials

Exterior deck surfacing is made up of a waterproof, elastic base
sheet bonded to the deck and a surface of resilient tile. Decking is
said to be completely watertight. Cost: $2 to $2.50 a sq. ft. including
labor. Armstrong, Lancaster, Pa. (Circle 231 on Reader Service card)

d . Lo . i
Three-dimensional concrete blocks create light-diffusing interior
and exterior screen walls. Units measure 8” x 8” x 4”, weigh 4 Ibs.
and cost $1.50 a unit. Available in beige and off-white. Arts for Archi-
tecture, Garden City Park, N.Y. (Circle 232 on Reader Service card)

Waterproofed wallboard comes in regular or type X gypsum core.
When installed, material can be painted, wall papered or tiled. The
manufacturer suggests its use for breezways and soffits. Kaiser Gypsum
Co., San Francisco. (Circle 233 on Reader Service card)

New products continued on p. 152

<€ Circle 73 on Reader Service Card
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Olympic Solid Color Stains
can do anything paint can do.

(Except crack, peel, or blister.)

Don’t ever make the mistake of thinking that paint doesn’t have
its place. It does. Used over plasterboard, concrete, stone, metal
or what-have-you, paint is dandy stuff.

But when it comes to wood, nothing does a better job than
Olympic Solid Color Stain. Take the
word of W. H. Litchfield, President
of Puget Construction Company,
Inc., Seattle, Washington. Mr. Litch-
field says, ’Olympic Stain definitely
looks better for years longer. That's
why we've used it for years. Because
it can’t crack, peel or blister, we
never have any complaints when we
use Olympic Stain.”

The reason for Olympic’s high performance ? Olympic Stain soaks
in. Unlike paint it doesn’t hide the texture or form a film. Olympic
penetrates — actually becomes a part of the wood.

That's because Olympic is designed especially for wood. Its whole
purpose in life is to make exterior woods look good, years longer.
And that's exactly what it does. We guarantee it.

FORANEWA.I.A.BROCHUREAND COLOR SAMPLES ON WOOD, WRITE :
OLYMPIC STAIN, 1118 N.W. LEARY WAY, SEATTLE, WASHINGTON 98107
Circle 74 on Reader Service Card 151
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nobody but nobody
tailors a disposer line to [it
your project and your price
—like In-Sink-Erator

Low cost homes? Medium priced? Deluxe? Custom? Apartment buildings?
Makes no difference. There’s a blue-ribbon quality In-Sink-Erator, with
exclusive money-saving features, that’s perfect for your particular needs.

For instance, take Model 77, world’s most popular continuous feed
disposer. The patented automatic reversing switch makes it last twice as
long because the disposer grinds in both directions. Exclusive Self-Service
‘Wrench frees accidental jams, cuts down complaints and costly call-backs.

Exclusive Detergent Shield prevents corrosion damage from harmful
caustic agents. And nobody ofters a 5-year protective warranty the equal
of In-Sink-Erators!

Get all the facts. Call your Plumbing Contractor. Or write for full
information and free sales aids.

D@@In Sink *Erator
Originator and perfecter of the garbage disposer

IN-SINK-ERATOR MANUFACTURING CO. * RAGINE, WIS,

152 Citcle 75 on Reader Service Card

Tapes and adhesives

&

Panel adhesive is said to make installation of plywood paneling

50% faster than with nailing. Consistency of adhesive allows ample
time to move panels into perfect alignment before final bonding. U.S.
Plywood, New York City. (Circle 215 on Reader Service card)

High-strength contact adhesive produces bonds between a large

variety of core and facing materials. The reinforced elastomer is excep-
tionally strong as illustrated by the torn plywood above. Swift & Co.,
Chicago. (Circle 216 on Reader Service card)

ke i
Double-faced tape is used to
speed installation of metal wall
files. Quick Stick tape has release
paper on both sides. Scissors are
the only installation tool needed.

Tape eliminates mastics and
clean-up work. Vikon Tile, Wash-
ington, N.J.

Circle 217 on Reader Service card

Epoxy adhesive comes in a
3% ounce Meter Tube which
automatically mixes the resin and
its hardener in the proper pro-
portions. Poxy Putty bonds to-
gether almost any kind of mate-

rials. It lists for $2. Permalite
Plastics, Costa Mesa, Calif.
Circle 218 on Reader Service card
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New masking tape (lower
roll) grabs surface on slightest
contact, provides 100% surface
adhesion. Scotch tape #232 re-
portedly provides sharper, cleaner
edges for painting and better
holding for packaging and splic-
ing. 3 M Co., St. Paul.

Circle 219 on Reader Service card

Wallboard adhesi\ie is designed for trowel or spotting application

Ceiling-to-wall tape is de-
signed to conceal ragged edges
where fitted ceiling tiles meet
walls. The preshaped white vinyl
tape, backed with a pressure-sen-
sitive adhesive, retails for 11¢ a
ft. Tape may be painted. My-Ko
Chemical, Milwaukee.

Circle 220 on Reader Service card

of foamed plastics, plasterboard, plywood and other decorative panel-
ing in above-grade installations. No clamps, braces or nails are used.
Armstrong Cork, Lancaster, Pa. (Circle 221 on Reader Service card)

Low-cost panel adhesive is
applied with a caulking gun. It
does not require disengagement
of the panel from the studs after
application as do some other sys-
tems. Panels can be applied up
to 30 minutes after the adhesive.
Evans Prods., Portland, Ore.

Circle 222 on Reader Service card

APRIL 1965

Sound deadening tape uses
friction, tension and counterac-
tion to reduce noise in ductwork,
motors, blowers, cabinets and
other metal surfaces. Self-adher-
ing, metallic-like Quietape comes
in 2’ strips. Daubert Chemical,
Oak Brook, Ill.

Circle 223 on Reader Service card

New products continued on p. 154

THE COMPETITIVE EDGE

WITH °

ALLIANCE

®

FRICTION _
T Er e et

What a pleasant surprise, when prospects find this quality conve-
nience already installed on your houses! Choose from three types
of Genie radio, remote control garage door operators — friction,
chain and gear — to fit your building needs. All are available from
one convenient source —Alliance. m Genie is distributed nationally.
Factory service is available everywhere. Contact Alliance today
for full information.

GENIE KEEPS YOU IN THE DRIVER'S SEAT!

*

The Alliance Manufacturing Co., Inc. @
Alliance, Ohio
(Subsidiary of Consolidated Electronics Industries Corp.)
One of theworld’s largest producers of Sub-Fractional H.P. Motors. Manufacturers of
the famous Alliance Tenna-Rotor and Genie Remote Control Garage Door Operators.

Circle 76 on Reader Service Card 153




(In the East and Midwest): Rainy

More people
are using
our heads
these days.

Professionals concerned with irrigation
have been using our sprinkler heads for
a third of a century.

Now, more of these people are pick-
ing our brains, as well. They find the
Rain Bird Factory and Distributor Con-
sulting Service invaluable. And it's free
to professionals for most jobs.

It saves you a lot of time. And it in-
sures you specify the equipment exactly
right for the job to be done.

Just call, or write us, or your Rain
Bird distributor. If required we’ll visit
the project site prior to construction to
evaluate the problems. We'll figure the
budget with you, discuss and illustrate
the design criteria, and provide a com-
plete sprinkler system specification for
the equipment and installation proced-
ures. We can visit the site again, during
construction, to smooth out any field
problems.

We can provide complete or partial
turf irrigation systems, complete piping
schematics, pumping plant details and
water costs.

Next tough irrigation design problem,
why not keep your head —and use ours?

Raiv  BIRD

Sprinkler Sales, Div. L. R. Nelson Mfg. Co., Inc.,

1012 West Pioneer Parkway, Peoria, lllinois, Phone 309 685-7656.
(In the West): Rain Bird Sprinkler Mfg. Corp., Glendora, Calif., Phone 213 335-1203.
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Circle 77 on Reader Service Card

Production equipment
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Drainage ditch excavator has V-shaped bucket that excavates
trenches with a 12” flat bottom and a maximum 71”7 width. It digs
smooth, finished ditches in a single pass without clean-up or hand work.
American Poclain, Rahway, N.J. (Circle 224 on Reader Service card)

L St

Tractor crawler series offers
three bulldozers, a loader, back-
hoes, sideboom, ripper, cable
plow and specialized logging
equipment. JD350 is powered by
a high torque three-cylinder en-
gine in both gasoline and Diesel
versions. John Deere, Moline, Ill.
Circle 226 on Reader Service card

offered with a body 18” longer
than the regular model. Called
the Econoline SuperVan, it can

carry 23% more cargo than
standard models and long items
like 14’ lengths of pipe. Ford
Motor Co., Dearborn, Mich.

Circle 225 on Reader Service card

Small excavator has 2-cu.-ft. all-position bucket, a low silhouette
and only 3.7 psi ground pressure which permits it to be used to dig
beside existing buildings. It can dig to a depth of 11 ft. Harnischfeger,
Milwaukee. (Circle 227 on Reader Service card)

;2
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start on p. 137

Backhoe-loader is an integrally designed unit with a single full-
swivel seat from which driver can control all operations. Clark 700 has
an 18 6” backhoe reach and an 80”-wide bucket loader. Clark Equip-
ment Co., Battle Creek,Mich. (Circle 228 on Reader Service card)

Half-cab truck ecasily trans- Compact backhoe handles

ports extra-long building mater-
ials and equipment. The Contrac-
tor has a cab only 34” wide and
can be mounted on Ford, Chev-
rolet, Dodge, GMC or IHC
chassis with 122” or 125” wheel-
bases. DeKalb Body, DeKalb, IlI.
Circle 229 on Reader Service card

75% of the ditching done by a
conventional backhoe for one
third the investment. The Little
Monster moves up to 2% mph
on the job but can be towed at
highway speeds. It digs to depths
of 8'4”. Davis Mfg., Wichita.

Circle 230 on Reader Service card

Wheel loader has articulated steering that can turn 35° to either side
and swings the full 70° in 2.5 seconds. The 22,500-1b. loader has dual
brakes for each axle, a static tipping load rating of 16,750 lbs. straight
ahead and 15,250 Ibs. in full turn. Caterpillar, Peoria.

New products continued on p. 156
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THERMA[DL

STEAM BATHS

“ ..newest
status
symbol”

—LO0OK
Magazine

i

They speed new home sales
and apartment rentals!

Here’s the exciting feature you’ve been looking for to make you stand out from
the competition. The Thermasol Steam Bath is the bathroom luxury everyone
is talking about. It draws attention to your ads; lures traffic to your model
homes and apartments; helps close sales and leases faster, at higher profits.
People tell friends about your homes and apartments—and newspapers write
about them—when there’s a Thermasol in the bathroom! Real Estate Forum
says it’s “a must for the progressive builder.”

Thermasol is inexpensively installed in any bathroom . . . under con-
struction or already built. The stall shower or tub doubles as a steam room,
and serves its normal use as well. Thermasol takes up no bathroom space. An
amazingly compact steam generator hides away in vanity, closet, ceiling or
floor. A steam outlet head and timer switch complete the set-up. FHA-ap-
proved, Thermasol adds only a small fraction to the cost of a bathroom. For

"apartments, the equipment can be leased for as little as 22¢ a day.

Safe, simple, foolproof, Thermasol is U.L.-listed and guaranteed against
steam damage to tile, bathroom walls or decor.

As easy to use as a shower bath—and even easier to install—the Thermasol

Steam Bath is the most appealing home “appliance” you can offer.

Mail Coupon or Phone Collect for Details — (212) MU 4-7766

Thermasol Ltd., 101 Park Avenue, New York, N. Y. 10017

Please send complete literature on Thermasol individual Home and Apartment I
Steam Baths. |

Circle 78 on Reader Service Card
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l Meet Reading Body's on ven,ence' |
I newtrademark, 1
| Ready” Kangaroo. There's a right place for all your tools 1
1 She has an outside and equipment in the job-planned |
1 f°:.""°"me"" compartments of a Reading Utility |
1 S Body. Everything stays at your finger- |
1 tips . . . nothing lost, strayed or 1
1 stolen. You'll be happy with the time 1
1 » , and money you save on every job! 1
| -/ | L [
| /’. 1
| , S 1
| 1
1 : 0
| 7 1
l £ I
} Don’t Pile It... :
1 FILE It...in a ./ 1
| = 1
: EADING '
1 JOB-PLANNED UTILITY BODY |
i |
l Made by master mechanics for master mechanics. See |
| your local truck dealer . . . or for name of local distributor |
‘ send this advertisement with your name and address. 1

~~ READING BODY WORKS, INC., Dept. HH-45,420 Gregg Avenue, Reading, Penna. 'l
Circle 79 on Reader Service Card

 MELTERS

s

the feature that melts snow...sells more homes

Give prospects something special to think about—Chromalox electric
snow-melting step mats that make steps safe at the flip of a switch.
This ready-to-install assembly is specially designed for embedding in
concrete steps. Basic 2-step and 3-step mats can be combined for four
or more steps. Other Chromalox snow melting equipment available for
driveways and sidewalks. Write today for Bulletin M60100.

WM-518

CHROMALOX electric heat .-

Edwin L. Wiegand Company, 7770 Thomas Blvd., Pittsburgh, Pa. 15208

Circle 80 on Reader Service Card

Gas fireplace has remote push-button control.

Seven models are

available, including a custom model with a variety of facing materials.
Installation takes an hour and costs half as much as masonry fireplaces.
Dyna Mfg., Los Angeles (Circle 239 on Reader Service card)

Charcoal cooking grille can be used in any standard fireplace that
has a flue. Barbecue has space for charcoal and a 20”x12” cooking
area. Portable unit can also be used outdoors. Majestic, Huntington,
Ind. (Circle 240 on Reader Service card)

| e

Smoke and heat detector
sounds warning signal when 4%
per ft. obscuration by smoke par-
ticles exists. A red pilot light re-
mains lit to show unit is in good
working order. Operates on stand-
ard current. Edwards, Norwalk,
Conn.

Circle 241 on Reader Service card

Fire protection device de-
tects smoke and combustion gas-
ses before flame starts. Unit fits
flush with ceiling and works on
110 volts. Pilot light assures
proper functioning and shows lo-
cation of danger when alarm is
sounded. BRK, Skokie, IlI.

Circle 242 on Reader Service card
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Intercom system has an or-
gan chime that plays through the
apartment speaker. Individual and
entire-unit volume control are in-
cluded. Available finishes include
sprayed aluminum and brass or
solid brass. Jensen Inds., Los
Angeles.

Circle 243 on Reader Service card

NEW PRODUCTS

start on p. 137

Decorator fireplace is port-
able. Called Glo-Lite, fireplace
can be installed in four hours.
Factory built unit is 36” high
with a 7” flue. Available in red
or black porcelain. Thulman
Eastern Corp., Ellicott City, Md.
Price: '$98:50.

Circle 244 on Reader Service card

£

Shelf and pole brackets in one piece support shelf and two poles.
Closet unit is made of steel finished with white baked enamel. Wooden
hook strip and clothes hooks are not necessary. Barney Gardner, St.

Paul, Minn. (Circle 245 on Reader Service card)

Heavy-duty railing of wrought
iron is weld-free and has sculp-
tured top rail. No drilling is nec-
essary for installation. Rust-free
“Durado” railings come in heights
from 29” to 44” and in 4’, 5’ and
6’ lengths. Versa Prods., Lodi,
Ohio.

Circle 246 on Reader Service card
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Gas barbecue has ceramic
briquets that give even heat, are
self-cleaning and long lasting.
Burner is of cast iron, rest of unit
is rust-proof cast aluminum. Two
models available, one for perma-
nent installation. O’Keefe & Mer-
ritt, Los Angeles.

Circle 247 on Reader Service card

New literature starts on p. 159

Get TWO terrific new showerall
flexible showers for only

*20°0

RETAIL PRICE: $24.95 EA.

Here's why we're offering you this steal of a deal: We want you to watch your
wife fall in love with the SHOWERALL you install in your own home. Then see
the same head-over-heels response from every woman who spots spectacular
SHOWERALL in your model home! Husbands flip for it, too. Here’s why:

SHOWERALL is a totally new concept in bathroom “beautility”...so news-
worthy it was hailed editorially in the N.Y. Times!

SHOWERALL is a unique two-in-wonder hand shower and wall shower that travels
breeze-easily from tub to basin!

SHOWERALL is the happiest way to wash youngsters, oldsters, invalids, every-
one right down to Rover!

SHOWERALL is distinctively styled with chic phone-shaped shower head of
super-sturdy Cycolac...handsome top-quality fittings throughout!
SHOWERALL is the surefire clincher that can make your model homes real
showplaces...turn prospects into live customers!

So don't stall! Take advantage of this
amazing SHOWERALL offer pronto! Be
sure to include name and address of
%> model home. Offer includes display

.| material that tells and sells prospects
" on SHOWERALL!

MODEL C

JACLO, INC.
P.0. BOX 122 PRATT STA., BKLYN, N.Y.

P Q\«\ | understand that, to take advantage of

seler Y this wonderful offer, | promise to install
kil one unit in a model home. Enclosed find

fibewitn | tbswin
Shouts ?’;:ger. % my check (or bill me) for $20.00, cover-
@ s ) ing purchase of TWO (2). .. SHOWERALLS
f 'Y
,--1 = ) 4 "z
7 N showera

MODEL A_MODEL B__MODEL C__

Name & Address of my model home.
Name & Address of my plumbing supply dealer or contractor.

My name
Address
City. State. Zip.

Circle 81 on Reader Setvice Card 357




and can save your customer up to 30% in heating and cooling costs

This new, unitized siding was developed for the
builder who finds himself dealing with home buyers
who are getting a lot smarter about insulation.
Preformed interlocking panels are backed with
closed-cell rigid urethane foam that is permanently
bonded to the substrate to form a strong, weather-
proof, moisture- and fire-resistant barrier that can
save up to 309, in home heating and cooling costs.
Urethane-backed aluminum siding is accepted by the
Architectural Standards Division of the FHA.
Urethane foam’s high efficiency as an insulating
and structural material is well-known and established
in the refrigeration and transportation fields. Now you
can build its sales advantages into your structures
with pre-finished panels that complete the painting,

Circle 89 on Reader Service Card

insulating and siding jobs in one quick operation.

This is another development from the fast-moving
urethane foam industry that is engineering home-
building improvements designed to give the home
owner a better buy for his money and to put more of
the profit dollar into your pocket.

Write for the full story about urethane building
products and a list of urethane material suppliers
who are ready to serve you with
cost-saving methods you’ll find
hard to believe—until you check
out the arithmetic yourself.

MOBAY CHEMICAL COMPANY
Code HO-4, Pittsburgh, Pa. 15205

First in Urethane Chemistry

HOUSE & HOME



NEW LITERATURE

For copies of free literature, circle the indicated
number on the Reader Service card, page 147.

Morgan-Wightman lists 640 more items

The new building materials cata-
log has 152 pages, up 18 pages
from last year, and includes a
14-page full-color section. Many
new nationally known and ad-
vertised products have been
added to its already large selec-

tion of standard and specialty
items. New quantity discounts
and a uniform freight charge
plan make mail order purchases
more attractive for builders. Mor-
gan Wi~htman, St. Louis.

Circle 302 on Reader Service card

DFPA siding booklet has 32 full-color pictures

Called Guide to Distinctive Ply-
wood Sidings, the booklet is de-
signed to help builders and archi-
tects specify and select plywood
sidings. Most of the apartment
buildings and single-family houses
shown as examples are of con-
temporary or transitional style,
but a few traditional houses are
included. Detail drawings show
various applications, both over
sheathing and directly fastened
to studs. Window and door de-
tails for both types of applica-
tion are also included.

discusses the insulation value of
wall sections with plywood sid-
ings, also covers strength tests
and durability.

Types of siding included in the
guide are: Texture 1-11, channel-
grooved, saw-textured, striated,
overlaid and coated plywood de-
signs. Vertical and horizontal
applications are shown for most
types. A folder listing manufac-
turers of each type of siding is
included with the 24-page book-
let. American Plywood Associ-
ation (prFrA), Tacoma, Wash.

built-in
four-slice
toaster

Mo

- choose §cccczrzoorz

built-ins for better kitchens

g

Range Hoods

FREE...SEND TODAY!
Complete catalogs, includ-

E |l

Can Openers “Kitchen Kaddys” Shutters

ing product specifications,
to help you design better,
more beautiful kitchens.

Another section of the booklet Circle 301 on Reader Service card

Georgia Pacific issues catalog with prices

The 62-page booklet combines
seven separate catalogs into one
convenient three-ring binding.
The sections cover: 1) decorative
paneling, 2) overlaid, surfaced
and specialty plywood, 3) soft-
wood plywood, 4) siding and
sheathing, 5) hardboards, 6)
composition boards and 7) Ap-
palachian and Southern hard-
woods. Almost every product is

shown with colored photographs
of every type of wood available.
Specification data, physical prop-
erties and list prices are also in-
cluded. Sections are thumb-in-
dexed with a detailed product
index for each section. The
catalog ends with a list of sales
offices and distribution centers.
Georgia-Pacific, Portland, Ore.

Circle 303 on Reader Service card

U.S. Gypsum offers partition selector

Designed in the form of a slide-
rule, the selector gives instant
information on sound and fire
ratings and physical character-
istics of 24 different types of
partition assemblies. ‘- Thickness,
weight, cress-section drawings,

components needed and nonload
bearing height limits are also
given. The slide rule case is
printed with a selector guide for
dry-wall screws. United States
Gypsum, Chicago.

Circle 304 on Reader Service card

Walipaper Council issues decorating guide

The 24-page, full-color booklet
is illustrated with handsome
photographs showing how to use
wallpaper professionally. It dis-
cusses textures, color schemes,
patterns, moods and contempo-
rary and traditional periods. It
shows how to use wallpaper in
living rooms, dining rooms, bed-
rooms, kitchens and bathrooms.
Though primarily a consumer

booklet, it is full of good ideas
for builders and decorators. How
to Decorate with Wallpaper was
written by Mary Davis Gillies,
Senior Editor of McCall’s maga-
zine. It carries a cover price of
25¢ and is available in bulk at
$9 for 50 copies.

Write to: Wallpaper Council,
969 Third Ave., New York City,
N.Y., 10022.

Weyerhaeuser catalog of 62 prefinished panels

The 8-page booklet contains color
illustrations, descriptions, and
long- and short-form specifica-
tions on every stock type of hard-
wood plywood offered by this
company. Four grades are cov-
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ered: architectural grade, custom
specified, Craftwall and Forestglo.
Many of the items listed are
priced. Weyerhaeuser Co., Ta-
coma, Wash.

Circle 305 on Reader Service card

New literature continued on p. 161

Dept. HH-1

e

Desks Ironing Centers  Vent Fans

SWANSON MANUFACTURING CO.

607 S. Washington St. « Owosso, Mich. 48867
Circle 83 on Reader Service Card

Radio Intercoms

This Act of
Congress takes
the risk out of

getting rich in the
motel business.

High profit Congress Inn franchises are being awarded to more major builders
than any other category of successful business leaders.

By this new Act of Congress, your building “know-how” is joined with the
knowledge and experience of Congress International motel specialists. A new
Congress Inn franchise is being awarded every 48 hours.

This Act of Congress provides you with:

A full scale economic survey. Complete preliminary plans, based on, and
right (in size) for your site.

A detailed financial package ready for financing presentation.

Training of your staff or management services if you prefer.

Advertising, promotional and public relations campaigns to fil
your Congress Inn rooms.

The most important investment minute of your life is this
minute! Take the minute. Fill in this coupon.

Franichise Div. Dept. HH9 yName
Congress International, Inc.

7880 Biscayne Blvd. Address.
Miami, Florida 33138
Gentlemen: Clty,
.You!' Act of Congress State Zip No
intrigues me.
.I'm interested. Rush details. | Telephone No
Circle 84 on Reader Service Card 159
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HOLIDAY INNS CHOSE
HUNTER HEATLINER CONVECTION BASEBOARD
(electric heat as modern as the revolving restaurant on top!)

Chicago visitors will find welcome warmth at the
new high-rise Holiday Inn on North Lake Shore
Drive. Every room has Hunter Heatliners—as con-
venient as the five-story garage with spiraling
traffic ramp . . . as dependable as the Holiday Inn
reputation for style and service. Hunter’s Heatliner
is a natural choice for first class motor hotels, as
well as homes, offices and apartments.

Six lengths, two power levels — Individual ther-
mostats permit room-to-room variations of indoor
climate. Architects can choose from six lengths (3,

Hunter

ELECTRIC HEAT
W Mitohloss!

ﬁ,; My = HUNTER ALSO MAKES CEILING CABLE, WALL,
® S BATHROOM AND PORTABLE HEATERS

Circle 85 on Reader Service Card

4, 5, 6, 8 and 10 feet), two power levels (187 or
250 watts per lineal foot). Beige finish blends with
any decor (or units can be painted to match walls,
woodwork). The Heatliner Baseboard is a Hunter
engineering triumph. It’s NEMA Verified, UL ap-
proved, easy to install, completely safe—backed
by Hunter’s 80 years of experience.

SEND COUPON TODAY FOR CATALOG:

Hunter Division, Robbins & Myers, Inc.
2508 Frisco Ave., Memphis, Tenn.—38114
Please send Hunter Electric Heat catalog to:

Name

Company

Address

HOUSE & HOME
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Catalogs

ARCHITECTURAL METAL PRODUCTS. 36 pages.
Bronze and other metal railings, contemporary
trellage designs, decorative screen systems and
expansion-joint covers. Julius Blum, Carlstadt,
N.J. (Circle 308 on Reader Service card)

FLusH Dpoors. 20 pages. Standard constructions
and special purpose constructions (e.g., lead-
lined and static shielded doors) are illustrated
along with technical information and suggested
specifications. U.S. Plywood Corp., New York
City. (Circle 309 on Reader Service card)

SOUND CONTROL. 12 pages. Sixteen systems of
sound control for floors and walls are illustrated,
described and rated for sound transmission. Cost
index figures permit accurate estimation of local
costs of each system. Celotex Corp., Chicago.
(Circle 306 on Reader Service card)

FOUNDATION DRAINAGE. 4 pages. Importance of
proper drainage, use of pitch-fibre pipe and
proper installation procedures are described and
illustrated. Bituminous Pipe Institute, South Mil-
waukee, Wis. (Circle 307 on Reader Service
card)

SOUND-DEADENING BOARD. 4 pages. Methods for
using polystyrene foam/paper laminate in wall,
ceiling and flooring applications. Monsanto Co.,

St. Louis. (Circle 310 on Reader Service card) FREE GLAss BOOKLET OPENS TH E DOOR
PRESURFACED WALL PANELS. 8 pages. Specifica- To N EW co N c E PTS lN D E co R B EAUTY

tions, detail drawings and photographs of cur-
tain-wall panels faced with ceramic tile, traver-
tine, slate, granite, limestone, marble and aggre-
gates. Mosaic Tile Co., Cleveland, Ohio. (Circle
311 on Reader Service card)

OUTDOOR LIGHTING. 32 pages. Cast aluminum
bulb holders and decorative shaded fixtures for
outdoor use. Colored lenses, canopies, cover
plates and other accessories. Swivelier, New
York City. (Circle 312 on Reader Service card)

Product bulletins

MULTI-PURPOSE HYDRONIC HEATING SYSTEM. 6
pages. Combines hydronic heating, domestic hot
water, indirect swimming pool heating and snow
melting system into a compact multi-purpose
unit. Dimensions, diagrams and descriptions are
included. Raypak Co., El Monte, Calif. (Circle
313 on Reader Service card)

PACKAGED LIGHTING CONTROLS. 16 pages. Multiple
dimming systems for churches, schools, amateur
theaters, night clubs, lodges, motion picture thea-
ters and display windows. Superior Electric Co.,
Bristol, Conn. (Circle 325 on Reader Service
card)

MINERAL FIBER SIDING PANELS. 4 pages. Colors
are shown. Advantages and warranty are dis- ; o i ¢
cussed. Philip Carey Mfg., Cincinnati. (Circle Get this exciting new booklet featuring dramatic textures

333 Reader Servi card ‘ :
PR Py in patterned glass. Actual photographs, many in color,

HOME USES FOR CLEAR ACRYLIC PLASTIC. Six fold- illustrate countless ways to brighten and beautify homes
ers show how and where to use plexiglas for

sliding cabinet doors, luminous ceilings, room with translucent, light diffusing glass by Mississippi. Plan
dividers, shower enclosures, storm doors, wind e § 3
screens and valence lighting strips. Rohm & Haas now to add lustre to living for your clients with
Co., Philadelphia. (Circle 327 on Reader Service

eardl) Mississippi Glass . .. the modern material that makes

daylight a vibrant, interestin art of any home interi
FLOODLIGHTING. 16 pages. Incandescent and mer- yliig ! 9: P y ks

cury-vapor fixtures and accessories for floodlight- +..in every room in the house. Send today. Request

ing applications. For industrial, commercial and .

school applications. Thomas Industries Inc,, booklet, ““Decorative Glass’. Address Department 9.

Louisville, Ky. (Circle 328 on Reader Service

card)

WROUGHT-IRON RAILINGS. Catalog sheet. Prefab- M P P

ricated railings that adjust to any size or slope DRLG l s s I s s I I

and can be installed with hand tools. Photo- S ~ WORKERS
graphs, drawings, description and instructions. 2 - GLASS COMPANY “:‘ui'uma‘::
Versa Products, Lodi, Ohio. (Circle 326 on ot 88 Angelica Street ¢ St. Louis, Missouri 63147

Reader Service card)
NEW YORK e CHICAGO s FULLERTON, CALIFORNIA

New literature continued on p. 163 LARGEST DOMESTIC MANUFACTURER OF ROLLED, FIGURED AND WIRED GLASS
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ADVERTISERS’

Page
153 Alliance Mfg. Co.
118 American Olean Tile Co.
114,138,139 American Radiator & Standard
Sanitary Corp.
120,121  Andersen Corporation

166, 3rd Cover

Armstrong Cork Company
(Floor Division)

4 B. F. Goodrich Chemical Co.
123  Barwick Mills, Inc., E. T.
48  Bestwall Gypsum Co.
69 Bruce Co., Inc., E. L. (Floor-
ing Division)
33,34 Bryant Manufacturing Co.
28.29 Cambridge Tile Mfg. Co.
119 Carrier Air Conditioning Co.
44,45 Celotex Corp.
42  Chemstrand Corp.
66,67 Chevrolet (Div. of General
Motors Corp.)
56S2,SW1  Columns, Incorporated
56W3,SW2 Con-Fab Equipment Co.
2nd Cover  Congoleum-Nairn, Inc.
159 Congress International, Inc.
S6E3  Connecticut Silica Co. (Div. of
Ottawa Silica Co.)
23 Connor Lumber & Land Co.
56WS5  Crystal Silica Company (Div.
of Ottawa Silica Co.)
18 Delta Faucet Corporation
122 *Dodge Corp., E.tW.
163 Donley Brothers Co.
145 Dow Chemical Co., The
46 Elkay Manufacturing Co.
4th Cover Emerson Electric Co. (Builder
Products Div.)
36,37,56W1  Evans Products Company
56S2,SW1 Evergreen Sales Co., Inc.
71  Float-Away Door Company
116  Frigidaire Div. (General
Motors Corp.)
32  Fuller Company, H. B.
56W6  Fuller Paint Co., W. P.
56W2  Gail International Corp.
126  General Electric Co.
149, 150 Georgia Pacific Corp.
40,41 Gerber Plumbing Fixtures Corp.
26 Goodyear Tire & Rubber Co.
(Flooring Div.)
54 Hardeman, Inc., Paul
111  Harris Manufacturing Co.
16 Homasote Company
146 Home Comfort Products Co.
43 Home Ventilating Institute
160 Hunter Div. (Robbins & Myers,
Inc.)
31 I-XL Furniture Co., Inc.
152 In Sink Erator Mfg. Co.
142, 143 Insulite Div. (Minnesota &
Ontario Paper Co.)
127-130  International Harvester Co.

INDEX

157 Jaclo, Inc.
6,7 Janitrol Div. (Midland Ross
Corp.)
56W2 Jensen industries
72,73 Kemper Brothers
19 Kentile, Inc.
131  KitchenAid Home Dishwasher
Div. (Hobart Mfg. Co.)
124 Kitchen Kompact, Inc.
53 Kohler Company
56N4  Leigh Products, Inc.
22  Lennox Industries, Inc.
50 Luxaire Div. (C. A. Olsen Mfg.
€o;)
56E4,N1,M1 Malta Mfg. Company
56N2,M2 Maze Co., W. H.
161  Mississippi Glass Co.
158 Mobay Chemical Co.
20,21 Moe Light Div. (Thomas
Industries)
51 Mosaic Tile Co.
62,63 National Lumber Mfrs. Assn.
115 Nevamar Co. (Div. of Na-
tional Plastic Products Co.)
1,2 Nutone, Inc.
151 Olympic Stained Products Co.
54 Paragon Swimming Pool Co.,
Inc.
38,39  Pittsburgh Plate Glass Co.
49  Pope & Talbot, Inc.
11-14  Portland Cement Association
56W7-W10, Price Pfister Brass Mfz. Co.
SW3-SW6
154 Rain Bird Sprinkler Corp.
156 Reading Body Works, Inc.
134,135 Red Cedar Shingle & Handsplit
Shake Bureau
112 Reynolds Metals Company
117 Sandura Company
113  Schlage Lock Co.
30 Schlegel Mfg. Co., The
24,25 Scholz Homes, Inc.
74  Southern Pine Association
125  Structural Clay Products
Institute
159  Swanson Manufacturing Co.
144  Sweet’s Catalog Service
68 Temco, Inc.
155 Thermasol
64,65 Tile Council of America
56S4 U. S. Ceramic Tile Co.
55,56  United States Plywood Corp.
140 U. S. Steel Homes (Div. of
U. S. Steel)
56E5,E6, N5  United States Steel
N6, M3, M4

The advertising index and reader service numbers published by W denotes Western edition

HOUSE & HOME is a service to its readers. HOUSE & HOME does
not assume responsibility to advertisers for errors or omissions.
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M denotes Mid-Western edition
N denotes North Central edition
E denotes Eastern edition
S denotes Southern edition
SW denotes Swing edition

10  Western Wood Products

58-61  Westinghouse Electric Corp.
136 Weyerhaeuser Company
(Wood Products Div.)
47,156 Wiezand Co., Edwin L.
S6El  Woodco Corp.
S56E2,N3,S1  Youngstown Kitchens (Div. of

Mullins Mfg. Corp.)

52 Zonolite Div. (Grace & Co.,
W. R.)
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CONTINUOUS DOOR HINGES. 4 pages plus price
list and instruction sheet for new extruded and
anodized aluminum full-length door hinges.
Roton Corp., Coral Gables, Fla. (Circle 319 on
Reader Service card)

THREE-DIMENSIONAL CERAMIC-TILE FACING. 12
pages. Installation pictures in color of 12~
squares used as exterior wall coverings. Inter-
pace, Los Angeles. (Circle 320 on Reader Serv-
ice card)

SLIDING GLASS PATIO DOORS. 2 pages. Sizes and
installation details of aluminum doors with ad-
justable inside vinyl casing. H. Howard Frazer
Co., Cincinnati. (Circle 321 on Reader Service
card)

COLOR MASONRY CEMENT. 4 pages. Color chart
and specifications for custom colors and stand-
ard colors. Medusa Portland Cement Co., Cleve-
land, Ohio. (Circle 322 on Reader Service card)

SUBMERSIBLE PUMP. 4 pages. Description plus
selection chart for pumps with capacities rang-
ing from 100 to over 1400 GpH. Reda Pump Co.,
Bartlesville, Okla. (Circle 323 on Reader Service
card)

PREFINISHED RED CEDAR SHAKES. 8 pages. Shakes,
shake panels (up to 8" long), hand-split shakes,
metal corners and colored nails are shown and
described. Shakertown Corp., Cleveland, Ohio.
(Circle 324 on Reader Service card)

STEEL BOILER RATINGS. 32 pages. Contains all
ratings of steel boilers in effect on Aug. 17, 1964,
Institute of Boiler and Radiator Mfgs. New
York City. (Circle 314 on Reader Service card)

ARCHITECTURAL DESIGN DATA. Folder with 9
two-page inserts covering design, installation and
mounting of Plexiglas panels. Rohm & Haas,
Phila. (Circle 315 on Reader Service card)

RESILIENT FLOORS. 28 pages. Technical and in-
stallation data, specifications. Congoleum-Nairn,
Kearny, N.J. (Circle 316 on Reader Service
card)

GLASS AND ALUMINUM DOORS. 4 pages. Heavy-
duty aluminum-framed panel door is described.
Advantages and specifications are given. Alumi-
naire, Phoenix. (Circle 334 on Reader Service
card)

ExPANSION coupLERS. Catalog sheet. Piston slide-
type couplers to compensate for expansion in
fin-tube baseboard heating systems. Description,
specifications, diagrams and a chart for easy
determination of the linear expansion of copper
tubing. American Tube and Controls Inc., West
Warwick, R.I. (Circle 330 on Reader Service
card)

Technical Literature

MANUAL OF GYPSUM LATHING AND PLASTERING. 40
pages. Photographs, charts and tables cover plas-
ter bases, basecoat plasters, aggregates, finish
coat plasters, types of finishes, design factors and
solutions to plaster problems. Gypsum Assn.,
Chicago. (Circle 337 on Reader Service card)

Woobp DECKING. 8 pages. Tables, drawings and
photographs describe patterns, sizes, grades, spe-
cies, properties, insulation and fire resistance
factors, nailing and span systems, span tables,
deflection, allowable stresses, pitched-roof design
and specifications. Potlatch, Chicago. (Circle 339
on Reader Service card)

CORRUGATED ASBESTOS-CEMENT ROOFING AND SID-
ING. 4 pages. Construction details show staggered
and straight-joint application, square and cut
corner sheets, fasteners, clips and bolts, ridge and
corner rolls and asphalt felt enclosure strips.
Specifications are given. Philip Carey Mfg., Cin-
cinnati. (Circle 340 on Reader Service card)
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DONLEY
DOES!

With fireplace equipment in place, and inaccessible, you
want dependability . . . a smoke-free fireplace to assure
customer satisfaction and protect your profit.

This means Donley. Dampers up to 96”. . . ash dumps . . .
ashpit and flue cleanout doors . . . are available in a full
range of sizes for any type and style of fireplace. For com-
plete fireplace units, choose from six sizes of the popular
Donley Heatsaver line.

Get all the facts. Insist on Donley from your dealer or
write today for free, full-line catalog.

The Donley Brothers Company
13981 Miles Avenue
Cleveland, Ohio 44105

Circle 88 on Reader Service Card

OFFERS THE
FINEST LINE
OF FIREPLACE
EQUIPMENT
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A HOUSE & HOME MESSAGE TO HOUSING INDUSTRY ADVERTISERS

If you have the slightest doubt about the
statement above, House & Home suggests



FOR YOUR
-MEDIA

and here’s the proof:  FACT FILE

Builders and contractors top rate House & Home . . . so do
dealers, wholesalers, prefabbers, architects, realtors, ap-
praisers and lenders . . . all the men who evaluate, specify
and buy residential building materials and equipment.

In 66 out of 70 studies conducted since 1952 these impor-
tant customers and prospects of yours have voted House
& Home their preferred magazine by a better than 2 to
1 margin!

These studies have varied widely in sponsorship (building
product manufacturers, advertising agencies, House &
Home and other publications) . . . in technique (mail, tele-
phone, personal interview) ... and in readership and
preference questions (they have been phrased in more
than a dozen different ways).

But despite their diversity, their thousands of replies have
produced just one fact: House & Home is, by far, the pre-
ferred magazine of your best customers and prospects —
year after year.

Ask your House & Home representative for a copy of
“Patterns of Publication Preference in Housing and Light
Construction.”” It wraps up the results of all 70 studies,
offers you the most conclusive evidence of customer mag-
azine preference ever compiled in this field.

Run your own test. House & Home will conduct and pay for
surveys requested by advertisers or agencies if the follow-
ing conditions are met: Maximum mailing of 1,000 to a list
selected by mutual agreement. Advertiser or agency must
participate in the making up of the questionnaire. House &
Home reserves the right to edit the questionnaire in the
interests of good research. A magazine preference question
must be included. Tabulation will be done by the client or
an outside agency. The client will write House & Home a
letter detailing the results and give permission for House &
Home to use it in selling. If you wish to go into this offer in

Fact 1

As a McGraw-Hill/Dodge mag-
azine, House & Home is the
only publication in this field
with continuous access to
daily Dodge Reports of activity
in housing and light construc-

tion, a “Cumulative Activity

Record’’ of what and how
much individual builders and
contractors are building, plus
Dodge data on costs and
trends — valuable tools, all,
for timing and balancing edi-
torial content to be of maxi-
mum value to readers.

Fact 2

~ House & Home has the largest

and most experienced edi-
torial staff in the field — 14
full-time editors and editorial
assistants plus 10 outstand-
ing editorial and industry
consultants.

Fact 3

House & Home's staff has
compiled a record of editorial
honors unique in the history
of this field. Since 1952 it has
won 27 awards for editorial
excellence, and received spe-
cial citations from organiza-
tions throughout housing for
service to the industry. For
complete details . . .

~ ask the
House & Home
salesman

more detail, please ask one of our salesmen about it.

\

House & Ho o
° / z
me ’¢}ﬁ/° g proass’
MANAGEMENT PUBLICATION OF THE HOUSING INDUSTRY i A McGRAW-HILL/DODGE PUBLICATION
i; 330 WEST 42ND STREET, NEW YORK, N. Y. 10036



New floor for all grade levels—
Aegean Vinyl Corlon—New low price—
New deep-textured design.

._//
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Are you looking for ways to give
your homes more value and appeal
with little or no increase in cost?
If you are, new Armstrong Aegean
Vinyl Corlon is the floor for you.
Aegean Corlon not only keeps your
flooring costs down, it also gives
you the opportunity to move ahead
of competition by offering the lux-
ury of deeply textured sheet vinyl
floors. And textured sheet vinyl is

the most wanted resilient flooring
in America today.

Most of your prospects have known
Armstrong floors all their lives. To-
day, they see them advertised every

fuiding

week on the Danny Kaye Show,
CBS-TV. And full-color ads for
Armstrong floors appear all year
round in 24 top consumer maga-
zines. So it's not surprising that
most people think of Armstrong
when they think of floors. This
goodwill and confidence that a well-
known and respected brand name
always brings with it is a big plus
that you can use to help merchan-
dise the quality of your homes.

When you use Ae-
gean Vinyl Corlon,
or any Armstrong
floor, display this
emblem in your
model homes, and
your prospects will
know they're getting top quality.

Aegean Vinyl Corlon comes in two
attractive stylings—Travertine
Block and Mosaic—both with deep
texture. Aegean Corlon has prac-
tical benefits, too. Because it's a
sheet floor (not tile), it has a mini-
mum of seams. And your prospects
know that the fewer the seams, the
easier it is to keep a floor clean.
Another important advantage of
Aegean Corlon is the way the tex-

tured surface helps hide heel dents
and minor subfloor irregularities.

Two styles: Travertine Block, Mosaic

Because Aegean Vinyl Corlon has
Armstrong’s exclusive Hydrocord
Back, you can have it installed at
any grade level, even in a base-
ment directly on concrete (except
where excessive alkaline moisture
makes the use of any resilient floor
impractical).

Your Armstrong Architect-Builder-
Contractor Representative can help
you get the most out of Armstrong
floors—and the Armstrong name,
too. Call him, or write Armstrong,
304 Sixth Street,
Lancaster, Penna.

Aegean, Corlon®, and Hydrocord®
are trademarks of Armstrong Cork
Company. Travertine floor design
copyrighted by Armstrong.
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the fixture catalog
that makes every builder
a decorator

o
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Hot off the presses...104
pages of the most beautiful
new Emerson-Imperial 1ine., New
chandeliers...new groups...new
families of fixtures...new imag-
ination! We've broadened the line
-~ 98 new fixtures in all! For the
first time, your catalog will in-
clude the remarkable new "Slide-
A-Style" for instant fixture
selection. Send for your free,
full-color catalog, and learn how
easy it is for anyone to find the
right fixture for the decor in any
room. Now Emerson-Imperial known
quality...at mass-market prices!

EMERSON % ELECTRIC

BUILDER PRODUCTS DIVISION
EMERSON ELECTRIC « EMERSON-PRYNE « EMERSON-IMPERIAL » EMERSON-RITTENHOUSE
DEPT. KK, ST. LOUIS, MISSOURI 63136




