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Unlike real brick, Kentlle
is limited only by your imagination.

Real brick is thick and
heavy. So no matter how much
you love the way it looks, a lot
of times, you just can’t use it.

Kentile" Colonial Brick, on
the other hand, looks remark-
ably like real brick (even its

grouting is deep and true-to-
life), but its uses are virtually
unlimited, indoors and out!
Besides, Kentile Colonial
Brick is long wearing. It’s com-
fortable underfoot. And, in
most installations it costs less |
than real brick! ‘

CIRCLE 5 ON

Kentile Colomal Brick 9"'x 9"x 1/8" fire-
resistant, solid vinyl tiles, come in four
different colors. Red, white, gold and green.
So, unlike sheet vinyl, Colomial Brick lets you
accent your floor unth a second color. It’s ideal
or ¢ Idoorc, too, usmg specz'al adhesives and
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onserve

energy

with

NuTone

Attic Fans

(a cool way to warm up your prospects)

Today’s homebuyer is a tough
customer. He or she is in the mar-
ket for economy. Rising fuel costs
have made their mark. The kind of
home that sells today is the kind

of home that saves today . ..

and tomorrow.

NuTone attic fans help air condi-
tioners operate more efficiently

in hot weather and can eliminate
the need for any air conditioning
during mild summer weather. The
savings here can be enormous

Attic Cooling Wall Fan WF-57, WF-56

and most homebuyers will be
looking for it this year.

In an ordinary, unventilated attic,

hot air builds up to tremendous
temperatures in hot weather and
presses down into the living area.
Air conditioning must work full-
time to combat this problem. A
NuTone attic fan draws the hot air

Circle 2 on Reader Service Card

out and helps keep the attic and
the entire house cooler. Air condi-
tioners don't have to work as hard
to keep the temperature where you
want it. If the air conditioner
doesn’t have to work as hard, the
homeowner doesn’t have to work as
hard to pay the electric bill. If the
electric bill is lower, you don’t have
to work as hard to sell the house.
So you can see NuTone attic fans
save energy all around and that’s
fuel for thought.




Just think of NuTone attic fans
as the smart way to save three kinds
of energy...the air conditioner’s,
the homebuyer’s, and yours.

Attic Cooling Roof Fan RF-68

Attic Cooling Wall Fan WF-48 Attic Cooling Roof Fa RF 48 Attic Cooling Gable Fan GF-48

NuTone Attic Fans
-..t1 refreshing way to help you sell
your homes.

There is a NuTone Attic Fan (roof to 2090 CFM (certified by HVI). continental U.S. In Ohio, call 800/
or wall model) just right for the size See them now at your nearest 582-2030. In Canada, write: NuTone
and power you need for each home  NuTone Distributor. For his name Electrical Ltd., 2 St. Lawrence

you build. Air movement from 550 DIAL FREE 800/543-8687 in the Avenue, Toronto.

Nulone Housing Products

Circle 2 on Reader Service Card
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Delta Scald-Guard.
With a new safety feature at your finger tip

It's the exclusive HOT-STOP BUTTONM™ The
latest safety innovation for Delta’s patented
Scald-Guard bath valves. Here's how it works.

As with all Scald-Guard faucets, you can't
turn on hot water without first turning on cold.

£ And when you rotate the handle
| into a position that delivers about
one-half hot, the HOT-STOP

BUTTON prevents you from going further.
If hotter water is desired, the button must be
fully depressed before the handle will rotate
into higher temperature areas.

This means greater protection against acci-

YouCan
“Beheve In
“Delta &Delex_
Washerless
Faucets

dental discharge of extremely hot water.

An optional pressure balance mechanism maintains consta
temperature even when simultaneous use of other water appli
ances causes sudden pressure changes. It simply senses th¢
change and adjusts to maintain the mix of hot and cold wate

the user originally set.

As with all Scald-Guard, our newest models ar¢
available with a special “reserve valve” for safg
back-to-back installation. This savestimeand mone
by eliminating costly, cumbersome cross-piping

Write for our free catalog. And watch for ou

commercials on TV, preselling prospects toda
who will be customers tomorrow.

Delta Faucet Company, Dept. 62, Greensburg, Indiana 47240. A Division of Masco Corporation of Indiana. © 1976 Copyright. Masco Corporation of Indiana.
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WY/ POLICY

.S. housing legislation: Is it now just an exercise in futility?

hate to climb in bed with the
erican Bankers Assn.,”” Sen-
Banking Chairman William
oxmire (D., Wis.) said during
earing on the Real Estate Set-
ment Procedures Act

ESPA) last fall, “but at the

me time I must say that I'm

clined to agree that we’'d be

tter off not to have any law
an to have the law we have.”

Proxmire’s comment sup-

rts an argument now gaining
rength as voters grow more
senchanted with the ability of
ongress and the Administra-
on to ““solve”’ problems.

The gut feeling is that Con-
ess is just as apt to make

ings worse as to make them

tter.

Latest failure. The RESPA leg-
lation, the latest example, be-

e operative only last June.
y October, the House had
pealed major parts of the law.
y early December the Senate
ad done likewise.

As HUD officials pointed out,

e new law affected “millions

financial transactions each

ear,” and in a few short weeks
ter it became effective it was

parent that many of the sup-

sed beneficiaries were willing

shake off the helping hand

om Washington.

The law required that con-
umers be given time to shop

ound for a better deal on clos-

g costs. To make that possible

e legislation mandated a 12-

y shopping period to allow
uyers to do this before final
losing on a mortgage.

But as it turned out, the delay,
esides being a burden to
rokers, lawyers and others in
he title business, also in-

riated homebuyers—particu-
arly those who wanted to get
ettlement out of the way

uickly so they could move into
he houses they had finally man-
ged to buy.

Double loss. Proxmire told
he Senate that what Congress
ad wrought was ““the worst of
oth worlds: a great deal of red
ape that is not even doing the
onsumer much good.”

The patch-up legislation on
RESPA dropped the 12-day wait-
ing period and eliminated a

UD-prescribed form that had
to be followed—but did keep on
the books such things as prohi-
bition against kickbacks to law-
yers by title insurance outfits.

The new wariness of Congress
to act shows up, for example, in
the approach the Senate Bank-
ing Committee is taking to the
legislation to regulate condo-
minium builders and developers
on behalf of the consumer. HUD
was asked to prepare a form that
could be circulated among in-
dustry executives, state officials
and consumer groups.

The committee stresses it’s a
discussion draft, a first step
toward disclosure rules that are
workable for the condo seller
and useful to the condo buyer.

Mood of restraint. Sponsors of
the Consumer Protection Act—
once considered a shoo-in that
no congressman could afford to
vote against—saw their support
dwindle to a nine-vote margin in
the House (208 for, 199 against).
The Senate last May had voted
61-28 for an agency to represent
consumers in actions before
such regulatory agencies as the
Federal Power Commission,
Federal Trade Commission,
Federal Communications Com-
mission and Civil Aeronautics
Board. Politicians of both parties
said their constituents didn’t
want another layer added to an
already bogged bureaucracy.
Proponents saw no chance of
overriding a Ford veto.

Also on the consumer front,
the House, in voting to continue
for another three years the
three-year-old Consumer Prod-
uct Safety Commission, adopt-
ed an amendment allowing the
House or Senate to veto any reg-
ulation of the commission. Said
Rep. Elliott H. Levitas (D., Ga.),
one of the sponsors of the
amendment:

“T am more convinced than
ever that this is an idea whose
time has really come.”

The idea, he said, is for Con-
gress to “retain enough control
that, where bureaucrats have
gone off the deep end, either
house of Congress . . . could re-
ject that standard.”

The subsidy fiasco. One of the
biggest unwindings of a federal
housing program occurred with
President Nixon's 1973 freeze of
11 HUD categorical grant and
subsidy programs. They had
been drawing on the Treasury
for $3.6 billion a year.

President Nixon halted fur-
ther commitments to these pro-
grams on the ground that they
seemed to be doing no good in

clearing slums or housing the
poor but were doing a great job
of turning a risk-free profit for
greedy builders and of producing
bribes for appraisers and FHA of--

ficials. N

Successful exception. A sub-
sequent program initiated by
President Nixon and signed into
law by President Ford in Au-
gust 1974—the $2.5-billion-a-
year Community Development
block-grant program—seems a
success thus far. But the $5.4-
billion-a-year general revenue-
sharing program is in trouble
after a five-year run, and it is
likely to be trimmed and

House’s LEVITAS
‘Idea whose time has come’

changed when and if Congress
renews it this year.

Another “new” housing pro-
gram—the Nixon-Ford Section
8 subsidy program that was en-
acted to replace the Section 236
apartment subsidy program for
low-income families—has got-
ten off to a slow, shaky start.

Toddler or dud? Officials of
HUD knew at year’s end of only
two Section 8 apartments under
construction—in Maine and
Pennsylvania. They had allo-
cated funds (mostly to state
housing agencies) for 181 new
apartments totaling 11,463
units. But before any ground is
broken these agencies have to
float bonds. And before most
states can float bonds, they need
more federal backing.

As for families moving into
existing apartment units—
which Housing Secretary Carla
Hills stresses as the main objec-
tive of the Section 8 program—
HUD officials, a year after the
law was enacted, reported that
100 families had benefited. Mrs.
Hills says the program is still
young, “a toddler” that needs
time to grow. Critics say the
records show it’s a dud.

Bonds of frustration. In an-
other notable non-success, a late

December confrontation with
Congress over new federal back-
ing for state housing-agency
bonds has left the Department
of Housing and Urban Develop-
ment working up regulations for
a $600-million subsidy program.
That program, according to
HUD Undersecretary John B.
Rhinelander, still won’t make
the bonds salable to potential in-
vestors.

The Administration wants a
co-insurance scheme, which in
effect would insure housing
bond buyers against risk of de-
fault. Under this plan, the states
themselves would be liable for
the first 5% or 10% of the bond
if the housing projects them-
selves failed to generate enough
revenues. The federal govern-
ment would assume the balance
of the liability.

The co-insurance scheme,
Rhinelander told a House Ap-
propriations subcommittee in
December, would help get fi-
nancing for some $1.7 billion of
housing projects in the pipelines
at 30 state housing agencies.

Start and stop. Providing a fed-
eral subsidy for part of the inter-
est costs of state housing bonds,
on the other hand, would cover
only about 15,000 units if it ac-
tually was effective.

In the end, the committee
blocked a proposal by President
Ford that allowed HUD to cease
working up regulations on the
subsidy program.

Tax credit’s flop. A classic of
its kind may be the $2,000 tax
credit rammed through Con-
gress early in 1975 to boost the
sale of newly constructed
single-family homes. A Federal
Home Loan Bank Board analysis
late last year concluded—as
other experts already had
guessed—that home sales may
not have been helped at all, even
though some 300,000 units were
eligible for the credit.

If all those buyers took the
credit—and the credit averaged,
say, $1,500, instead of the maxi-
mum $2,000—the Treasury will
be out $450 million it otherwise
would have collected next April
15. Even if the tax loss is only
half that, it's a big price to pay
for little if any help to the home-
builders.

Congress didn’t renew this
one. —DonN LooMis

McGraw-Hill World News,
Washington
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“Here in Burnsville, Minnesota, my custome
That’s why | put General Electri

6 H&H MARrcH 1976

“I've been using GE since 1958. When I put in
their kitchen appliances, I don't have to worry. 1
know they1l give dependable operation, and GE's
Customer Care® service is excellent.

“GE's big variety of appliances is important to
me, too. Like their double oven, drop-in units, oven
with a cooktop and so on, including GE heating and
optional central air conditioning. It gives my cus-
tomers a choice and gives me flexibility in building.

“Ialsolike the new features GE comes along with,
like the refrigerator with the ice cubes coming out
of the door and the Potscrubber® dishwasher. These
features help us sell houses.

“My salesman, Rolf Wunder, has to talk to all
kinds of home buyers. This is what he says:

““When home buyers see the nationally adver-
tised General Electric name, it gives them a feeling

£J
¥
.

"

of confidence. If T have to sell a house to a couple,
I may well sell the woman on the basis of what's in
the kitchen.

“‘Ifshe sees up-to-date features on her appliances
and she knows she can get service easily—should
she ever need it—she’s likely to figure that the rest
ofthe houseis of similar quality. And if she approves
of the kitchen, she’s more likely to accept my credi-
bility as a salesman'”

General Electric is prepared to help single-fam-
ily residential builders. Let us review your kitchen
designs and plans. Or perhaps you want merchan-
dising and advertising assistance. And remember,
your appliances will be delivered where and when
you need them. Your GE Contract Sales Rep will
help youhowever hecan. Youcanreach him through
your local GE Major Appliance Distributor.

Over 25 years of consistent service to builders.

GENERAL @3 ELECTRIC




xpect top value in the homes I build.
ppliances in the kitchens:’

George R. Butler, Bloomington, Min
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Richnhes

from DESIGN GROUP I Make your own judgment

Vibrant patina catches the Take a look atthe entire collection Tomorrow's design innovations today

eye. Stops it and invites it to linger We think neither you nor your

The aura of richness around customer will want to settle ‘ ‘“i:j:‘ W’ mlunn nHTW

Wilson Art's Design Group | goes for less. Call a Wilson Art

beyond the sum of color and distributor today to see the entire :
design. Hard to describe but Design Group | collection from . S el R g T e
unmistakable when you see it the 1976 design leader, Wilson Art rem-Surf, Tuf-Surf, Dor-Surf, Metallic Laminat

PR 4150 Gold Fantasia 7

3; . iy N R
# 4;‘? % : -
solid colors
D16 Inca Gold

WILSON ART

RALPH WILSON

PLASTICS

JART INDUSTRIES
i
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hites, blacks and redlines: Will one more federal law help?

the new federal anti-redlining

w works, builders can expect

see savings and loan associa-

ons and other lenders making
ore housing loans in:

e Older neighborhoods with

ell-built housing stock.

e Middle-class or blue collar

eighborhoods.

® Racially integrated neigh-

orhoods or those with ethnic
hite or black populations.

e And neighborhoods adja-

ent to poorer communities.

That’s providing the new reg-

lation has any usefulness at all.

Proponents admit that the im-

act on lending practices of the
ew Home Mortgage Disclosure
ctof 1975 depends on the pres-
ure brought on lenders by local
ctivists who want to maintain
r restore the livability of inner-
ity neighborhoods. It will also
epend on the response of the
avings and loans, the banks and
he mortgage bankers to such
ressure.

Criticism. Opponents of the

edlining law say, however, that

y number of other factors are

ore important—white flight
to the suburbs and the deterio-
ration of schools and of such
other city services as police and
street maintenance.
~ And what’s more, says Sena-
tor Jake Garn (R., Utah), the new
law “is a first step toward credit
allocation.” A House Banking
Committee aide noted that the
legislation was “the first ap-
proved by the committee which
was opposed by all the trade as-
sociations and all the regulatory
agencies involved.”

The problem, according to
Rep. Fernand J. St. Germain (D.,
R1), has been that ‘“entire
neighborhoods” deteriorate
“due to the failure of our finan-
cial institutions to provide
access to credit for the sale, re-
sale and rehabilitation of exist-
ing homes.” The lenders, St.
Germain complains, refuse to
lend on these areas even though
they get most of their deposits
from ‘“citizens who desire to
continue to remain in the neigh-
borhoods of their birth.”

And support. Rep. Andrew
Maguire (D., N.J.), a liberal from
Bergen County, one of New
York City’s richest suburbs, told
the House:

“It is simply a fact that we do
not know enough about where

the money is going and why. ...

(The law) asks only for infor-
mation . . . Maybe we can nudge
decision-makers a little bit to be
more responsible . . . Is credit ad-
vanced for real estate invest-
ment trusts more or less risky
than loans in some of our older
communities?”

Robert C. Embry Jr., Balti-
more’s commissioner of hous-
ing, said during Senate hearings

BALTIMORE'S EMBRY
‘Make lenders more accountable’

on the bill that he believed the
law “would have the effect of
making (lenders) more account-
able to their depositors, an al-
most lost consideration in
today’s market.”

Baltimore’s plan. Embry de-
veloped a plan for Baltimore’s
banks and S&Ls to lend more to
inner-city residents and to end
arbitrary  restrictions  after
showing them—using census-

tract breakdowns of their de-
posits and loans—the impact of
their decisions on specific
neighborhoods.

The Senate Banking Commit-
tee said Embry’s work was “‘the
most exhaustive research on
urban disinvestment’”’ it could
find, and said that the new fed-
eral regulations would provide
neighborhood data comparable

SENATE'S GARN
‘Step toward credit allocation’

to that which Embry used in
Baltimore. Embry said the
census-tract data was “the cru-
cial factor” that enabled him to
force lenders to make more
loans on inner city properties.
Law’s provisions. Under the
law, lending institutions are re-
quired to make available once a
year by census tract (“where
available”) the number and dol-
lar value of loans originated or

Denver developer switches to coal

A coal-fired furnace instead of a
natural gas system is being of-
fered in 280 houses being con-
structed in a Denver suburb.

Developer William Gerber
said the furnaces are handmade
by a company in Sheridan, Wyo.
in the heart of the newly devel-
oped Montana-Wyoming coal-
fields. The furnaces add about
$2,200 to the price of the homes.

Gerber estimated the cost of
eight tons of coal needed in an
average year at $216. He said the
average monthly cost of $18 for
coal compares with $20a month
for the average gas-heated home
in Denver.

Gerber said he was offering
the coal furnace because of the
gas shortage and the probability
that gas prices will escalate
sharply. He said he became in-
terested in coal when Public Ser-
vice Co., the region’s retail gas
supplier, began rationing natu-
ral gas taps for new homes.

The Colorado Air Pollution

Control Commission said, after

Gerber’s action, that it would

soon have to make some policy
decisions on coal furnaces.

—FRANK PITMAN

McGraw-Hill News, Denver

FTC to investigate
realty brokerages

The Federal Trade Commission
has just announced that it will
investigate the real estate bro-
kerage business.

The regulatory agency’s head-
quarters in Washington said it

would seek “to determine
whether certain real estate
brokers, salesmen, Realtors,

Boards of Realtors, trade associ-
ations, multiple listing services
and others in the real estate
business might be engaging in
practices that were unfair, de-
ceptive or anti-competitive.”
The FTC said such practices
might include the restriction of
entry into the business or limi-
tations on the terms on which
brokerage service is offered.

purchased during the preceding
fiscal year and the number and
dollar amount of loans out-
standing in that tract at the end
of the institution’s fiscal year.
The reports must also break
down the loans that are FHA,
VA or conventional, and a
breakdown between loans made
on owner-occupied versus ab-
sentee-ownership housing. The

House’s ST. GERMAIN
‘Failure of our institutions’

number and dollar value of loans
made outside the metro area
must also be provided.

When compiled, a copy of the
document or report must be
available for public inspection
at the lending institution’s
home office and another copy
must be available in at least one
branch office.

Exemptions. The data need
only cover lending in standard
metropolitan statistical areas;
rural and non-metro lending
need not be reported. Also ex-
empt from the reporting require-
ments are all lending institu-
tions with $10 million of assets
or less.

The Federal Reserve Board,
which has the responsibility for
administering the program,
must interpret whether any
lender is to be exempt from its
provisions because of unrea-
sonable cost. The board will de-
termine whether anti-redlining
regulations of any state—thus
far only California, Illinois and
Massachusetts have them—is
equal to or tougher than the fed-
eral law. In such cases, state-
regulated institutions  will
comply with the state regula-
tions. But federally regulated in-
stitutions in all 50 states are re-
quired to comply only with the
new federal law.

Some cities have also acted on
their own initiative, without re-
gard to state action—among
them Chicago, Rochester, Cin-
cinnati, Cleveland, Philadelphia
and Boston. —D.L.

|
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National
Homes

Yt We offer our
customers a
variety of
architectural
styles so we need
a variety of light-
ing styles. That's
why we choose

Thomas.””

Y To get the
competitive edge,
we rely on Thomas
Lighting fo provide
us with the latest
lighting styles and
prompt service
through their local
distributors.”?

Crest
Communities

XA lot of items
go into each of o
homes so it's
real convenience
to buy all our

lighting, cabinet
and other produJ
from one good
source-Thomas. |




We build a
ome for the
mes’ in many
fferent locations
the United
ates, so we need
uppliers who
ave national
istribution.

er Thomas.??

Pardee

Homes

YtWe build homes
from $27,000 to
$80,000, so we
need a lighting
supplier with a
wide variety of
products at every

level. Like
Thomas.”?

Wick

Homes

Yt We feel we
have a reputation
to live up to so

we use as many
nationally -known
products in our
homes as possible.
Products like
Thomas Lighting.”?
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Typically successful farm home program: Apartments, subdivisions

The Farmers Home Adminis-
tration’s national mortgage pro-
gram was examined in detail in
aHouse & HoMk article in Jan-
uary entitled “Who's running
the fastest-growing housing
program in Washington?” This
sequel explains the workings of
a local FmHA operation in
Texas.

There’s a hot market for new
and better housing in rural areas
and small towns, many of which
have reversed field and are now
gaining population—fast.

Stepping up to fill this gap, the
Farmers Home Administration
in Texas is watching its housing
program growing hand-over-
fist—""almost faster than we can
keep up with,” says FmHA’s
William E. Boyd. Based in Waxa-
hachie, 30 miles south of Dallas,
Boyd is one of the 18 district
directors who supervise 143
county offices in the state.

The rural housing program,

e

Subdivision house and lot, $16,000.

started in 1965, has grown stead-
ily since 1970. The speed-up was
particularly dramatic in Lime-
stone County, one of nine in
Boyd’s district. The program in
Mexia, 75 miles south of Dallas,
isregarded as one of the best and
most diversified FmHA housing
programs in the state. And the
program reflects one of the lat-
est developments in the FmHA
strategy—the expansion of its
financing into subdivisions in
the FHA manner of years past.
Growth. Only ten houses
were builtin 1973, on mortgages
totaling $98,990; but 43 units
were built in 1974 for $615,307
and 48 in 1975 for $765,500.
This housing growth results
from the creation of 1,000 new
jobs in Limestone County in the
last two years. The last census
listed Mexia at 5,943 popula-
tion, but the town actually pro-
vides municipal service to about
9,000 people. The town building
inspector estimates that the
FmHA probably financed half of
Mexia’s new construction.

The largest and most hand-
some FmHA rental project in
Mexia, Hillside Apartments,
contains 24 two-bedroom units.
The rents—$175, not including
utilities—are not subsidized.
The developer, a partnership of
a Mexia dentist and a Dallas
contractor, obtained a 40-year,
8Y2% loan for $327,500. They
propose to build 24 subsidized
units on an adjoining site.

Library Square, a project near
completion, has nine non-subsi-
dized apartments for senior citi-
zens—1 three-bedroom ($325), 6
two-bedroom ($165) and 2 one-
bedroom ($150) units. The de-
velopers obtained a 50-year,
$126,000 loan at 82 %.

Apartment complex. The
town’s first multifamily com-
plex was Mexia Manor, a 20-
unit subsidized project com-
pleted 18 months ago. The
builder was a limited-profit cor-
poration that received a 95%
loan of $255,950 for 50 years.
Subsidized rentals range from
$97.50 to $125; non-subsidized
rentals are $169.50 for one-bed-
room and $189.50 for two-bed-
room apartments.

While FmHA is authorized to
handle loans for housing author-
ities and other bodies that
would not pay ad valorem taxes,
Boyd says that all mortgages in-
sured to date have been for proj-
ects which remained on the tax
rolls.

Subdivisions. Local contrac-
tors and lumberyards do much
of FmHA'’s single-family con-
struction, but apartment proj-
ects have been built by contrac-
tors from Dallas and Fort Worth.

The county’s largest subdivi-
sion of single-family detached
units is in Mexia. It includes 15
completed houses. All are on
75'x100" lots and were sold (be-
fore completion) for an average
$16,000. They contain 1,000 sq.
ft. of living area, plus 325 sq. ft.
in the utility room and carport.
The homes are not centrally
heated or air conditioned, and
three other odd-lot units that do
have central heat and air are
priced at about $19,000.

The 33-year loans in the sub-
division are all subsidized, but
at different rates, depending on
adjusted family income. A fam-
ily usually works itself off the
subsidized rate in four to six
years. The FmHA delinquency
rate in Limestone County has

been less than 1%.

Safeguards. The FmHA usu-
ally furnishes the homeowner
with plan books and suggests he
work with a contractor or lum-
beryard. To avoid conflict of in-
terest, the agency does not help
in selecting a contractor, al-

who wants to buy or renovat
home. He decides whether t
loan is going to be made, a
praises the project and works
the loan to completion, ready
close. He even has the respo
sibility to collect.”

Rent payments are mailed

ifd ’

The Hillside Apartments, a rental project of 24 two-bedroom units built witH
an FmHA loan in Mexia, Tex. Non-subsidized rents are $175.

though it will warn of possible
problems if a contractor with a
poor performance record is cho-
sen. In approving loans, FmHA
tries to keep house payments,
plus taxes and insurance, within
20% of a family’s gross income.

“This has paid off,” Boyd says.
“Until a year ago, repossessions
were almost unheard of and the
few we started getting when the
economy wound down were in
areas closest to Dallas and Fort
Worth.

“Some of the people I have
working for me out in the rural
areas have never had a foreclo-
sure. One man who has been
with FmHA for 16 years nearly
panicked recently when he had
one, and we had to give him
guidance in how to work it out.”

Odd-lot house with lot for $18,900.

Close  supervision. ““Our
(FmHA) program is different
from any other federal pro-
gram,” Boyd explains. “The
man who runs our county office
not only interviews the family

the county office. The county
supervisor gives home pur
chasers payment cards for 12
months and, says County Super-
visor Bob Reeves Jr., about 90%
of the homeowners mail their
payments to FmHA’s national
finance office in St. Louis.
Last year, says Reeves, his
average non-subsidized mort-
gage was $19,000; the average
subsidized loan was $17,000.
“If a family can pay, we give
them a larger loan,”” he explains.
Consumer protection. Reeves
even handles construction
inspections, sometimes aided
by an engineer from the state
FmHA office or by the architect
who prepared the plans. The
agency has no fee inspectors.
Three inspections are made—
before the slab is poured, before
the house is sealed, and when
construction is completed.
County supervisors, who
handle about 35 different loan
programs, most of them agricul-
ture-related, must have a degree
in agriculture. However, says
Boyd, “we conduct in-service
training continually in housing.
Every six or eight months, for
example, we try to have a one or
two-day session of appraisal or
loan-processing.”
—LORRAINE SMITH
McGraw-Hill News, Dallas




The only thing more beautiful
than an Owens-Corning Tub/Shower is
how it helps sell houses

Beautiful bathrooms help make homes more
saleable. So we've built super good looks
into all of our Owens-Corning Fiberglas*

Although your savings may vary, one builder
Doug Dowd of the Dowd Development Corpo-
ration in Wisconsin, has made over $11,500

Tub/Showers in labor savings in the last 16 months alone
And our tub/showers are even more Unique extra feature Owens-Corning
profitable because they cut installation costs Tub/Showers are the only ones with molded-

They can go in any time after the framing
is up. You don't have to hold up your con-
struction for them

Their four components even fit through
a two-foot doorway. And our manufacturing
process allows precision-molding to within
one ten-thousandth of an inch. So they wil
fit together in a snap

in ribbed bottoms to give them the strength
of a boat hull

And our Owens-Corning Tub/Showers
come in 4Y%-foot and 5-foot sizes. Our stal
showers in 3-foot and 4-foot sizes.

For more information and free litera-
ture, ask your Owens-Corning represent-
ative or write: W.F. Meeks, Owens-Corning

And with Owens-Corning Tub/Showers IS FRIIOD (Eraw ) Fiberglas Corp., Fiberglas Tower, Toledo
the cost of tile and grouting is eliminated mr e b e Ohio 43659.

OWENS/CORNING

Owens-Corning is Fiberglas fzl:3telFA

TRADEMARK (§)
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Hartford bars U.S. funds for suburbs; the Black Jack game ends

The city of Hartford has won a
court order to block HUD grants
to seven nearby Connecticut
suburbs.

Hartford objected that HUD,
in making $4 million in com-
munity-development  grants,
had failed to observe provisions
of the Community Develop-
ment Act of 1974. The city ar-
gued that HUD should seek to
encourage movement of the
poor out of the cities into the
suburbs. Hartford wanted the
suburbs’ money spent on low-
income housing rather than on
suburban roads and parks.

‘Powerful opinion.” Judge M.
Joseph Blumenfeld of U.S. Dis-
trict Court in Hartford agreed
with the city.

Civil rights advocates were
elated.

“It's a very powerful opin-
ion,” said Paul Davidoff, execu-
tive director of the Suburban Ac-
tion Institute (New York City).
“The Hartford decision will
have a tremendous impact . . . It
will affect HUD’s behavior all
over the U.S.”

There are 3,000 similar appli-
cations for HUD grants in the
works, many of them involving
cities and their suburbs, and
many of them are now vulnera-
ble to court challenge.

Black Jack finale. Several ad-
versaries have won dubious vic-
tories, meanwhile, in the St.
Louis suburb of Black Jack. At
issue was an 11.9-acre site
which was to have held a 200-
unit, racially integrated apart-
ment complex proposed in 1970
for Section 236 financing.

At the time the surrounding
area was unincorporated. The
citizens organized swiftly into a
“city” (pop. 4,100) and passed an
ordinance barring new apart-
ment construction. The project
backers, together with the local
chapter of the American Civil
Liberties Union, sued.

Eventually, the courts ruled
the Black Jack statute illegally
discriminatory.

In the meantime, however,
soaring construction costs and
the end of the 236 program have
made it impractical to build the
project.

In January, the parties settled
by turning title to the land over
to Black Jack in exchange for
$450,000 in damage payments
to the backers, Park View
Heights Corp.

Winners and losers. The civil

righters won the right to build a
project that will never be built;
the backers got their $450,000,
but will have to use most of it
for legal fees; and the Black
Jackers kept the blacks out—
this time—at a cost of $190

HUD'’s Crawford: ‘As long as (case) is pending, I will not comment.”

apiece (plus their own legal fees,
and plus interest, since they will
have to borrow most of the
money).

The final result seems a net
gain, however small, for home-
builders. The court based its rul-

President Ford fires HUD’s Crawford
in conflict of interest investigation

The nation’s top public housing
official has been ousted and the
Justice Department has begun
an inquiry into possible con-
flict-of-interest violations by
him.

The official is H. R. Crawford,
until late January the assistant
secretary for housing manage-
ment and the highest-ranking
black in the Ford administra-
tion. He had directed HUD's
public housing programs and
was in charge of reselling thou-
sands of properties repossessed
during the FHA scandals of the
late '60s and early '70s.

Departure requested. In a
prepared statement HUD said:

“His resignation was re-
quested and accepted . . . be-
cause of . . . possible conflicts of
interest arising from communi-
cations with persons outside the
department concerning employ-
ment after government ser-
vice.”

HUD made a point of noting
Crawford’s ““substantial contri-
butions to public housing.”

Crawford had planned to
leave the agency and return to
private life in April. In a state-
ment he noted his accelerated
departure and concluded:

“l have been advised that
HUD has referred the matter to
the Department of Justice, and
as long as it is pending there, I
will not comment further.”

Law’s limitations. The U.S.
Criminal Code forbids federal

employees to negotiate or reach
any arrangement on prospective
employment with any organi-
zation that has a financial inter-
est in the agency in which they
serve.

Crawford, 37, is a native of
Winston-Salem, N.C. and had
been an executive of areal estate
management concern before
joining HUD. When he was
nominated, Crawford described
himself as a ‘“law-and-order”
man.

Exec fraud nets 3 years

The former chairman of U.S. Fi-
nancial Corp., Robert H. Walter,
has just been sentenced to three
years in prison by a federal court
in San Diego.

He pleaded no contest to one
count of conspiracy to defraud
and one count of filing false
statements with the Securities
and Exchange Commission. He
had been charged with five other
persons in a 66-count indict-
ment handed up in December,
1974.

Of the six men indicted, one
was acquitted: Angelo Adams, a
former vice president of Union
Bank. The others, including
Walter and U.S. Financial
former president, John Halver-
son, have drawn varying sen-
tences. Halverson has been sen-
tenced to seven years in prison,
but is currently appealing his
case.

ing on the ordinance’s obviou
discriminatory effect. The eff
of a law is often easier to pro
than its intent, and Black Ja
provides one more precedent

builders to defeat building ba
on that basis.

Arlington Heights. A pro
bly more significant case
housing  discrimination
headed for review this year
the U.S. Supreme Court. Arlin
ton Heights, Ill. refused to r
zone land for low-income mul
family housing, an action le
blatant than Black Jack’s. B
the lower courts have ruled th
the refusal is also in effect di
criminatory, hence unconstit
tional. (For more on case, s
page 40.)

Other  cases.  Arlingto
Heights is not the only housing
related case ripe for consig
eration by the Supreme Cour
Coming up is an anti-growt
case testing 18 Ohio town ord
nances that require that an
zoning change by a city counc
be placed before the voters in
referendum and be okayed by
55% majority. Opponents sa
the ordinances are meant t
“render change difficult and ex
pensive under the guise of popul
lar democracy.”

In December, the high cour|
refused to reconsider a lowe
court decision permitting zon
ing that specifically provides fo
housing for the elderly, and
agreed to decide whether federa
housing authorities must makg
environmental studies of rea
estate projects that developerg
intend to sell across state lines.

And, of course, moves are
afoot to bring the Petaluma casd
[NEws, Oct. '75] before the Su
preme Court.

Centex victory. Centex Corp.
(Dallas) has come out on top in
a condemnation battle in Ten-
afly, N.J., a close-in suburb of
New York City.

The town wanted to preserve
a 274-acre residential tract as
open space. Centex had paid
$8.5 million for it, but Tenafly
first offered only $5.4 million in
the condemnation proceeding.
A court-appointed commission
upped that to $6.6 million last
year; then in January, Judge Har-
vey Smith of the Bergen County
(N.J.) Superior Court set the
price at the full $8.5 million.

It wasn't all Centex’s way—
the builder had sought $9.2 mil-

lion.
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You'll create culinary masterpieces with new >
AristOKraft cabinets to inspire you!
For example, our strikingly beautiful Vintage
Maple style shown here. Authentically Early

American, with the warmth and charm of real by UNITED CABINET CORP.
}:’,g‘,’“;,‘,';g;‘;‘:“.:';g;fe' of fine quality. et surpris- PayIoN P. 0. Box 420 / Jasper, Indiana 47546 t'@
When you build or remodel, tell the man you AR Phone: 812-482-2527 v
want AristOKraft. You'll be money ahead in the - ——
years ahead. You'll have a kitchen to be proud of. PRy Laboratory Tested and Cried by he National Kitchen a
And, best of all, YOU’“ have the cabinets that are LB Cabinet Association. Meets FHA and HUD Standards l )|
best of all, valuewise and otherwise! [earmce
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Florida’s ghostly landscape of empty condos: Is there a solution?

Like the bottle of Scotch that is
both half full and half empty,
the condominium disaster in
south Florida can be viewed neg-
atively and positively.

Like those who despaired
after the 1926 hurricane wiped
out the boom of the "20s, there
are many who figure the south
Florida landscape will be scarred
forever by the bare walls and
broken windows of abandoned
condominium apartment proj-
ects on the western fringes of
the Miami-to-Palm Beach urban
sprawl.

The best estimate, as spring
approaches, places this oversup-
ply at 35,000, about half of these
uncompleted. Court records
show a dollar volume of real es-
tate foreclosures and bankrupt-
cies in Dade and Broward coun-
ties of close to $2 billion since
September 1974.

Hope eternal. And yet—and
yet—

A growing number of opti-
mists see those 35,000 condo-
minium apartments as only a
three-year inventory that will be
absorbed at faster and faster
rates by retirees looking for sun-
shine.

That inventory is now coming
on stream as the courts succeed
in clearing up foreclosures and
bankruptcies and delivering
properties to banks, mortgage
companies and individual inves-
tors. (A count of 795 distressed

\ Atlanta’s surplus }
| Atlantahas an inventory of 4,300 |
condominiums and that's “a |
solid two years’ supply.”

That estimate comes from |
Alan Wexler, president of Land |
Data Corp., which keeps statis-
tics on Atlanta housing.

Banks and other lenders own
3,000 of the condos and, as in
Florida, they are calling in ex- \
perts to sell the projects.

Atlanta, incidentally, has an-
other 5,000 unsold detached
homes, and the lenders own
1,000 of those, too.

—STAN FISHER
McGraw-Hill News, Atlanta

. — - —

condo and rental projects in
south Florida found that 240 had
been financed by individuals,
191 by REITs, 101 by banks and
63 by mortgage firms.)

As liens and titles are cleared,
the banks cut prices to move the
units. Newspaper ads offer dis-
counts of $5,000 to $10,000 on

FRED SHERMAN PHOTO

prices ranging from $25,000 to
$40,000.

Realities. Sales remain slug-
gish, however.

Condo sales in greater Miami
in 1975 were down almost 40%
from the previous year, the sales
total for 1975 standing about 5, -
000. Brokers say there are al-
most 10,000 unsold condo units
in greater Miami, double the in-

partner in builder Haft-Gaines’
luxury projects in Fort Lauder-
dale in the '60s. He thinks south
Florida is in good shape com-
pared with what he sees as ten-
year problem situations in New
Jersey and along the Maryland
coast.

No miracles. “The amateurs,”
says Tate, “‘are gone. They have
lost their credibility with the

SECURITY

An empty condominium, police car standing by, symbolizes plight of
Florida's apartment builders. East Coast has 35,000 oversupply. This is the
SpringCrest in Sunrise, Fla., owned by a shell company, R&R Development,
and funded by Barnett Mortgage Trust, a Coral Gables REIT. With two of
nine buildings built and two under way, project was foreclosed. The site
is being protected by a single $2.50-an-hour guard whose main problem is
youngsters throwing stones through windows and glass doors. He tries to
bribe them off with pieces of lumber and handfuls of nails.

ventory in 1974 and four times
what it wasin 1973. That means
Miami may be working on only
a two-year backlog.

What is expected to happen
this spring is a conversion of
condo projects to rentals if the
banks find it difficult to move
the properties even at discounts.
This is what has happened in the
Orlando area, which went wild
with condo construction after
the announcement that Disney
World was coming,

Builder's assessment. The
most optimistic view of the sit-
uation in south Florida is ex-
pressed by an experienced
builder named Stanley Tate, a
specialist in real estate rescue
work. Tate is president of Ryer-
son & Heines Inc. in Miami, a
company handling more than
$500 million in distressed com-
mercial and residential projects
in more than 30 states.

Tate knows the building busi-
ness and he sharpened his mar-
keting and promotion skills as a

18 HA&H MmarcH 1976

lenders and I don’t think they
will ever be back. Some are
hanging around, hoping to make
a deal—some kind of bailout
with the lenders—claiming
usury or non-funding and in
most cases simply trying to slip
out of any personal liability for
projects that went broke.

“Then there are the devel-
opers who hang on, thinking
there is going to be some kind of
miraculous turnaround and
people will start flocking out to
the projects as they did 18
months ago.

“It’s not going to happen. We
are going to be in this situation
for three years. There is not
going to be any great amount of
new  construction because
lenders are now looking hard at
marketing evaluations instead
of just accepting appraisals.”

The longtime market. “As we
get these distressed develop-
ments finished, fixed up and
cleaned up,” Tate goes on, “we
will be able to do a good market-

ing job because there is still th
steady flow of newcomers. A
they are going to be coming
south Florida as long as the s
shines. Whether it is the Phil
delphia cab driver who can
ford $20,000, the New York f
rier who can afford $30,000
the retired business owner w
can afford $40,000, he is going
be a residential customer.

““And he will buy when he
convinced of the credibility
the product and the seller.”

Promotion. As Tate sees t
market, the discounting is bei
done mainly by the big out-o
state banks forced to take ov
apartment projects and wanti
out as quickly as possible. Wh
Tate prefers is a one-year pr
gram of promotion and selling
salvage more than just a was
out for the lender.

Tate’s system is to budget t
cost of finishing a job and addi
some architectural style, t
price the units competitivel
and to put his own people in th
sales office.

A study of failure. Lender
who have been burned by i
competency welcome the Tat
approach. Looking back at th
1975 collapse, Tate blames d
velopers who were great sales
men but who didn’t know any
thing about costs of con
struction.

Tate is now doing a rescu
study on one Broward Count
project that was advertised a
5,000 units in lowrise building;
with extensive recreation facili
ties. He says office records at th
foreclosed development indi
cate there were more than 6,001
serious lookers in the first si
months of extensive advertis
ing. There are 400 people living
in the desolate area and there ard
500 others who put down siz-
able deposits that were eaten|
away by uncontrolled costs of
development.

Buyers! Tate says a prelimi-
nary letter written to those 500
got back a positive reaction from
40% who are interested in the
hint that something might be
worked out on giving them a
credit toward purchase of an
apartment. He figures conserva-
tively that he might get as many
as 150 sales if the lending insti-
tution buys his proposal for
completing the development.

—FRED SHERMAN

McGraw Hill News, Miami




Who cares that you get complaints

abqut leaky doors?

St

it isn'

are among a

plaints. That's why we've invested literally
thousands of man hours and dollars devel-
oping a system for our metal clad doors to
resolve the problem. And when we knew the
system was ready, we submitted it to an inde-
pendent laboratory for tests based on ASTM
#283 for high velocity winds and

ively, that when properly installed, our

" new system provides an effective seal against

wind and/or rain on both single and double
doors . . . and we believe it is the best system
you can buy today.

So, if you're tired of getting complaints
about leaky doors, call or write today about
our new weathersealed door system. Stanley

Door Systems, Division of The

ASTM #331 for infiltration of wa- Stanley Works, 2400 East
ter. The doors passed these tests STANLEY Lincoln Road, Birmingham,

helps you do things right

by a wide margin, proving con-

Michigan 48012.

Great Doors for All American Homes™
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Jack of all trades.




Buying Cabinets from anybody

the Number of kitchen Cabinets ag
Who builgs them as 3 Sideline or

our nearegt Competitor.

But we don't stop there. We also
offer the broadest line of bathroom
vanities for the do-n-yourseif
market with the 18 Styles featureq

afix. Too often, they SImply can't
live up to their COmmitmentg.
Because they're Simply not com-

Mitted to buildmg Just cabinets the

the way we gre As a business Our main Dusiness

At Trfangle Pacific we are committeq [0 cabinets_
alltypes all Customers, g Markets

N our new Triangle Pacific
Collection.

Like we Sald, we offer More cabinets But to our
dealers and dlSIfIbuIOrS we offer a |ot more than
Cabinets. We offer More saleg tools ang sales ajds
than anybody else as well as SOphisticateq
business Management assistance jn Such vitg|
areas ag invenrory control ang :dermfymg new ang
Potentig) Customers

Because W€ can't make jt unless yoy Mmake it

Ifyou're interesteq in building Your succesg
Story right along side ours, contact Bob Meltzer or
Joe Nussbaum today. Byt don't agk US to sharpen

your mower We're not a Jack of gJ| trades
e

Cabinet Cormp
The only name YOu need to know in cabinetry.
angle Pacific Cabinet Corporation 4255 | By Freeway Dallas, Texas 75034 . (214) 661-2800
CIRCLE 2] ON READER SERVICE ARD
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Growing ahead. For to

At Simpson, the foundation of our forest
management program is sustained yield
The idea is quite simple, really. It means
harvesting mature timber at a rate that's
consistent with new timber growth, so there
will always be a continuous supply of wood
—for future generations as well as the
present

It's a program of intensive management,

It begins in the nurseries, where we
jlings, and continues
tl ests, where we carefully watch
urture our trees for decades. And it
its beginnings in 1890 with our founder,

ving our forests is only part of
We also believe in making better
our raw materials today. And that's

the job of our Research Center, where

lled scientists and technicians spend
ful eloping and testing products
and processes to improve wood utilization,
performance, and to meet the future needs
of our industry. From this research Simpson
has pioneered the way in many new building
products, applications and special uses
that have become part of our daily lives.

Ruf-Sawn Redwood Plywood

No other commercially available plywood
has such a high reputation for sheer beauty
in any setting as does Simpson Ruf-Sawn
Redwood Plywood

And it offers a whole lot more.

Its textured surface accepts and really
holds semi-transparent stains. Or it can be
left to weather naturally through a gradual
aging process. Yet it's still an outstanding
product for durability and economy of
maintenance Iin any climate

What's more, redwood's unique cellular
structure gives it high insulative properties
as well as enough strength to eliminate the
need for sheathing or corner bracing.

And Ruf-Sawn Redwood Plywood is
offered in a wide range of patterns to fit
a multitude of designs and budgets.

O el - £

Ruf-Sawn 316

Simpson Ruf-Sawn 316 is a proprietary
product that's a direct result of Simpson
research. It has all the desirable features
of plywood panel plus one thing more—
a textured, overlaid surface that makes it
one of the best panel sidings for solid
color finishes on the market

The secret of its high performance is in
the way it's made. Quality grade veneers
are assembled with a phenolic resin
impregnated fiber on top. The entire lay-up)
is then fused under heat and pressure into
a single integral panel. During the bonding
process, the overlay is deeply embossed
with a natural woodgrain, rough-sawn
texture.

It's available in a wide variety of patterns
and sizes, too.

B
-



Redwood Amenities

Whatever your need for exterior
bmenities, Simpson Redwood lumber is the
atural choice. It's available in a wide
ange of patterns, grades and sizes And in
ough sawn or smooth textures. It also
brovides unusually wide widths and extra
long lengths of clear or tight-knot lumber—
thereby offering greater latitude of design
choices. And whenever wood is in contact
with the ground, or where moisture is
constant, there's virtually no wood with
greater durability than all heart redwood.

But best of all, redwood's beauty 1S

captivating. Its charm enriches every
environment—urban or rural, commercial

or rustic.

International Doors

Whatever the architectural style of the
house, Simpson makes a door to harmonize
with it. Choose from a wide variety of richly
carved doors. Raised panel doors in literally
dozens of patterns. And doors that combine
fine wood, finely detailed metal grilles and
various glazing patterns

So no matter what style or option, if it'sa
Simpson International Door, you know it's
built with pride of workmanship and top
guality materials

Columbia Doors
Simpson offers a full line of quality f
doors for residential, commercial an
industrial construction. This line includes
prefinished hardwood, prefinished
hardboard and unfinished hardwooc
Plus, a variety of flush and lou
Except for bifolds, all flush do
available in a wide range of sizes. And
they're all of solid quality
The latest addition to our line, and one
we're particularly proud of, is the U. L
labeled Type |l, 1-3/4" solid core Smoke
Control Fire Door (20 minute rated). It's
available in a variety of attractive faces
hardwood or hardboard, prefinishe
unfinished

. o e -
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Eli Broad is back—with Sunpower to burn: ‘“We intend to be No. I

Eli Broad must wiggle his toes
when he thinks of Kaufman and
Broad’s Sun Life Insurance Co.

Sun Life, acquired in 1971,
generated enough income in
1975 to cover almost all of
K&B’s housing losses last year,
estimated at $8 million.

Although the company lost
$820,000 in fiscal 1975 (Nov.
30), it has rallied considerably
since 1974, when housing pre-
tax losses were $36.7 million.
K&B posted modest profits of
$265,000 and $238,000 in the
third and fourth quarters last
year. The housing recession of
1974 and 1975 forced the com-
pany to tighten its financial and
operating practices.

“We made a lot of mistakes
between 1970 and 1973,
admits Broad, who has just re-
sumed command of the Califor-
nia-based company in the wake
of the resignation of Eugene Ro-
senfeld as president and chief
exec.

Better balance sheet. On the
financial side, K&B improved its
working capital position by $37
million last year.

“Liabilities were reduced by
$13 million,” says Broad, ““while
cash in the bank increased $10
million and trade and other re-
ceivables went up $14 million.”

From an operating standpoint,
the firm has reduced inventories
by approximately $43 million
since the start of fiscal 1975.
This effort did increase market-
ing costs, however, as sales in-
ducements and some unit price
reductions were used to move
homes in high inventory areas.

Lower-priced houses. Kauf-
man and Broad also revised its
marketing strategy late in 1974,
introducing its new American
Homes series, a line of single-
family detached houses in the
$28,000 to $35,000 range, which
quickly proved successful. Al-
most all of the company’s new
products introduced since the
beginning of 1975 have been in
this lower price range. In the
process, the average unit-
production cycle has been cut
almost 30 days.

The company’s recovery was
slowed in 1975 by sharp in-
Creases in interest expense,
which reflected a higher level of
company borrowings at in-
creased rates. The practice of ex-
pensing, rather than capitaliz-
ing, higher interest costs on land

was a damper.

Domestic operations. Over-
all, K&B’s domestic divisions
were unprofitable in 1975, but
losses were cut back in the sec-
ond half by the introduction of
the new American Homes.

“We're offering this lower-
priced housing series in all our
U.S. divisions and in Toronto
and Montreal,” Broad said.

The new models enabled the
profitable southern California
division to set a record delivery
of 250 houses in the fourth quar-
ter of 1975, surpassing all other
quarters in the division’s 13-
year history.

Broad disclosed that the com-
pany’s unprofitable eastern divi-
sions, including its highrise con-
dominium division, will be con-
solidated into one large region.

“We'll continue to be active
in those markets but at reduced
overhead levels,” he said. “We
hope we can turn four losing di-
visions into one profitable re-
gion. We are going to be far less
tolerant of losses than in the
past.”

And foreign. Kaufman and
Broad’s foreign divisions are in
the black. Housing sales are di-
vided almost equally between
foreign and domestic divisions,
but foreign profitability is appre-
ciably higher.

Toronto continues as K&B's
largest division and one of the
more profitable, but Canadian
revenue could run flat this year,
Broad says. The Dominion has
not cured its inflation problems.

It has now introduced economic
controls, and consumer atti-
tudes are still not encouraging.

West German sales “have im-
proved considerably in the past
six months,” Broad reports.
“The country is coming out of
its period of inflation fighting in
excellent condition, and it ap-
pears to have a vibrant con-
sumer economy.”’

In 1974, K&B had to make
provision for $7.2 million in
cost overruns and losses in con-
nection with its West German
subsidiary.

The company’s French divi-
sion is coming back, too, Broad
said, but not as decisively as the

ATKINSON

K&B’s BRoaD
I'm back because I want to win’

division across the Rhine.

Back to No. 1? Housing opera-
tions at K&B have turned
around  sufficiently, Broad
claims, to facilitate good per-
formance years beginning with
1977.

“K&B developed the tech-

Stirling-Homex founder fined $2,000

David Stirling Jr., 37, has
pleaded guilty to three counts of
violating federal labor laws in
U.S. District Court in Roches-
ter, N.Y. The founder and
former chairman of the bank-
rupt Stirling-Homex Corp. was
fined $2,000 and given a three-
month suspended sentence.
Harold Yanowitch, 56, former
executive vice president and
chief counsel of the modular
home manufacturer, was fined
$1,000; another $13,000 in fines
were suspended. He pleaded no
contest to similar charges.
Charges. The two men were
indicted more than a year ago
[NEws, Feb. '75] on charges of il-
legally arranging the purchase
and sale of 4,800 shares of Stir-
ling-Homex stock for seven of-

ficers of the United Brotherhood
of Carpenters and Joiners (AFL-
CIO) in 1970 and 1971. The in-
dictment also says the men ar-
ranged to take the shares off the
carpenters’ hands at little or no
loss when the market price sub-
sequently collapsed.

The indictments cited illegal
loans to the labor leaders total-
ing $164,880.

Other probes. The sweetheart
stock deals were only one of sev-
eral areas of interest to federal
Investigators.

Judge Harold Burke said in
Rochester that a condition of
Stirling’s probation was that he
must comply with a subpoena in
another criminal investigation
being conducted by the U.S. at-
torney’s office in New York.

niques which kept it in t
number one position in the i
dustry,” he explained. ‘‘Latel
Ryan has learned to play th
game better than we. But we i
tend to regain the number o
position.”

One incentive for achievi
profitable housing operatio
soon is a chance to secure su
stantial tax benefits, $4.8 mi
lion by third quarter of fisc
1975 (latest figures availabl
Unlike 1974, when the co
pany could take a $17.6-millio
tax benefit on its housing losse
K&B cannot take advantage of
1975 benefit until its domesti
housing operations report a pr
fitable year.

A profitable ’76. Kaufman an
Broad expects a profitable ye
overall in 1976. Sun Life had
record year in 1975 and shoul
post another record year in 197
if the mild economic recove
continues.

The company says it is opti
mistic about housing generally

““We expect industry starts t
be up at least 20% to 1.4 mil
lion,” Broad said. “I think w
can get above 1.4 million if th
Administration releases subsid
funds. But unless such funds ar
released within three or fou
months, they won’t mak
much, if any, impact.”

In any event, K&B believes
home ownership will be a na
tional goal again after the 197
election, regardless which party
wins. Broad sees housing nof
only as a political issue but as
social imperative as well.

A warning. “The way to de
velop a large middle class and a
enlightened electorate in a capi
talistic system,” Broad con
tends, “is to give people a part o
the action.

“And the biggest part of th
action anyone can have is own
ing property. If that disappears,
we may have increased strife,
among economic groups in this
country.”

Broad apparently is making a
serious attempt to enter deeply
in operations. When asked why
he took on K&B’s housing activ-
ity again, he turned quiet for a
moment. Then he replied:

“I'm a competitive per-
son...a prideful person. I'm
back, because I want to win.”

—MIKE MURPHY
McGraw-Hill World News,
Los Angeles
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talling vinyl siding i
somet less.

/

“We figured it would be tougher to install

vinyl siding. But we wanted to try it anyway.
We felt home owners would be interested in
what we were doing for them. Less maintenance,
with jobs like painting eliminated.” So says
Donald E. Burtchin, Vice President, Koch
Distributors, Sandusky, Ohio.

Russell Carpenter, who installs siding for
Koch, says, “It came as a surprise when I
found installing vinyl siding is just as easy as
any other. In some ways, easier.”

The siding they’re talking about is made of &
Geon® vinyl. B.F.Goodrich Chemical Company
makes Geon vinyl, which other companies
use to manufacture siding. We’ve printed a
new booklet that tells how to install vinyl 1. Check to see that all sidewalls and base are level
siding. Send the coupon for your free copy. and plumb. Snap chalk line for the starter strip.

2 ~,d_.'

———
I

4. Trim sides and tops of doors and windows with J 5. Snap bottom panels into the starter strip and nail.

channels or window/door caps. Installation of siding Backer board can be used for extra insulation.
panels now begins.

8. TO_ fit a panel under a window, cut undersill trim
the width of the opening and nail in place. Crimp the
under window portion of panel with snap lock punch.

9. Slide the panel into the undersill trim. Installation
of the top course follows a similar procedure.
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o easy, it’s a shame to accept

Install all inside and outside corner posts. Leave %" 3. Position starter strip with top edge on the chalk line.
top. Finish nailing every 10" to 12" in the center Do not nail too tight; stop when hammer head
f the slots. touches edges of nailing strips.

. S pobs 4

8. Obstructions, such as faucets, are easily passed. Cut 7. Overlap panels by % of the factory pre-notched
h slot, using tinsnips, in one end of the siding panel. cutouts. Leave % inch space between the nailing strips.
E i S S - e e R B - 1
r'i | B.F.Goodrich Chemical Company
¥ | Dept. H-35, 6100 Oak Tree Boulevard
F— e | Cleveland, Ohio 44131
r_-,-

v
"‘ I| Please send free copy, “How to install vinyl siding.”

Name

Title

Address Or Box Number

I
|
|
I
|
} Company
|
|
|
|
|

City State Zip
-SSP
10. When installation is completed, wipe clean with B°E GOOdnCh Chemlca'l Conlpany
mild detergent solution and you have a vinyl BEGoodrich

clad house that will stay beautiful for years.
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California banks are beginning
to follow the major state-char-
tered savings and loan associa-
tions into variable-rate mort-
gages (VRMs).

The first to take the plunge is
Wells Fargo Bank of San Fran-
cisco, which has begun to test
variable-interest real estate
loans through its 65 offices in
southern California. The VRM
will be optional for mortgages
up to $40,000 and required on
mortgages over $40,000.

The giant Bank of America is
also looking into variables.

All existing programs are basi-
cally alike, with minor varia-
tions. As with the S&L mort-
gages, the payments on Wells
Fargo’s VRM will fluctuate in
response to the cost-of-money
index published by the Federal
Home Loan Bank of San Fran-
cisco. Other features include
guaranteed assumability of the
loan to a credit-worthy bor-
rower; no penalty for prepay-
ment of the loan within 90 days
of notification of a rate increase;
and a promise to lend additional
funds to the mortgagor as his eq-
uity increases.

Strict limits. In its test of
VRM, Wells Fargo offers the in-
centive of an initial interest rate
Ya of 1% below its single-family
fixed-rate mortgage in effect
when the loan is closed. The rate
will not be increased for the first
year.

Under California law, the
variable interest rate on a home
loan may not increase by more
than % of 1% in any semiannual
period. Legislation effective Jan-
uary 1 adds a provision that
limits the interest rate increase
to 2.5% during the life of the
mortgage. It also permits banks
and S&Ls to extend the terms of
aloan to a maximum of 40 years
(from 30 years in the previous
law) when the interest rate rises,
in order to avoid an increase in
the monthly mortgage payment.

‘To protect ourselves.” Nor-
wood R. Maddry, assistant vice
president, marketing and adver-
tising division, said Wells Fargo
has been strong in real estate
mortgages for many years. (As of
early January, it had $1,847,-
953,963 in mortgages.)

“Like the savings and loans,
we want to be able to protect
ourselves and at the same time
be able to stay in the market
Lwhen there are fluctuations in

the money supply,” Maddry ex-
plained. “The only way to do
this is to have ability to move up
or down with the mortgage
rate.”

If the southern California test
shows that customers will ac-

CALIFORNIA’S FRANK
His program is spreading

cept VRM, Wells Fargo expects
to go statewide with the pro-
gram this year or early in 1977.

S&L enthusiasm. Anthony M.
Frank, chairman of United Fi-
nancial Corp. of California (and
Citizens Savings of San Fran-
cisco) said his association ended
the year with 15% of its portfo-
lio in variable-rate mortgages.
Citizens has originated $190
million in VRMs since April.

“We're pleased with con-
sumer acceptance and profes-
sional acceptance, both by
builders and Realtors,” Frank
said. Before he calls the VRMs
an unqualified success, how-
ever, he wants to see how they
fare when money supply ex-
ceeds mortgage demand.

No rate changes have been
made on any VRMs so far, and
Frank expects the cost of money

GAC Corp. goes into Chapter 11

GAC Corp., together with two
of its subsidiaries, has taken ref-
uge in Chapter 11 of the federal
Bankruptcy Act. The parent
holding company filed late in
January in District Court in
Miami. The subsidiaries, GAC
Properties Credit Inc. and GAC
Properties Inc., had filed Dec.
23. GAC Properties accounted
for more than two-thirds of the
overall company’s consolidated
assets in 1974, and nearly 80%
of its income.

Default. Receivership fol-
lowed a $37.5-million default on
GAC Properties Credit’s 12%
debentures that matured on
Nov. 15 and an unsuccessful ex-
change offer for the securities.
Only about 65% of the deben-
ture holders agreed to exchange;
80% were needed for consum-
mation.

The credit subsidiary services
GAC Properties’ community

development and land sales ac-
tivities.

GAC Corp. said that the prob-
lems of dealing with 11% deben-
tures coming due in 1977 and
the risks of litigation discour-
aged the exchange offer, which
would have given holders new
debentures due in 1980.

Activities. A spokesman for
the company said that land sales
were halted temporarily, but
that the company was still ac-
tive in construction and sale of
housing and commercial land
development in the Bahamas,
Florida and Arizona.

The company also noted that
its assets “‘far exceed” its liabili-
ties, which were $436.3 million
and $369.5 . million, respec-
tively, at the end of the calendar
year 1974.

In the first nine months of
1975 GAC Corp. reported earn-
ings of $7.35 million.

Deltona selling Iran $4 million in millwork

The Deltona Corp. has just an-
nounced today that it has con-
tracted with the Rocher Co. of
[ran to supply $4 million worth
of store fronts, wood railing
panels, window units and other
millwork for a new bazaar at
Mashad in northern Iran.

Frank E. Mackle ITI, Deltona’s
executive vice president, said at
Deltona’s Miami headquarters
that the wood components for

approximately 2,200 store units
would be fabricated by Del-
tona’s Imperial Lumber division
in Bartow, Fla.

Deltona, one of Florida’s lead-
ing community developers, re-
cently disclosed that it had de-
veloped a new line of wood-
frame “component homes” and
franchised a dealership in
Tehran to market the homes
throughout Iran.

Southern California banks test the S&Ls’ variable-rate mortgage

to remain flat this year as wi

Promotion. In its marke
efforts, Citizens emphasi
such positive aspects of the |
as assumability and the waiv
of prepayment penalties. Fr
contends that buyers who p
to relocate within five to
years may be dollars ahead o
VRM, even with rate increas

He thinks the biggest les
from the VRM program is “t
it’s time to restructure the m
gage instrument.” If taken
tionally, Frank says, such acti
could provide great stimulus
the housing industry.

Frank suggests that mortga
should offer a variable inter
rate, flexible mortgage payme
housing annuity option, as
mability by a new buyer, une
ployment moratorium and
consumer line of credit.

Acceptance. Home Savings
Los Angeles, the nation’s larg
S&L, finds ready consumer
ceptance of VRM. Robert Jaco
son, executive vice preside
says all of Home’s residenti
loans have been let at variab
interest rates since April. Ho
holds 13,743 VRMs, amounti
to $700 million, or 12% % of i
portfolio.

“If we have the flow of fund
we could have as much as 30¢
in variable-rate mortgages
the end of next year,” Jacobso
predicted.

Other big California S&
using the variable include G
braltar, Great Western and I
perial.

Consumer threat. Not eve
institution in California is sol
on the variable.

The California Savings
Loan League said that, surpris
ingly, other major state-char
tered associations have not gon
into VRMs. Federally chartere
S&Ls are prohibited from doin
so on one- to four-unit proper
ties. And the California Depart
ment of Consumer Affairs ha
made a proposal to the Gover
nor’s office to curtail use o
VRM in the residential market,

The department is not opti-
mistic that the Administration
will endorse the idea. However,
were an endorsement forth-
coming, it might enable the
league to find an author to intro-
duce such a bill in the legisla-
ture. —JENNESS KEENE

McGraw-Hill World News,
San Francisco
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Sierra offers more—the fire-resistance,

reliable weather Proteﬂwcnw and long, trouble-  Sjerra gives you the edge,

free life builtinto "'new breed" asphaltheavy-  gelivers the extra value that assures
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B el C fire rating, UL wind  cystomer satisfaction. Each jobis a
resistar a 25 year wa *1
- a 25 year warranty testimonial to your quality service.
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But will it play in Peoria?

Critics say “yes...applaud
Andersen’s colorful new role.

How well you play in Peoria has become a
legendary yardstick of how well you’ll perform
across America.

el ).._%& qmns . Eam— So, when the project developer for Peoria’s
I Y e | & largest Planned Unit Development (PUD)
r}:} S| 9|2 chose Andersen® Windows specifically for
! their Terratone color, we were understand-
e v ably apprehensive.

We knew our dramatic, new, earth-tone color
would be under critical review.

%' INBUL . SHEATHING »«wb _7 — /CYP B But our Perma-Shield® Casement and
il g " Awning Windows in Terratone won the praise
N AL S of both the developer and the homeowners.

j i SN - The developer liked how naturally Terra-

RSN <y w/ioosE wsuk. | tone blended with the wood exteriors of the

e “’je; > townhouses. And the beautiful match this rich,
HIELD CAsEMENT || warm earth-tone made with brick, stone, ma-

F

sonry and the surrounding landscape.
The townhouse owners applauded how well

i e Perma-Shield complemented their leisure
B , life-style.
WIS TS Perma-Shield Windows are sheathed in
;::{:““ N ANNNY carefree, low-maintenance rigid vinyl that’s
N Y o s designed not to rust, pit or corrode. Not to
AN / - e ) . )
e i chip, flake, peel or blister.
-+ gt i,‘"i e P SRR S They’re also made of wood—one of nature’s

T best insulators—then built two times more
weathertight than industry air-infiltration
standards. :

And double-pane insulating glass provides
a major part of the fuel-saving benefits of
single-glazing with storm windows, plus the
convenience of no storm window bother.

So, add color to your next performance.
With Andersen Perma-Shield Casement and
Awning Windows in new Terratone color.

For more details, call your Andersen Dealer
or Distributor. He’s in the Yellow Pages un-
der “Windows.” Or write us direct.

Timberedge Townhomes of Charter Oak Village
Charter Oak Development Company

Peoria, Illinois :
Architeet: John Hackler and Company The beautiful way to save fuel.

Peoria, Illinois " - e
AN Andersen \Windowalls

Printing limitations prohibit exact color duplication.
Use actual sample for building specifications.
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Residential building could slow
to a walk along California’s 1,-
072-mile coastline if the legisla-
ture adopts a proposed coastal
plan now in “finished” form.

The Coastal Zone Conserva-
tion Commissions have now
submitted their comprehensive
protection plan to Gov. Edmund
G. Brown Jr. and to the legisla-
ture, meeting a deadline ordered
by voters when they passed the
Proposition 20 initiative meas-
ure in 1972.

The plan’s 445 pages make
162 policy recommendations
that would impose strict con-
trols on all development in a
strip generally extending 1,000
yards inland and in some areas
five miles inland.

A bill to enact the recom-
mendations is being introduced
by Senator Anthony Beilenson
(D., Los Angeles). He has been a
leader among conservation and
land-planning forces.

Controversy. The bill is ex-
pected to be extremely contro-
versial. Some legislators predict
that action will not be com-
pleted on it by the end of the
year—an election year—and
that the life of the commissions
will be extended. Under terms of
the initiative, the commissions
were to expire at the end of 1976.

The plan promotes the idea of
using the coastal zone for agri-
culture, fishing and fisheries re-
search, parks, continued devel-
opment of existing ports and
marinas, and “viable” commu-
nities and neighborhoods. It ad-
vocates restoration of blighted
areas and upgrading of existing
housing for persons of limited
means, and it discourages the
tearing down of buildings and
their replacement with expen-
sive structures. It finds new resi-
dential development acceptable
only if it provides housing for
persons of various income levels
and meets all other standards.

Limits on building. Permits
for coastal construction would
favor recreational and water-
oriented development. New
projects would be concentrated
in already developed areas.
Along the immediate shoreline,
priority would go to ““coastal-de-
pendent” development such as
ports.

Land subdivision would be
stringently limited in agricul-
tural areas. In rural areas not
considered scenic or suitable for

agriculture, first preference for
development would go to proj-
ects that would preserve the
open character of sites and serve
needs of coastal visitors.

“Residential  development
would be given lower priority
but would be permitted where
other types of development
were infeasible,” the plan de-
clares. New development would
not be allowed to detract from
qualities of specially designated
communities such as Carmel,
La Jolla or Mendocino.

Blocked views. The plan says
much of the open coastal land
actually is divided into small
lots, where owners plan to build
single-family homes. If these are

CALIFORNIA’S LEONARD

‘Would be the same delays’
built up, motorists on scenic
coastal highways will not see
the ocean but only ““the backs of
a nearly solid wall of houses.”

The plan suggests that un-
built lots be purchased by the

Quote of the month:

Mortgages in a hostile environment

I can’t recall a time when the environment has been so hostile for home
mortgage lenders. . . . The sociopolitical climate has turned hostile for
mortgage lenders, largely because of the deteriorating economic cli-
mate. . . . Lenders remain under consumer and political pressure to
allocate credit with little regard for risk or yield. . . . How should
savings banks react then? Should we turn our backs? . .. Some . .. have
advised us to do exactly that. [But] to implement our role as full-service
family financial centers, we must be active in mortgage finance.

before Savings Banks Mortgage and Real Estate Forum,

—SAULB. KLAMAN

January 27, New York City

Detroit puts anti-redline law to use

Mandatory listing of loans made
by census tract (see page 9) may
give Detroit’s Michigan Avenue
Community Organization the
lever it needs to keep city bank-
ers lending.

Two of the city’s seven largest
banks delivered written prom-
ises to the neighborhood coali-
tion of 106 block clubs,
churches and fraternal groups
after MACO threatened to with-
draw $54 million in collective
assets from area bank branches.

“We promised to take our
money out of the National Bank
of Detroit and Bank of the Com-
monwealth and put it in credit
unions instead,” says Joe Dro-
bot, MACO president. “These
banks were taking our money
and investing it in the suburbs.
When we went to ask for a loan
they told us the minimum loan
they could make was $15,000 or
$20,000. That rules out most of
the houses in our area.”

Concessions. Both institu-
tions told MACO leaders that
they would eliminate mini-
mum-loan policies, that they
would not demand extraor-

dinarily high interest rates or
down payments for future loans
made to area homebuyers, and
that location would not be used
to discount an individual’s
credit eligibility.

Last November, when com-
munity group leaders first tried
to get the attention of bank offi-
cials, they said they were cut
short. “Bank officials refused to
meet with us, and they didn’t re-
turn our phone calls,” says
MACO'’s Drobot.

Pressure. Thirty members of
MACO staged a sit-in at one
neighborhood branch of the Na-
tional Bank of Detroit after the
bank’s refusals. The group
amassed documentation on the
history of redlining practices in
its area and took it to city coun-
cil members. The group’s lead-
ers polled members on the
amount of area bank deposits,
estimating total collective as-
sets in branch bank accounts.

As the council prepared to
hold public hearings, bankers
agreed to meet with MACO.

—ROGER GUILES
McGraw-Hill News, Detroit

MMmmmm;memit as threat

state for open space, or

planned, redivided and resold
cluster development ar
Owners would be paid mar
price for their land, but co
lose their “expectations’’ of
ture profit.

The plan sets guidelines
construction in different co
settings—sand dunes, blu
headlands and wetlands. It
proposes a state bond issue
the purchase of areas for recr
tion and wildlife. Parcels ten
tively earmarked have a value
$180 million.

Builder reaction. In additi
to preparing the plan, the coas
commissions have acted
more than 16,000 permit app
cations since 1973. They ha
approved over 90%, but th
have often required conditio
to insure appropriate density
development, protection
ocean views and public access
beach. Most of the approv
were for individual homes
small developments. The pl
proposes that a permit syste
continue until local gove
ments take over the task.

William T. Leonard, exec
tive director, Associated Buil
ing Industry of Northern Cal
forna, has predicted that legisl
tive approval of the coastal pl:
would tend to “aggravate” tl
escalation in the cost of hou
ing.

“I'would guess that some pro
ects would be approved, b
there would be the same delay
the same cost factors as builde
have been encountering,” h
said.

State of building. An ec
nomic study of the coastal zon
that Security Pacific Nation
Bank released this year noteq
that there has been very littl¢
residential building, particu
larly of apartment units, sincg
passage of Proposition 20.

The decline in the planning
area was much worse than foy
the state as awhole. At the samg
time, prices of existing homes in
the coastal zone increased an
average of 41% from October
1972 to April 1975. The assessed
value of homes and other im-
proved real estate rose sharply,
but large parcels of vacant land|
whose future is in doubd
dropped in value.

—]JENNESS KEENE
McGraw-Hill World News,

San Francisco
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Redwood performs like no other wood.
Resists weather, de('u)g msws- stard:
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Lawyer WEIss
Back into the building biz

Larwin alumni stage comeback amid major homebuilder shifts

The Larwin Group’s president
in the company’s good old days,
Richard Weiss, comes back to
the building business.

A year ago he was a lawyer in
Los Angeles, doubting that he
would ever build again. Now he
is setting up a building partner-
ship with the L.A. real estate en-
trepreneur Lawrence N. Field.

“As a lawyer I was repre-
senting builders exclusively,”
says Weiss, “and after a while I
found I liked what they were
doing better than what I was
doing.”

The two set up The Richlar
Partnership to operate through
small corporations it will create
and own. They will continue
Field’s present business of ac-
quiring and refurbishing com-
mercial properties and they will
take up Weiss’s long-time spe-
cialty, building single-family
houses. They will begin this
year, in L.A. in the $40,000-$70,-
000 price range. They may build
elsewhere in California but they
intend to stay in-state.

“Idon’t believe in building na-
tionwide anymore . . . and I
think a homebuilding business
should not expand beyond the
personal control of the principal
entrepreneur,” says the former
president of one of the largest.

Leisure Technology of Lake-
wood, N.J., gets another Larwin
grad as president and chief exec.
He’s Michael L. Tenzer, 45, who
has been operating since late
1974 from Beverly Hills, Calif.
as Tenzer & Co., a management
and consulting firm. The Lei-
sure Technology posts had been
open since the death of founder
Robert J. Schmertz last summer
[NEws, Sept. '75].

Tenzer was with Weiss and
the Larwin Group during the
glory days, serving as president
of the single-family division
when Larwin was growing into
the third largest builder of
single-family homes.

A former Larwin vice pres-
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He’ll build in Los Angeles

ident, Charles Coutts, chooses,
like Weiss, to start up his own
company. His Steve/Scott Co.,
based in nearby Malibu, will
also build and develop in the Los
Angeles area.

Two vice presidents of
Shapell Industries (Los Angeles)
also decide to strike out on their
own. Samuel J. Berland and Ste-
phen R. Stern, both in Shapell’s
northern California operation,
set themselves up as BAS
Homes Inc., with temporary
headquarters in  Cupertino,
Calif. They’ll build in the $60,-
000 to $100,000 class.

The much-publicized up-
heaval at Gulf Oil Corp. extends
toits bigreal estate subsidiary in
Reston, Va., Gulf Qil Real Estate
Development Co. Goredco’s
president and chief executive
since last July, William L.
Henry, resigns after being linked
to operation of a Gulf slush fund
kept by a Nassau subsidiary.
William H. Magness, 60, who
had to make room for Henry in
July, takes over as chief execu-
tive; the presidency remains
open. Magness is also chairman
of the board at Goredco.

Kaufman and Broad (see page
24) names Executive VP James
P. Joyce, 29, to the presidency of
its [llinois division. Robert Fish,
38, the division’s former pres-
ident, is now its chairman. He is
also a corporate vice president
with the parent firm with re-
sponsibility for its Illinois, Bos-
ton and Montreal divisions.

Others promoted within
K&B’s Illinois division are Nor-
man Hassinger, 30, and James
Oldberg, 30, to vice presiden-
cies; and Len Miller, 32, to pro-
duction manager.

And finally, K&B brings in
Jerry De Grazia, 33, as a vice
president and Stephen I. Her-
shoff as general sales manager.
De Grazia was a director of land
planning at Miller Builders, Sko-
kie, I11.; Hershoff was a sales rep
in K&B'’s New England division.

PCBC’s HAGAN
He’ll direct the program

Jetero Corp. (Houston| also
names some new vice pres-
idents in one of its subsidiaries,
Jetero Construction Corp. Gary
Balser rejoins the company as
vice president-construction. Be-
fore a stint with Monumental
Properties (Baltimore), he ran a
Jetero construction subsidiary
in Florida, with which he built
some 1,500 multifamily units.

David Wilson will serve as
vice president both of Jetero
Construction and of Jetero
Properties, another subsidiary.

John Gambini, the third new
vice president, headed con-
struction of the much-troubled
365-unit Audubon Square proj-
ect built by Jetero in Memphis,
Tenn.

The parent corporation se-
lects a vice president for acquisi-
tion and a new secretary/general
counsel. Don Smith, the new
vice president, is a CPA who
joined the company in 1973 as
controller. The secretary is H.
Dillon Murchison. Drawn from
a Houston law firm, he is a
member of the bar in both Loui-
siana and Texas.

Another big builder, Kaiser-
Aetna, based in Oakland, Calif.
establishes a new position of ex-
ecutive vice president and fills it
with Roy E. Hughes, the vice
president of finance and admin-
istration. Hughes joined Kaiser-
Aetna in 1972.

Hoffman Rosner Corp. (Hoff-
man Estates, IIl.) combines
three subsidiaries that do engi-
neering, millwork and general
contracting into one new one,
Hoffman  Enterprises. The
parent names its executive vice
president, William S. Griffin Sr.,
as the subsidiary’s first pres-
ident.

Meanwhile, Fred B. Morrison,
48, takes over as president of
Western Mortgage Corp. (Los
Angeles), a division of Union-
america (Los Angeles). After
eight years, he leaves Lomas &
Nettleton (Dallas, Tex.), the

WESTERN’S MORRISON
Back to the Coast

largest mortgage banking fi
in the U.S,, to join Western,
third largest. Western is
stranger to Morrison; it was
western correspondent for
ropolitan Life Insurance Co.
years—when  Morrison
Metropolitan’s vice presid
responsible for mortgage le
ing in the western U.S. “It
the height of my ambition to
Western Mortgage in th
days,” recalls Morrison. “N
I'm fulfilling that dream.”

C. Michael Jones beco
president and chairman of
Michael Inc. (Midway, Cal
following the death of his fath
Charles J. Jones. The two m
founded the company, whi
has built more than 4,0
houses, in 1956.

ASSOCIATIONS: The Pacif
Coast  Builders Conferen:
names Bernard Hagan, who
namesake company operat
out of South San Francisco af
is building at a rate of 100 uni
a year, as program chairman f
the 18th annual conference.
will be held June 23-25 in S4
Francisco’s Fairmont Hotel. T}
National Association of Real E
tate Investment Trusts selec
Ralph G. Coburn as its new e}
ecutive vice president. Coburi
formerly president of Hubbar
Real Estate Investments,
places G.N. Buffington.

RESIGNED: Representatiyj
Wright Patman, at 81, ai
nounces he will not seek reeleq
tion this year. The Texas Demd
crat is ending a career in th|
House as sturdy friend of th|
housing industry, bane of big
city bankers and all-aroun:
populist that began in 1929.
ACCUSED: Oriole Home
Corp. (Margate, Fla.) files a com
plaint in U.S. District Coun
against former chairman Jacol
L. Friedman and others. Th
charge: that Friedman is se
cretly “conspiring” to stage af

unfriendly takeover of Oriole.
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Dodgeis 3upon

1 Dodge has the lowest-priced pickup.
@ Lower than Ford.Lower than Chevy.

If you know trucks, then you know Dodge. You
know all about how tough we build our trucks.
And you know how well we engineer them. But
maybe you didn’t know that Dodge makes
America’s lowest-priced full-sized pickup. The
Dodge D-100 (Based on comparison of
manufacturers suggested retail prices for

6 cylinder half-ton pickups excluding optional
equipment, state and local taxes, destination
charges.)

Dodge got the best gas mileage.
a Better than Ford. Better than Chevy.

Getting great gas mileage is getting
to be a habit with Dodge.

CHRYSLER
CORPORATION

*Pickup shown—The Dodge D-100 Adventurer
will be priced higher because of optional equipment

every other pickup
madein America.

In the latest EPA tests, a '76 Dodge D-100
powered by a 225/6 cylinder engine with a
manual transmission turned in

an estimated mileage of 25 miles per gallon
on the highway. And 18 in the city. Of course,
the actual mileage you get will vary depending
on the type of driving you do, your driving
habits, your truck’s condition and optional
equipment. In California, see your dealer for
mileage data for California equipped vehicles.

3 Dodge has the biggest standard payload.
s Bigger than Ford. Bigger than Chevy.

Dodge has a payload that can make small work
of the biggest jobs. Without beefing it up one

; bit, you can haul off a
whopping 1,505 pounds.

3 big reasons why

the man who'd rather

drive a truck than a car
would rather drive a Dodge.

Dodge
Dodge Trucks
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e Kirsch Accentware
A finishing touch that can make the difference.

Show them you care about quality—right down to the last detail.
And do it with style, too. Use Kirsch Accentware in every room. Switch
plates, drawer pulls, towel bars, dual-channel shower rods . . . in
brass, chrome or antique white finishes. You can complete the
custom look with matching counter-top bath accessories.

For beautiful rooms and added sales, specify Kirsch Accentware. For
details, write Kirsch Company, Dept. BW-376, Sturgis, Michigan 49091.

TM Kirsch Company
K. l\

The name you trust
in drapery hardware
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SAMUEL CABOT INC.

One Union St., Dept. 330, Boston, Mass. 02108

[0 Send color card on Cabot's Stains
[0 Send Cabot's full-color handbook on stains
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Win Monte Carlo,..the

: - - -
.'.,> -q }‘~
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in Norandex Riviera Roulem;;

You can be a winner! Because every Norandex product you sell
earns you valuable Riviera Roulette Blue Chip Points. Aluminum, vinyl and
steel siding; soffit, fascia, prime windows, storm windows and doors . . .

as well as carpet, kitchen cabinets and dozens of other interior and exterior
products — all earn you Blue Chip Points that you can apply against
exciting prizes!

(]
What you can win:
L1 A week for two in Fabled Monte Carlo — playground of the jet set, Jewel
of the Riviera!
[ A “Rediscover America” weekend for two where you pick the place
and Norandex picks up the tab!
0 Your choice of valuable prizes from our giant Riviera Roulette catalog,
filled with 1800 exciting gift selections!

How fo enter: Simply clip out the coupon, fill it in and fire it off to us.
We'll furnish you complete Norandex Riviera Roulette details. If you sell
Norandex, you're on your way. If you're not presently a Norandex dealer,
check that block and we’ll send you full particulars on how Norandex

can help increase your profits and win you prizes!

H 1976



r B O N I I B .
[ want to win at Norandex Riviera Roulette!
l Send me full details.

R

I Company name______

I Spate- . _____FIp -
D I'm a Norandex dealer.

I D I'm not presently a Norandex dealer. Send info

l D Please call with info. Phone

Our reputation is building . . .

BUILDING MATERIALS
7120 Krick Road / Cleveland, Ohio 44146
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Will the Supreme Court
J turn the rezoning process into
a popularity contest?

Presently pending before the U.S. Supreme
Court is a decision that can affect the cost
of shelter for every American family.

In 1971, a developer, Forest City Enter-
prises, owned an industrially zoned, 8-acre
parcel in the city of Eastlake, Ohio. Forest
City wanted to build an apartment complex
on the site, so it filed a request for rezoning
with the city. The proposal was approved by
both the Planning Commission and the city
council during December of that year.

Under ordinary circumstances the com-
plex would have long since been completed
and occupied. However, the ordinary did not
happen.

After Forest City filed for a zoning change,
and after the city approved that change, the
city council adopted a land-use control ordi-
nance which superimposed a mandatory ref-
erendum requirement on any land-use
change.

Every proposal is now subjected to a refer-
endum by which the local electorate gives
the final approval or rejection. The referen-
dum is held either at the next general elec-
tion (November) or at the next special elec-
tion (May), whichever is sooner. If the pro-
posal fails to receive endorsement by 55%
of the votes cast, it is rejected. And if it is
rejected, it may not be resubmitted for at
least one year, when the developer must
start the entire process anew.

Forest City Enterprises decided to fight.
Two lower courts sustained the new refer-
endum before the Ohio Supreme Court
struck it down.* Then, just when everyone
associated with housing thought the issue
closed, the U.S. Supreme Court, to
everyone’s amazement, agreed to hear the
case.

Bar the door. So housing now faces the
very real possibility that local residents will
soon be in the position to do directly that
which they have been increasingly pre-
vented from doing indirectly—close the
town gates to new residents. And surely as
night follows day, unless the decision of the

*41 Ohio St. 2d 187, 324 N.E. 2d 740 (1975).

LLENARD L. WOLFFE AND DOUGLAS G. LINN, PECHNER, SACKS, DOREMAN,

Ohio Supreme Court is upheld, local refer-
endums will become as common as colds in
winter.

The thrust of the city’s position in defend-
ing the referendum requirement is decep-
tively simple and appealing. In its brief to
the Supreme Court, the city said:

“Theissue in this case transcends zoning.
The assault on the referendum process pro-
vided for by the Eastlake charter is a mani-
festation of a new distrust of democracy and
democratic processes, contemptuous of the
wisdom and the fairness of the ordinary
voter, who, it is claimed, might impose un-
reasonable restrictions on respondent’s
property.”

Shades of motherhood and apple pie!

From a strategic point of view, the city’s
position is understandable; from a logical
point of view, its position is fatally defec-
tive. The issue does not “transcend zoning,”
the issue is zoning.

The background. In 1926, the U.S. Su-
preme Court first sanctioned the adoption
of comprehensive zoning ordinances.**
Soon after, the U.S. Department of Com-
merce drafted the Standard Zoning Enabling
Act, which served as the prototype for most
state enabling acts. These acts authorized
the adoption of self-executing regulations
by which localities could rationally plan for,
and accommodate to, future growth.

In legal terms, a self-executing statute is
one which removes the element of discre-
tion from its administration. It requires the
adoption of reasonably certain standards by
which the administrators of the ordinance
are to be guided. If the object of the ordi-
nance’s control falls within the parameters
of the enabling act, the directives of that or-
dinance automatically apply.

The self-executing nature of the zoning
ordinance is important because the power to
zone is a power (limited in purpose and man-
ner) granted to a municipality by the state.
Therefore the ordinances remain legally
proper only so long as the purposes being
served and the means chosen to achieve
those purposes are being observed.

Even then, in order to preserve the consti-
tutionality of the ordinance and to protect
against violations of the Fifth Amendment’s
proscription against taking without just
compensation, an escape valve had to be in-
serted—the variance. In instances where the
**Euclid v. Ambler Realty Co., 272 U.S. 365 (1926).

WOLFFE, MOSS & ROUNICK, PHILADELPHIA, PA.

zoning ordinance unreasonably restricts th
beneficial use of an individual’s propert]
the variance automatically brings the pro
erty out from under the ordinance’s pr
scriptions.

The mandatory referendum requireme
is an arrangement which is inimical to the
fundamentals of zoning law. The procedu
which prescribes “‘ballot box zoning’” obli
erates the self-executing aspect of a munic
pality’s derivative power to control land us
Escape-valve procedure and the requir
ment of reasonably certain standards lik
wise suffer a fatal blow. And the underlyin
purpose of zoning—rational planning—i
totally disregarded. Instead of being “in a
cordance with a comprehensive plan,” zo
ing becomes a popularity contest.

In this article we can only skim the ar
ments. However, when the smoke of leg
battles clears, the question that remains i
relatively simple: Can a municipality put uj
a wall around a town or borough and mak{
that wall an arbitrary, semi-permeabl
membrane?

The price tag. Zoning not only regulated
what can go on the land, it regulates whq
gets on and at what price.

If the Ohio Supreme Court is reversed and
the town is successful, the cambersome ref’
erendum process will result in sharply inl
creased development costs and make it ever)
more expensive for young people to find
apartments and middle-income families td
find homes they can afford.

It should become readily apparent that the
Eastlake case has frightening potential. If
should be the subject of grave concern not]
only to those in the housing industry, but
also to those who are concerned with plan-
ning, schools, economics, financing, educa-
tion, housing mobility and rational local
government. We can only trust that on
March I of this year the Supreme Court will
address itself to these issues.
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Eighteen Decorator Color Schemes. Striking
bathrooms you can build, designed by House
Beautiful, professionally color styled. Six*
basic room designs, each featuring bathroom
fixtures in one of Eljer's Fashion Colors. Three
professionally created color schemes for each
bathroom (18 full-page photos) to prove the
decorating versatility of Eljer’s six, subtle colors
...complete with floor plans to help you create
tastefully styled bathrooms your prospects
will fall in love with. Each design created of
locally available products—all identified by

—

MAKE YOUR
BATHROOMS
SELLING
FEATURES
WITH

name and manufacturer. E L ] R

E.
oo
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All included in Eljer’'s new 32-page decorator/
design guide. “Eljer Fashions Your Bath With
Color.”

Ask your plumbing contractor or write Eljer.

Specify Eljer Fashion Colors...use a
professionally created Eljer Fashion Color
Scheme...your customers will appreciate it.

ELJER PLUMBINGWARE
Wallace Murray Corporation
Dept. HH,3 Gateway Center
Pittsburgh, Pa. 15222

*Two not illustrated

WallaceMurray
, o SRERREE
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COLONIST
doth delight the eye
and pocketbook

Yankee ingenuity approacheth
witchcraft in the Colonist door
facing. Its wealth of detail doth
becloud the mind and convince
one he is in the presence of a
stile and rail door crafted of
wood. But if truth be told, tis
hardboard. The fine edges of
the panel areas, both concave
and convex, the texture of the
wood grain, the detail where the
panels, stiles, and rails doth
meet are the work of masters of

e the embossing trade

Tis no evil to so deceive, for
Colonist is better than real

1 Being one piece there are no
Jjoints to distort or separate
however much the citizens
doth slam it

And no publick outcry
accompanyeth the presentation
of costs. Zounds, tis but a bit
more than an embossed flush
door! Builders, take heart. Now
ye be at liberty to install Colonial

d doors throughout your

Colonist. Take pen in hand and
write Masonite Corporation

29 North Wacker Drive
Chicago. lllinois 60606

COLONIST ™
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HEARYE HEAR YE!

Masonite Corporation Offereth a
Deuce-a-Door to Installeth Colonist”

. DE
’ ‘ =T

MASONITE

CORPODRATION

The Offer—If ye be a professional builder, Masonite Corporation

will payeth ye—directly—$2.00 for every Colonist faced door ye

purchase — up to 50 doors. A deucedly good deal.

These Be The Limitations— The offer is limited to but one

payment per builder. It covereth any one order for Colonist faced

doors purchased and shipped to ye betwixt the 4th day of March, weesm—
1976 and the 4th day of July 1976. We must receiveth your claim by
August 15, 1976 in order to honoreth it.

How To Goeth About It—Ye phoneth: 800/447-4700" (Tis free
of toll). We will tell ye where thy nearest Colonist door supplier is
located. Later, having received thy Colonist doors, simply sendeth
us proof of purchase —such as a copy of an invoice.

And What We Do In Return — We send ye a check. But forget
ye not that Masonite Corporation will honoreth but one invoice from
a builder. If the invoice ye submit covereth one door, ye will be paid
$2.00. If it covereth 25 doors, ye will be paid $50.00. And should it
covereth 50 doors, ye will be paid $100.00. Any amount over 50
doors qualifyeth not. Simply put, the maximum payment to any
builder is limited to $100.00. And we must receiveth your claim by
August 15, 1976 to honoreth it. Masonite Corporation, 29 North

Wacker Drive, Chicago, Illinois 60606

Colonist and Masonite are registered trademarks of Masonite Corporation
Phoneth: m .
800 44 7" 4 700 ® Colonist is the die formed, embossed hardboard
MASONITE door face that exactly duplicates the look and feel
*(In Tlinois Phoneth: 800/322-4400) corPoRATION  of wood stile and rail 6 panel doors.

) - 7
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TIME magazine ran the
headline “IT FLIES”"—and
everyone in the country knew what
it meant.

At 1:40 p.m. on November 2,
1947, Howard Hughes opened the
throttle on a great moment in
plywood history.

“The Spruce Goose,” larger
than a Boeing 747, climbed out of

the water and into the air for one
mile over Long Beach Harbor.

Why was plywood used? For
the same practical reasons builders
use plywood today.

—— —

Auvailability. Steel and
aluminum were hard to get.

Strength. Pound for pound,
plywood is stronger than steel. The
plywood hull was able to withstand
the stresses of rough water better
than a metal structure, according to
the Hughes engineers.

—

Cost. The flying boat was
completed at a cost per pound less
than any other large experimental
plane.

The plywood sections were
nailed and glued together. When
the glue set, the nails were pulled out
and the holes filled with putty.

Don’t laugh at the Spruce
Goose just because it never flew
again.

The real purpose of this colossal
achievement was not actually the

R — tl—— | —

¥

transportation of armies so much
it was discovery. Lessons that woy
as Senator Harry Cain said and
Hughes believed, usher in the

future.
And they did.

This is the year of the 2.4.1
Single Floor—a combination
subfloor and underlayment that
saves time and materials.

One layer of extra thick
1¥8-inch plywood is installed ovd
4-inch girders at 48 inches on
center. But for a superstiff floor,
builders used 2-inch joists at 32
inches on center.

Presto! A plywood
breakthrough.




The panels have a precisely-
eered tongue and groove joint
eliminates the need for

ing. Another big time-saver.
And the surface is so smooth
resilient tile, linoleum,

bting and sad fléoring can
aced right over the plywood.
2.4.1 Single Floor. One of the

plywood moments.

> THE COST CUTTER
B, THERETTY FACE.

Thiis was the year that

Q sthe tough, economical,
\g, workable building material
me: ~

Textured plywood the
tiful, as well.

Textured plywood. It comes in
ifferent styles and textures. For
inds of apartments, townhouses,
tes and commercial buildings.
Textured plywood is tough,
When properly nailed, it’sa
-in shear wall. Resists wind
and impact. And weathers

o

Textured plywood is a cost-
er, too. APA® Single Wall can

b 30% to 40% on siding-
hthing costs.

A little squeak in a finished
br has always been a big call-back

blem for builders.
The 1969 solution: the APA

field-glued plywood single floor.
The system consists simply-of s,

on-site gluing of 3%- or %-inch
plywood to wood joists.

The assembly acts as a series of
T-beams that increases the floor’s
stiffness. So joist size can be reduced.
Or the span increased. Or the
spacing increased.

Properly constructed, the
system can eliminate squeaks and
nailpopping forever—because glue
prevents nails from riding.

Other advantages? Fewer
call-backs. Single-layer construction
cuts costs because it’s both subfloor
and underlayment. You get longer
spans with the same size joists. And
use 25 percent fewer nails.

And the glued floor system
continues to quietly sweep the
country. In homes. Townhouses.
Apartments. Offices.

Shhhhhhh.

1972.MOD 24 SAVES
#200 PER HOUSE.

What a year.

The year of the Mod 24 house
with plywood over lumber framing,
spaced on a 24-inch module.

And it worked. Saved about
$200 per house just like the NAHB
Time and Methods study said it
would.

So APA promoted Mod 24 to
builders throughout the country.

With these facts: Less lumber

is needed because all framing for
floors, walls and roofs is spaced 24

976, too.

inches on center. Less labor is
required because there are fewer
pieces to order, inventory, handle
and install. And, in many cases, you

can stick with the same thigkness
of plywood now used at 16 inches

on center.
W&about the builder who
doesn’t use APA single wall? Can he

still save with Mod 247 Sure. About
40¢ per linear foot using double-wall
construction spaced 24 inches on
center. P

That's just one example of why
Mod 24 is a great cost eutter in

24” 0.C. ROOF A
) /).

24" 0.C. WALL

24" 0.C. FLOOR

American Plywood Association
Department H-036
Tacoma, Washington 98401

Please send me more information on:
O Textured Plywood.

O Mod 24

O 2+4-1 Single Floor System.

00 APA Glued Floor System.

My great moment in plywood was

Name

Firm
Address
City

T v o B







Standing on 72 heavily wooded acres, Crowfields is a showcase for new ideas in luxury condominium development. The 160
uniquely clustered two and three bedroom townhouses and villas will occupy only 25% of the land, leaving much of the natural
beauty unspoiled. The rough-cut siding and stone architecture is designed to blend with this rustic setting. Recreation facilities in-
clude two lakes, heated pool, clubhouse and landscaping that complements the surroundings. Architect: Lawrence J. Traber

L4
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We found it didn't cost much more
[0 use the best cabinets in our kitchens...

and it really makes a difference
to our clientele.”

Robert E. Grant and George W. Beverly, Jr
Beverly-Grant, Inc., Asheville, N. C

“When you're selling $50-75,000 condominiums with
large rooms, big balconies and beautiful kitchens, it
doesn't pay to use cheap cabinets. People who are ac-
customed to fine surroundings know quality when they
see it. And they know if you've skimped

“That's why we checked out a lot of cabinet manu-
facturers and actually got samples. We thought the
Scheirich cabinet was the best looking and the best
made of them all. These Kingswood Oakmont cabinets
even have hand-finished doors.

“And one of the nicest things about dealing with

Scheirich is the on-time delivery. When they gave us a
date, we got our cabinets by that date.”

See your Scheirich distributor or write H. J. Scheirich at
our main plant. H. J. Scheirich Co., P. O. Box 21037,
Louisville, Kentucky 40201.

SCHEIRI

E FURNITURE FOR THE KITCHEN AND BATH
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" Builder profits poised
JU  for sharp recovery as rising sales
benefit from operating leverage

A majority of the publicly owned home-
building companies and many that are pri-
vate should see their profits take off in com-
ing months.

The reason is a phenomenon called
operating leverage.

Most building-company managers are ac-
customed to the leverage that comes from
borrowing—debt leverage. They forget
operating leverage, which results when an
organization finds it can handle more sales
without increasing overhead.

Operating leverage is most familiar in fac-
tories, which can often turn out more units
without adding appreciably to overhead
costs. Because their factory is in the field,
homebuilders don’t have the same advan-
tage of leveraging from a fixed plant; so most
builders don’t even try to take advantage of
operating leverage.

The big cutback. For builders, operating
leverage comes when two categories of costs
have been pared: general and administrative
costs, and carrying costs for raw land. In
many building companies whose ability to
survive has never been in question, manage-
ment has cut these costs hard. By mid-1975,
most builders had slimmed land inventory
and such overhead as office space and per-
sonnel.

The result was a new ability to maintain
profit margins on lower volume, a consid-
erable achievement. Homewood Corp. of
Columbus, Ohio, maintained gross-profit
and net-income margins at 16.8% and 5%
respectively in its September 1975 quarter,
even though sales fell about 45%. Since
sales (closings) represent the harvesting of
sales contracts signed six months earlier,
the ability to maintain profit margins on
lower volume is crucial.

The payoff. When a company does main-
tain profit margins while lowering volume,
any gain in sales will send the margins soar-
ing. That is precisely what is happening.
New orders are rising—sharply in some
markets—as consumer confidence
strengthens, savings flows increase and
mortgage money appears.

This rise in orders is spotty, but some re-
ports illustrate the dynamics: Shapell’s new
orders were up in the September quarter,
U.S. Home'’s orders in the November quar-
ter rose to the highest level in three years
for that period, and orders in the sagging
Florida market doubled from year-ago levels
in October and November. Such smaller

builders as Washington Homes (Washing-
ton, D. C.) and McCarthy Co. (southern Cal-
ifornia) report parallel sales and order in-
creases.

It appears that private companies are ex-
periencing similar results when their prod-
uct is attractive and competitively priced.
This is one reason for the strong optimism
that starts will rise in 1976.

The wounded. Not every building organi-
zation will share in this sales rise. Some are
still struggling with problems left from the
go-go days of 1971-72. Heavy land invento-
ries and ill-fated expansion are still the two
most common hangovers.

The McCarthy Co. is closing a losing divi-
sion in Virginia-Maryland, and Centex
(Dallas) is finding sales slow in its New Jer-
sey condominiums and in its Chicago build-
ing operations. The obvious solutions are to
cut and run or stick with new divisions or
subdivisions until they turn around. (Note
that the Chicago division that U.S. Home
bought, only to incur horrendous writeofts
four years ago, is now showing strong sales
gains—albeit on much lower volume.)

Other companies are caught with over-
built or uncompetitive products. Develop-
ment Corp. of America, still operating in
condos in the overbuilt Florida and New Jer-
sey markets, and McKeon Construction,
which still finds it difficult to turn out more
of those fourplexes that were once such a
hot item, are typical.

They have many companions among pri-
vate companies. There’s no quick cure.

Judgment day. The other point to note
about operating leverage is that its benefits
last only to a point. At some time during this
housing recovery, managements will have
to start rebuilding staff. A slimmed office
staff can handle only so much volume.

Land acquisition, planning and develop-
ment staffs will be the first hired, because
they are among the first fired. Right now
most new business is being done from subdi-
visions already developed with utilities, and
many sales are still coming from inventory.
When builders feel confident enough to
begin tooling up land development staffs
again, the housing recession will be a bad
memory.

Operating leverage is a potential booster
for profits because it affects the basic profit
margin on inventory and other assets sold.
There are two other important ratios that
managers should inspect carefully in the

KENNETH D. CAMPBELL, AupiT INVESTMENT RESEARCH INC., NEw YORK, N.Y.

first states of a recovery. They are the mo
familiar debt leverage and the turnover
assets. Both are more easily managed th.
profit margins, although again there
limits upon managerial effort.

Lender reluctance. Debt leverage is no
severely restricted for most building comp
nies because many lenders, notably co
mercial banks, are still frightened by the
experiences in the recession. Savings an
loans haven’t been burned nearly as bad
and should be a better source of new fun
for quite awhile. Only a very few mortga
REITs are able to offer construction mone

The lesson here is that, for some time, i
will be next to impossible to add debt leve
age through unsecured corporate loans. An
achieving leverage through constructio
loans will be difficult at best. For the buil
ing company that’s come through this rece
sion in reasonably good shape, this is a tim
to build shareholder equity and liquidit
maintaining relations with lenders.

Good year for the prudent. All this mean
that 1976 may be the year when many co
servatively run and financed builders wi
increase their share of local markets. (Fox
Jacobs is reported near to capturing 50%
the big Dallas market.)

Asset turnover can also give a modes
kick to earnings in situations like this, al
though again asset turnover depends mor
upon building methods and land-holdin,
policies than anything else. For instancg
Ryan Homes’ famed policy of holding ver]
little land inventory while relying upon op|
tions from developers for its supply gives i
one of the industry’s fastest turnover ratiog

Any builder who can adapt the Ryan strat
egy to his own situation and improve asse|
turnover can improve return on equity. Th
three ratios can thus be combined into
simple formula that lets building manager
measure changes and their effectivenes
like this, using Ryan as an example:

1974 1973
Netprofitmargin (1% of sales) ... 4.89%  4.819
Multiplied by (%)
Asset turnover (revenues/avg. assets)
245 258
Equals (=)
Netreturn on average assets ..... 11.98 12.41
Multiplied by (<)
Leverage (equity % of avg. assets)
1.73 1.96
Equals (=)
Netreturnonequity ................ 20.73 2432
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and here’s the difference with Clopay

One proven way to meet demanding market require- installation services are desired, Clopay has local dis-
ments is to be different. One rewarding difference can tributor-installers in most all market areas

o f N oh ~an N .

be found in style. Since a garage door can represent up We will also supply you with electric operators and
to 30% of a home's appearance, Clopay's attractive in-car remote units

garage doors can individualize your homes and make

: Write or call today for your set of Clopay style
an extraordinary difference d : e

reference brochures and see why Clopay Overhead

It's easy. Clopay has 71 styles and designs in Garage Doors make the difference
wood, steel, fiberglass and aluminum, plus custom
accessories

And we service your requirements nationally from
5 strategically located manufacturing facilities. Where ‘C I_O pAY Overhead Door Division

Clopay Square, Cincinnati. O. 45214 = (513) 381-4800
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House & HOome presciies
Dave Stone’s new book on

how to turn wavering prospects
into confident homebuyers

258 pages
7Y2"” x 10%2”
$19.95

As an outstanding professional in face-to-face selling, Dave Stone knows
exactly what it takes to turn wavering prospects into confident buyers.
In his new book on HOW TO SELL NEW HOMES AND CONDOMINIUMS,

Dave distills over thirty years of rich and varied selling experience as salesman,

sales manager, sales trainer and sales consultant.

Dave Stone digs deep below the surface to give you a clear picture of how

field.

the sale.

buyers and sellers react to each other. He shows both as factors in the human

cquation that tip the scale—and the sale—in one direction or the other.

HOW TO SELL NEW HOMES AND CONDOMINIUMS is a basic book
about people—the people who buy homes from the people who se// homes. It

brings to sight all the hidden worries, fears and hopes that motivate buyers and

sellers alike. It shows how these powerful emotions bounce back-and-forth
between buyer and seller. And it reveals how the salesmans own attitudes,
moods and expectations become part of his own selling problem.

Dave Stone, President of The Stone Institute,
Inc., enjoys a national reputation as realtor,
author, lecturer, salesman, sales trainer, sales
manager and sales consultant to builders, devel-
opers, realty and financial firms in the housing

His mastery of selling strategy, selling tactics and i
selling lines derives from perceptive insight on

what really happens when salesman and prospect

meet. In plain, simple language, Dave Stone

describes the nature of these reflex reactions and

how to cope with them successfully. .\

With style and wit, Dave Stone describes the thinking, planning and un
standing behind successful strategy, selling tactics and selling lines that n

HOW TO SELL NEW HOMES AND CONDOMINIUMS was written
only to guide ambitious beginners, but also to update highly professi
salesmen on the whole new set of problems involved in selling condominiuy

Worth the price of the book itself is the chapter on Selling Against Competi
which compares buyer advantages of each type of housing to the disadvants
of each other type of housing. It provides instant leverage in knowing ex:
how to approach almost anyone in the market for a new home or condomini

That extra sale is all it takes to re-pay your investment in Dave Stones new
on HOW TO SELL NEW HOMES AND CONDOMINIUMS over and ¢

again. Make Daves ideas work for you. Fill in the order form below.

SALES STRATEGY THAT WORKS

49 ways to help buyers with equity financing

54 ways to judge competitive location, design,
construction quality & financial factors

Sales strategy for scattered sites

6 ways model homes can increase sales volume

Logical sequence for visual aids

Use of calendars, log books and lot-holds

The worst place for floor plans

How to isolate selection and material exhibits

Typical Builder Control Manual for openings

Subdivision Control System for materials

Traffic Report Form to detect marketing problems

SALES TACTICS THAT WORK

How to dissolve buver tension

How to finesse the complainer

How to set deadlines for decision

How to handle impossible requests for change
How to handle options without losing control
How to reduce major problems to minor factors
How to ask the questions they want to answer
How to create a sense of urgency

How to relate floor plans to living requirements
How to set up return visits

6 knockout questions for openers

8 typical closing questions

95 sales slants for 46 common expressions

SELLING AGAINST COMPETITION
Buyer Advantages Buyer Disadvantages
New home vs Re-sale home
Production home vs Custom home
Custom home vs Production home
Conventional home vs Mobile home
Owning vs Renting
Condominium vs Single-family
Condominium vs Townhouse
Single-family vs Condominium
Townhouse vs Condominium
Townhouse vs Single-family
Low-rise vs High-rise
High-rise vs Low-rise
Small community vs Large community
Large community vs Small community

e T Rm T Eay ]
| Yes! |
| Send me
| eSO Dave Stones new book on |
: HOW TO SELL NEW HOMES AND CONDOMINIUMS I
| Enclosed is check for $19.95 payable |
| to House & Home Press. |
: 209% DISCOUNT ON 10 OR MORE COPIES :
| Mail this coupon with remittance to: |
| |
| House & Home Press |
| 1221 Avenue of the Americas |
I New York, N.Y. 19020 |
: |
|
I Your Name — |
|
| Firm Name |
|
| Mailing Address :
} City State —Zip___ :
: I
- |
HH-3/7
!_ ______________ |
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PROFILE OF TODAY'S HOMEBUYER

How decisions are made: the balancing act
Obstacles to decision-making

6 things that worry homebuyers

25 common objections and what they mean
19 buying signals and how to read them
Buyer options as competitive factors

Buyer Profile Guide to closing action
Buyers Household Inventory List
Checklist for the buyer’s big move

PROFILE OF THE SUCCESSFUL
SALESMAN

The art of quick qualifying

How to control your effect on others

How to feature the buyer’s perceived values
9 elements of siting you should know

14 types of construction knowledge you need
How to schedule the 600-minute salesday
Daily Work Plan for effective selling

Sales Procedure Checklist

Flowline of selling points for presentations
13 ways to enrich your prospect list

15 good thank-you gifts for buyers




New Maytag-equipped /jome style Laundry.

It can cut your costs, while giving tenants
homelike comfort and convenience.

Everything’s grouped
in a functional cluster, like in
a home laundry room.

Save as much as 40% to 50% on gas with the
new Maytag D21 Dryer, compared to regular 30-Ib. dryers.

4 x 4 CORE

Flexibility is the keynote. Washers and dryers can be arranged in a variety of configurations to fit your needs.

Another “first” from the dependability peo- And look at the possible advantages for
ple, this Maytag breakthrough can help youcomparedtotraditionallaundry rooms:

you cope with the space, money, and en-
ergy crunch.

In small space, with a small investment,
the exclusive Maytag-equipped Home Style

Lets you use areas never before practical.
Smaller space needed. Smaller initial in-
vestment. Lower operating cost. More profit
per square foot. All-Maytag equipment for

Laundry lets you provide tenants with ato- dependability and tenant satisfaction.
tally unique laundry with homelike atmos- Mail card now for free facts. No postage
phere and step-saving convenience, plus needed.

equipment for optimum care of all fabrics.

- §g Made possible by the energy-saving new Maytag D21 Dial-A-Fabric™ Dryer.
. % Two e [t's actually two single-load dry- e Choice of coin or exclusive ticket-
§§ separate ers stacked one on top of the other. operated models which use an
. dryers Each is functionally independent. electronic ticket, helping avoid
» in coin-box problems and improving
7] half e |t can save you 40% to 50% on security.
. TE e the gas compared to regular 30-lb.

dryers. Or 20% to 30% compared
to 30-Ib. dryers with electric igni-
tion, factory-built heat reclaimers,
and lowered Btu input. Electric

®
model uses half as much electric-
ity as 30-Ib. electric dryers. MA i I

THE DEPENDABILITY PEOPLE

THE MAYTAG COMPANY NEWTON. IOWA 50208
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THE APARTMEN1 dUrEINE

‘Why resign yourself to chronic high
turn-over? Solve the problem permanently
by getting serious about service’

It’s hard to believe, but the national turn-
over rate for suburban garden apartments
was 76% last year, according to the Institute
of Real Estate Management. Out of 7,942
apartments studied in IREM’s 1975 Income
and Expense Analysis, 6,033 changed ten-
ants at least once during the year.

Turnover rates vary from city to city.
IREM found, for example, that some cities
had rates as low as 40%, and one showed an
incredible 150%. Many property manage-
ment authorities say 50% is the norm, and
owners and managers tend to resign them-
selves to this figure. Their view: “No sooner
do we rent ten apartments than we lose ten
tenants. It's like carrying buckets of water
from the basement to fill a second-floor
bathtub with an open drain. No matter how
hard you try, you can’t get ahead.”

That’s nonsense.

There are two ways to approach the turn-
over problem.

One is to try, by aggressive marketing, to
get enough new tenants to exceed the rate
of move-outs. But that approach ignores the
reason why tenants keep moving out, and
chances are the new tenants become turn-
over candidates in short order.

The second approach, and the one that
works, is to try to slow down the outflow
of existing tenants while gradually adding
selected new ones. You can’t slow the
exodus entirely. People have to move out for
reasons that you can’t prevent—e.g., job
transfers, need for a larger or smaller apart-
ment and financial problems. But a domi-
nant reason for move-outs, and one you can
prevent, is lack of service.

You can reduce turnover by improving
your service to tenants. And every move-out
you prevent is the same as renting a new
apartment. In fact, it’s even better. Here’s
why:

® When you keep an existing tenant, you
know exactly what you have. New tenants
are always a question mark.

® New tenants are often at a lower eco-
nomic level than those who move out.
When a tenant leaves, he is usually moving
on to something better; the tenant moving

EDWARD N. KELLEY, CPM, C.R.E., PROPERTY MANAGEMENT CONSULTANTS, OAK BROOK, ILL.
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inis moving up from something not as good.

e Keeping an existing tenant is less ex-
pensive than renting to a new one. Stop to
figure it out, and you'll find that the cost of
a new tenant is phenomenal. Let’s assume
you're renting a two-bedroom garden apart-
ment and you're lucky enough to have the
new tenant move in the day after the old one
moves out, so there’s no loss of rent. You
still face the following outlays:

Decorating, $100; rug shampooing, $35;
cleaning, $27; wear and tear on building
caused by moving plus uncollected damage
to apartment, $40; advertising, $60; admin-
istrative costs such as lease preparation, set-
ting up files and credit check $15. Total:
$277.

Typically, there’s an 18-day lag and conse-
quent loss of rent between move-out and
move-in. So let’s go back and add in that
half-month’s rent you would normally lose
because of the lag in renting the apartment.
On a $250-per-month apartment the loss is
$125. Add that to the $277, and your total
loss from the single move-out amounts to
$402.

In all fairness, it does cost something to
keep an existing tenant if you have to deco-
rate and shampoo. But these costs are usu-
ally spread over a two-year cycle. So if you
spend $100 for decorating and $35 for sham-
pooing, your annual cost is half of the total,
or $67.50.

Subtract $67.50 from the $402 and you're
left with $335—that’s actually what it costs
to rent to a new tenant.

Next question: How do you hang onto
your existing tenants by giving them better
service?

Begin when the tenant moves in. Don’t
expect to keep him by promising to fix
things up when you run in with the new
lease. By then you're a half-year too late. A
tenant’s decision to move usually starts tak-
ing shape six months in advance of lease ex-
piration and crystallizes three months later.
After that, nothing you can do will change
his mind—not even gold-plating his faucets.
So put your building in first-class order and
keep it that way. Tenants should move into
a clean apartment, free of soap chips, bent
coat hangers, a nearly spent roll of toilet
paper or a herring jar in the refrigerator.

Whatever wears out should be replaced on
a programmed basis. Rental buildings are a
consumable commodity; as they are used

up, they must be replenished and refy
bished. Carpeting that was brand-new
years ago is no longer new today. If you
pect the tenant to remain and pay a g
rent, you must replace the carpet and eve
thing else subject to wear and tear.

Speaking of wear and tear, the cost of
ing a leaky faucet is never lower than on t
day the tenant first complains about it.
if you put off the job, what is certain to i
crease is the tenant’s dissatisfaction.

Such are the basics of good service. No
here’s an idea that’s new to apartment m
agement:

Give each new tenant a sense of comm
ment to the apartment.

Few if any tenants have ever had this fe
ing, because apartments were consider
temporary housing. But now renting is
coming a necessary way of life for m
people because of the rising cost of for-s
housing and the growing scarcity of desi
ble apartments. More and more tenants
starting to look at apartments as long-te
homes. If you help them, they’ll keep
their apartments better and stay in the
longer.

Many tenants don’t feel an apartment
theirs until they put something into it.
why not help a new resident personalize h
new home? Let him select a new app
ance—a self-cleaning oven or a self-defro
ing refrigerator, for example—then go 50-
with him on the purchase. The tenant fee
he’s paid for it, and he’s made a commi
ment. Meanwhile, you’ve cut your app
ance replacement cost in half. And you c
avoid complaints from existing tenants
making the same deal with them—thus iw
creasing their commitment.

Its all a matter of keeping the tenan
happy. You may get them to move in wit]
banners, horns and whistles, but it takes se
vice to make them stay and keep your turi
over down.
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Do you select
your title insurer

We see all sorts of figures these days that compare the
various title insurers. In all sorts of ways.

But we're happy to note that “number of matchbooks handed
out” has never appeared on any of these comparison tables. Nor
have there been any statistics on ball point pens, scratch pads
and ash trays.

It seems evident that most professionals involved in real
estate transactions have better ways of selecting their title
insurer. And, while we don't mean to upset the fellows who
supply us with matchbooks, pens and ashtrays, we're relieved

to conclude that these items play a minor role in our success.

 But there is a criterion that really concerns us. It's called
size.

We know. Big doesn't necessarily equate with good in all
areas. But one thing’s for sure: you don't become big in any
business simply by passing out goodies. Generally the market
awards the firm that does the best job with increased volume.
In any field.

Simple Fact: The national market awarded the Ticor Title
Insurers with the largest premium income of all title insurance
companies last year. And the year before that. And the year
before that. You might want to note that on your scratch pad.

&

TITLE INSURANCE AND TRUST
PIONEER NATIONALTITLE INSURANCE
TITLE GUARANTEE-NEW YORK

THE TICOR TITLE INSURERS

H&H mAarcH 1976
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0 over 1000 PLA D 3 ard B. Po 3
Ml 230 2 & 12 STORY HOMES 3925

TRADITIONALS & CONTEMPORARIE

A delightful selection of original home designs
including authentic adaptations of the popular
French Mansard, English Tudor, New England Salt
Box, Classic Georgian and Farmhouse Colonial.

>

Styles for both traditional and contemporary
185 ONE-STORY HOMES $0D25 preferences, these superb designs include L-Shapes,
2 Ranches, Atriums and Rectangles — all with
ALL OVER 2000 SQ. FT. provisions for modern indoor/outdoor living.
= —— ' | st A 1,-%;«“:? £ ‘)}: J‘?E ﬁéJ
‘:’;3;: (; P : -5- ek T : i 3 ~
. | & B Ay | ST WL
o - " ’ —o
0 Choose from plans offering two, three, and even
250 ONE_STORY HOMES $ 25 four bedrooms. Many plans include family rooms
2 or dens. You’ll love the appealing, beautiful ex-
ALL UNDER 2000 SQ. FT. terior designs and efficient floor planning.
‘.A-L e A
i
go A truly outstanding collection of traditional and
180 MULTI-LEVEL HOMES $ 25 contemporary multi-level designs suitable for both
/ 2 flat and hilly sites. Many feature outdoor bal-
SPLIT-LEVELS e HILLSIDES e BI-LEVELS conies, exposed lower levels, and integral garages.
it 2 Pt

16310 Grand River

5 e & i
0 Use this magnificently illustrated 176 page col-
: lection to find the exact Vacation or Retirement
228 VACATION HOMES $225 Home Design you’ve been searching for., There are
over 600 illustrations of designs in EVERY style,
ALL SIZES » A-FRAMES e« CHALETS e HILLSIDES size and price range. 80 pages in FULL COLORI!
0 - ; ‘%i“ Fowr
44' - &’ 3 & "
“gHs - “
3 ‘ DEPT. BK, 16310 GRAND RIVER AVE.
All 5 Categories [mG—_ home Blanners, inc. 3SR e D5 ven A |
____________ -
o OUR COMPLETE COLLECTION! GUARANTEED! CHECK CATEGORIES DESIRED: 0) (3) 250 One-Story Homes $2.25 :
. (1) 230 Two & 1% - Story Homes $2.25 O (4) 180 Muiti-Level Homes $2.25 :
You'll get every cate GET ALL 1000 Mal]_ [0 (2) 185 One-Story Homes $2.25 0 (5) 223 Vacation Home Plans $2.25 :
gory—over 1000 designs, ~ DESIGNS BY [JSEND ALL 5 CATEGORIES $7.95 HHMB3MN i
2700 illustrations — in ~ RETURN MAIL TOday! v :
912 pages! A great ref ONLY NAME (please print) :
i er:nr:f: Isl‘hz'eas'ym?:« ds;leqsl In Canada, Mail to: ADDRESS ':
@ 00 & Blueprints for every de- 3 Home Plansneralnc. CITY STATE ZIP i
. P sign, including Materials 172 King St. W.
Iy List and Specifications, AP(;)EEETNE Kitchener. Ont. HOME PLANNERS, INC. Dept, sk Total Amount Enclosed E: i
. ! : ble at low cost
| ce— available at low cos! N2G 1£8 =

$11.25 VALUE

, Detroit, Mich, 48227 Mich, residents, please add 4% sales tax.
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Red cedar expands on a good idea.

The problem: Build an affordable house
designed to grow with the needs of its family

The solution: An expandable house with a
red cedar roof. A relatively low-cost, basic home
with designed expansion areas for additions
With the cost of land and financing, it
makes sense

So does the red cedar roof. “It's a natural
solution to achieving unity as the house
expands, concluded the architect of this
nationally-acclaimed model

CERTIGRADE

Redt Coctar
SHINGLES

Combine this ability to tie elements together
with red cedar’s rich appearance and superior
insulative qualities, and you see why cedar
shingles or shakes can be part of a beautiful
solution to expansion housing. Try them on
your next project

Red cedar. A natural solution
(For details on “"How to Specify.’ write Red Cedar
Shingle & Handsplit Shake Bureau, 5510B White
Building, Seattle, Wa. 98101. In Canada:

1055 West Hastings St.,Vancouver, B.C.,V6E 2H1)

Red Cedar Shingle & Handsplit Shake Bureau
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ew view of high-density living:
owding can be good for people

research psychologist at Co-
bia University has come up
th some surprising evidence
ut the effects of high density
people. He shows that crowd-
not only doesn’t hurt people
t may actually be good for
em. His findings have impor-
t implications for the hous-

g industry—particularly for

velopers in urban areas.

In a new book, Crowding and

havior: The Psychology of
igh-Density Living,* Jonathan

eedman reports that most
nventional thinking about
owding—that it leads to
ess, or sickness, or crime—is

t true. Freedman compared

e incidence of sickness, sui-
de and other social indicators

areas of high and low density

d found that ““there is no rela-
onship between crowding and

thology.” Nor does high den-
ty cause stress.

Crime and crowding. Isn't it

e, however, that crowded
ties have more crime than the
ss-crowded suburbs or rural
eas? The answer is yes—about
ine per cent more crime. But—

d this is an important but—if

u account for the effects of
overty, poor education and ra-

al disadvantage, the relation-

ip between crime and density
isappears.

Freedman theorizes that

owding by itself is neutral.

at crowding does is to inten-
people’s reactions to a given
jtuation.

Take a party, for instance. If
ou go expecting to have a bad
ime, attending a crowded party
vill only give you a headache.
but if you intend to have fun, the
freater interchange afforded by
rowding makes the party more
bxciting. So, under certain cir-
bumstances, people actually
prefer to be crowded.

Now, this theory has direct
ipplication to homebuilding. It
mplies first that, if you can
make the places where people
ive more pleasant, you need not
orry too much about high den-
Kity. In fact, the more crowded
buch areas are, the better (within
bertain limitations).

' Viking Press, 625 Madison Ave., New
York, N.Y. 10022, $7.95 (hardbound);

ack).

W H. Freeman and Co., 660 Market St.,
5an Francisco, Calif. 94104, $4.50 (paper-

Second, high density can help
solve the crime problem. Where
there are more people out on the
streets, more people observing
what others—especially strang-
ers—are doing, potential crimi-
nals are less eager to act.

Knowing the neighbors. Ac-
cording to Freedman'’s theory,
the first thing builders and de-
velopers should do is to “foster
and encourage social interac-
tion.”

One way to do this is to break
up large developments into
small, clearly defined sections
so that people can get to know
their immediate neighbors more
easily. With neighbors “‘moni-
toring” the people who come
and go, it’s tougher for potential
criminals to lurk unnoticed.

Another way to foster interac-
tion is to create small meeting
places in each section of the de-
velopment. Instead of putting
one big laundry room in an
apartment complex, for ex-
ample, builders should provide a
number of smaller ones, where
people can meet informally.

One thing builders should
avoid (if Freedman is right, and
I think he is)is the use of interior
courtyards. Central courts are
supposed to shield housing proj-
ects from outside nuisances.
They are also supposed to pro-
tect against crime; but interior
courtyards will not keep crimi-
nals out. Residential projects
should instead be opened to the
surrounding streets, where ac-
tivity deters crime.

A word of caution. Builders
and developers should not mis-
use Freedman'’s research. Don’t
wave the book at planning com-
missioners in an effort to prove
that higher density for your proj-
ect is scientifically justified. Re-
member, you must provide the
amenities needed to overcome
the negative aspects of crowding
before you can claim that
crowding is good for people.

So long as you make the sur-
roundings pleasant, though,
high density need not hurt
people. In some cases (as in pre-
venting crime) it can even help

them. —RoBERT CASSIDY

Reviewer Cassidy is managing
editor of Planning, the magazine
of the American Society of Plan-

ning Officials, Chicago.

Superior fireplace announces
a new cost-reducing

BUILDER 800

8 ' flue system
zero clearance fireplace

(right screen
removed to show
screen pocket detail)

MODEL 836

your profits.

L

superiore

fireplace company

DIVISION OF MOBEX corporaion  drawings, prices and availability. See us
P.0. Box 2066, Fullerton, Ca. 92633 in Sweets.

Use rods through built-in
lift-tab spacers for moving.

Now, the BUILDER 800 can cut your costs
two important ways. First, the simplified firebox
provides attractive pricing...and the versatile
Air Syphon triple wall flue system adds even more
economy! From firebox to chimney top, the com-
pletely prefabricated unit is pegged to improve

Second, the BUILDER 800 installs fast and
easy. You'll save time and trouble with new lift-
tab spacers for quicker positioning. .. with 121"
0.D. lightweight flue sections that fit right be-
tween 16"-on-center studs . .. with no need to cut
and replace 16"-on-center joists where the flue
passes up through a ceiling or roof .. . with in line
stacking at 8’ floor to ceiling . . . with new quick-fit
strapped elbows and stabi-
lizers . . . and with a new single
piece, self-facing front that
can finish without trim and
with up to a 6" raised hearth.

Write for brochure, installation guide, plan
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Redi-Sel pregroulec

Kitchen Floor
Systems 200
Or scale up with Systems 100.

Kitchen Backsplash

Systems 100

Bright or Matte glazed tile

Or add texture with Crystalline
or Tuscany.

Foyer Floor
Systems 100
Tuscany or Crystalline
For a smaller scale, use
Systems 200.

Bath Walls,
Floor, Vanity Top
Systems 100
Tuscany or Crystalline Tub Suround

Systems 300

Bright or Matte —reflective or

non-reflective glazed tile.




“revolutionary remodeling idea.

Just for a minute, forget what you know about remodeling
h loose tile. And consider the possibilities of remodeling with
di-Set® ceramic tile systems. Remarkably quick, clean installations
ynsistent quality appearance. Easy maintenance Increased
Ofits

Because Redi-Set systems are real ceramic tile—pregrouted
th a smooth, flexible silicone rubber sealant. Joints are water-
sellent and uniform. Grout won't crack or powder, even with slight
lilding movement. And grout lines wipe clean as easily as the
>, So vour residential, commercial, or industrial installations stay
king new and beautiful. And your customers stay satisfied

\ revolu'rlonory dealer program.

American Olean backs you up with important

fras |‘L<c‘ installation and sales training schools. Excellent local dis-
sution. And @ hard-working promotional program, including na
»nal advertising, displays, point-of-purchase materials national
Jblicity, Yellow Pages ads, and local merchandising support

CAt

hoose from three basic Redi-Set systems

)edi-Set Systems 100

Pregrouted glazed tile sheets The most versatile of all the
ne-saving Redi-Set systems. It installs easily over most existing solid
ifaces. And can be ready for use in hours. A real customer-
leaser. in three tile sizes and lots of decorator colors and textures

‘edi-Set Systems 200

Ceramic mosaic floor sheets. Flexible 2’ x 2’ sheets of 1’
quare tiles install fast, and are ready for traffic in just 24 hours. For a
>ugh, water-repellent surface available in six solid colors and four
ittractive blends. All with complementary colored grout

edi-Set Systems 300

Pregrouted ceramic tile tub and shower surrounds. Minimum
uts, minimum cleanup, minimum callbacks. Most t installations take
ass than one hour, and are ready for use in seven! Water-re pellent
yrout resists stains and mildew. Units are self-timmed and designed
o fit most popular tub and stall sizes

Amerlcan American Olean Tile (n‘\ vany

“annon Avenue, Lansdale, Pa. 19446

— Olean

sion of Nat me : ~
Please send more Redi-Set information
» have a sales representative call

xecutive Offices: Lansdale, Pa
Nest Coast

26 S. Reservoir Street
omona, Calif. 11766

seramic tile systems

T Amencan

Olean




Who knows how
to build reliable
heat pumps that can save
your customers 26% to 61%
In heating costs?

.
AT R

With almost 20 years' experience under its
belt, Amana knows how to build dependable
heat pumps. Reliability which can mean
fewer call backs and greater profits for you.
With Amana you can take advantage of our
special sales, application and service
training program that will make you a heat
pump expert, too.

Choose from a complete line of package
and remote heat pump systems including
universal indoor sections with supplemental
heat factory installed to fit any climate.
Package units have space allowed in the unit
for easy addition of strip heaters.

Each Amana heat pump has Amana's
proven reliable time and temperature
activated defrost control, rugged Powerpact
compressor, and Amana-built coils that meet
rigid performance standards.

LS

NN

W
DI

BLLMMMN
A\

heating-cooling products that can increase

Every Amana heat pump is factory
assembled and run-tested for quick
installation. You and your customers can
counton dependable, carefree operation.

At Amana we think you should know what
we know about quality energy saving

Lookto Amana today
energy saving ideas
tomorrow.

of

your sales and profits.

*Compared to a conventional electric furnace over an
entire heating season. Based on design conditions and
Seasonal Performance Factors for these cities:
Minneapolis, MN.—26.58% Savings:; Kansas City, MO.—
44.13%; Philadelphia, PA.—48.72%; Atlanta, GA.—55.56%,
Tampa, FL.—61.09%; San Francisco, CA.—61.39%.
Savings will vary with climate and weather conditions.

ana

COOLING+HEATING

AMANA REFRIGERATION, INC., AMANA, IOWA 52203 » SUBSIDIARY OF RAYTHEON COMPANY

IF YOU'D LIKE MORE INFORMATION ON AMANA ENERGY SAVERS, WRITE DEPT. C-163, AMANA, IOWA 52203
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A HousesHome semiNAR

HOW
[0
MAKE

TINE-ailARiRG

Hawaii, April 29-30
Miami, May 20-21
Dallas, June 17-18




A HouseaHome seminar: Two days of intens

HOW 10 MAKE TIME-HARI

TIME SHARING...
..1S the most promising new thing that's happened
to resort development since the condominium

It opens up a vast new market
for all kinds of resort-housing ownership

It offers the resort developer an exciting
new concept to help sell resort housing

And it offers a viable—and often the only—way back for resort
projects crippled by the housing crunch

But time-sharing is not simple
It's legally complex...
It requires a whole new marketing approach

It requires a whole new financing approach

And time-sharing is still very new

Its legal, marketing and financial aspects are still in a constant
state of change. What was the best approach six months, or even si
weeks ago may be only second-best today

So whether you're selling time-sharing right now,
planning a time-sharing project, or just beginning to look into it,
this seminar is a must for you

You’'ll learn practical answers to questions like these:

In the legal area How can installment receivables be

i o
What kind of legal “animal” is each of turned into cash®

the several types of time-sharing, and in marketing
what does each give the buyers in terms

of use, investment and protection? How do you identify and reach the time-

sharing prospect?
What are the various aspects of
governmental regulation, disclosure and
registration of sales personnel?

How do you evaluate a project’s loca-
tion, size, and type in terms of a time-
sharing program?

How can documentation be drafted so

i 6 oable or 198 Sitmnige) How are time periods determined and

grouped for optimum sales effect?

In financing What criteria should be used to arrive at

Just how much capital is needed to pricing formulas for each time period?

begin—or convert to—a time-sharing How can trading or exchange networks
development? be used as effective sales tools?
What feasibility formulas should be used How can time-sharing leads be generated

to anticipate necessary operating cash What level of training and compensa-

flow? tion do time-sharing salespeople need?
What are the best sources of end loans?
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Kona Surf Hotel

Seminar Director:
Maxwell, C. Huntoon, Jr.
Managing Editor of
House & Home

Hawaii, April 29-30

Miami, May 20-21
Marriott Hotel

Dallas, June 17-18
Marriott Inn

e

y can recessions be avoided and
s solidified?

perating

bt is the difference between
tating a hotel or condo resort and
he-sharing resort?

ht unique operational problems are
ted by time-sharing?

do you provide for quick, efficient
geovers in occupancy?

n do you need to replace towels,
. furniture, etc., and how are these
nses charged off?

are expenses such as taxes,
ies, telephones, insurance, etc.,
rated and paid?

i/ are maintenance or per-diem fees
ved at—and collected?

You'll learn from an outstanding
faculty of time-sharing experts

Mario F. Rodriguez is pres
ident of Property Planning
Consultants, Inc., a leading
consulting firm in the time
sharing field. He is a pioneer in
that field, and a co-creator of the
concept of interval ownership.
He is also co-author of two key
books in the field; "Structuring
the Interval Project from
Conception to Marketing” and
‘Marketing a Time-Sharing
Project.”

Boyce C Quten is Vice
President and Assistant
General Counsel of Lawyer's
Title Corp., Richmond, Va.
Together with Mr. Davis he
was responsible for drafting
the original interval owner-
ship documentation, and an
article by him in Lawyer's

Iawe ie re
> /\v‘(‘./vb 1S res

onsible for

of the time-sharing
ivity going on today

Tom Perine
Chairman of the Board
U.S. Recreation Properties

Robert Dickson
Marketing & Sales Director
‘The Hawk's Nest", Florida

Thomas J. Davis is founder
and president of Davis,
Margolis & Langer, P.A., and
one of the legal pioneers in
time-sharing. He has struc-
tured the legal framework for
many time-sharing projects
in the U.S. and in foreign
countries, and is a co-creator
of interval ownership. He is
co-author with Mr. Rodriguez
on the two time-sharing books

David A. Sherf is a manager
in the Management Advi-
sory Services Division of
Laventhol & Horwath, an
international accounting and
consulting firm. For the past
six years he has been heavily
involved in development and
marketing work that in-
cluded resort notes and con-
dominiums throughout the
eastern United States and

the Caribbean

Ron Nitzberg
Director of Marketing
Resort Club Management Inc.

Arthur Zimand
Executive Vice President

Caribbean International Corp.

H&H mArcH 1976
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Seminar Registration

To register, please complete
and return the coupon below to
House & Home, McGraw-Hill, Inc.,
1221 Avenue of the Americas,
N.Y.,N.Y. 10020. Or you may
register by calling (212) 997-6692.
Registration must be made in
advance of the seminars. All
registrations will be confirmed
by mail.

Seminar Fee

The full registration fee is
payable in advance and includes
the cost of all luncheons, work-

books, and meeting materials.
$395.

Seminar Hours

Registration starts at 8 a.m.
Sessions are 9a.m. to 5 p.m., with
informal discussions to 6 p.m.

House & Home

McGraw-Hill, Inc.
1221 Avenue of the Americas
N.Y., N.Y. 10020

§ Gentlemen: Please register mein

I the TIME-SHARING seminar
: checked below:

§ O Hawaii, April 29-30
Kona Surf Hotel

O Miami, May 20-21
Marriott Hotel

O Dallas, June 17-18
Marriott Inn

0 Check payable to
House & Home enclosed

O Bill my company o Bill me

66 H&H MmarcH 1976

Hotel Reservations

While House & Home does
not make individual registrations
for seminar participants, we have
arranged with the hotels involved
to hold limited blocks of rooms for
the use of attendees.

You can reserve your room at
the Kona Surf Hotel by phoning
(800) 421-0811.

You can reserve your room at
either of the Marriott Hotels by
phoning (800) 228-9290.

Special note for Hawaii attendees

The Kona Surf Hotel one of the best-
known resorts in Hawaij, is located in Kona on
the “big" island of Hawaii. Air reservations
through to Kona can be made from the main
land, and at no greater cost than the fare to
Honolulu. There will be a brief stopover at
Honolulu airport, and of course baggage can be
checked through. Should you wish to visit

Honolulu either coming or leaving, there is an
additional fare of $11

Please be sure to say that you
are attending the House & Home
seminar. This will identify your
reservation with the block of
reserved rooms, and assure you
of the special seminar rate.

A HouseaHome seminar

HOW T0 MAKE TIMESHARING WORK

Cancellations, Refunds
and Transfers
Registrations may be can-
celled without charge up to fif
working days before the semi
date. Registrations cancelled
later than this are subject to ai
service charge. Substitutions
attendees may be made ata
time. Reqistrations may be
transferred with full credit to
later seminar any time prior t
the original seminar date.

Tax Deduction of Expens
An income tax deduction i
allowed for expense of educa
(includes registration fees, tra
meals, lodgings) undertaken
maintain and improve profes-|
sional skill. See Treasury
reqgulation 1.162-5 Coughlin v
Commissioner 203F. 2d 307.

Additional registrations

Name from my company:
Title T

Company Title

Address Name

City State Zip Title

Phone

Signature

3/76




LOWEST-COST

STRUCTURAL
SHEATHING ON THE
MARKET!

=

NEW...
USG® Triple-Sealed Gypsum Sheathing! e e S g

) : MAIL COUPON NOW FOR DETAILS! :

* Costs far less than plywood or wood fasteners. No corner bracing | United States Gypsum I
fiber sheathing. required. | 101S.Wacker Dr. I

* Lighter than regular %" gypsum * Non-combustible. | Chicago, Ill. 60606 |
sheathing. « “Breather action” permits | Dept. HH-36 |

« Sealed edges repel water. Can be condensation to escape. | please send full technical information on |
stored outdoors. e 4/10"” thick in 4’ x 8’ or 4’ x 9’ length. | new USG TRIPLE-SEALED SHEATHING to: |

* One man can handle easily. » Meets HUD/FHA requirements* for ' !
Just score and snap. omission of let-in corner bracing | name l
No sawing necessary. when installed in accordance with I ki |

e Applies with a minimum of manufacturer’s specifications. | :
*HUD/FHA Materials Release No. 860 | ADDRESS |
UNITED STATES GYPSUM | -~ |

4
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"General Electric's Weathertron is the

No. | selling heat pump in new construction’’

“That should pop
Aunt Sadie's
beaded umbrella’

.....

....... RN

Rowan and
Martin tell the
GE Weathertron
storyon TV
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it took a lot of good reasons to make the GE
Weathertron® heat pump number one among speci-
fiers and architects. Here are the most important.

Firstis the Climatuff™ Compressor with its record
of dependability in over a million and a half
installations.

The Weathertron units defrost system is activated
by pressure drop across the outdoor coil.

Spine Fin™condenser coils eliminate many
brazed connections where leaks can occur.

You can choose from 18 different Weathertron
models— 18,000 to 240,000 BTUH—for residential

and commercial applications, plus a complete line of
other heating & cooling equipment.

And you can offer the General Electric National
Service Contract on the residential heat pump.

All this from GE, the company that pioneered the
heat pump back in 1935.

If youre contemplating an air conditioning instal-
lation, get in touch with a General Electric Central
Air Conditioning dealer. He's in the Yellow Pages
under “Air Conditioning Equipment and Systems”’

The General Electric Weathertron®..
America’s #1 Selling Heat Pump.

GENERAL @B ELECTRIC

CIRCLE 68 ON READER SERVICE CARD
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IN HOUSING'S WORST YEAR
SINCE 1946. . .

THE BIGGEST BUILDERS
TOOK
THE BIGGEST BEATING

For the housing industry as a whole, 1975 was a year of trouble. Even though
the last few weeks saw the beginning of an upturn, starts for the year dropped
to 1.16 million—13% % below a bad 1974 and the lowest level of the post-war
era.

But for the biggest builders in the industry, 1975 was a year of disaster. Their
agglomerated starts went from 182,000 units in 1974 to 124,000 units, a drop
of 32%. And their share of the total housing market dropped from 13% to
10% %, continuing a downward trend that began during 1973.

Such is the tenor of House & HoME's annual report on the country’s biggest
builders, details of which are set forth on the following pages. The report shows
that while not all big builders were badly hurt, most of them had a painful year,
and a few simply faded away.

The drop was so severe that our definition of a biggest builder had to be
changed. For last year’s report, we drew our statistics from 97 builders who
reported 1,000 or more starts; this year, to keep roughly the same base (112
builders), we had to drop the cutoff number to 500 units.

But while the general outlook for the biggest builders is gloomy, a look at
the individual companies often shows a very different picture. That’s the sub-
ject of the next 14 pages.

H&H MArcH 1976 69




What does ‘biggest builders'mean?

For purposes of this report, it means
firms that say they produced 500 or
more housing units in 1975. House &
Home and The Blue Book of Major
Home Builders (see below) identified
112 such firms. This is amarked change
from last year’s report; then we used
1,000 or more units as the qualifying
minimum, and came up with 97 compa-
nies. Had we kept the same minimum
this year, only 40 companies would
have made the grade.

Missing from this year’s report are
more than two dozen companies that
started 1,000 or more units in 1974, but
didn’t make the 500-unit cutoff in 1975.

Some firms actually went from 1,000
starts to zero. We talked to a few and
their explanation was that their inven-
tory from 1974 was so big (especially
condos) and sales for the first three
quarters of 1975 were so slow that it
didn’t pay to crank up construction
again.

Of the 112 biggest builders, 69 are pri-
vately owned, 29 are publicly held and
14 are subsidiaries of non-real estate
corporations. As a group, they built
124,793 units—10.6% of total U.S. pro-
duction. By comparison, in 1974, the 97
biggest builders grabbed 13.5% of the
total pie.

Finally, we realize that our list of 500-
unit-plus builders is necessarily incom-
plete. Some don’t wish to be identified,
others have only recently climbed to
500 and have not yet been surveyed.

What was their
product mix in 1975?
It was quite different from 1974.

As you'd expect, there was a marked
shift out of condos and apartments and
into single-family detached. The
proportion of single-family rose from
27% in 1974 to 43% in 1975; for-sale
multifamily dropped from 29% to 23%,

70 H&H MarcH 1976

and rental dropped from 44% to 34%.

But compared to the industry as a
whole, the biggest builders remained
relatively heavily committed to multi-
family. The industry’s proportion of
single-family was 76% (up from 65% in
1974), nearly double that of the big
boys.

There are two probable reasons for
the disparity:

First, multifamily housing has tradi-
tionally been the domain of big builders
because of the heavier outlays of front
money required.

Second, big builders tend to build big
projects, many of them with build-out
times of several years, and most of them
with relatively high proportions of mul-
tifamily units. Once started—and most
were started before the crunch—they
can’t easily be stopped or converted to
single-family.

Whatever the reason, there’s little
doubt that the multifamily emphasis
was an important factor in the biggest
builders’ poor showing in 1975.

How do their

bottom lines look?

This tends to be a gray area. For one
thing, no privately owned building
company divulges its profit figures, so
the only sources are publicly held com-
panies whose profits must be made pub-
lic. And even those figures may be sus-
pect if the builder is a child of a major
corporation and the parent chooses to
play accounting games.

With that caveat, here’s how the prof-
itability picture looked in 1975.

Overall, fewer of the biggest builders
were in the black—52% vs. 61% in
1974.

On the other hand, the big losers lost
less last year than in 1974. This year’s
red-ink champions were Hallcraft ($25
million) and Levitt ($13.9 million for

nine months); they don’t look too b:
compared with last year’'s champs;
Larwin ($87 million) and Ervin ($
million).

Further, the average profit margin
ported by the publicly held compani
on our list (chart, right) went up—n
much, but up: 3.44% after taxes
3.36% in 1974.

How do they feel
about 1976?
By and large, pretty bullish.

There’s evidence of shell shock fro
the last two years in the number of co
panies that were willing to make
predictions at all: only 63 out of the 11
total.

But of those 63, more than two thir
(46) said they planned to boost starts
anywhere from 1% to 200%; tk
average is 26%. And it’s very interes
ing indeed to note that nine of
group said they expected to increa
their production of rental housing by
average of 64%.

Five companies pegged their 197
starts at the same level as in 1975.

Eleven builders took the gloom
view, planning production cutbacks
anywhere from 4% to 55%, and avera
ing 20%.

How this report
was compiled
It is based on the eleventh annual Blu
Book of Major Home Builders,* a com
pendium of data on the country’s larg
est residential builders. Last fall, thou
sands of firms were telephoned and sen
questionnaires to obtain input for th
1976 edition of the Blue Book.

House & Home selected those firm
stating that their 1975 productio

*The Blue Book is published by CMR Associates Inc.
2152 Defense Highway, Crofton, Md. 21113. It sells fo
$94.50; regional editions cost $34.50.
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1e top ten in total production The top eleven in rental housing The top ten in profitability
(. U.S. Home Corp.* 5,555 1. Jetero Corp. 2,800 1. Shapell Industries Inc. (1/75-9/75) 5.7%
2. Ryan Homes Inc." 5450 (est) 2. Edward Rose & Sons 2,500 2. The Development Corp. of
§. Kaufman and Broad Inc. 5,400 (est.) 3. Forest City Enterprises Inc. 2,200 America (1/75-6/75) 5.2
1. Centex Corp.** 4650 (est.) 4. Lincoln Property Co. 2,000 2. Homewood Corp. (1/75-12/75) 5.2 (est.)
3._Singer Housing Co. 3,250 (est) 5. A.G. Spanos Construction Inc. 1,952 2. Ryan Homes Inc. (1/75-9/75) 5.2
5. Weyerhaeuser Real Estate Co. 3,200 6. Broadmoor Apartments 1,600 3. Forest City Enterprises (2/75-10/75) 5.0
7, Jetero Corp. 2,800 7. Mayer Construction Co. Inc. 1,500 4. Ryland Group Inc. (1/75-12/75) 4.4 (est)
3, Forest City Enterprises Inc. 2,700 8. Construction General Inc. 1,148 5. Singer Housing Co. (1/75-9/75) 3.9
3, Edward Rose & Sons 2,700 9. The Kraner Co. 1,018 6. Centex Corp. (1/75-12/75) 3.3 (est.)
3. Ecoscience Inc. 2,115 10. Deci-Ma Corp. 1,000 6. Standard-Pacific Corp. (1/75-9/75) 3.3
"Ryan and U.S. Home do not separate 10. Housing Systems Inc. 1,000 7. U.S. Home Corp. (2/75-11/75) g A
witifamily types.
Centex does not break out housing types The top seven in condo townhouses The top ten in syndication sales”
he top ten in detached houses 1. Kaufman and Broad Inc. 2,400 (est) 1. Jetero Corp. $34,000,000

2. The Korman Corp. 650 2. A. G. Spanos Construction Inc. 30,000,000
1. Ryan Homes Inc. 4850 (est) 3. CFW Construction Co. Inc. 600 3. Mayer Construction Co. 21,000,000
2. U. S. Home Corp. 4,556 3. J. L. Philips Inc. 600 4. General Mechanical Corp. 14,900,000
3. Kaufman and Broad Inc. 3,000 (est.) 4. Carol Housing Corp. 500 5. Inland Steel Urban Dev. Corp. 12,100,000
3_ Weyerhaeuser Real Estate Co. 3,000 4. McKeon Construction 500" 5. The Korman Corp. 12,100,000
4. Weood Bros. Homes Inc. 1,728 4. The Orlean Co. 500 6. The Robert Randall Co. 12,000,000
5. Shapell Industries Inc. 1,425 (est) *Co. estimate to 2/29/76. 7. Achenbach Realty Cos. 10,500,000
6. The Presley Cos. 1,360 (est.) 7. Friedland Properties Inc. 10,500,000
7. The Ryland Group Inc. 1,300 (est) The top seven in condo apartments 8. Construction General Inc. 9,200,000
8. Pulte Home Corp. 1,200 *Revenue from rental projects sold to investors
9. Suburban Homes Lumber 1150 1. Ecoscience Inc. 2,030

2. Cenvill Communities Inc. 1,600

3. Hunt Building Corp. 1,492t

4. Kay & Kay Construction Co. Inc. 8001t

5. The Development Corp. of

America 650
6. John Crossland Co. 600
6. Hawaii & San Francisco Inv. Co. 6001t

tFor the 12 months ending 8/31/75.
t1Blue Book estimate




Company

Achenbach Realty Cos.
Essex, Conn.

AMREP Corp.
New York, N.Y.

Beechwood Park Inc.
Cleveland, Ohio

Broadmoor Apartments
Clayton, Mo.

The Bush Organization
Norfolk, Va.

Carol Housing Corp.
Miami, Fla.

Cenvill Communities Inc.

West Palm Beach, Fla.

Market areas

Middletown (30%), New London (30%), Hartford (20%), New
Haven (20%), Conn

Phoenix/Flagstaff (75%), Ariz,; Los Angeles (10%), Calif.; Denver
(6%). Colo.; Chicago (6%), lil.; Cincinnati (3%).0hio e

Ocala (65%), Fla.; Albuguerque (30%), Santa Fe (3%), N.M.;
Table Rock (2%), Mo

una Niguel (32%), San Diego (28%). Encinitas (15%), San
ﬁ(S%),gcim.; Phoenix/Tucson (15%), Ariz.; Macon (5%). Ga. §

Cuyahoga Co., Lake Co., Ohio (95%); Las Vegas (5%). Nev

| New York (76%), N.Y.; Boston (20%), Mass.; Washington, D.C. |

(3%); Sarasota (1%), Fla.

South Carolina; Alabama; North Carolina; Tennessee: Missis-
sippi; Arkansas; Minnesota; Arizona; West Virginia

Southern California (45%); Sacramento (35%), Calif.; Clearwater
Lshﬂ_’o).( ;;a) |=(,.‘,c.vlomdo Springs (5%), Denver (5%), Colo.; Philadel-
1a (97%), ra. § :

Washington, D.C. (40%): Norfolk/Virginia Beach (40%), Newport
News/Hampton/Williamsburg (10%). Va.: Shalimar (10%). Fla.

Amherst (60%), Buffalo (5%), Ithaca (5%), Orchard Park (5%).
Utica (5%), N.Y.; Detroit (20%). Mich.

Miami (60%). Coral Springs (10%). Hialeah (10%), Key Largo
(10%), Palm Beach (10%), Fla

Chicago, lil.; Dallas, Houston, Tex.; Cliffside, N.J.; St. Petersburg,
Miami, Fla.; San Francisco, Calif.; Washington, D.C.

West Palm Beach. Deerfield Beach, Fla

Knoxville, Memphis, Nashville, Maryville, Newport, Tenn.;
Natchez, Greenville, Miss.; Tampa, Stuart, Riviera Beach, Fla.:
Huntsville, Ala.
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1975 Dollar volume Notes

1975 \ (in thousands)
Sales Rental
For sale For rent Total Income Income

TH 200 GA 800 3.9 5 Total includes $2,500,000 from land sales, $10,500,000 from rental proj-
ects sold to investors. Firm plans to expand production of rental units for
sale to investors. 1976 goal: 1,000 units

Parent company, American Financial Corp.. reported a $5,400,000 loss
from homebuilding operations for the ranemonm mﬁm

For the six months ending 10/31/75, firm reported income of $25,495,000
and a net loss of $54,000. Firm stated: “Homebuilding activities have
dropped off sharply

net loss of $8,936,000. For the same

*For the nine months ending 8/31/75. mmemm
32.508 000.

Estimated volume includes 327 000,000 in residential and i‘&m
non-residential construction. Anticipated 1976 financing:
construction loans and 560000 000 in take—aﬂtm 5

Total volume includes $1,500,000 from rental projects sold to investors
1976 financing: $15,000,000 in construction loans and $19,000,000 in
take-out loans

Total volume includes $10,000,000 in
tion is expected to expand to 760
1976 permanent financing: $32,

Total volume includes $6,200,000 in rental projects sold to investors.
Firm plans to expand 1976 production to 324 for-sale townhouses and
435 rental garden apartments

Total volume includes $6.,500,000 from non-residential work, $3,600,000
from rental projects sold to investors and 31.259,@09 in mms.: 97
construction loans: $21,000,000. 7

Firm expects to double 1976 output to 350 single-family, 800 townhouses,
400 condominiums, 250 rental townhouses. 1976 financing: $50,000,000
in construction loans and $40,000,000 in take-out loans

Estimated volume includes $125,000,000 for heavy construction.
mated after-tax earnings: $11,000,000. Dallas o is strong;
Ghmqnmdﬂewwseyowmm C

M-HR 1,600 ; For the nine months ending 7/31/75, firm reported net income of
(est.) 5 $268.000 on $31,317,000 in revenues; in the last quarter, a net loss of
$88,000 was realized due to rising costs and slow sales

DH—single-family detached TH—townhouses, duplexes, triplexes, fourplexes GA—garden apartments M-HR—medium to highrise



Company

Construction General Inc.
Silver Spring, Md.

Crest Communities Inc.
- Cincinnati, Ohio

Criterion Corp.
Tampa, Fla.

John Crosland Co.
Charlotte, N.C.

Crowell-Leventhal Inc.
Upland, Calif.

The Development Corp. of America
Hollywood, Fla.

H.C. Elliott Inc.
Walnut Creek, Calif.

Environmental Dovelopefs inc.
Denver, Colo.

Forest City Enterprises Inc.
Cleveland, Ohio

General Mechanical Corp.
Virginia Beach, Va.

Gotham Construction #il Inc.
New York, N.Y.

Market areas

n. D.C. (80%); Baltimore (10%). Md.; N.C. (10%)

Cincinnati (60%), Columbus (10%), Ohio; Louisville (15%), Ky.; | 1,

' Indianapolis (15%), Ind.

Tampa/St. Petersburg (100%), Fla

Charlotte (50%), Greensboro (10%), East Central (5%). N.C
Anderson (20%), Greenwood (10%), Greenville (5%), S.C.

San Bernadino (60%), Los Angeles (30%). Riverside (10%), Calif

Indianapolis (70%), Ind.; Nashville (30%), Tenn.

Hollywood ( Orlando (1%). Naples (1%)
0 (6%)

Contra Costa Co. (40%), Fresno (20%), Mann(ZO%) Calif.; Reno |
(20%), Nev. :

acramento (46%), V: e (22° airfield (18%), Pleasanton

7%), Livermo

Denver (50%), Colo.; Chicago (30%), Iil.; Phoenix (20%), Ariz.

Buffalo, N.Y.: Morris, Il
g. W.Va.; Ypsilanti, Mich

Richmond (25%), Virginia Beach (15%), Petersburg {15%).
Lynchburg (15%), Roanoke/Salem (10%), Danville (10%), Rad- §
ford (10%), Va.

New York, N.Y.



1975 Dollar volume

——— (in thousands)
Sales Rental
For sale For rent Total Income Income

220 | TH 94 500
GA 579
M-HR 475

M-HR 2,200 118,662* 103,469"

Notes

Total volume includes $9,200,000 in rental projects sold to investors and
$15,600,000 in residential general contracting.

*Blue Book estimate. A subsidiary of MGIC, firm changed its name from
Lamonte Shimberg Corp

1976 production expected to increase to 500 single-family and 100 town-
houses. Financing required: $20,000,000 in construction loans and
$25,000,000 in take-out loans

*For the 6 months ending 6/30/75. Net income: $1,617,000. Firm expects
to cut 1976 production to 750 single-family, 30 townhouses and 120 low-
rise condominium units.

Dollar volume includes $1,000,000 from mobile home sales

*For nine months ending 10/31/75. Net earnings from operations:
$1.440.000 vs a $1,137,000 loss for the same period last year. Net earn-
ings before non-cash charges of depreciation, etc.: $5,936,000

*Blue Book estimate. Volume includes $14,900,000 in rental projects sold
to investors and $1,800,000 in non-residential construction.




Company

Public

Robert H. Grant Corp.
Newport Beach, Calif.

Hallcraft Homes Inc.
Phoenix, Ariz.

{ san Leandro (40%), Salinas (20%), Modesto (15%), Hayward |

Hillis Homes Inc.
Everett, Wash.

J Chicago (85%), lil.; Philadelphia (15%), Pa.

Homewood Corp.
Columbus, Ohio

Inland Steel Urban Development Corp.
Chicago, Ill.

Jetero Corp.
Houston, Tex.

Kay & Kay Construction Co. Inc.
Beltsville, Md.

Beltsville
mond (13%

Eastern Pennsyfvania (70%); New Jersey (25%); Maryland (5%)

Market areas

1973
Total

San Jose/Manen Co./Palo Alto (30%). Los Angeles/Orange Co
(24%), Calif.; Oahu (25%), Hawaii; Phoenix/Tempe (13%), Ariz
Tampa (8%), Fla

750

Phoenix (75%), Ariz
Denver (6%), Colo

7%), Calif.;

Los Angeles (12%), San Diego (

' (10%). San Francisco (10%), Stockton (5%), Calif.

Kent (25
Everett (1

. Kirkland (25%), Bothell (10%), Edmonds (10%),
%), Renton (10%), Auburn (5%). Lynwood (5%), Wash

Dayton, Columbus
Puerto Rico

Ohio; Louisville, Ky.; Indianapolis,

Atlanta, Ga.; Birmingham, Ala.

San Francisco, Calif.; Washington, D.C.; Fort Wayne, Ind.: De-
troit, Grand Rapids, Mich.; Columbus/Dayton, Ohio: Knoxville/
Nashville, Tenn.; Charleston, W.Va.: N.Y.; lil.; Wis

Dallas (30%). Austin (20%), San Antonio {20%), Houston (20%)
Midland (10%), Tex.

Jacksonville, Fla.; Tulsa. Okla.; Nashville, Memphis, Tenn.: Hous-

ton, San Antonio, Tex

51%), Gaithersburg (18%), Laurel (18%). Md.: Rich-

Va




1975 Dollar volume Notes

1975 1 (in thousands)
Sales Rental
For sale For rent Total Income Income

40,000 For the 3 months ending 9/31/75, firm had a $549,000 net loss on
(est.) $11,917.000 in revenues. Firm “will probably continue to produce operat-
ing losses for the foreseeable future,” reports parent company

For 12 months ending 4/30/75 firm reported a $25,200,000 loss on
$42.400.000 in sales. For 3 months ending 7/31/75: $1,129,000 loss on
$9,381,000 in sales. Net book value: minus $16,100,000.

16,100 Volume includes $49,300,000 in mobile home sales and $12,100,000 in
rental projects sold to investors. Firm dropped its 3-D modular line 1976
production is expected to increase to 1,427 units

Sales of rental projects to investors totaled $8.000,000. Firm anticipates
3.000 rental starts per year for the next several years, but also expects
to diversify into more non-real estate activities

*Blue Book estimate

DH—single-family detached TH-—townhouses, duplexes, triplexes, fourplexes GA—garden apartments M-HR-—medium to highrise



Company

The Kraner Co.
Columbus, Ohio

Lennar Corp.
Miami, Fla.

Lieberman Corp.
St. Louis, Mo.

The William Lyon Co.

Newport Beach, Calif.

The McCarthy Co.
Anaheim, Calif.

Montebello Corp.
Orlando, Fla.

NEI Corp.
New Orleans, La.

Public

Market areas

units |
1973 1
Total

Columbus (23%), Oxford (4%), Ohio; Charlotte (17%), Wilming-
ton (14%), Asheville (13%), Hickory (2%), N.C.; Columbia (15%),
S.C.; Ft. Wayne (5%), Indianapolis (2%), Ind.; Va

Miami (34%), St. Petersburg/Bradenton (9%), Fla.; Detroit, Mich./
Columbus, Ohio/Covington, Ky./Minneapolis, Minn. (30%);
Phoenix (26%), Ariz.; Atlanta (1%), Ga

mwcn Washington, D.C.; Mﬂhh. Pa:|
Calif. R.J.,Va..uoum Can,; Sme.:

Missouri; lllinois; Tennessee; Florida

Orange Co. (40%), Santa Clara Co. (20%), Alameda Co. (20%),
Los Angeles Co. (10%), San Diego Co. (10%), Calif.

Alexandria (35%), Virginia Beach (15%), Newport News (15%), |
ac.ﬁsm.cnmcm saaa«(mp’g

Northern Va. (30%); San Francisco (25%), Orange Co. (23%),
Los Angeles (15%), San Diego (2%), Calif.; Atlanta (5%), Ga.

'mw («%}.Sm?meoaayfs%). Sacramento
17%), Calif.; MMVM@@.

! - Homw%} Tex; §

Orlando (30%), Tampa (20%), Merritt Island (20%). Clearwater

(20%), Sanford (10%), Fla

aewgta, uumwus; New York; Northi
mm mm?mrm Texas

New Orleans (50%), La.; Houston (30%), Tex
Chicago (10%), Ill




1975 Dollar volume Notes

1975 : (in thousands)
Sales Rental
For sale For rent Total Income Income

For 9 months ending 8/31/75, firm lost $75,000 on $28,990,000 in housing
sales. Last quarter, firm showed a $582,000 net profit on $17,309,000 in
total revenues; 85% of profit came from commercial property disposition

Firm expects to increase 1976 single-family output to 900 units and re-
duce townhouse production to 200 units

For 9 months ending 9/30/75, volume: $26,027,000; net loss for period
$1,595,000. Firm plans to phase out Virginia operations and concentrate
on single-family sales in California.

Volume includes $7,900,000 in rental projects sold to investors and
$3.900.000 in land sales. Firm expects to increase 1976 production to
800 single-family and 430 low-rise rental units

*Blue Book estimate.

DH—single-family detached TH —townhouses, duplexes, triplexes, fourplexes GA—garden apartments M-HR—medium to hig



Company Market areas
units |

1973
Total 1

Northwestern Construction Co. Chicago, lll
Itasca, Ill.

| Broward Co./Dade Co. (40%), St. Petersburg/Sarasota (20%),
| Orange Co./Seminole Co./Osceola Co. (15%), Fla.; San Juan
fﬁ%).PuemR&e :

H

The Orlean Co. Ohio; Pennsylvania: Michigan
Cleveland, Ohio

The Presley Cos. Northern and Southern Calif.; Phoenix, Ariz.; Chicago, Il ,301
Newport Beach, Calif. Washington, D.C.: Albuquerque, N.M

| Colorado (38%); Maryland (13%); Michigan (12%): lllinois
: g:ét(); &e;;miar (8%); Pennsylvania (6%); Virginia (2%); Puerto

The Robert Randall Co. Portland, Ore
Portland, Ore.

Detrait (65%), Mich.; Cleveland/Akron (35%), Ohio

g
)
/.

Sidney J. Rosenthal & Associates
Watertown, Mass.

N

Laguna Hills, Calit.; Silver Spring, Md.: Coconut Creek, Fla.:
Woodridge, lil.; Willow Hill, N.J.

L aal

0 Fall River (23 Cambridge (15%), Milford (15%). Hingham
(13%), Amher 1%), Sturbridge (9%). Winchester (8%). Beverly
(5%), Upton (1%). Mass
-

The Ryland Group Inc. res | Baltimore, Md.; Washington. D.C tlanta, Ga.; Houston
Columbia, Md. Dallas, Tex

Contra Costa Co., Los Angeles Co., Orange Co.. San Diego Co.,

Santa Clara Co., Calif.

Singer Housing Co. y Northern California: Arizona; Colorado: Alabama; Mississippi;
New York, N.Y. Florida; Georgia

R

Fresno (50%), Merced (25%), Other Central Vailey (20%),

| Sacramento (5%), Calif.

-
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1975 Dollar volume Notes

1975 N\ (in thousands)
Sales Rental
For sale For rent Total Income Income

Firm expects to triple 1976 production to 800 low-rise rental units and
1,000 highrise rental units

Volume includes ! -mmomwm kaexpeceswcutback 1976 |

Firm does not anticipate any starts in 1976.

For 9 months ending 10/31/75, firm rppr)rtpd $64,800,000 in volume. For
the fiscal year ending 1/31/75, firm totaled $69,800,000 in volume

*For 12 months ending 10/31/75. Volume for this period includes
$12,000.000 in rental projects sold to investors, $1,000,000 in commer-
cial work and $100,000 in land sales

184 500 k- Volume includes $1,000,000 in non-residential work. Firm expects 1976
252 production to increase to 10 single-family units, 50 townhouses, 202
M HR 100 rental townhouses, 420 low-rise and 520 highrise rental units

i.memn ort: final figures show 472 starts and 825 sales. For 12 months
mesmnsmmmm / net loss: $9,379,000, However,
Wammmmsmzfmm :

Estimated profn $2,500,000. At yearend, new orders totaled Q25 832,000
a 77% increase over the previous year

" For the 9 months ending 9/30/75, revenues: $70,859,000; net profit: |
§ $4.017,000. In the third quarter, revenmmdﬂﬁ.ﬁmwom net
profit was $1,560.000.

For 9 months ending 9/30/75, estimated revenues: $101,619,000; net
profit: $4,006,000 vs 8310 000 a year earlier. Parent, Singer Co., posted
a $37,223,000 net loss for the same period

1 Elaeaeuk estimate. fFor 12 months ending 1/31/75. Volume includes
| $4,600,000 in rental projects sold to investors. 1976 production projected
: smgmwmdzasm-c mﬁlunits.

DH—single-family detached TH—townhouses. duplexes, triplexes, fourplexes GA—garden apartments M-HR—medium to highrise



Company

A.G. Spanos Construction Inc.

Stockton, Calif.

Standard-Pacific Corp.

Costa Mesa, Calif.

U. S. Home Corp.
Clearwater, Fla.

Westport Home Builders Inc.
Anaheim, Calif.

| Houston, Tex.

Market areas

units t
w73 1
Total T

Sacramento (39%), Calif.; Las Vegas (20%), Nev.; Clearwater | 2,883

(20%), Largo (5%), Fla.; Atlanta (16%), Ga

Orange Co. (40%), Riverside Co. (20%), Calif.; Tucson (30%),
Ariz.; Reno (10%), Nev.

Orange Co., Riverside Co., Los Angeles Co., San Diego C
San Joaquin Co., Ventura Co., Santa Clara Co., Alameda C
Calif.; Cary, lll.; King Co., Wash

Tampa/St. Petersburg (25%). Fla.;: Dallas/Houston (20%). Tex
Cherry Hill/Freehold (15%), N.J.. Tucson/Phoenix
Ariz.; Minn.; Colo.; lll.; Washington, D.C./Va

Orange Co. (80%), Los Angeles Co. (20°

Miami/Orlando/Clearwater, Fla.; Greensboro/Winston-Salem/
' Raleigh, N.C.; Dallas/Fort Worth/Houston, Tex.; Las Vegas, Nev.;
| Los Angeles/San Diego, Calif.; Seattle, Wash.; N.J.

s ] . . e
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1975 Dollar volume Notes

e TS - —_ (in thousands)
Sales Rental
For sale For rent Total income Income

rH 1,952 48,200 Volume includes $30,000,000 in rental projects sold to investors and
$18,000,000 in commercial construction. 1976 financing: $45,000,000
each in construction and take-out loans.

For 9 months ending 9/30/75, firm reports $28,883,083 in sales; net
profit: $953,963. Third quarter dollar volume—$14,220,000—up 61%
from a year earlier; net profit: $408,022.

DH 4,556 Volume for 9 months ending 11/30/75: $225,800,000; net profit:
$3,102,000. Third quarter new orders: 1,498 vs 1,144 and 1,304 for the
two previous years.

63 17,700 Firm expects 1976 production to shift to 120 single-family units and 356
478 townhouses. Total: 476. 1976 financing: $13,500,000 in construction
loans and $18,300,000 in take-out loans.

: SR 5 : : i

DH—single-family detached TH—townhouses, duplexes, triplexes, fourplexes GA—garden apartments M-HR

-medium to highrise



UPDATE

on 1 IME

It may soon be the
best way to sell

resort condominiums.
But if you go this route,
you’ll have

to learn some new
marketing rules.
Here’s why . . .

Marketing the time share is a
numbers game. Big numbers.

Take, for example, a 50-unit
condominium project. If you're
selling it unit by unit, you need
50 buyers. How many prospects
does it take to yield 50 buyers?
Five hundred if 10% buy, a thou-
sand if 5% buy, five thousand if
only 1% buy.

But if you sell those same 50
units in one-week time seg-
ments, you'll need 2,500 buyers
to sell out. So if you have a clos-
ing ratio of 10%, you'll need 25,-
000 prospects. That’s why mar-
keting time shares has more in
common with land sales than
with housing sales.

You've got to keep these num-
bers in mind every step of the
way—from choosing a location
to furnishing the finished units.
Houst & HoME has talked to
the handful of experts who have
had experience in marketing
time shares. Here are some of
the guidelines they offer

Location: It’s got to
make visitors
want to come back

to the site,” recalls Davis. “Tl
broke us.”

Nor is it enough that a proj
be in a popular area. To app
to the largest number of peo
it should also have a prime lo
tion within that area.

“Time sharing is a true u
kind of thing,”” says Carl Burli
game, editor of Recreation
velopment Today, who has vi
ited most of the time-shari
projects in the country. “Its on
economic benefit to the buyer
saving money on vacations. A
unless the location is real
good, he’s not going to buy.”

Burlingame cites the. Cly
Hotel, a European resort dev
oper and a time-sharing pione
as an example.

“They paid premium pric
for good locations,” he say
“not only in the right area b
right next to the ski lifts or t
water or whatever. Their resor
would draw vacationers eve
without time sharing.”

Developers reap more tha
just a marketing advantage fro
top locations. Since there’s g
much available recreation, the'
complexes can get by with a fe
basic amenities such as swin
ming pools.

Even an elaborate amenit
package won’t guarantee su
cess if there’s a flaw in the loc:
tion. Davis offers an example:

A bank asked him to look
a Panama City, Fla. complex t
see if it was suitable for tim
sharing. "It was beautiful,
Davis recalls. "It had everythin

going for it—superb buildin
terrific amenities.”’

> : .

A ©X| again and again
< [0 ~ 9 :

i ,09; 9;§2§N2&2W%W%7 a5 And not only that. It’s got to be There was just one problem

easy to reach in the first place. Panama City is an ocean resor
9 You can have the greatest proj- and this project was a five-min
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574 5 ect in the world, but if it’s in a

remote area you could pay more
to get prospects to the site than
you'll realize from sales.

That was one of the first les-
sons consultants Tom Davis
and Mario Rodriguez, who now
specialize in time sharing,
learned some years ago in devel-
oping a project of their own in
western North Carolina

“We were 90 miles oft the
beaten track, and that meant we
had to hand carry every prospect

ute drive from the ocean. “Yo
might be able to sell that t
some second-home buyers,’
says Davis, “but not to peopl
who are planning on brief vaca
tions.”

This does not mean that onl
a project with a top location i
a destination resort can be suc
cessfully time shared. Som
time-sharing projects are suc
cessful because they are so clos
to population centers that the
can be used on weekends.




e project:

should have an artful
x of solid quality

d eye appeal

e sharing is one of the few
tances when you’ll be selling
only a housing unit, but also
at goes into it. And this
ates both opportunity and

Che opportunity lies in the
hnce to entice prospects with
rst-rate furniture package—
d here a professional decorat-
b job pays off.
he risk is that you will lose
es simply because people
't like the package. So it’s
portant to have an interior de-
mer who understands your
hrket.
But don’t offer more than a
uple of different packages.
bo many choices can also cost
u sales. A husband and wife
get hung up on which pack-
e they like best. Or abuyer can
his heart on the furniture
ckage in a unit that’s sold out
the time segment he wants. In
dition, you can end up spread-
g your buyers over too many
fferent units without being
le to sell out any one.
Long-term maintenance 1is
hportant in any condominium,
it it’s critical in a time-sharing
oject, where many buyers
ust stretch their budgets to
pver the cost of the units. Sales-
ople report that fear of high
aintenance costs is one of the
ain objections they must over-
bme. It helps if they can point
things the developer has done
hold the line on maintenance.
Furniture should be durable
d easy to clean. Appliances
ould be of top quality and
hcked by strong warranties.

's a way of selling a single unit
b a number of buyers so that
hch buys only the time he will
se. So it makes sense only in a
acation setting, such as a resort
pndominium development, a
otel, or even a recreational ve-
icle campground.

Construction materials should
be chosen and landscaping
planned with future mainte-
nance in mind.

Less obvious are things like
entry doors wide enough to ac-
commodate maids’ carts and to
allow furniture to be whisked in
and out quickly if, for example,
a sofa needs recovering.

Product design affects not
only maintenance but what
you’ll have to charge for the
time shares. And this, of course,
affects the size of your potential
market. So be sure you're put-
ting your money into things
people want and use on short va-
cations; in most instances, that
does not mean large kitchens,
walk-in closets and oversized
rooms. Most developers, in fact,
find that their smallest units
sell fastest.

If you're working with a proj-
ect that’s already built, you have
less flexibility. Some developers
report cutting their larger units
into smaller ones, but that can't
always be done. The main thing
to consider is whether the units
can be priced competitively.

Time segments:

The shorter they are,
the lower

your prices can be

And, of course, the lower your
prices per share, the larger your
market. On the other hand, the
longer time segments you have,
the fewer buyers you'll need.

The ideal length?

“It’s the longest period that
will yield a low enough price to
appeal to the widest possible
market,” says Rodriguez.

In other words, setting the
length of the time periods—and
grouping them—is an art. It's

AT IS TIME SHARING?

Time sharing can be struc-
tured in several ways: as an out-
right sale so that the buyer ac-
quires fee-simple title to a par-
ticular unit for a particular time
segment, or as a lease, a vacation
license, a club membership or a
limited partnership arrange-

also one of the most important
marketing  decisions  you'll
make.

Rodriguez and other consul-
tants agree that the best way to
structure a time-sharing project
is on a 52-week basis. This does
not limit you to selling one-
week periods, but it does allow
maximum flexibility. It also
means you won’t have to amend
legal documents if longer time
segments don’t sell well.

“I think anyone who'’s going
into a resort time-sharing devel-
opment should start with one-
week intervals,” says Davis. “If
you find your original determi-
nation was wrong—people
won’t stay as long as you
thought or want to stay longer—
you can mix time periods any
way you want.”

That means you can offer ro-
tating time periods—for in-
stance, each buyer uses his unit
for one week out of every six.
You can couple in-season with
off-season weeks or with float-
ing time periods. Or you can
simply sell week by week. All
methods have been used with
success in different markets.

In most destination resorts,
people want to spend a one- or
two-week vacation. Longer in-
tervals are usually preferred in
resorts that are within weekend
driving range of their primary
markets.

“Take the path of least resis-
tance in determining time pe-
riods,” Davis counsels. “You've
got enough educating to do in
convincing the buyer of the
value of your resort and the
time-sharing concept. If you try
to educate him to stay longer—
or not as long—as he would nor-
mally stay, you'll just create an-
other obstacle.”

ment (H&H, Nov. '74].

There are some 50 time-shar-
ing programs on the market
today—about four times as
many as there were only 18
months ago. And at least 50
more are estimated to be in the
planning stage.

How do you determine the va-
cation pattern of your market?
Gather data on hotel and motel
registration, automobile rent-
als, fast-food sales, recreational
equipment rentals and other
seasonal businesses in the area.
Airline schedules can give you
some clues. So can Chamber of
Commerce lists of people who
have asked for information.

All of this information will
help you determine the seasons
of high and low demand so that
you can set your prices accord-
ingly. They will also help you
pin down the average length of
stay and the usual arrival and
departure days so that you can
determine whether your time
periods should begin, say, at
noon on Saturday or at 6 p.m. on
Friday.

By using these sources Davis
found that in the Florida Keys,
for example, winter visitors usu-
ally come from the North; be-
cause they put a lot of money
into air fares, they tend to stay
two or three weeks. Summer
visitors, on the other hand, tend
tobe Miamians who want a brief
change of scene. They are un-
likely to spend more than a
week as it’s not their principal
vacation.

Price:
Remember, it’s
vacations
you're selling—
not shelter

For the most part, your buyers
are not people who can afford—
or are interested in—a second
home; they’re people who want
to spend a week or two in a re-
sort area. So your competition is
not the second-home project;
it's the Holiday Inn or resort
hotel down the road—in other
words, the alternate ways of va-
cationing in your area.

How do you sell against that?

Burlingame suggests two
ways. One is to prepare a com-
parison of how much it would
cost to pay off the price of the
time share and how much it
would cost to vacation in a hotel
over a period of years. You can
show that the cost of vacation-
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—— ing in a hotel would go on for-

ever, but the time share would
be paid off after a number of
years and subsequent vacations
would be virtually free (except
for maintenance costs).

A second comparison could
show the anticipated effect of
inflation on hotel prices versus
the relatively fixed costs of a
time share. In many areas, even
a table showing what has hap-
pened to hotel prices over the
last five or ten years would
prove your point.

Before you price your units,
take a hard look at your poten-
tial marketing costs. Most
developers say these costs range
from 30% to 40% of sales price,
particularly in the beginning.

That’s why a unit that might
_J normally sell for $52,000 sells

for $72,000 on a time-sharing
basis. Individual time segments
might be priced as low as $800—
say, for a week’s use in the off
season.

With higher-priced time seg-
ments, long-term financing can
bring the buyer’'s payments
down to $300 or $400 a year. But
there’s a danger here for the de-
veloper: After a vacation or two,
the buyer, having gotten much
more than his money’s worth,
could decide to default.

The remedy? Some devel-
opers require that the buyer pay
a stipulated amount before he is
permitted to use his unit—for
example, 40% of the purchase
price on a unit he bought with
25% down.

Generating traffic:
It’s done

by some pretty
unconventional
methods

Unconventional, at least, to
anyone who has not dealt with
resort condominiums or land
sales.

Professional marketing peo-
ple use a variety of techniques to
draw prospects to time-sharing
projects: direct mail, telephone,
booths in shopping malls and
trade shows, OPCs (outside per-
sonal contacts) and overnight
visits or mini-vacations.

There are several reasons for
using these techniques rather
than conventional media—
newspaper, magazine, radio or
television—advertising.

First, the market is likely to
be geographically much broader
than a primary builder’s market.

Second, the time-sharing idea
is so new that the public doesn’t
understand it; it needs to be ex-
plained. This makes it hard to
prepare an effective newspaper
ad, for the ad must sell both the
concept and the project itself.
(Some developers do use the
media on a limited basis, how-
ever, to achieve recognition and
credibility.)

Third, as time sharingis a new
and unfamiliar concept, you
have to have a special kind of
control over visitors—i.e., you
have to know when they're
going to arrive so that your
salespeople can spend as much
time as necessary with them.

Not everyone thinks media
advertising doesn’t work for
time sharing. William Cun-
ningham, who is in charge of
marketing Boardwalk 1 in
Ocean City, Maryland, uses
newspaper ads headlined, “Why
Pay Rent When You Can Buy as
Cheaply?” to generate all of his
prospects. Some of his success,
however, may be attributable to
the fact that his market—Wash-
ington, D.C. and Baltimore—is
highly sophisticated and thus
more willing to try something
new.

In addition, Cunningham’s
staff telephones everyone who
answers the ads. This estab-
lishes control, for based on these
conversations the more serious
prospects are offered weekends
at the project; the others are
merely sent letters explaining
the offering.

Three methods of prospecting
seem to be used most frequently
with  time-sharing projects
today. They are direct mail,
OPCs and OTCs.

Direct mail. This is the best
method of generating controlled
prospects if it is handled prop-
erly, according to Jim Nighs-
wonger of Miami, Fla., who has
set up marketing programs for

time-sharing projects all o
the country.

First, there’s determini
whom to mail to. Horizon
lists—those that include t
general public—can be refi
to include only people who e
certain incomes or who live
single-family homes, have a c
tain number of cars, etc.

There are also vertical lis
which are limited to a particu
group such as golfers, b
owners, etc. “‘Vertical lists w|
generally give you three to fi
times the response you’d
from horizontal lists,” sa
Nighswonger. “But most ver
cal lists are small, and you c
only get a small portion of t
business you need from them

Direct mail generally off
prospects some sort of a gift
premium for visiting the proje
or going to a sales party. It
through these premiums,
cording to Nighswonger, th
the developer can control wh
the prospect will arrive.

“Normally I can tell yc
within 10% how many peop
you're going to have each day
he says. “And I can also tell y
within two hours when they”
going to arrive.”

OPCs. This is an old lan
sales technique, known in t
trade as “body-snatching.” It
used in destination resorts.

OPCs, or outside person
contacts, are people hired
walk up to tourists on the stre
and ofter them some sort of
inducement—usually a dinn
for two—to visit the sales pavi
ion, or the project. Surprisingl
many accept, and OPCs are e
fective in generating large nu
bers of prospects.

OTCs. These are new on
stop, inclusive tour charter
and they combine low airlin
charter fares with ground a
rangements. Often the tot
price is lower than the standar
airline fare alone would be.

OTCs can be organized b
anyone except the airlines an
according to Burlingame, devel
opers are already booking thei
prospects on OTC tours orga
nized by tour operators. The
are tailor-made for large time




ing programs, says Burlin-
me, if the projects offer first-
e accommodations and ame-
ies. Here’s why:
irst, the prospects come di-
tly to the resort, not just to
general area.
becond, the prospect pays
bst of the vacation expenses.
is not only cuts down on the
eloper’s marketing cost, but
elps to prequalify the pros-
t. It’s likely that someone
o can afford a vacation can
o afford to buy a unit.
Third, the prospect knows be-
e he signs up for the trip that
will be exposed to, but not
igated to buy, a time-sharing
ering. This also helps to pre-
alify him.

d finally, anyone who buys
er staying at a resort is less
ely to have second thoughts
put his purchase, thus mini-
zing the likelihood of buyer
morse and cancellation.

hat about off-site sales? The
nsensus among the experts is
at time sharing is too new a
mcept—hence  suspect—to
st prospects. They want at
st to see what they’re getting.
Because time sharing involves
many unfamiliar problems,
velopers should hire market-
g people who have had experi-
ce in time sharing. “There
en’t many of them, but there

some,” says Burlingame.

d I've seen people who lack
at experience waste an awful

of money and go right down
e tube.”

alespeople:

ow to keep them

A check an

ow much to pay them

most of the big time-sharing
ojects, it’s not just the tech-
ques for generating prospects
at have come from the land-
es business; many of the
esmen have too.
“Especially when the market
as tough as it is today, you
ped aggressive salespeople who
ow how to ask for an order,”
ays Nighswonger. “And that’s
hat a good land salesman can

"
0.

Also as in the land-sales busi-
ness, the salespeople spend a lot
of time with each prospect;
Nighswonger says you can’t ex-
pect a good time-sharing sales-
man to handle more than three
prospects a day.

It's necessary to keep close
reins on what the salesmen tell
the prospects, because the Fed-
eral Trade Commission recently
announced a formal investiga-
tion of the time-sharing field.
“Everyone in the field—or plan-
ning to enter it—should review
his whole operation now in light
of the FTC investigation,” says
Burlingame.

He stresses the importance of
providing detailed sales manu-
als and sales presentation out-
lines, including specific do’s and
don’ts on how the products
should be presented. A wvital
don’t: There should be no hint
of any possible investment
value in a time share. In fact
salesmen should emphasize
that a time share should not be
purchased for appreciation in
value but rather for enjoyment.

““Make your salesmen sign a
statement saying that they’ll
abide by the rules and that they
understand they’ll be fired if
they don’t,” says Burlingame.
“In short, have evidence that
you are instructing them prop-
erly.”

There’s no rule on how to
compensate time-share sales-
men, and different projects have
different systems, depending on
what their problems are. Some
developers feel that salesmen
need some incentive to sell the
$500 off-season time segment as
well as the $5,000 high-season
segment which may, in fact, be
easier to sell as well as yield a far
higher commission. So they
average out on- and off-season
prices and pay a flat fee for each
unit sold. Others feel that dollar
volume is all-important and so
prefer straight commissions.

Nighswonger determines
commissions by wusing the
amount his salesmen would ex-
pect to earn annually—at least
$35,000 and often as high as
$45,000—as a starting point.
Based on the selling price of the

units, the amount of traffic in
the project and the estimated
closing percentage, he deter-
mines what the salesman’s dol-
lar volume is likely to be. Then
he figures what percentage of
that estimated dollar volume
would give that salesman his
$35,000 a year.

“T've paid everything from 4%
to 12% in time sharing,” says
Nighswonger. ““The average,
normally, is 8% to 10%.”

Objections:

Here’s how to overcome
the ones

you’ll hear the most

Experienced salespeople report
that they hear four basic objec-
tions over and over again: 1) I
can't afford it; 2) I'm worried
about what will happen to main-
tenance costs; 3) I can’t take my
vacation at the same time each
year; and 4) I don’t want to go
back to the same place each
year.

As discussed above, you
should be able to prepare some
charts showing that any pros-
pect who can afford a vacation
can also afford a time share; in
fact, a time share may even save
him money. Not only does he
protect himself against rising
hotel costs, but he can econo-
mize in other ways. For example
if a family with children ate
breakfast and snacks in the unit,
it would amount to a consid-
erable savings over eating in
commercial establishments.

Objections about mainte-
nance costs are not as easy to
overcome. Particularly where a
unit has not been designed for
time sharing—some units as
large as 1,500 or 2,000 sq. ft. are
being time shared—mainte-
nance costs are bound to be
high.

Even so, be realistic about
maintenance costs from the
start. Show the buyer what he
is paying for—a furniture re-
placement fund, maid service,
golf course maintenance, etc.
And show him what you have
done to keep the lid on costs.

As an added inducement, you
might consider guaranteeing

that maintenance costs will not
go up for the first two or three
years. You’ll have to absorb the
increases yourself, but from a
marketing point of view it often
makes sense.

One developer tried to tie fu-
ture maintenance to the con-
sumer price index, thinking that
it was a reasonable way to show
that future increases would not
be uncontrolled. The prospects
felt just the opposite, however;
the very idea frightened them
away.

The third and fourth objec-
tions—not wanting to vacation
at the same time each year and
not wanting to return to the
same place all the time—can be
overcome with exchange pro-
grams. Most resorts have some
sort of an internal exchange pro-
gram so that owners can swap
time with owners in other resort
projects. And where there are a
number of affiliated resorts, the
swapping privileges are usually
extended within the affiliates.

This idea has been taken one
step further by companies that
have been set up to act as space
banks for unaffiliated resorts.
The largest and oldest is Resort
Condominiums International,
of Indianapolis, Ind. RCI has 44
member resorts located all over
the country (including Hawaii),
in the Caribbean and even in
Spain. All have met specified
standards.

Once a resort becomes a
member of RCI, individual
owners—both whole-unit and
time-share—may also join.
Their dues are $3.00 a month.
Membership entitles them to
use units in any of the other re-
sorts for a $1.00 a night reserva-
tion fee and a nominal cleaning
fee—usually around $5.00 or
$6.00 a day for one- and two-bed-
rOOm units.

“The exchange program
allows you to put some glamour
into your offering,”” says Jon De-
Haan, RCI’s president. “You're
saying that anyone buying a
time share in your project also
has the opportunity to go to
Spain or Florida or the Carib-
bean in an affordable way.”

—NATALIE GERARDI
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For the
rental market

DEVELOPER AND ORIGINAL OWNER
Interland Development Corp., San Mateo, Calif
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his site was once 18 barren acres ma landlocked section of Costa Mesa, Calif. Today, it's the
beation of Vista del Lago, a waterfront rental community where roughly a third of the 468
partments are directly on or just a few yards from water’s edge, and most of the others offer
iews of the project’s 2%-acre man-made lake. Unlike much waterscaping, Vista del Lago’s lake is
hore than window dressing; tenants can paddle small boats along the waterway, picnic on its
hores and sunbathe on its docks.

The lake isn’t the only feature that attracts tenants. The project’s plan puts most parking
nderground or in covered carports. There’s a series of greenbelts, clumps of vegetation and
anals which create pleasant open areas around and between apartment buildings. As a result,
ista del Lago seems less crowded than most complexes of comparable density.

There’s a full range of recreational activities, which includes both active and passive

Hiversions—things like reduced-rate tennis lessons and lakeside lounging facilities.
And finally there’s a choice of seven floor plans—everything from a 480-sq.-ft. studio to a

| 456-sq.-ft., house-size unit—that attracts a broad spectrum of renters.—JUNE R. VOLLMAN
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UPPER

R INCO!
SINGLE FAMILY

Waterscaped site is planned so
greenbelts, water, or both break the
project’s 468 apartments into small
enclaves of different-size buildings
This minimizes the effects of a high
(26-unit-per-acre| density. So do the
parking arrangements, which are
mostly out of sight: either below the
tennis courts and the U-shaped
buildings or in covered carports. The
project’s clubhouse (photo, above

1s docking facilities (right) for

boats, which tenants can paddle up

and down almost the entire length

of the 18-acre site




The rec package:
It includes
active sports
and

quiet pastimes

)

|

T'o some apartment developers
the idea of mixing residents who

like active sports with more sed-

entary types conjures up the
spectre of serious tenant fric-
tion. So they limit their rec

packages to active or passive
amenities

Vista del Lago operates on the
opposite basis. Its rec program 1s
for both doers and watchers be
cause management believes it
makes more marketing sense to
draw from a broad spectrum ot
renters. The project offers every
thing from tennis tournaments
arranged by a pro who also gives
reduced

residents lessons at

rates) to the use of gas barbe-
cues, which are for people who
prefer less strenuous diversions
like al fresco dining

‘Our tenants seem to like this
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choice of activities—even if

they don’t use all of them,”’ says

Marvin V. Copeland of E. S. Mer-
riman & Sons, which manages
the complex.

Copeland cites the project’s

above-average rents as proot

that this approach works

In some cases we're getting

as much as 10% to 15% more

than our competition,” he says.

Even though Vista del Lago’s

tenants enjoy the mixed facili-
ties, Copeland says that people

with similar styles do tend to

flock together.

“Our more
drift to apartments near the vol-
leyball and tennis courts,”

active residents

he

says, “‘and the quieter types to

other sections of the project.”
Many of the project’s rec facil-
111€s are ]Tl’[l\L‘d In a two-story

which Copeland

says was designed to serve about

clubhouse

1,000 apartments. (The original
developer had planned to build
another complex on an adjacent
site

Inside the 10,240-sq.-ft. build
jacuzzis, pool
handball

nd a

Ing are saunas

and

court, a gymnasium a

card rooms, a

large
lounge where lollers can sit and
watch neighbors paddle

along the lake in boats provided

he
thenr

by management
Outside is one of the project’s
, plus four

three swimming pools

motel-type cabanas
And golfers haven’t been for-

indoor driv-

can

gotten. There’s ar

range where tenants

mng

1 a > A
practice before they visit a 36-
hole public course right across

the road. IO NEXT PAGE
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~ The apartments:
' They fit
~ everybody
~ from firsttime
. renters to

| established

- empty nesters
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Says

as varied as

ncourag
) mMove 1n,
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(-month or one

1. Both

Copeland says, are

t reasons why th

the

owners miss out on

good tenants by excluding pets,”
may

says Copeland. “It seem

like a small thing, but no matter

how attractive a com
PEOf
O Mmove 1n

e would give uj

But pets can be a problem in
rental projects. So each Vista del
ed to two

Lago resident is

neither of which may weigh
r 15 pounds when full grown.
‘We don't evict a pet if it gets
fatter,” Copeland says.
But the rule keeps out large an-
imals 1
don’t |
Pet owners must also pay a
$100 deposit for their first ani
out) and another §

fundable, for a second pet
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basis. But we believe

a lot more
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Obviously when a project
wide rent increase is announced




94

FHA said

theyd never sell but...

gﬁm

In fact, most of the initial 29
units in this southeast Min-
neapolis project were sold from
plans before construction even
started. And the balance of the
job, another 31 units, is already
partly reserved by buyers’ depos-
its months before groundbreak-
ing.

Reasons for the fast sellout:

® An in-city location. The
3.1-acre urban-renewal site is
within walking or biking dis-
tance of downtown Min-
neapolis. To demonstrate the lo-
cation’s convenience, the devel-
oper, Benson-Mecay Co., hired a
horse-drawn carriage to take the
mayor and the city council pres-
ident from city hall to the site on
groundbreaking day. The trip
took five minutes.

® Moderate prices. The origi-
nal price schedule started at
$29,900 for a 1,392-sq.-ft. two-
bedroom, one-bath plan and
went to $37,900 for a 2,076-sq.-
ft. three-bedroom, one-bath
plan. Current prices are $33,900
to $43,900. Only two-thirds of
the square footage is finished.
The balance is in an unfinished
expansion basement with
roughed-in plumbing for a fu-
ture bathroom. Also, the low-
end units do not have garages.

® Attractive mortgages. A
community-minded lender,
Midwest Federal Savings and
Loan Assn., provided 8%, 30-
year mortgages with down pay-

H&H MARcH 1976

ments as low as 5%. Mortgages
are hard to come by these days
in Minnesota because the state’s
usury law limits yields to 8%.
But Midwest Federal tends to
approve loan requests when
they are for Inner-city projects.
In fact, it regularly channels
more than 50% of its mortgage
and home-improvement loan
funds to property owners inside
the Minneapolis/St. Paul city
limits.

Most important, demand for
the townhouses couldn’t have
been stronger:

City officials wanted the proj-
ect. Like a lot of other older
cities, Minneapolis has been los-
ing residents to the suburbs. Its
population dropped at least 10%
in the 1960s. Its aging private
homes have been replaced by
walkup apartments. And most
of its new housing has been sub-
sidized units for the poor and el-
derly. Now, more than 51% of
the city’s housing stock is
within the price range of low- to
moderate-income people. City
officials want to counter that
imbalance by attracting mid-
dle- and upper-middle-income
homeowners into the city, and
Benson-Mecay’s townhouses do
exactly that.

Neighbors wanted the project.
But they would have preferred
single-family detached houses.

"“Most of the neighbors live in
detached houses,” says Bob
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| Tight site plan (left}—60 town-
| houses on 3.1 acres—was developed | (right) can be eliminated to provide

around the intersection (above) of |a third bedroom in an otherwise

two through streets in a southeast | identical plan (not shown). Says de-

Minneapolis renewal area. Both | veloper Benson: “This option per-
| thoroughfares were blocked oft at ‘ mits flexible planning since we
| the intersection so that a former sec- | don’t have to make a final decision
| tion of Seventh Street is now used | before we start framing,” D plan has
| for parking and part of Third Avenue 1,300-sq.-ft. living area plus 675-sq.-
| has been turned into a green strip. | ft. unfinished base

Larger,

courts.

more

expensive

| ment.

|
|

Two-story living space in D plan |

ment. Smallest
houses | plan—the A (below)—has 902 sq. ft. ‘[
| (below) have garages and entry 1 and 490-sq.-ft. basement. B plan has
| 1,188 sq. ft. and 574-sq.-ft. base-

11i11E
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IN-CITY TOWNHOUSES CONTINUED

96 H&H MARcH 1976

Mecay, ““and they’re represented
by an influential neighborhood
committee. So we had to do
quite a bit of courting and edu-
cating to make them feel com-
fortable with townhouses.” The
gist of Mecay’s arguments:

“The land is too expensive for
single-family homes [$150,000
for3.1 acres]. We're reducing the
density from 250 rental apart-
ments, allowed by existing zon-
ing, to 60 privately owned town-
houses. Our townhouse owners
have the same desire for com-
munity roots and permanency
that detached-house owners
have.”

As the buyers moved in, Ben-
son-Mecay invited the neigh-
bors to meet them at commu-
nity get-togethers. The gather-
ings went well, says Mecay, and
there was one other indication
of neighborhood acceptance:
“absolutely no vandalism dur-
ing construction.”

City-oriented families want-
ed the project. Most of Benson-
Mecay’s buyers are professional
people who work downtown, at
the nearby University of Minne-
sota or at area medical facilities.
They include an accountant
who moved from a sub-
urban house because he and
his wife work in the city and two
of their children attend the uni-
versity; a young couple, ex-
apartment renters, who decided
a new townhouse made a more
satisfying first home than an in-
expensive used house in need of
repairs and remodeling; and an
architect who had wanted to
live in the neighborhood ever
since attending the university
some years earlier.

The architect, in fact, had
helped design the townhouses
as an employee of the project’s
architectural firm—Miller,
Hanson, = Westerbeck Inc.
Among the other buyers were a
university professor, public
health nurse, physician, dentist,
stockbroker, newspaper pho-
tographer, schoolteacher and
welfare worker.

The redevelopment site posed
far fewer headaches than raw
land in the suburbs, according

to Gary Benson. He explains:

“The Housing and Redevel-
opment Authority leveled the
site and put in new sidewalks,
new streets, curbs, lighting and
sewers. We didn’t have to grade
or fill, and all those improve-
ments were included in the land
price.”

What’s more, the redevel-
opment authority became, in ef-
fect, an indispensable member
of the developer’s team.

“Once the agency’s director
was satisfied that our plan was
consistent with the area’s devel-
opment goals,”” says Benson, “he
introduced us to the neighbor-
hood committee leaders, took
us through the bureaucracy step
by step, made sure we saw the
right people at the right time
and even helped us find the right
lender.”

But Benson-Mecay never did
convince the local FHA office
that the project was market-
able.

““We applied for FHA-insured
mortgages at full market rate,”
says Mecay, “and they turned us
down. They said we'd never at-
tract middle-income buyers to
that neighborhood and insisted
that we should build subsidized
housing for low- and moderate-
income people.” Benson-Mecay
also couldn’t get mortgage funds
from the Minnesota Housing Fi-
nance Agency because applica-
tions to the state agency were
being processed through FHA.

At a total density of 60, Ben-
son-Mecay’s land costs were an
attractive $2,500 per unit. The
project includes no recreational
facilities.

“That keeps the owners’
maintenance costs down,” says
Mecay.

The developers had hoped to
build 70 units on the site, but
had to eliminate ten to yield an
acceptable 1.3 parking spaces
per unit. Residents get either an
attached one-car garage (plans C
and D) or an assigned parking
space (plans A and B) on which
they can have a one-car de-
tached garage at an additional
cost. Second cars are parked in
extra spaces, along access drive-

ways or in front of the garage
“We've had no buyer reg
tance to the one-car garage
says Benson. ““People who li
in the city resign themselves
limited parking space. And
buyers live within walking d
tance of downtown and a blo
from public transportation,
they don’t need a second
anyway. After all, that’s one
the reasons they moved here.’
The townhouses have cent
air conditioning, continuo
cleaning ovens and double-do
frost-free refrigerators. Buye
geta choice of carpeting or har
wood flooring. And unit-to-u
noise is reduced by double par
wall construction with a 2"
space, an inside layer of sheat
ing and insulation wov
through the two sets of sta
gered studs. Optional extras i
clude skylights, fireplaces, be
room balconies, finished bas
ments and the detached garage
Satisfied with the project
success, Benson-Mecay is a
ready at work on a second red
velopment job: 25 townhouse
encircling a park on a 1%-acr
former school site. Earlier, the
company recycled a rundow
78-room hotel into 34 apart
ments [H&H, Dec. '75), and it i
now negotiating for a secon
hotel-to-apartment conversion.
Mecay’s advice to other devel
opers considering in-city proj
ects: “Don’t wait for the urb
renewal authority to create th
right opportunity. Find the op
portunity, and then lean on th
authority to assemble the neces-
sary land. It takes as much ini-
tiative to go the urban renewal
route as to develop land in the
suburbs.”

—H. CLARKE WELLS



Solid vinyl siding by Bird...
helping you sell the Great American Dream.

A home of their own.

It's a dream your customers
have worked hard for, and one of
the biggest investments they'll
make in a lifetime. Help them
protectit, and increase your sales,
with Bird solid vinyl siding.

Our solid vinyl siding moves
homes easier because it gives
buyers the security of knowing that

i ent is protected against
ging and the elements.
Ry nﬁ ; Ot,
itcant
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-
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spoil TV reception like metal.

You can promise a family that
their Bird siding should be aslovely
twenty years from now with mini-
mum care as it is on the daythey
move into their home. And the
money they save on maintenance
will go a long way in making
other home improvements through
the years. Bird offers more color
choices in solid vinyl, a broad line
of low-maintenance ornamental
shutters, as well as a complete line
of premium asphalt roofing
shingles. ook into them for your
next job. It's a wonderful way to

make the homes you build or
model sell faster and endure.

Bird & Son, inc.

E. Walpole, MA 02032

Please send me full information
and samples on your low-mainte-
nance Bird solid vinyl siding line.

Name
Address
City ——County
R R PSS o

Phone

e e ————

Please also include facts on: [0 Solid vinyl gutters
DOrmamental plastic shutters O Bird asphait roofing
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The Technical Language Yours to
of Builders, Lenders, examine FREE
Architects and Planners, I
Investors, Real Estate for 10 full days!
BrOke!‘S and Aﬂomey-S, An indispensable working tool for develop-
Appraisers, Land Taxing this ictonary contain over 2,000 of the
and Zoning Authorities, B e S
Government Officlals, e L e
ommunity Organizers into simplified terms. .

Housing Managers, 15t T
Urban Renewal m‘: ;o;;;i;[ig' and Community Development
Specialists_ Whether you are directly or indirectly in-

volved in development, this volume will
J. Robert Dumouchel, O T
Editor e S S =4
278 pages  $9.95 coupon below for 10.4my-

FREE examination!

McGRAW-HILL BOOK COMPANY
1221 Avenue of the Americas, New York, N.Y. 10020

Please send me______copies of DICTIONARY OF DEVELOPMENT TERMINOLOGY (018105-5)
for 10 days’ free examination. At the end of that time | will remit $9.95 per copy, plus local
tax, postage, and handling, or return the books without obligation.

EXTRA SAVINGS! Remit in full with this order, plus local tax, and McGraw-Hill pays postage
and handling. If not completely satisfied, return books within 10 days for full refund.

This offer good only in the U.S. and subject to acceptance by McGraw-Hill.

Name_

Address

city S State Zip

[ Check here if you would like to receive free information on other books in this field.
3/76 23K 231-4022-3
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Over 100 Kingsberry Men to Help

ALABAMA ].L. Brown, Huntsville, (205)883-
R. Heffner, Dothan. (205)794-0834 ].R. McWa
Birmingham. (205)553-2683 K.L. Richardson,
caloosa, (205)553-2683 G. Stanley, Gadsden, (
546-0080 ARKANSAS C.R. Bates, Little Rock. (
225-8828 COLORADO E. Behr, Denver, (303)757-
W.D. Thompson, Lakewood, (303)232-4332
NECTICUT W.S. Westley, West Hartford, (
233-7466 FLORIDA W.A. Ball, Jacksonville Be
(904)399-0471 R.P. Beck, Tallahassee. (904)
0090 E.F. Grant, Boca Raton, (305)391-3275 Lv
McMahon, Ft. Myers Villas, (813)939-1239 E. Netc
Odessa. (813)920-6378 S.T. Richerson, Pensac
(904)455-4553 ].E. Smith, Altamonte Springs, (:
869-0863 GEORGIA 1.H. Brown, Macon, (912)
3127 T.L. Crowder.]r., Albany, (912)883-1771
Dodd, Atlanta, (404)256-9733 T.A. Flowers, Ath
(404)546-5300 P. Foster, Savannah, (912)897-3
J. Rowell, Marietta, (404)252-2166 ILLINOIS
Christensen, Belvidere, (815)543-0966 ].B. Do
Lombard, (312)627-4376 G.V. Edwards. Sycamc
(815)895-2451 M. Green, Sycamore, (815)895-4
T. Newton, LeRoy, (309)962-9704 P. Stowe, Ch
paign, (217)356-4785 INDIANA Judy Eikenbe!
Southport. (317)787-2271 R. Francis, South Be
(219)277-0917 D. Tanner, Marion. (317)664-2
I0WA | .F. Klesack, Davenport, (319)359-1
]. Peterson, Des Moines, (513)746-1981 KAN.
R. Namisnak, Wichita, (316)684-8837 KENTU
R.A. Brown, Mayvfield, (502)247-5803 W.E. Car
Paducah, (502)443-6547 | .P. Egan. Louisville, (5
239-0600 V. Rains, Mayfield, (502)247-5803
Walker, Louisa. (606)638-4243 LOUISIANA
Gomez, Jr.. Baton Rouge, (504)926-0182 MARYLA
W.A. Broll. Jr., Baltimore, (301)243-6319 G.D. Ro
Silver Spring, (301)593-6681 MASSACHUSETTS
Real, Sturbridge. (617)347-7117 MICHIGAN V. Sou
well, Albion, (517)629-8080 R.]. Sheehy, St. Cl
Shores, (313)886-4313 W.T. Scott, Bovne Ci
(616)582-6694 MINNESOTA W. Johnson, Burnsvil
(612)894-2547 T.]. Nagel, Moorhead, (218)236-8
G.C. Sayer,Jr. Minneapolis, (612)432-6150 D. Swe
son, Apple Valley. (612)432-4441 MISSISSIPPI |.
Kale. Jackson, (601)863-1430 MISSOURI D. McGi
Kirksville, (816)665-8785 Z. Miller, Afton, (31
291-4600 D.L. Springer, Springfield, (417)883-32
NEBRASKA R.L. Kautz, Omaha, (402)331-0256 N
HAMPSHIRE R.A. Lumbert, Portsmouth, (603)4:
8580 NEW YORK L. Blanding, Syracuse, (315)4
3333 ).T. Holmes. Rochester, (716)244-1473 S!
Parisi, Wappingers Falls, (914)831-2219 NEW JERS
J. Buvel, Cherry Hill, (609)667-1477 H. Nadl
Medford Lake, (609)654-6446 NORTH CAROLI
J.E. Vest, Raleigh, (919)781-4445 W. Marsha
Raleigh, (919)876-5570 D. Moon, Greenville, (91
756-6850 W.M. Robertson, Wilmington, (919)79
6582 OHIO D. Auberger, Bolivar, (216)874-32
E. Dumas, Belpre, (614)423-7561 L. Focke, Dayto
(513)433-9896 B.L. Gourdie, Worthington, (61
888-7320 C.A. Masterson, Toledo, (419)865-72
R. Wacha, Columbus, (614)457-8581 OKLAHOMA |.
Armbruster, Oklahoma City, (404)843-3632 D.
Moses, Tulsa. (918)664-1968 F.C. Wright, Yoko
(405)373-1233 PENNSYLVANIA R.L. Bilott, Nort
Huntingdon. (412)864-1463 A. Hughes,jr.. Cam|
Hill, (717)761-7566 T. Murtaugh, Mountaintoj
(717)825-3689 ].K. Wright, Canonsburg, (412)744
2306 SOUTH CAROLINA A F. Cook, Columbia, (803
772-2880 SOUTH DAKOTA C.W. Richardson, Siou
Falls, (605)334-0369 TENNESSEE R. Feher, 0l
Hickory. (615)847-4466 Wm. Little, Memphis, (901
346-1428 TEXAS Bill Alexander, Corpus Christ
(512)991-8846 D.H. Carter, Plano, (214)423-876
L.P. Ferrell, Arlington, (817)261-2816 H.L. Herber
Houston. (713)622-7575 A.C. McGehee, Sequin
(512)557-5755 A. Ray, Plano, (214)424-8328 D.J
Shields. Lubbock, (806)799-1432 F.B. Thompson
Marshall. (214)938-8776 VIRGINIA R.E. Evans|
Roanoke, (703)774-1905 P.D. Foster, Charlottesvilld
(804)293-7164 T]. Holden, Norfolk, (804)641-77
R. Crawford. Richmond, (804)643-2765 WEST VIR
GINIA R.E. Chapman, Pt. Pleasant, (304)675-547
WISCONSIN D. Briese, Chippewa Falls, (715)723
2733 M. Erbes, Plover, (715)344-7499 LaVern Knoll
Appleton. (414)731-1055 ]. 0'Brien, Middleton
(608)836-8490. . . For information on Kingsberry
Men in Maine, Vermont, Rhode Island, Delaward
and North Dakota, send in the coupon in the ad




EXPOSURE

The Kingsberry Man

can help you profit from it.
With homes that have earned national
recognition. During the past year
alone, the Riverwood received the
American Wood Council’s Design for
Better Living Award and was featured
in Better Homes & Gardens. The
Tahoe 11 rated feature photo coverage
in House Beautiful. Both added to a
quality reputation that’s been grow-
ing for three decades, and goes along
with every one of our more than 170
outstanding designs. It's one you—the
builder —can be proud of. And start
using to your own advantage now. Just
by mailing the coupon.

It’s all the help you can get.

(5 N 3"
VW “»‘d§ L8

KINGSBERRY HOMES
i

Boise Cascade
Manufactured Housing Division/Eastern Operations
Frank D. Carter, Director-Marketing
Kingsberry Homes Dept. HH-36
61 Perimeter Park, Atlanta, Georgia 30341,
(404) 455-6161

Name
Firm

Address

Zip Phone
Lots ready to build on:

] None, [J 1-10, 0 11-25, [ 26-30
Units built in past year:

] None, ] 1-10

[ Single Fam. O

Kingsberry Homes are distribut oughout a 38 state
ea of the Mid-West, Mid-Atl: itheast, South-
| " l q >

i New [ om plants loc

ennsylvania and Virginia.
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Good morning Americal

Kemper has traditionally been the
most saleable cabinet in the Kitchen
industry. And there's good reason!
Styling, craftsmanship, and the

finest materials available.

The all new Kemper Sunrise maintains
that tradition of styling and crafts- e T y
manship ... but with an exciting new : : ‘
material on all doors and

drawer fronts.

Formiga® brand MCP

MCP is a fough new decorative panel
eautifully designed for kitchen
applications. It's easy to care for,
resists typical kitchen abuse that
results in scratches, stains and chips.

And think what the Kemper and
Formica* brand names can mean
to you at the point of sale. Formica

enjoys instant consumer recognition
as the leader in decorative surfacing
materials. Formica...a symbol of
durability and beauty in the kitchen
...I1s now yours to sell in Kemper's
exciting new Sunrise cabinet. It's the
best of both worlds. Kemper and
Formica. Exclusively yours in

Kemper Sunrise.

For complete information, write
Kemper. A Division of the Tappan
Company, 701 South N. Street,
Richmond, Indiana 47374.

decorative products

1S a reqistered trademark
‘::H'u )] K"L_nj‘v Hor
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RODUCTS

Bathrooms

Bathrooms

Structural

Structural

Structural

Furniture & accessories Solar water heating system »
Furniture & accessories
Hardware

Security

Interiors

¥ Greenhouse window

Interiors
Coatings & adhesives

P ST i ,

|
A Heartshaped whirlpool tubs

. they toured the product floors at NAHB'’s Dallas con-

B pee < P

Shopping the Dallas show:
If you were seeking new ideas,
you couldn’t miss

It’s not surprising that the crowds were enthusiastic as

vention. A lot of what they saw was much more innova-
tive than usual. Everything from an automatic switch-
over solar/conventional water-heating system to heart-
shaped whirlpool tubs was there. Here are some more
of the new ideas:

e A wall finishing system that also serves as a heat-
ing element.

e A toilet that uses only one cup of water per flush.

e Convection heat ovens that provide a fast, low-en-
ergy means of cooking.

® A compact gymnasium designed for use in individ-
ual dwellings.

e Greenhouse windows that turn a room into a gar-
den.

e A glass tub enclosure that folds completely out of
the way.

For more about these and the many other new prod-
ucts at the show, see future issues. For full convention 1
coverage see House & HoME, News, February. \
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Vanity line includes a three-drawer,
two-door model (above). Fully as-
sembled unit is constructed of high-
density particleboard finished in
walnut or antique white. Belwood,
Ackerman, Miss. circre 201 oN
READER SERVICE CARD

Acrylic bathtub, “DURA-BATH 1”
(right), is a full 5’ unit and measures
15%" from floor to apron. The extra-
strength 70-1b tub is offered in a
choice of five colors. Voplex, Roch-
N.Y. cirRCLE 202 ON READER
SERVICE CARD

ester
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Surface-mount medicine cabinet
can be installed without modifying
bathroom walls. Wood-look
prewired unit (left) includes match-
ing lamps, bright/dim selector, two
outlets and a night light. Sears, Chi-
cago. CIRCLE 203 ON READER SERVICE
CARD

Oversized china lavatory, ‘Planet
II,” is shallow enough to fit most
countertop designs. Self-rimming
unit is drilled for either 4” centerset
or 8" combination fitting. Universal-
Rundle Corp., New Castle, Pa.
CIRCLE 204 ON READER SERVICE CARD

Wall cabinet line, “1400,” featu
space-saving hanging trays attacl
to the inside of the door. Molded|
high-impact polystyrene, cabinet]
12"x36"x5" and can be surface
recess mounted. Six door styles, t
mirror faces and three scratch-f
finishes are offered. Chemcraft, E
hart, Ind. CIRCLE 206 ON READER §§
VICE CARD

Shower massage with adjustal
spray, “Showerall,” comes in har
held and fixed showerhead mode]
Hand-held unit has non-slip hand
and optional volume control. Jac
Brooklyn, N.Y. circre 207
READER SERVICE CARD

Mid-size  tub/shower surround
(below] is designed for remodeling
applications. Only 54" long, unit fits
in areas too small for a standard 60"
fixture. Four-piece enclosure is
molded of fiberglas. Owens-Corn-
ing, Toledo, Ohio. circrLe 205 ON
READER SERVICE CARD
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How to be
beautifully
bold

without losing

precious
energy.
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Step up to new Quintessence Seres doors
They re nchain craftsmanship, design and
practicahty

Individual plate glass panes are hand beveled

and polished, satety tempered and assembled

into msulating units to create a vintage

leaded look A superb comphiment to any home
or apartment or commercial building

[hey save energy. too Insulating glass
magnetic weatherstripping and the Pease
patented thermal break make an BEver-Strait
door system 2' . times more eftective in con
trolhing heat loss than a wood door with a
storm door

Be bold Be practical With extraordinary
Quintessence Series all-weather doors
Availlable only from an Ever-Strait distributor
near you Or write, Ever-Strait Division, Pease
Company. Fairield, Ohio 45023

Pertmer b vet Strant Do Systems are covetend by LF S
Patents No 3 1 5d 84 A ER28 IS o TRTTAR SIRE DT T Pl
e s pendhing Patented v anadda VYo P ard in
thee Uinited Ringadom 19

CIRULE 103 ON READER SERVIUE CARD

Ever-Strait
Door Systems
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Bath cabinets, “Corner Vista,” pro
vide three-way viewing when in-
stalled in a two-sided niche. System
consists of two mirror-door cabinets
with a mirror between. Frame finish
is gold anodized aluminum or stain
less steel. NuTone, Scovill, Cincin
Ohio. CIRCLE 214 ON READER

SERVICE CARD

nati

Single-unit mixing valve for bath or
shower, “Mixet” (left) offers inde-
pendent control of volume and tem
perature. On/off knob is high-im
pact smoke-colored polycarbonate
Mixing lever can be moved 360° for
full range of temperature selection
Eljer, Pittsburgh, Pa. circLe 208 oN
READER SERVICE CARD

Vanities with acrylic tops are easy to clean and install. Stain-resistant top
is predrilled for standard 4"-center faucets and drain fittings. Cabinets are
of durable, high-density pressed board with a plastic laminate finish. Bemis
Sheboygan Falls, Wis. CIRCLE 209 ON READER SERVICE CARD
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Low-silhouette water closet, “CW
160 Baja,”
it flushes on only 2% gals. Unit will

can help save water since

also be offered in an elongated ver
Elegante.’
includes white, gold
black. Colton, Colton, Calif. CIrCLE
210 ON READER SERVICE CARD

sion Choice of colors =

avocado and

Medicine cabinet ensemble, ““Tri
Mirra
and

Welded-steel cabinets have left or

(below), has center mirror

two louvered-door cabinets

right door swing and keyhole slots

for easy surface mounting. Zenith
CIRCLE

SERVICE CARD

Primos, Pa 211 ON READER

vy

China-look bowl (left) is made
Akralac® a chemical- and scratc
resistant combination of two po
mers. Material will not chip or p
and does not require scouring or p
ishing. Bowl is part of a line of Ak
lac® fixtures that also includes tu
Benjamin, Paramou
Calif. CIRCLE 212 ON READER SERVI

ind tops

ARD
T
S
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-

Tub-for-two features integral contoured arm rests. The two-piece molde
marble unit also has a ribbed bottom for safer footing. Minimum deck siz
1s 78"x55", maximum is 90"x60". Fourteen colors are offered. Molded Marb]
Menomonee Falls, Wis. CIRCLE 213 ON READER SERVICE CARD




cedar shakes
& shingles ‘

If you want a really handsome sidewall,
Red Cedar shakes or shingles will give you a
first-class job. But for a 500 square foot
sidewall you’d end up handling a lot of
materials. Like 840 shingles, another 840
undercourse shingles, over 50 8-foot lengths
of nailing strips, and more than 3,500 nails.

Of course, you could do the same job with
8-foot long Shakertown Panels. You'd use
only 54 panels and less than 700 nails.

And that’s all.

That’s because Shakertown Panels are
made from #1 Certigrade Western Red Cedar

Shakertown
8ft. panels

shakes and shingles permanently bonded to
a wood backing. So you put up 8 feet of
shakes or shingles in one piece, nailing only
at studs.

With fewer pieces to handle, installation
takes less time. In fact, Shakertown Panels
go up three times faster. And once they're
in place, they look, last and insulate just
like individual shakes and shingles.

So if the high cost of applying shakes and
shingles is more than you can handle, find
out how easy it is to handle Shakertown

s Panels. Write us.

%

Box 400Z

. Winlock, Washington 98596

(206) 785-3501

&

In Canada: Bestwood Industries, Ltd., Box 2042,
Vancouver, B.C. V6B 3R6

CIRCLE 105 ON READER SERVICE CARD
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Composite core sheathing, PLY-
STRAN®, uses structural flakeboard
as core material between conven-
tional veneer faces. Panels are free of
natural core defects and have uni-
form nailing properties. Potlatch,
Spokane, Wash. CIRCLE 259 ON
READER SERVICE CARD
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Foam insulation, “Rapco Urea-For-
maldehyde,” is noncombustible and
nontoxic. Applied like shaving
cream (left) foam fills space be-
tween studs and any cracks or crev-
ices. Then surface can be smoothed
with straight edge (above). Rappers-
will, New York City. CIRCLE 257 ON
READER SERVICE CARD

Steel joists (below) weigh less t
comparable wood joists and can

Self-contained modular bathroom is
equipped with all fixtures, external
plumbing, water and electric hook-
ups. Prebuilt molded fiber glass unit
forms its own sealed shipping con-
tainer. Four 8'x6" models are offered.
Plasco, Albuquerque, N.M. CIRCLE
261 ON READER SERVICE CARD

Insulated metal wall panel system,
Metalboard® (below), features an in-
terlocking joint system that offers
easy on-site erection. Load-bearing,
urethane-foam insulated panels can
also be used for roofs. Struction,
Lubbock, Tex. circLE 258 ON
READER SERVICE CARD

spaced 24" o.c. in residential c(
struction. Joists are prepunched
facilitate installation of electri
conduit and piping, etc. U.S. G
sum, Chicago. CIRCLE 262

READER SERVICE CARD

Ribbed form creates a deep pattern
in cast-in-place concrete walls
(below). “Rib/Form” panels come in
widths up to 3’ and can be mixed and
matched with plain-faced forms for
a variety of effects. Precise Forms,
Kansas City, Mo. cCIrRcLE 260 ON
READER SERVICE CARD
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Six-inch fiber glass insulation is now available in space-saving, easy-tc
handle rolls. Each roll contains 32’ of foil-faced or unfaced insulation in 15
or 23" widths. Thermal efficiency value is R-19. Certain-teed, Valley Forgg
Pa. CIRCLE 263 ON READER SERVICE CARD
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It was a time of leadership
in an era of true craftsmanship.
Valley remembers both.

These same elements
of America’s greatness are
also responsible for Valley’s
growth and acceptance.
Valley salutes the
craftsmen and leaders of
America’s past and present.

We are honored to be
associated with the
craftsmen of our industry
today — the plumber,
builder, architect and all
others that help make
America’s building
industry the greatest. @

Subsidiary of Hydrometals, Inc.

VALLEY FAUCET

A Product of Eastman Central D
Division of United States Brass Corporation
Plano, Texas

107 ON READER SERVICE CARD
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Concrete forming system, ‘“Major
Slim Soldier,” is for fast, high pours
that impose high form pressures.
Cold-rolled steel vertical members
have continuous corrugated web
plates. Burke, San Mateo, Calif
CIRCLE 248 ON READER SERVICE CARD
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One-coat plaster system, “R-Ma-
tite”’ (below), comes in a smooth in-
terior finish, a cement-base exterior
and a

rior/exterior spray. Arma, Hunting

system waterproof inte-
ton Station, N.Y. CIRCLE 249 ON

READER SERVICE CARD

One-step system for insulating and
finishing concrete or masonry walls,
“InsulWal” (right), consists of a
sandwich panel of urethane foam be-
tween gypsum board and foil plus a
proprietary adhesive and special clip
mechanical fastener (shown). Panel-
Era, Salt Lake City. CIRCLE 252 ON
READER SERVICE CARD
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Joist and beam hangers, “Teco
Grip” (left) accommodate lum
sizes from 2x4s to 2x14s. Zi
coated steel hangers ranging from
to 14 gauge come with special na
TECO, Washington, D.C. cir
253 ON READER SERVICE CARD

*

Toggle bolt, “The Toggler” (right &
features plastic wings that are folded
during insertion and then opened
with a pin that is supplied. Bolt used
as anchor can hold up to 1001bs with
ascrew. It comes in three sizes. Maj-
estic, Chicago. CIRCLE
READER SERVICE CARD
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Why risk pai ttPeelingﬁ
“on gutters?

It takes a tough, special formula paint to hold on gutters, downspouts ar
other galvanized and slick metal surfaces. Derusto® Galv-A-Grip™ does
the job, bites deep into metal, sticks and stays tight. Won't check, crack
or peel like ordinary paints. Flexes with temperature changes. Needs no
surface etching. Each coat primes, protects, beautifies. Ask for Derus
Galv-A-Grip at your paint, hardware or building materials supplier.

Assure
performance.

“uAP

t The builder’s word for
quality every time.

DAP Inc., General Offices: Dayton, Ohio 45401
Subsidiary of Plough, Inc.

For Galvanized Metj|

DOUBLE BOND
“ACTIVATED”

Neads No Etching Or Special Acid Treafme"
G-31 WHITE

L RADqui). 0T

108 H&H marcH 1976 CIRCLE 108 ON READER SERVICE CARD




WHENYOU TURN TO BUILDING BASICS
TURN TO TEMPLE VALUE.

Temple particleboard, for example, is underlayment under vinyl and other

typical of the value built into all - resilient floor coverings, for core
Temple building products. It is - stock in counter tops, and other uses.
completely uniform, and can be For more facts, see your Temple
worked easily with wood-working dealer, or write for our colorful

tools. But unlike wood, it is free from building products catalog.
voids, blemishes, and grain patterns.

Tough, and available in a wide range TEMPlE lNDUSTR'Es

of thicknesses, it is ideal for = Diboll, Texas 75941
ey b ‘ ® : .

CIRCLE 109 ONREADER SERVICE CARD
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anchoring device,
“Parasleeve’’ (left), is for fastening in
material. Preassembled
unit has a zinc-plated steel sleeve
over hardened, threaded and
tapered steel bung. Easy-to-install

Medium-duty
masonry

d

anchor requires no special tools
USM, Shelton, Conn. circLE 250 ON
| READER SERVICE CARD

Lifting platform, Porch-Lift™, provides the handicapped with safe access
to any building. The key-operated modular system is constructed of steel
and requires minimal on-site construction. Lift operates on 110-V current.
American Stair-Glide, Grandview, Mo. CIRCLE 251 ON READER SERVICE CARD

Line of masonry sleeve anch

| 0 ¥
| s © = € "SLIp-R»?lCCVL’ (left), features ei
‘ 1 i 1 % | types of easy-to-install preasse
! i y f bled anchors. Expanding plugs i
\’ § @ { ’3 | the same diameter as anchors
' il oversized holes are unnecessa
! &,\ ' chcu‘l‘ ribs prevent fut;ltim;_[)
[ SIS | mond, Garwood, N.]. CIRCLE 255
B e —_— 1 READBRSERVICE CARD

Composite 2x4, “COM-PLY,’
board with " high-strength solid wood veneer laminated to each narroy
side. Straight, durable studs are easy to nail. Georgia-Pacific, Portland, Or
CIRCLE 256 ON READER SERVICE CARD

'consists of a core of 1%2"x27%" strips of particld

l

llu:k Dubin found it
er Eﬂt tlt. If you need equity

capital to bUl(P\d]E‘b housing, take a tip from Dick Dubin
and contact Housing Capital Corporation, a Federal Licensee
under the Small Business Investment Act of 1958. Dick
called us when he wanted to build Belmont I, a 606-unit
single family townhouse community located in Baltimore
County, Md. —and today that project is completed.

In fact, our joint venture has worked so well that Dick
anagy (12 signed up again — this time for a 303-unit townhouse
g project. Dick Dubin knows that HCC, a subsidiary of The
National Housing Partner xhlp can provide funds for land
f acquisition, plans, engineering, off-site improvements, loan
fees, and other working capital equity needs. Try on
Housing Capital Corporation’s financing for yourself.

For a free folder and more information, write or phone:

The National
Housing Partnership

1133 15th St., N.W
\\u\nlllgl\ul D\./ ’UUUJ
202/466-8200 TWX: 710-822-1905

110
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How much does a nail really cost?

While an 8d Cooler nail may cost only 2/10 of a
cent, the labor to hand-drive it probably costs five
times as much. It's the total cost of the nail driven
in place that should concern you. And this is where
Paslode can save you money.
A good carpenter can prob-
ably drive about 650 bulk nails
per hour. With a Paslode nailer,
that same carpenter can easily
drive 3600 nails per hour on simi-
lar applications. At $10 an hour
for labor, bulk nails cost about
$17 per thousand nails in place.
With Paslode power nailing this cost
drops to only about $8 per thousand.
Obviously there's more to fasten-
ing cost than the cost of the
nail alone.

These savings are only a portion of the bene-
fits that Paslode has to offer the construction
contractor. Paslode also has a network of over 200
construction dealers who are experts in the field
of fastening. Your Paslode dealer is a local

businessman who maintains
inventories of Paslode products
and provides all the services
required, including assistance
on the job site. He can help you
realize the full savings potential
available through the use of Paslode
power fastening.
Write for our construction brochure
and name of your nearest Paslode dealer.
Paslode Company (Division of Signode),
8080 McCormick Blvd., Dept. HH-3, Skokie, Ill. 60076.
In Canada, Paslode Canada Registered.

() PASLODE

CLE 111 ON READER SERVICE CARD
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Sleek sled-base desk has a tubular chrome-steel
frame and a smoked glass top. The 20"x48" unit
is also suitable for use as a multi-purpose console
table. Desk is offered with clear or smoked glass,
both with rounded corners. Cosco, Columbus,
Ind. CIRCLE 220 ON READER SERVICE CARD

Contemporary-style  wood-base “Triangle
Chair,” designed by Robert DeFuccio, is available
with arms as shown or armless. The multi-use
chair has contoured upholstered back and seat for
maximum comfort. Stow/Davis, Grand Rapids,
Mich. CIRCLE 221 ON READER SERVICE CARD

—

Beechwood table can be used at two different
heights. It serves as a coffee table with the base
set horizontally as shown. Flip the base to a verti-
cal position and the table is at dining height. Cas-
ual canvas chairs match. Cado, New York City.

CIRCLE 219 ON READER SERVICE CARD

—

“Bali-Architect” window blinds with multi-color
slats can be ordered in any combination or ar-
rangement of colors. The blind is made of light-
weight aluminum 1” slats with polyester cords
instead of tapes. Marathon Carey-McFall, Phila-
delphia, Pa. CIRCLE 222 ON READER SERVICE CARD

- « & *

Contemporary dinette set designed by John Mas-
cheroni features 1" tubular steel frames. Shown
is a 30"x48" rectangular glass-top table with a sled
base and “Half-barrel” circular arm and side
chairs. Seats can be upholstered in a choice of
fabrics or vinyls. Salterini-Gallo, Kalamazoo,
Mich. CIRCLE 223 ON READER SERVICE CARD

Motorized thin-slatted window blinds cor
light but do not obstruct the view. The “Mar
has 1"-wide louvers which can be adjusted t
infinite number of positions. Battery-oper
blinds can have individual or master cont
Alcan, Warren, Ohio. CIRCLE 224 ON READER
VICE CARD

= 2

Updated roll-top desk combines the best ideas
the past with contemporary styling. The “F
tura”, available in six basic models, can be cu
tomized to color and size. Unit shown has tw
drawers and filing slots. Danielle, Philadelphi:
Pa. CIRCLE 225 ON READER SERVICE CARD

Woven wood window blinds and shades add a dec-
orative accent to any room. The new ‘“Sandal
wood Walnut” pattern shown is an open weave
in brown and beige with rust. It is one of 11 de-
signs introduced to coordinate with the natural
look in home furnishings. Del Mar, Huntington
Beach, Calif. CIRCLE 226 ON READER SERVICE CARD




by Long-Bell

Fine cabinetry with quality/value

features at a reasonable price. Sl

Made to serve your home buyers
for many anniversaries

Traditional design, yet modern
simplicity appeals to every taste.
Real wood with extra-care 10-step
finishing in rich pecan tone.
Cabinet craftsmanship that's a
Long-Bell* hallmark.

Your choice of more than 70
modular units 12" to 42"
Completely assembled. Easy to
install from carton onto wall.
Precision fit in any room.

Send coupon today for complete
information on this sparkling new
addition to the Long-Bell cabinet
family.

Please send me

& your information and
specification brochure

," on the new Long-Bell
Anniversary Kitchen. Also

send me your Cabinet Kit
showing other Long-Bell kitchen
cabinet and vanity styles.

*
& Address____

ey Sk - g S

INTERNATIONAL PAPER COMPANY
CABINET DIVISION

PO.Box 841 Dept. 676, Portland, Oregon 87207

The 101st Anniversary of Long-Bell products serving America.

CIRCLE 113 ON READER SERVICE CARD
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Woven-wood vinyl print window shades are avail
able in green, brown and orange colorations.
Shades are white on the outside to filter light and
to cool rooms in the summer. Easy-to-clean mate-
rial will not fade. Clopay, Cincinnati. cIrRcLE 227
ON READER SERVICE CARD

Bold seating group with a thirties look includes
a sofa, a loveseat and a chair. Upholstered in a
nubby white Scotch-gard treated fabric blended of
rayon, cotton and acetate, seating has loose back
seat and side cushions. Stratford Furniture, Chi-
€ago. CIRCLE 228 ON READER SERVICE CARD

Abstract wall hanging is a tapestry tufted of
acrylic yarns. The design by Ruta Dreijmanis
combines different level loops of oyster white,
beige, toast and bittersweet. The darkest tone is
the jute backing which shows. Greg Copeland,
Passaic, N.J. CIRCLE 229 ON READER SERVICE CARD

H&H marcH 1976
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Chinese-style sofa, “Taipei,” is designed to fit
under a corner table, making a space-saving, ver-
satile seating/sleeping arrangement. Offered in
right- and left-facing units, sofas have frames of
formed rattan. Hermosa Rattan, El Monte, Calif.
CIRCLE 230 ON READER SERVICE CARD

Contemporary pedestals designed by Milo Baug-
man can be used as display or table bases. Offered
in a variety of finishes, pedestals are shown in
olive ash parquet, butt walnut parquet and Bra-
silia patterns. Thayer Coggin, High Point, N.C.
CIRCLE 23] ON READER SERVICE CARD

Wall-hung storage and desk units are part of the
contemporary ‘‘Katonah” series. Shown in a
glossy white, there are nine lacquer colors, four
woods and five burls available. A Trexcote™ pro-
tective finish is optional. Intrex, New York City.
CIRCLE 232 ON READER SERVICE CARD

o N

Rattan dining group, “Biscay,” features wovet
wood detailing. The furniture is offered in a wid
range of seating and dining pieces. Chairs hav
upholstered seat and back cushions available i
a choice of fabrics. Vogue Rattan, Atlanta, Ga
CIRCLE 233 ON READER SERVICE CARD




NO MATTER HOW YOU FINISH IT,
THE SPIRIT OF THIS NEW WELDWOOD SIDING RINGS TRUE.

e

=

INTRODUCING YORKTOWN.

This is Yorktown™ siding. Its styling combines a rugged wide in 16-foot lengths for fewer

A new hardboard lap siding by wood-grained texture that evokesa  joints.
U.S. Plywood. Yorktown also has a frontier image, with the smooth drip See new Yorktown siding and
famous brand name attached to it: edge reminiscent of a classic Colonial ~ all the other hardboard and plywood
Weldwood? home. sidings with the Weldwood name at

[t's the same brand name people A highly original blending that your nearby U.S. Plywood Dealer.
know and trust in paneling; and now it provides the traditional look people Yorktown siding is available in
adds the same distinction to our want today. the western states on special order.
sidings. Plus all the national And with Yorktown, you needn’t For more information, call your
advertising behind the Weldwood pay for the mood of the past with the local U.S. Plywood Branch Office.
siding name. labor of the past. It goes right on over

This new Yorktown truly lives studs. And it’s factory primed. Ready
up to its brand name. to paint or stain. It comes 8 inches SIDINGS

@ U.S. Plywood

Champion International Corporation
1 L andmark Sauare, Stamford, Conn. 06921

Patent pending for Yorktown siding

CIRCLE 115 ON READER SERVICE CARD H&H marcH 1976 115



When you’re putting in
energy-saving windows, don’t
forget about the patio door.

Because Capitol has just
brought out an aluminum

in design as our E-Series
windows. ( The windows that
recently won an energy-saving
prize in an Aluminum
Association competition.

The key design feature is that
the E-930 door has a thermal
break in the frame only. A patent
is pending on this special design
feature which prevents “short
circuit” heat exchange. And
provides an over-all Thermal
Factor rating that is acceptable
all over America

The E-930 also offers
reversible installation, a built-in
security lock, and resistance to
wind-rain gusts up to 50 mph.

116 H&H marcH 1976

thermal-break model as exclusive

New patio door
saves energy and money.

Because Capitol's new E-930 patio door is made like its
award-winning, thermal-break windows.

All at a price that’s strictly
competitive with other thermal
patio doors.

Our broad window line
saves you money.

And when you’re buying patio
doors, don’t forget we also
offer the most extensive line of
windows in the nation.

Whatever you need in
aluminum, we have it exactly
Thermal-break, insulated glass
or single-glazed. Sliding, rolling,
single-hung or picture. In the
sizes and colors you want. And
for just about any residential,
institutional, and light com-
mercial need you have.

A choice like that can’t help
but save you money. Because you
don’t have to buy more window
than you need. And because you
don’t have to shop around at
different suppliers.

CIRCLE 116 ONR

More for your money.
Whatever your needs for
windows and doors, Capitol
gives you quality, performance
and sales-winning features
for your money
It’s our advanced research
and engineering that make the

More windows. More window.

EADER SERVICE CARD

difference, and we’d welcome
the chance to prove it to you.
First step—write for prices and
our new complete-line catalog.
Capitol Products Corp.,
Mechanicsburg, Pa. 17055. Or
phone W. Fremont, V.P. Sales,
(717)766-7661.

CAPITOL
PRODUCTS
A subsidiary of

Ethyl Corporation



Martin R will help
you beat high building costs while
Improving your profit picture.

Sound like a tall order?2 Read this:

Martin Free-
Standing fireplaces
are low In cost,
easily installed!

Energy-conscious home-owners
are finding Martin Free-Standing
Fireplaces to be the ideal supple-
mental heat source for family rooms,
add-on rooms, basements, vacation
homes, and anywhere warmth and
a totich of elegance are desired.
Choose from wood-and-coal-burn-
ing, electric, and gas models in a
variety of styles, including two new
contemporary models.

Martin“Build-In-Anywhere’ i
fireplaces have zero clearance 5.
for complete adaptability! I

Because they are engineered for zero clearance, Martin “Build-

In-Anywhere” fireplaces may be set directly on floor, sub-floor, or

suitably constructed wooden platform. They require no masonry m
foundation and may be supported and surrounded with standard monel
building materials. Each is a complete hearth-to-chimney-top

system, offering unlimited trim possibilities and simplified multi- l‘.‘i]
level installation. ———

B Write for our catalog l“.
l of affordable
o BUILDING PRODUCTS DIV.

1 |
e e fireplaces now: INDUSTRIES P.0. BOX 1527, HUNTSVILLE, ALA. 35807

C




RAYNOR
RANGER GARAGE DOOR

Rough-Sawn Match-Mate
For Your Rustic Style Homes

The new Raynor Ranger
garage door fills a
long-felt need in
garage door styling.
With its authentic
rough-sawn cedar look,
the Ranger fits perfectly with
today’s popular designs in homes
—homes with a natural, wide open
spaces quality, homes that belong
in a rustic setting. It's really
specially textured hardboard surface
that can be stained any color desired,
to blend or contrast with the color of
the home. The Raynor Ranger has a
great inside story, too, for underneath
the rough-sawn paneling is a rigid
honeycomb that provides a

i

RAYNOR.

The Brand You Can Depend On

RAYNOR MANUFACTURING COMPANY

120 H&H marcH 1976

tremendous amount
of strength while
holding the weight
down. All four door
sections are a full
one inch thick. The
hardware is custom
designed and
manufactured in Raynor's tradition
of offering a totally trouble-free
garage door system. For your next
home project, specify the door that
matches and enhances your design.
The Raynor Ranger, in one and two
car sizes. We'll be happy to send you
literature.
Ask about our automatic operator for
extra convenience and energy
conservation to your home buyers.

Dept. HH3, DIXON, ILLINOIS 61021

CIRCLE 120 ON READER SERVICE CARD




If they

cant afford

to heat it, they

A/
/ o
%

he realization that heating
hd cooling costs are high,
hd promise to go even 4 Al
jgher, can turn off a pros- =/ Z
pct fast. And lose you a iy

ale. But there’s a solution
) energy inefficiency:

can't afford to buy it.

And to help you even

more, Dow is promoting
STYROFOAM TG brand
insulation to consumers with

a broad, heavy national
advertising, merchandising
and public relations campaign.

STYROFOAM* TG

rand insulation in the Totalwall Insulation System.

The Totalwall Systemis simple: STYROFOAM TG brand
sulationis substituted for conventional sheathing, and fibrous
htts are installed as usual in the stud cavity. STYROFOAM
'G brand insulation is one of the finest insulations made. It
creases the thermal efficiency of the sidewalls by as much
L 40%. You can tell your prospects savings of $85 to $235
year*™ on their heating bills are possible.

That can put them back in the game.

STYROFOAM TG brand insulation in the Totalwall
bystem is easy to install, doesn't add any construction steps,
Joesn’t change the appearance of your homes a bit. What it
oes is make your home energy efficient, and it gives you a
elling edge on your competition.

Totalwall Insulation System.

NAME

ADDRESS

CITY STATE

Midland, Michigan 48640

Registered trademarks of The Dow Chemical Company

DOW CHEMICAL U.S.A.
Insulation Systems @
2020 Dow Center

CIRCLE 121 ON READER SERVICE CARD

If you want to turn around prospects
who might say “no” when faced with the hard reality of un-
affordable heating bills, start using STYROFOAM TG brand
insulation in the Totalwall Insulation System in the houses
you build.

Proper installation procedures are extremely important.
Be sure to consult Dow for installation details.

Send the coupon below, and we'll help you get started.
It's our business. While others are looking for new sources of
energy, we're finding new ways to make the energy we have
work better.
#These estimated savings for one inch of STYROFOAM TG brand insulation in the

Totalwall Insulation System over conventional are based on electricity at three cents

per kilowatt hour and on 2,000 square feet of opaque wall area and are derived from
preliminary field data on unoccupied houses with aluminum siding located in Columbus,

Ohio. Estimated savings range from approximately $85 in Atlanta, Ge rgia, to approxi-
mately $235 in Minneapolis, Minnesota.

Tell me how I can sell more houses by making them energy .
efficient with STYROFOAM TG brand insulation in the

STYROFOAM

is a registered
trademark for

quality products

only from

The Dow Chemical

Company
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We've improved Zonolite® Thermo-Stud® to make it quicker The thermal shorts and shadowing associaieu win 1w ives i na

and easier than ever to install. it's the most economical method fuming strips or Z-channels are eliminated. The Thermo-Stud

of wall construction when insulation and interior drywall are system provides outstanding insulation values with minimum

required. thickness, which means more usable space inside the building.
Talk about speed! Now each foam board s factory What's more, the Thermo-Stud system meets or exceeds new

pre-grooved to make locating and mbeddmg of metal furing local and FHA minimum insulation standards for masonry walls.

channels asnap. In addition, the furring
channels are pre-set in the boards, canbe
easily remnoved and reset for difficult areas
like those around windows and doors.
The system is mechanically fastened to the
substrate wall with a pneumatic nailer.
That means there are no adhesives to
delay construction because of
temperature, weather or wall surface
conditions. Drywall canbe applied
immediately with standard drywall screws
through the metal furing channels.
Andtalk about insulation! The
Thermo-Stud system provides a continuous
and uninterrupted insulation envelope.

Add up the benefits. Total insulation
that reduces fuel and energy costs. Fast,
easy installation that speeds construction
and cuts construction costs.

Ask your Zonolite representative to
give you all the details about the improved
Thermo-Stud insulation system, or write,
W.R. Grace &Co., 62 Whittemore Avenue,
Cambridge, Massachusetts 02140,

In Canada, 66 Hymus Road, Scarborough,
Ontario M1L 2CS8.

GRACE

CIRCLE 122 ON READER SERVICE CARD

Improved Zonoll’re Thermo-Stud
Insulation cuts costs,

MVIET, A!. FURRING CHANNEL
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|
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|
CONCRETE BLIOCK'S

speeds construction.
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ousing Bookcenter offers

Townhouses & Condominiums:
o Residents’ Likes and Dislikes

by Dr. Carl Norcross
05 pages/8 1/2” x 11”’/Paperbound /Illustrated/Price: $20.00

 Townhouses and Condominiums by Dr. Carl Norcross is unique
ince its primary emphasis is on people already living in townhouses

d condominiums. For the first time, residents are directly quoted
bout what they like and dislike about their homes, what they want
hanged, and what suggestions they have for improvements. Their
ogent, incisive, and often provacative comments can furnish
uilders, developers, and other key industry professionals — as
ell as prospective townhouse and condominium buyers — with
aluable insights and guidelines.

On the basis of answers to two general questions, an Owner’s
atisfaction Scale was developed by the author. Although based
primarily on two questions, the scale has validity since responses
correlate closely with responses to eight other, very specific

questions.
One of the most extensive studies ever made of townhouses and

condominiums, this survey includes residents in forty-nine projects
in California and Washington, D.C. However, the results of the
survey are generally applicable to any development, since the
subjects discussed cover a wide range including parking problems,
recreation facilities, responsibility of homes associations, density
factors, pets in the neighborhood, and quality of construction.
For your personal copy check form below.

Golf Course Developments

oby Rees L. Jones and Guy L. Rando

105 pages/8 1/2” x 11“/Paperbound/ﬂlustrated/l’rice: $17.50

It is clear that real estate developers will be the major
golf course builders in the future. Since many developers have
never been involved in this type of site improvement and because
many others have not participated in the sport, authors Jones and

of great value.
Golf Course Developments describes what a developer should

know about the game of golf and what constitutes a regulation golf
course as well as alternative layout types. It explains the various
layout configurations that can be used and contains a discussion of
how and why each one has been incorporated into an existing
development. A thorough discussion of site factors which must be
considered before a golf course is laid out is also included.

Necessary golf course construction methods with their alternate
solutions and related costs are explained and a very informative
| design analysis of a particular project, Point Aquarius, in Alabama

is included.

Finally, there is a general section on clubhouse design and
function as well as a discussion on the various ways to treat
memberships or fees.

In sum, this is a development manual written for real estate
developers to help them better understand the subtleties and
complexities of golf course development and to point out the high
degree of technical and design expertise needed to accomplish the
task effectively and efficiently.

For your personal copy check form below.

MAIL COUPON WITH REMITTANCE TO:
HOUSING BOOKCENTER, HOUSE & HOME

1. Townhouses & Condominiums
2. Golf Course Developments

$20.

3. Apartment Development $10.

4, Shopping Center Zoning

ULI 3/76

useful building books on...

Rando determined that a golf course development manual would be

1221 Avenue of the Americas

$17.50

$15.

(PLEASE PRINT CLEARLY)

Apartment Development:
o Strategy for Successful Decision i
by J. Ross McKeever
58 pages/8 1/2” x 11”’/Paperbound/Iustrated/Price: $10.00

This special report — just published — will help builders and
developers improve their strategies for developing successful
apartment projects. The four sections of this comprehensive report
offer in-depth coverage of the market process, the site selection
process, the site design process, and the marketing process.

Apart from the high cost of money and the scarcity of its
ready availability, apartment developers are confronted with a
number of obstacles to surmount before construction can begin.
These obstacles are listed, discussed, and a solution is offered.

To counteract the obstacles the author lists and discusses the
bright spots. For example, the untapped potential for redevelopment
of the central city, the current federal housing allowance system,
the continuing demand for multifamily housing. These and other
favorable factors are examined.

This report offers steps and procedures — in the form of
checklists — for the builder and developer to use in adapting a
personal strategy for success in the construction of mid-rise,
garden and high-rise developments.

~ Agood market for good rental units is bolstered by building not
just apartments but by building the right kind in the right place for
the right price. This book will help you to make the right decisions
that these factors are dependant upon.
For your personal copy check order-form below.

4 Shopping Center Zoning
[o]

by J. Ross McKeever

73 pages/8 1/2”" x 11"’ /Paperbound/Illustrated/Price: $15.00

This highly revealing study examines the shopping center as
zoning applies to its conceptual aspects, planning procedures and
managerial operations.

The most significant fact revealed by the investigation under-
lying this study is the finding that zoning regulations in force for
shopping center development are virtually chaotic.

To offer a direction toward bringing order out of existing chaos,
author McKeever offers guidelines to help direct municipal and
regional legislative bodies to frame and adopt ordinances that will
encourage developers to provide the well planned shopping centers
that offer the community an asset to its needs.

By the same token, guidelines for the developer are similarly
outlined; the aim is to produce good shopping centers and
community values.

Shopping Center Zoning focuses upon a present day problem
which is the crying need for sound and rational zoning controls
that induce well designed and well conceived shopping centers. This
outstanding volume will help to bridge the communications gap
existing between zoning officials who are struggling valiantly day by
day with the frustrating task of interpreting and enforcing existing
regulations and those responsible developers who are trying
hopelessly to conform to them.

For your personal copy check form below.

New York, New York 10020

Yes! please send me the
volumes I have indicated.
Enclosed is my check for

$ payable to Housing
Bookcenter.

Y our name

Firm name
Mailing Address
City
State

Zip Code
H&H MARCH 1976 122A




In the case of HOPE, a great deal.

Since 1960 hope has continued to be kept alive
on four continents by Americans of hope and vision —
people who have given to an idea
as bright and promising as the name given it.

Through Project HOPE, medical knowledge has been carried
to disadvantaged areas here and abroad.
Millions have been assured healthier happier, more productive lives.

1228 H&H mARCH 1976




This doctor
ismaking
ahousecall &
on a country. &

Through Project HOPE
he is bringing
to still another disadvantaged area
of the world
a self-help program
in vitally needed health education.

This enduring knowledge is indeed
the legacy of HOPE.

Give to
PROJECT

PNPE

Department A < '
Washington, D. C. 20007 ¢ ~

H&H marcH 1976

122c




MuUyuu>Sn 1Y MUVNRwwE e - ——

business books to ease your workload

BANKERS HANDBOOK OF
FEDERAL AIDS TO FINANCI

Compiled and edited by the edi
tors of The Real Estate Review
and The Real Estate Law Journ
under the direction of Alvin L.
Arnold

A comprehensive guide to govern-
ment programs offering financing
aids to individuals, business and nonprofit organizations. Invaluable ref-
erence for real estate professionals, banks, and other lending institutions.
Main sections include: real estate, small business programs, farm financing,

The key to increasing after-tax profits from real estate . . .

FEDERAL INCOME TAXATION
OF REAL ESTATE
Text and Forms

By Gerald J. Robinson

Now, you can have all the answers in one.
convenient, fully-indexed volume! Federal
Income Taxation of Real Estate focuses $34.50
strictly on the tax consequences of real es-

state ventures. It contains specific examples
plus proven tested forms covering residen-

tial real estate, the landlord and the tenant,

mortgage and other financing as well as sales, and natural resource programs. This book will be kept up to date through
exchanges, and conversions. An indispensa- periodic supplements sent to purchasers on an approval basis. Check

$27.50 R : . or f! o
e ble information source, this one volume order form below.

offers the complete, authoritative, up-to-date tax guidance you’ve been

waiting for. This book will be kept up to date through periodic MODERN CORPORATION FORMS:
supplements sent to purchasers on an approval basis. Check order CHECKLISTS OF BUSINESS AND
form below. LEGAL PROCEDURES

The first really new book of financial 2
tables in 25 vears . . .

THE THORNDIKE ENCYCLOPEDIA
OF BANKING AND FINANCIAL
TABLES

Compiled by David Thorndike and the
editors of The Bankers Magazine

By Alvin L. Amold and
Victor H. Sparrow III

A complete collection of checklists for almost
every legal and business procedure encountered
In corporate operations. A quick look at the
appropriate checklist can assure you that nothing
has been forgotten. And since the checklists in
this amazing volume have been in actual use by
other companies, you can compare your opera-
tions with theirs. Comprehensively indexed for
immediate access to just the checklist you need.

For the very first time, virtually all the
banking and financial tables for commer-
cial loans, mortgages, bonds, stocks, con-

sumer credit, simple interest, compound $47.50 This book will be kept up to date through
interest, effective rates, compound growth, discounts, present worth, periodic supplements sent to purchasers on an
sinking funds, annuities, payments, price, vield, cost, rate, value, and approval basis. Check order form below.

balance. Each table contains a step-by-step example illustrating how to
use that table. There is no other work like it on the market today! This
book will be kept up to date through periodic supplements sent to
purchasers on an approval basis. Check order form below.

MODERN REAL ESTATE AND
MORTGAGE FORMS

By Alvin L. Arnold

An authoritative encyclopedia of forms for every
real estate construction, development, financing

and mortgage transaction presents forms and
techniques in use by leading attorneys, developers,
investors and lenders. Completely indexed in a large
looseleaf compression binder. This book will be kept
date through periodic supplements sent to purchasers
approval basis. Check order form below.

A must reference for anyone active in
any way in the condominium field . . .

MODERN CONDOMINIUM FORMS
By Melvin Reskin and Hiroshi Sakai

If you are now working in, or want to enter
the growing, lucrative field of condominiums,
Modern Condominium Forms will show you
how to handle all the complex legal and
practical aspects of the condominium today.
The forms in this essential work are drawn $35.00

from actual situations and cover every

facet of condominiums. There are over 500

pages of forms.for fee, leasehold, and conversion projects — all presented

in convenient looseleaf format for easy reference. The important checklists

tell you what your own responsibilities are plus what others must do. thus MAIL COUPON WITH REMITTANCE TO:
minimizing errors of omission. A dynamic, practical working tool and HOUSING BOOKCENTER. HOUSE & HOME
guide, there is absolutely no other book like Modern Condominium Forms 29 y 1l ‘ S

available today! This book will be kept up to date through periodic 1221 Avenue of the Americas
supplements sent to purchasers on an approval basis. Check order form below. New York, New York 10020

$39.50

1. 0 FEDERAL INCOME TAXATION OF REAL

ESTATE. $37.50 YES! Please send me the volumes I G
have indicated. Enclosed is my BO ER
2. 0 THE THORNDIKE ENCYCLOPEDIA. $47.50 check for $
3. 0 MODERN CONDOMINIUM FORMS. $39.50 payable to Housing Bookcenter.

+

. 0 BANKERS HANDBOOK OF FEDERAL AIDS
TO FINANCING, $38.50

. 0 MODERN CORPORATION FORMS:
CHECKLISTS. $37.50 e T —

Your Name ______ —

W

6. 0 MODERN REAL ESTATE AND MORTGAGE Mailing Address __ : s
FORMS, $35.00 Cit
ity _ - e
(PLEASE PRINT CLEARLY) State . Zip'Code -
3/76
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wenty vears later.....

Majestic Fireplaces
are as good as the day they

Andrew Place, South Bend, Ind

were installed!

— says prominent home builder

Andrew Place, President of Place and Company, Inc.,
South Bend, Indiana, is a nationally known home
builder and a leading practitioner of advanced building
concepts. He installed one of the first Majestic Built-In
wood-burning fireplaces in 1954 and, as you can sce in
the photo below, it’s still an attractive home furnishing.
Andy says, “it’s as good as the day it was installed. . . .
You make a splendid product and I'm happy to recom-
mend it any chance I get.”

We're pleased —but not surprised—that a builder
of Andy Place’s stature has remained a Majestic fan
for twenty years. While design modifications have con-
tinued to improve our Built-In fireplaces, the basic
advantages to builders have remained reassuringly the

o &/
Yrn o agromn § W

| s sea arouies omer o
Majestic cowomrs
o7 mETALATION

An Aiegcan-Standard Company

The Majestic Company, Huntington, Indiana 46750

America’s Leading Fireplace Manufacturer

CIRCLE 125 ON READER SERVICE CARD

same: fast installation at economical costs, the freedom
to finish in any exterior trim and no need for masonry
or heavy footers. The attractive “profit plus™ is more
important than ever! As Andy writes, “. . . the units
have reduced our costs from 30 to 40 per cent.”
Installations like this help validate Majestic’s 25-year
limited warranty.

Fireplaces are even more important to buyers and
renters today than they were twenty years ago. And
with the refinements in the art of prefabricated fire-
placing by Majestic— An American-Standard Company
—there’s no better time to take advantage of fireplace
popularity with modern units by Majestic. Then, in
1995, you too can reflect on the durability and lasting
efficiency of a Fireplace by Majestic.

H&H MAaRrcH 1976
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“Sculptura V" hinge has no visible
screws, barrel or pins. All mechani-
cal parts are encased beneath the
hinge leaf. Shown in the “Contem-
pora” pattern, the deeply engraved
design is unbroken when mounted.
Gries, New Rochelle, N.Y. CIrCLE
241 ON READER SERVICE CARD

Center-mounted drawer slide
allows drawers to move freely with-
out side wobble or front tilting.
Easy-to-mount two-member tele-
scoping ball bearing slide has an ad-
justable rear bracket. Accuride,
Santa Fe Springs, Calif. circLE 242
ON READER SERVICE CARD

Elegantly styled door knob, “Crystal
Beauty,” is part of the decorative
“Ceramic and Crystal” line. Multi-
faceted knob is shown in two sizes,
each accented by a designer back-
plate in a golden white finish. Ajax
Hardware, City of Industry, Calif.
CIRCLE 243 ON READER SERVICE CARD

Decorative traverse drapery rods,
“/Carvers,” have the look of hand-
carved poles. Available in four
lengths, the rectangular units fea-
ture a scroll design. Walnut, antique
white and stark white finishes are
offered. Kirsch, Sturgis, Mich.
CIRCLE 244 ON READER SERVICE CARD

Fully assembled Roll-out Tray " is
a completely finished unit. Suitable
for use as a tray, drawer or shelf, it
comes with heavy duty steel bearing
drawer slides attached. Unit is 20"
long, 3" high and comes in 10", 12",
16" and 22" widths. Hardware De-
signers, Mt. Kisco, N.Y. CIRCLE 245
ON READER SERVICE CARD
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Economy-priced drawer slid
“236" (below left) and 246" (bel
right), have smooth ball bearing
tion and positive stops. Slide me
bers can be easily disconnected :
re-engaged. The “236" has a bond
brown finish. Grant Hardw:
Nyack, N.Y. CIRCLE 246 ON REAI
SERVICE CARD

CONTINVOCE mimes
CONTRUOUs miwes

Continuous hinges are available in most popular sizes from 21" to 72" :
in open widths of 1%", 1%2" and 2". Hinges can be finished in either nicke
or brass-plated steel to blend with any decor. Cut-to-length hinges are carde
and 72" units are polybagged for protection. Belwith, Pico Rivera, Cali

CIRCLE 247 ON READER SERVICE CARD




Miami-Carey
products

make it just

a little easier

to turn shoppers
into renters

or buyers

Encourage your prospects to touch
the chime button. As they enter they
will note the spaciousness of the living
room reflected in the
graciously-styled decorator mirror
. . . be half-sold even before they get
to the kitchen, bathroom, bedrooms

. . each with something beautiful
from Miami-Carey.

Every prospect makes a beeline
for the kitchen and bathroom,

Mirror WM-5569
Door Chime EC-790
Light LD-601

Pulls and Knobs BA-2017-BA-2016

and here, Miami-Carey helps you to feel proud of
what they’ll see. Innovative range hoods, fans,
3 heaters of superb craftsmanship and
“ trend-setting design. Surface and recessed
cabinets in the most popular styles,
) complemented by the latest vanities, accessories

and lights. Decorator mirrors to add a touch of
luxury to any room.

S

Miami-Carey products are visible evidence that
you have supplied the best materials available.
They can help you to convert lookers into
contracts.

Something beautiful happens when you build with

Vanity V-701816-D

Cabinet CSP-2333-L H :
Towel Ring 18107 Iaml.
Heater-Fan 582

Range Hood RH-5136-G33 203 GARVER ROAD = MONROE, OHIO 4505(

Twin Swag Lights LD-1204 WATS 1-800 543-9261
OHIO LOCATIONS 1-800 762-9208

aoam \:ﬁalter company

CIRCLE 127 ON READER SERVICE CARD H&H MarcH 1976 127
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Low-profile smoke detector, 6450,” responds
quickly to invisible products of combustion.
Easy-to-install solid-state unit operates on a two-
| wire low-voltage circuit and is mounted with a
simple snap lock. Edwards, Norwalk, Conn.
CIRCLE 264 ON READER SERVICE CARD

Residential security lock, “Super Guard II,” has
decorative inside-door unit (below, right/and out-
side-door unit (below, left) that can’t be ham-
mered, wrenched or screwed off. Lock is easy to
install with a screwdriver and fits existing holes.
Ideal. St. Paul, Minn. CIRCLE 265 ON READER SER-
VICE CARD

= B

Solid brass door knob and lever set (right, top and
bottom) is easy to install. Only two screws are
required to hold knob or plate in postition. Part
of the “Top Brass” line, handmade set features
chased designs and is for interior or exterior doors.
J. D. Beardmore, New York City. CIRCLE 266 ON
| READER SERVICE CARD

Armored deadbolt (right) has lock protected by
two die-cast cylinder guards held together with a
hardened %" bolt. Grip-resistant cylinder guard
| revolves at any attempt to twist lock off. National
| Lock Hardware, Rockford, Ill. ciRcLE 267 ON
READER SERVICE CARD

Residential smoke detector, InTime " (below), is
a compact, self-activated unit. Solid-state device
detects smoke within 900 sq. ft. and sounds alarm
horn. UL-listed detector comes in AC or DC
| models. I-T-E, Spring House, Pa. CIRCLE 268 ON
| READER SERVICE CARD

RITTENHOUSE

Perimeter-wired intrusion alarm system, “Model
$7680,” has woodgrain surface-mounted control
unit. To avoid false alarms, test lamp shows when
door or window has been left open. Key is required
to silence alarm once it is triggered. Rittenhouse,
Honeoye Falls, N.Y. CIRCLE 269 ON READER SER-
VICE CARD

Reproduction of 18th-century rim lock is forged
of solid brass with a tarnish-free finish. “Model
5634" is fastened to surface of door with exposed
screws. Locks have been adapted to modern secu-
rity functions. Baldwin, Reading, Pa. circLE 270
ON READER SERVICE CARD

Maximum-protection lock, “No. 1300” (abo
double deadlocks once automatically and o
manually. Lock features extra-long latch th
for strength and lock cylinder with tumblers
stead of conventional pins. Abloy, Morton Gr
[1l. CIRCLE 271 ON READER SERVICE CARD

High-security entry door handle lockset, “Ne
port” (above), features steel and brass interi
working parts and die-cast Colonial-style exteri
trim. Lock has maximum-security dead-bolt
fits doors previously bored for key-in-knob se
Harloc, West Haven, Conn. CIRCLE 272
READER SERVICE CARD

Security system, “Model S-100” (below), is ead
to install and features solid-state circuitry. Sy
tem comes with key or push-button combinatic
lock (shown). Plug-in option for fire-protection
offered. NEL-TECH, Portland, Ore. CIRCLE273 O
READER SERVICE CARD
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~ PPG Solarcool
old depart

a brand-new

Once Miller's Department Store,

it is now the Biernbaum Building,
a valuable commercial-office rental
property.

And PPG Solarcool Bronze
reflective glass and matching span-
drels made the big difference.

They did more than just reno-
vate this building. They revitalized it.

PPG Solarcool reflective glass
gave the building a shimmering,
lively, contemporary look ordinary
glass could never match.

While it costs somewhat more
than tinted glass, Solarcool reflec-
tive glass causes such a dramatic
transformation, and can make a

building so easy to rent, that in the
long run its higher price can prove
a very profitable investment.

Plus, it's reflective. Which
means it reduces glare, heat gain,
and even some of your air-
conditioning costs. And since it can
be cut, tempered, and made into
insulating units locally, it's especially
convenient for remodeling and
renovation work.

With the skyrocketing cost of
new construction, renovation is
becoming a more and more attrac-
tive alternative. And renovating
with PPG Solarcool Bronze reflec-
tive glass may well be the most

CIRCLE 129 ON READER SERVICE CARD

ntstore
life.

attractive of all.

For complete details see your
local glass distributor, or write:
PPG Industries, Inc., Solarcoal,
Dept. H-36, One Gateway Center,
Pittsburgh, Pa. 15222.

PPG: a Concern for the Future

Project: The Biernbaum Building,
Knoxville, Tenn

Owner/Contractor: Ralph Biernbaum Real
Estate, Stamford, Conn

Architect: Weeks and Ambrose,
Knoxville, Tenn

D

INDUSTRIES

-

2
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Vinyl wallcovering, “It Had To Be
You” (left), is pretrimmed, scrubba
ble and strippable. Part of the
“VINYL WALLCLOTH” collection,
wallcovering has cotton
backing. Pattern is a combination of
florals and plaid in a choice of three
colorations, all on white ground. Im-
perial, Cleveland, Ohio. CIrRCLE 274
ON READER SERVICE CARD

woven

High-pressure plastic laminate, [
“Silvan Teak” (below), has the look
of untreated and unfinished wood
until it is waxed. Then, like wood,
the material becomes lustrous and
its bold grain pattern is highlighted.
Warm brown woodgrain laminate is
for cabinets and architectural interi-
ors. Exxon, Odenton, Md. CIRCLE
275 ON READER SERVICE CARD

“Lava”

Ceiling tiles and panels,
(above), have fissured texture that
reflects light efficiently without
glare. Standard finish is washable
white; special scrubbable finish is
optional. Gold Bond, National Gyp-
sum, Buffalo, N.Y. circLe 276 oN

READER SERVICE CARD

I
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Coated-fabric wallcoverings are part of the FORMICA® VOLUME II collec-
| tion for the kitchen. A plaid, “Something Special,” is shown matched with
| acandyland pattern, “Yummy.” Wallcoverings are washable and strippable.
‘ Formica, Cincinnati, Ohio. CIRCLE 277 ON READER SERVICE CARD
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Frenuisncu
Blanca,” has the appearance of h:
troweled stucco. Natural wk
hardboard paneling comes in 4
sheets which are easily applied
nailing or with adhesive. For best|
sults, a contrasting feature strip
molding is recommended betws¢
panels. Masonite, Chicago. CIR
278 ON READER SERVICE CARD

- or

Photomurals for windowless wa
PHOTOWALL" (below), are av4
able in a variety of nature scenes.
fered in full color or black and whil
washable wallcoverings
9'x12'8". Easy-to-install “P
TOWALL” comes in eight sectio
Paste and instructions are includ
Scandecor, Southampton,
CIRCLE 279 ON READER SERVICE CA
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Fabric-backed vinyl wallcovering, “Wyandotte,” blends contemporary foil
with traditional native design. Pattern is one of 150 included in the “Open
House” collection of durable and stain-resistant wallcoverings. Columbus

Coated Fabrics, Columbus, Ohio. CIRCLE 280 ON READER SERVICE CARD




THERE'S A BIG DIFFERENCE
BETWEEN SIDING BRANDS:

"HUSTLE.

Other than price, most people think all brands of siding are
pretty much alike. But there is one other important differ-
ence: whether you'll have to wait weeks and weeks for
delivery, or whether you'll get the siding when you need it.

In short, hustle.

We're not the biggest aluminum siding manufacturer, but
we decided a long time ago that the only way to make
ourselves big was to make ourselves fast.

aluminum
siding and
accessories

We're not big. But we're getting there... fast.

- -
cIRCLE 131 ON READER SERVICE CARD H&H MARCH 1976

So we stocked up 10 regional distribution centers all over
the East, lined up dozens of independent distributors in
between, and set up our own trucking system to get our
siding to you before the sale cools off.

So next time you're ordering siding, ask for Crown. You'll
find out how much we want to get your business, and then
keep it, by bringing you a quality product, competitively
priced, and delivered when you need it . . . fast.
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 WATERPROOFING

The economy of Compotite waterproofing can result
in a desirable fully tiled shower area at no more
than the expense of a tub or open-base receptor.

Compotite

Shower Pan

P.O. Box 26188, Los Angeles, California 900286 - Phone 483-4444
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“color-styled
hy heatrice west

... a feature that is helping
to sell more and more

"

)
[ 267
\

HOMES and EXTERIOR - INTERIOR MATERIALS . . .
HOME PRODUCTS . . . APPLIANCES . . . FIXTURES

Those who have found the key to success have used
COLOR to win the consumer. Take advantage of our
professional services and know that your colors
are right!

COLOR is our business COLOR RESEARCH
DESIGN and TEXTURES COLOR TRENDS
CONSUMER ACCEPTANCE .COLOR PREFERENCES

POSITIVE PROOF OF GREATER PROFITS THROUGH
PROPER COLORS CAN BE YOURS . . . write or call
today — no obligation, of course.

heatrice west studios, wc

‘ ONSULTA )
201 N. Federal Hwy., Deerfield Beach, Fla. 33441 e (305) 399-3232
509 Madison Avenue, New York, New York 10022 e (212) 355-2335

H&H MARrcH 1976 CIRCLE 132 ON READER SERVICE CARD

e

Self-adhesive vinyl wall panel, “Cane,” is a deep dimension pattern t

simulates the look of natural cane set into antique wood moldings.

easy-to-install material is washable and grease and stain resistant. Dec

Wall, Elmsford, N.Y. cIRCLE 238 ON READER SERVICE CARD
Vinyl wallcovering, “Chiapas,” is a \

bold basketweave pattern. The

. 2
three-color handprint design is 3
available in four stock colorways on

-~

vinyl and in custom colorations on
vinyl, foil, Mylar and paper. Gene
McDonald, New York City. CIRCLE =
239 ON READER SERVICE CARD >
Hardwood grilles for use as decora-
tive partitions, doors and shutters
can be easily adjusted from solid to 3 g
see-through. Offered in a choice of = Yo Vv
woods and finishes, grilles can regu- Y
late light, sound and privacy. Cus-
tomwood, Albuquerque. circLE 240 M
ON READER SERVICE CARD Y




“Ir My Builder Installed
The Clean Air Machine,
More€ People Would
want To Buy Me."

Help Your Home Sell Itself.
With A Honeywell Electronic Air Cleaner

Sadness is an unsold home. It's sad that you're pay-
ing interest on construction money while a finished
house stands...empty. Sad because lot taxes accrue
while the house needs heat, maintenance.

But think happy; there’s a super-simple way Honey-
well helps homes sell themselves. Just offer the
Honeywell Electronic Air Cleaner as a standard appli-
ance —like the dishwasher and air conditioning.

Homebuilders, real estate agents and architects have
discovered the Clean Air Machine gives homes a pro-
motable, tangible, competitive difference in modern
deluxe and mid-price houses. Why? Because your
prospects are looking for better living quality.

More than ever, today’s homeowners want—and
intend —to spend less time and money keeping their
homes bright, fresh. . .less time and money protecting
the family’s single biggest investment.

So it's natural enough for prospective buyers to get a
litle excited when they learn about the Honeywell
Clean Air Machine that comes with the house...
excited when they discover it removes up to 95 per-
cent of all dust, smoke and grime passing through it.
So the home environment has less airborne dirt.
And walls, drapes and furnishings stay cleaner, longer.

Another thing. The Clean Air Machine features an
easy-to-handle, lightweight Super Cell that fits right in
the dishwasher. So it's fast and easy for users to drain
away months of pollution. That’s more of the main-

tenance-free living today’s homeowners demand.
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The Honeywell name is a sales builder, too. Since
1885, it's been a part of American life. Helping keep
homes safe and comfortable with reliable wall thermo-
stats. Dependable furnace controls. Season after
season, year after year. And generation after genera-
tion. So it's easy to see why your customers have
confidence in the Honeywell name.

Which all boils down to this; as a standard appliance,
the Honeywell Clean Air Machine gives your homes
a very healthy sales and profit boost.

(And — for what it's worth —the Honeywell Electronic
Air Cleaner doesn’t cost very much, compared to the
cost of construction money you're paying for unsold
homes.)

So make a home happy. Call your local Honeywell
office today. Or write Honeywell, Honeywell Plaza,
Minneapolis, Minnesota 55408.
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STYLE THE SAME HOUSE
87 DIFFERENT WAYS WITH

MOLDED EXTERIOR MILLWORK H

’ Give any house-design infinite variety
‘ with practical, economical Fypon. Pedi-
(1 ments, sunbursts, window panels, dormer i
[l|/] heads, etc. All sizes—and in stock.
‘ Massive components intricately detailed
1 . .. yet easy to install. Permanent, life- |
| time, maintenance-free . . . |
i rot, or deteriorate. Fypon high-density
) !} polyurathane is authentic, yet reasonably
(|} Priced. Saves labor, too. Fypon has 5
|} received a FHA/HUD materials release. ‘

For Catalog, write:

Fypon, Inc.

22 E. 24th St., Baltimore, Md. 21218

can't warp,
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These inexpensive little devices
can save you hundreds of dollars

They cut water flow
50% or more in
showers and faucets.

The Noland SFC-3
Shower Flow Control re-
duces the flow of water
through a showerhead to
approximately 3 gallons
per minute in most
showerheads . .
the 6 gallons or more per
minute usually consumed.
That's a substantial sav-
ing when you add up the
number of shower instal-

lations, the number of showers

. half of |

LN-3 |
Actual Size

taken per day and |

multiply by the number of days used per year.

The Noland LN-3 Lavatory and Sink Faucet Flow Con-
trol gives you the same great results in bathroom or
kitchen faucets. And remember—by consuming less
hot water, you're saving on fuel costs too.

For further information: Noland Company
Water Control Products Division,

2700 Warwick Boulevard,
Newport News, VA 23607
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5. Flat latex paint for wall and trim,

Classic 99™, can be used on
drywall, masonry, plaster, wood or
metal
gives uniform color and texture on
Paint
comes In a range of 640 custom-
mixed colors. Sherwin-Williams,
Cleveland, Ohio. circrLe 281 ON

READER SERVICE CARD

Easy-to-clean substance

rough and smooth surfaces

7. USG™ acoustical sealant reduces
\n)und transmission at pilrt]ll(\n Alnd
ceiling perimeters and
around surface penetrations such as
The
highly-elastic water-base substance
adheres to porous and nonporous
materials. It is flexible and resilient

United States Gypsum, Chicago.

system

cutouts for electrical boxes
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6. Decking and fence stain is avail
able in nine colors; three browns
three grays, tworeds and a green. Al
cohol- and detergent-proof sub
stance can be used on any type o
wood; treated or untreated surfaces
Stain stands up to weathering an
heavy traffic and will not crack, peel
or blister. Cabot, Boston. CIRCLE 28
ON READER SERVICE CARD

8. Liquid patch, “Concrete
tube,” is a compound for repairin
and patching mortar and cement
Produced from Portland cement anc
silicasand base, substance is applie
with a caulking gun in surfac
cracks. The only tool needed is :
putty knife. Macco, Wickliffe, Ohio|
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Home buyers are decorator conscious...
v are you? Discriminating home buyers

P everywhere are choosing Caradco's Interior
“ Sculptured Door. It fills that decorator need

at an affordable price and performs better
than panel doors.

-~ The Caradco Door adds that look of elegance,
truly a classic sculptured appearance...a
compliment to the home buyers buying
furniture. Deep, clean carved panels are
fashioned from one-piece, wood grained

molded faces that won't split, check, shrink
or show paint lines.

Caradco's "total” manufacturing process
provides factory-prime on all of our doors

for ease of finishing, ready for the final finish
of your choice to produce predictable results
...a truly decorator door.

Ask your Caradco distributor about his com-
plete line. Great closers that open up more
sales opportunities for you.

!

Caradco Window and Door Division
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BI-FOLD |
DOOR

has been

{REINVENTED!

This new bi-fold door system is like
nothing else. Truly! Even %" hardboard
panels will make a strong pre-finished
bi-fold installation that works with
unbelievable smoothness. Or use any
other panels or safety approved mirrors \
up to and including ¥4" thick.

Series 1400 is so fantastic! We dare you
to try it! Ask for descriptive literature ‘
and/or convincing demonstration.
DOORS CAN BE ASSEMBLED ON YOUR
JOB SITE...OR BUY THEM FABRICATED,
READY TO HANG!

P.0.BOX 1126 e ELKHART, IN 46514
(219) 293-5664 [
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Tamper-proof
hinges that hide

Soss Invisible Hinges can't be seen or tampered with
when a door is closed. Hinge bodies are mortised into
the door and jamb to discourage any intruder. Specify
Soss invisibility for beauty and security. Our new catalog
includes application and installation ideas on all 20
models. Look for it in
Sweet's, or write to Soss gﬁ the ms ‘
Mfg. Co., Div. of SOS ‘5,‘ &, ;
Consolidated Inc., P. 0. 1}:’ bﬂ ?
Box 8200, Detroit, Mich. |, (of MVISIOICSE
48213, ? @
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Plywood exterior detailing for apart-
ments and other high-density hous-
ing is presented in 18 pages. The
booklet offers 73 design suggestions,
most intended to add visual interest
to long wall expanses. A photograph
of an actual installation accom-
panies each idea. Balconies, accent
panels, screens, freestanding trash
can enclosures and fences are dis-
cussed. American Plywood Assn.,
Tacoma, Wash. circrLe 300 onN
READER SERVICE CARD

Prefinished vinyl molding folder fea-
tures eight basic molding styles.
Each type is sketched in profile,
numbered and keyed to a room dia-
gram showing its application. Text
provides additional description. Ten
woodgrain finishes are shown in
color chart form and a list of tools
necessary for installation is pro-
vided. Georgia-Pacific, Portland,
Ore. CIRCLE 309 ON READER SERVICE
CARD

Resilient flooring brochure is a cata-
log of vinyl asbestos and asphalt
floor tiles. Sixteen pages include
photographs of each color and pat-
tern of flooring offered. A brief de-
scription of gauges, standard sizes
and uses accompanies illustrations.
Technical information provided in-
cludes light reflectance values and
fire-resistance data. Azrock, San An-
tonio, Tex. CIRCLE 303 ON READER
SERVICE CARD

Surface-mounted cylinder lamps are
described in an illustrated brochure.
Text emphasizes lighting flexibility,
explaining how recessed lamps with
variable positioning offer a choice of
direct illumination or highlighting,
wide or narrow beam. A detailed se-
lection chart lists available sizes and
mountings. The four-page pamphlet
concludes with ordering informa-
tion and specs. Moldcast Newark,
N.J. circLE 302 ON READER SERVICE
CARD

Handmade Moravian tile is pictured
in an eight-page catalog. Intro-
ductory text gives a history of the
embossed picture tiles, reproduc-
tions of European, colonial Ameri-
can and Mexican designs. Each pat-
tern is shown in full color. Backlund
Tile Works, Key Largo, Fla. CIRCLE
304 ON READER SERVICE CARD

Electronic air cleaner brochure ex-
plains how unit can help remove air-
borne dust, pollen, cooking odors
and tobacco smoke. A diagram
shows cleaner’s construction:1) a
pre-filter section where large par-
ticles are caught, 2) ionizing area
where smaller particles are given a
positive electrical charge and 3) col-
lector plates which carry a negative
charge and grab dust, thus allowing
only clean air to get through. Six
pages also include illustrations of in-
stallation methods—in crawl space,

closet, ceiling or furnace—and ph
tograph showing how the unit c
be placed in a dishwasher for cle
ing. Lennox Industries Inc., M
shalltown, lowa, circrLe 305 o
READER SERVICE CARD

Hardwood flooring catalog and
floor-care guide provide decoratin
ideas and maintenance tips. The 2
page catalog features full color ph
tographs of floors in contempora
and traditional settings as well as
plank and a parquet used in w
treatments. The care guide explain
the difference between old styl
floor finishes (varnishes and she
lacs) and modern finishes that ma
maintenance easy. Simple instru
tions are given for year-round flo
care, and a list of spot-removin|
techniques is included. E. L. Bruc
Memphis, Tenn. circLE 306 O
READER SERVICE CARD

Self-contained toilet is non-pollu
ing and odor-free, according to a
eight-page booklet. Black and whit
drawings help explain how the uni
turns waste material into compos
Installation methods are describe
and specs given. Recreation Ecology|
Milwaukee, Wis. circre 307 on
READER SERVICE CARD

Redwood products are described i

two publications, both in full color
A four-page flyer on redwood panel
ing includes photographs of actua
installations. Text describes charac
teristics of the paneling and accom
panying illustrations show typica
finishes. Flame-spread rating and in
sulation value are among technical
data provided. A 12-page bookle
gives information on redwood
plywood and overlaid plywood. Pho-
tographs with explanatory text and
diagrams offer design ideas. A cata-
log of available patterns follows.
Finishing recommendations and ap-
plication instructions are detailed.
Simpson Timber, Seattle, Wash.
CIRCLE 308 ON READER SERVICE CARD

Updated tile catalog has 36 illus-
trated pages. Color photographs
show glazed, ceramic mosaic and
quarry tile in wall and floor installa-
tions. Text describes applications
and characteristics of each type of
tile; charts and diagrams show
shapes and colors offered. Pre-
grouted tile systems for tub and
shower surrounds are included.
Booklet also gives revised specs.
American Olean Tile Co., Lansdale,
Pa. circLE 301 ON READER SERVICE
CARD

Vinyl siding folder gives basic infor-
mation on maintenance and charac-
teristics. A color chart is included as
well as information about the avail-
ability of soffit and fascia systems,
shutters and matching accessories.
GAF, New York City. circLe 310 ON
READER SERVICE CARD
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with CORIAN countertops in Fondren Place, Houston

“l can’t just build them an

walk away. So | use DuPont CORIAN.
It’s beautiful-and it stays

T A

The beauty of CORIAN is what appeals to Judwin Construction Company’s
prospective tenants at Fondren Place garden apartments in Houston.
The fact that CORIAN szays beautiful over a long period of time is what
appeals to Judwin’s owner.
“I've used CORIAN in my projects before” says Dr. Winograd, “‘and I've
yet to see a prospect who doesn’t like its appearance and easy cleanability.
“As both the builder and the owner/manager of these rental units, I want
materials that not only look beautiful, but will last. CORIAN costs a little
more initially, but it'’s worth it in the long run. It’s easy to install. And because
it’s a solid material, we can even repair minor countertop damage between
tenants.”
When you build rental units for your own investment, you learn to
appreciate the long-term durability of CORIAN. In fact you become, like
Dr. Winograd, a real CORIAN booster.
Take advantage of the Practical Elegance of CORIAN® building products. CORIAN s available
in sheet stock for custom surfaces (it can be worked with regular tools), kitchen countertops, wall
wainscoting, bathtub and shower surrounds. One-piece molded vanity tops and bowls of CORIAN
also available. For more information and the name of the distributor nearest you, write to Du Pont,
Room 24951 ., Nemours Building, Wilmington, DE 19898.

CORIAN

REG. U 8 PAT OFF Building Products
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L~ If you think all shéWer ¢

the
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HOME STUDY COURSE

LEARN AT HOME - SPARE TIME

Send for Free booklet
Name

Address

City State __Zip

CHICAGO SCHOOL OF INTERIOR DECORATION
Sherman Turnpike, Dept. 743-00, Danbury, Conn. 06816

SELLING OPP. WANTED

Manufacturer Agent in Canada
wants new line for renovation center
& hardware store in Quebec Mari-
times and Ontario. More than 400
dealers to call. Albert Girard, 235
Laurentides Boul. Pont Viav, Laval
P. Quebec, Canada.

BROCHURES

Brochures of Home Designs—all
sizes and styles. Write The Plan
Shop, Inc., (A Mississippi Corpo-
ration), P.O. Box 16332, Jackson,
Miss. 39206. Include $2.00 for
postage and handling.

Classified Advertisin

The market-place for the housing and light construction inc

POSITIONS WANTE

Financial Executive—Heavy
—Listed co. V.P. Controller

(Big 8 exp.)—Attorney—A
tions, financial controls,

Exp'd. real estate, constructi
dustries. Combines technical
with imagination. $28-32,

quired. For resume: PW
House & Home.

CATALOG

12-Page Natural Stone Ca
Full-color illustrations. De
descriptions of over 50 variet
building stone for walls, firep
patios, landscaping and in
flooring. Send $1.00 to: D
ment “*H™, Victor Oolitic Ston
P.O. Box 668. Bloomington,
47401.

BOOKS

New Home Designs. Finer H
for Carolina Living, Home
Book $2.50 each, Moores’s
ing Service, P.O. Box 16, G
boro, NC 27530.

are yours with FEATHEROCK®—the one natural stone
that says and does it all for the building and environmental
designer. Install at low cost light weight, pre-sawed, flat
back veneers. Colors and textures for traditional and con-
temporary styles. Face and landscape stone coordinates
available nationwide. Write to:

(6)

FEATHEROCK, Inc. Dept.Vvi4c-36

2890 Empire Avenue, Burbank, CA 91510
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First, it's later than you think, with
schools closing on different semester
schedules, and students torn between
lining-up “sure” jobs now or gamblin
that something in their chosen field will
come along later.

Second, and most important, it's in
our industry’s best interest to encour-
age and hold its life-blood by providing
practical experience in their future
profession.

And, since there’ll always be more
applicants than openings, you'll be able
to select the cream of th= crop, then

NOWIS THETIME...TO HIRE
ASTUDENT THIS SUMMER.

evaluate them with an eye tow.
hiring, when as coveted graduates,
job market might well be in their fav

Because we believe this progra
of mutual benefit to both employer
employee alike, we again offer
services as a clearing-house.

Just fill out and return the cou
below, and we'll include your organ
tion in a free listing to be sent to Pla
ment Directors and Department He
at leading colleges and universi
across the nation. They'll post it,
the students will contact you directly.

Free summer help listing

MAIL TO: HOUSE & HOME/POST OFFICE BOX 900/NEW YORK/NY 10020

NAME/TITLE (of individual to be contacted)

ADDRESS: (Mailing address of your personnel office)

ORGANIZATION: (Firm, Company, Government Agency or Institution)

TYPE AND NUMBER OF STUDENTS SOUGHT:

LUK
ARCHITECT cIvIL ﬁ‘ﬁﬂ

Mechanical Electrical

Other: (Draftsman, lllustrator, Model Builder, etc.

AR A A R T T R R NN WA R ARy
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Specify our fiberglass
Gothic Pool or Deluxe Recessed Shower.

Or any of our nine styles in eleven sizes. Everything from an
84" oval pool to a square oriental soaking tub. Or a 32" one-piece
replacement shower to a 60" luxury model with a built-in seat. You'll
find them all in an assortment of bright, pace-setting colors.

Our line meets the strict standards of the NAHB and receives
its coveted label of approval. Fiberglass is economical and easy to
install. And when your clients realize you've sold them on a Designer
Line fixture that’s warm to the touch and easy to keep clean—you
might just find your name being dropped in the right places.

Designer Line: A good name to drop
when specifying fiberglass bath fixtures.

£ = < =i

: ‘ - w??.”

" .
o \%‘ % : N el
RN \ b |

AMERICAN
STANDARD

PLUMBING / HEATING
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r
N RESEARCH
FOUNDATION, INC

o
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1175 Peachtree St. McGraw Hill Bldg Lawrence R. Kossack 55 Public Square Dave Watson 1400 Fisher Bldg.
Pre-filed catalogs of the manufacturers listed above (404)892-2868 607 Boylston St. 645 N. Michigan Ave.  (216)781-7000 123 Speer Blvd., #400 (313)873-7410
are available in the Sweet’s Catalog File as follows (617)262-1160 (312) 751-3700 (303) 837-1010
A Architectural File (green)
I Industrial Construction File (blue) HOUSTON 77002 LOSANGELES90010 NEW YORK 10020 PHILADELPHIA 19102 PITTSBURGH 15222 SANFRANCISCO 94111
L Light Construction File (yellow) John Strong Donald Hanson Matthew T. Reseska ~ Raymond L. Kammer Raymond L. Kammer Stephen D.Blacker
D Interior Design File (black) Dresser Tower 3200 Wilshire Blvd. 1221 Avenue of Three Parkway 2 Gateway Center 425 Battery Street
601 Jetterson Street  South Tower the Americas (215)568-6161 (412) 391-1314 (415)362-4600
(713) 224-8381 (213)487-1160 (212)997-6925
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Build more house for the money. .-
With floors of Azrock Beaumont Brick.

Brick is basic. A timeless floor styling that enhances any interior from colonial to contemporary. Azrock
interprets this styling in Beaumont Brick, a realistic design in vinyl asbestos tile that achieves the warmth and
rugged beauty of natural brick. Azrock Beaumont Brick gets you back to the basics, lets you build more house
for the money. Because Beaumont Brick, like all Azrock vinyl asbestos tile, is low in cost, easy and inexpensive
to install over wood subfloors or directly on concrete slab. And the embossed “bricks” help to conceal irregular

subfloors. You can install it on walls, too, for added decorative effect. Whatever you build—the basic house,
custom homes, apartments—in new construction or remodeling, Beaumont Brick
helps you sell more house for the money. 12" x 12" tiles, 1/16" gauge. See it now

@) asbestos
at vour Azrock flooring contractor. [\ floor tile
) specialists

For samples and more information, write Azroc k Floor Products, Dept. 546B, P. O. Box 531, San Antonio, Texas 78292.

the vinyl
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j A beautiful way to save money.

Olympic machine-stained wood is the " e BER SSEE = And if the wood shrinks, there is no
. . = S i e = $ "
most economical way to achieve d ;B - bare wood exposed. Use Olympic
uniformly-applied stain finish while ' machine-stained wood for new siding,
eliminating virtually all job site decking, trim and plywood. Choose
problems. There are no weather any Olympic Stain semi-transparent
delays; no painting scaffolds to erect. or solid color. For information and
The Olympic Stainer System assures the name of the Olympic Machine
the highest quality control standards Stainer nearest you, call your local
because the stain is actually forced Olympic Central Warehouse or write:
into the wood and allowed to dry
naturally. This results in maximum ((‘s OLYMPIC
stain penetration with remarkable — ), ic Siin. &
uniformity—a finish that appears to Sef)i:';fsn, ??f?ﬁiﬁﬁc‘v«‘é‘y,

be as natural as the wood itself. Seattle, WA 98107. (206) 789-1000.
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