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Smart dealers inventory Glenwood
cabinets by Kitchen Kompact for the
same reasons sharp builders call for
them in their housing

Glenwood cabinets have classic
styling, walnut tones, and an abuse-
resistant finish. That makes them easy
to sell

Glenwood cabinets are delivered
when promised. To dealers. that means
delivery when the customers want it

Glenwood cabinets are modestly
priced. For dealers, that means a full
mark-up and high profits

Shouldn't you call for Glenwood
cabinets? Look in the Yellow Pages
for the distributor nearest you, or
write Kitchen Kompact, Inc., KK Plaza,
Jeffersonville, Ind. 47130
It's the wise thing to do
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The bath helps sell the home.

Here’s
can hel

oo

S

nply stated, a NuTone-furnished
throom sells because it looks great
ople walk in and gasp, “Wow!” Tt
s class and looks custom-built
rerything is so well-constructed
oks like the kids can’t scratch that
ish! Bath cabinets and vanitories

e so thoughtfully matched. Honey,
)K how the mirror goes with the
lding! Plus coordinated decorative

hting, polished chrome Hall Mack

accessories, quiet and powerful heaters
and ventilation fans. All with the
NuTone reputation for dependability.
Chances are, those buyers already
know about NuTone — they’ve been
seeing our full color ads in consumer
magazines and on national television.
Besides. up close, the quality is obvi-
ous. Bathrooms mean a lot to people.
When they’ve chosen your bathroom.
it’s a good bet they’ve bought

the house

how Nulone
sell the bath...

To learn more about NuTone’s com-
plete line of bathroom products,
turn the page.




From Decorator Cabinets

to Towel Rings...

Nulone is the leader inbath products

All NuTone products are designed
and engineered to serve the builder’s
or remodeler’s needs. They are good-
looking and long-lasting, to please
your buyers. They are also competi-
tively priced and easily installed, to
please you!

New Flexibility with a
Breakthrough in
Bath Cabinets!
NuTone offers the
widest selection of
popular bath cabinets
in the world! From
the ornate foilage
of “Rococo” to the
sophisticated chrome
tubing of “Bauhaus”, '
from the art deco curves
of “Tube” to the elegant grace
of “Avanta”, there is a frame that
can carry out your interior design
concept perfectly.
And now NuTone’s
' ™ new breakthrough in
bath cabinetry gives
you even more free-
dom: New Modular
Cabinets you can
arrange to fit your
space. Variable widths
from 12V4" to 242"
‘ _ allow dozens of pos-
’ sible combinations. You
can fill an entire wall. Or
you can make even a narrow space
work out beautifully! :
With all these NuTone
cabinets, you're
putting in not just
beauty, not just
flexibility — but also
long service life.
Mirrors are Y4-inch
plate glass, hung on
single full-length piano
hinges. Thickly
enameled seamless steel cabinets won’t
chip or rust. Customers see that
kind of quality and instinctively know
you've built a bathroom that’s going
to be easy to live with and easy to love
for a long, long time!

Matching Vanitories and Lights say
“Class!” to your buyers.
For a custom-built, ‘expensive’
appearance, NuTone has carefully
coordinated design details of the
Vanitories with decorative frames of
popular line Bath Cab- N
inets. The brass-plated £ i
drawer pulls, mold-
ings and hand-
rubbed finishes all
follow the same
lovely themes.
Custom in looks
and quality . . . but
with the speed of modular in-
stallation! Vanitories have pre-
drilled holes, corner braces, and full
15" end panels to assure firm, no-
buckle, no-sag installation
Decorative light fix-
tures also coordinate
with Cabinets and
Vanitories. A fasci-
nating array, €x-
pressly for the bath-
room, provide
authenticity to any
style theme you wish
to develop

Dependable heat, vent and light —

all wrapped up in one!

The great advantage to the remodeler
or builder is in the single-unit combi-
nations of auxiliary heat. light, and
vent, that NuTone offers. Fan-forced
or Radiant Heaters . . . some with

lights, some

with ventilating
fans, some with
both. (And when
you must have
the very quietest ventilation, you
choose a ‘QuieTTest’ Fan for an
unbelievable 1.5 sones.)

Whatever the
needs of the
bathroom
you're work-

ing on...it's very
likely that NuTone has one multiple-
function unit to do the job. Of course.
by combining the functions you need
for one room in one unit, you get
one lower combination price . . . and
you have only

one installation! N ‘\
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Hall Mack e
Accessories: N
finishing touch! N
NuTone Hall Mack is the most
sories in America! It is made to out+
last the building it’s put in. Units ar
with the NuTone Hall Mack fifteen-
r step triple plating proc
hand-polished, som
are antiqued and
baked epoxy lacquer . . . all this to
guarantee your customers the max-
durability with the
minimum maintenance.
quality that home-
owners are looking for!
rooms that sell:
« coordinated styling
« casy installation
» competitive pricing
rooms you're building or remodelin
now . . . at your nearby NuTone
FREE 800-543-8687 in the conti-
nental U.S. Ohio residents call 800
Electrical Ltd., 2 St. Lawrence
Avenue, Toronto.
|
Dept. HH-4, Madison and Red Bank R

The perfect )
widely-specified brand of bath acces-
solid brass or Zamak, heavy-plated
| ‘f;s\ All are machine- an
( ) clear-coated with
imum beauty and
Now that’s the kind of
Here’s NuTone’s formula for bath-
» long service life
Order NuTone products for bath-
Distributor. For his name, DIAL
582-2030. In Canada, write: NuTo
Nulone Housing Product
v(?rw‘i.n.n:lli, (.)illiful4$2‘2"
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fco has a smart way to save energy
pver there's an opening. A complete
f double-hungs, casements, slider
bws for commercial and residential
ngs, including four widths, six
ts, picture windows, bows and bays.
Caradco patio doors to give the same
ashion, energy-saving features of
lco windows, with the added comfort
rlocking weatherstripping and a
al-barrier sill. Plus added safety,
heavy-duty bolt security lock
rd at no extra cost.

the smart, efficient
wood casement window
from the new Caradco.

Caradco windows are made of wood —nature’s best insulator:

they have double weatherstripping for the ultimate weathertight seal
around the perimeter of the sash and are glazed with insulating glass (triple
glazing optional) to cut heat loss through the glass area dramatically.
Caradco windows help you keep warm where it's cold and cool where
it's hot. These days, nothing is more important than that kind of
efficient energy saving

Wood insulates hundreds of times better than metal. Caradco's double
weatherstripping system —stainless steel on the sash vinyl on the frame
seals window to far exceed exacting weathertight standards when window
s closed and locked. And Caradco's unique triple glazing offers even more
energy savings

Create the window look you want from the total Caradco package,
Including every popular window style

Call your Caradco distributor. See how Caradco can be the fashionable
and functional answer to your energy-saving window and patio

door needs

aradco

Circle 5 on reader service card

Caradco
Window and Door Division

Rantoul. llinois 61866

Saves energy naturally




peciiy JEenn-air.
The range that's as unique

as your kitchen dgsigns.

More cnd more people are talking about it because they want features like these.

: Hoodless surface R
Accessories quickly ventilation remove or t It needs no hoo
convert cooktop to an oke and od el . so the overhedd
open spit rotisserie \ e tl ot hele ments. space is yours i
or shish kebabber. : : work wit

W)

1000

Two-way oven. Works in with power-driven air. cycle for heavy-use build-up.
4] 7 3 ~| xxree D 7 i~ o 1t ~reril~Rla 1 { o o - -
he conventional way, or Power Oven cleans itself Available in free-standing

\

as a convected Power Oven  continuously during use and  builtin and drop-in models
that cooks faster and cooler  has accelerated cleaning for complete design flexibility.

See the Yellow Pages, the 1977 Sweets File 11.27/]e, or write
Jenn-Air Corporation, 3035 Shadeland, India nd

TheJenn-AirGrill-R 1ji'igc-z.

Y° A Magnificent Cooking Instrument
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Big freeze’s silver

EDITORS’ PAGE

Better climate for the solar house

Ere spring obliterates the harsh
memory of last winter’s big freeze
and fuel crisis, we point out an im-
portant implication for home-
builders:

Energy-efficient housing’s mar-
ket appeal is now greater than ever.

The public is ready to pay
slightly more for heavy insulation.
And solar-energy systems, with
their even higher price tags, are not
as far from market as they seemed
a few months ago.

If this market is to be tapped,
however, builders themselves must
supply the impetus. Manufacturers
will help where their products are
concerned. But it is the builder who
has the ultimate responsibility for
the entire process of planning, fi-
nancing, building and marketing.
He has to assemble all the bits and
pieces that make up a house. And
he must bring to market a product
that buyers not only want but can
afford.

Builders should have few diffi-
culties insulating and sealing the
house shell. As you’ll read in the
energy roundtable report on page
98, there is much to be done in this
area, but the basics are well estab-
lished. And builders who have led
the way in merchandising well-in-
sulated houses have found surpris-
ingly ready market acceptance.

Solar heating is another matter.
It’s much more complex, much
more expensive, and its basic tech-
nology has yet to jell completely.
The builder going the solar route
can buy the components—col-
lectors, heat exchangers, pumps
and control elements—pretty much
off the shelf. But he’ll have to de-

sign and size the complete system

himself. He’ll have to provide all
guaranties above and beyond the in-
dividual components. And he’ll
have to risk marketing a house that,
despite its energy-saving potential,
is expensive and unfamiliar to most
buyers.

So it’s exciting when builders
like the one you’ll read about on
page 86 take the plunge and put
solar-heated houses on the market.

And as such pioneer efforts prove
successful, it is important for the
homebuilding industry to be ready
to help take the next steps. We think
that these will be among the most
important:

® Persuading lenders to take the
lower operating costs of energy-ef-
ficient houses into consideration in
qualifying buyers. Otherwise many
people just won’t be able to afford
the inevitably higher prices.

® Persuading municipalities not
to include the extra cost of energy
efficiency when they assess new
homes. It doesn’t make sense to
penalize people for something that
helps not just them, but the econ-
omy and the country as well.

Finally, we’d like to put in a
good word for HUD, which doesn’t
get many these days. Without
HUD’s grants to builders who are
doing the pioneering, the wide-
spread use of solar energy would be
nowhere near as imminent as it is
today. Sure, there will be some
ripoffs and bureaucratic bungling;
they’re endemic to any govern-
ment-funded program. But in this
case the good seems to far outweigh
the bad. And there’s no other way
most builders can afford the upfront
development costs that solar heat

still requires. —M.C.H. Jr.
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WASHINGTON

HUD tilts toward the cities

Mrs. Harris pledges ‘new beginning’ in drive to rebuild urban America

Housing Secretary Patricia Harris in-
tends to spend most of her time and give
most of her attention these next four
years to the nation’s cities. HUD, she
told the House subcommittee, has been
chosen by President Carter to launch “*a
new beginning in the realm of housing
and urban development.”’

The agency and the cities will be-
come partners, she said, and HUD will
become the cities’ national advocate.

The significant new domestic initia-
tive in President Carter’s first legisla-
tive proposals to Congress is an “‘ac-
tion-grant”” program under which—if
Congress approves—MTrs. Harris and
her aides will choose among cities to
share $400 million in grants each year.

Hand in hand with the action-grant
proposal goes a campaign to stimulate
private investment in the older cities.
To an Atlanta audience, Mrs. Harris
quoted Anthony Downs of the Real Es-
tate Research Corp., the housing think
tank in Chicago:

‘*Federal funds alone—and even all
public-sector funds together—have lit-
tle chance of stimulating effective com-
munity development unless they are
used as a catalyst to attract large
amounts of additional resources from
the private sector.”’

More grantsmanship? Chairman
Thomas Ashley (D., Ohio) of the

House housing subcommittee asked
whether the action grant was not simply
a new categorical-grant program. His
implication: the beneficiaries would be
those cities most skilled in the grants-
manship that paid off so well for New
Haven, Boston, Philadelphia and Chi-
cago in the riotous 1960s.

Mrs. Harris said the new grant would
not be a return to urban renewal or the
like. She said cities would propose spe-
cific inner-city projects that would

THE NEW HUD

I Se;:retary
Patricia Roberts Harris ‘

boost employment, housing and busi-
ness development—or projects de-
signed to keep employers from leaving
a city for the suburbs.

One congressional expert suggested
that the action grant might have a better
chance now that the more prosperous
cities and the suburbs are sure of getting
their own slice of the federal bonanza
via the block-grant program.

Restyling the Ford. The other
Harris-Carter proposals are, for the
most part, modifications, enlargements
and liberalizations of the programs in-
herited from President Ford and Secre-
tary Carla Hills.

For low-income families, Mrs.
Harris seeks spending authority to build
more Section 8 and Public Housing
units than the 126,000 a year in the
Ford budget. She would start 149,000

(U ndersecretary
Jay Janis

T

Assistant for
Public Relations
| Arch Parsons \

| Assistant for ‘
New Communities |
\William White ‘

[P
Assistant Secretary
for Housing/FHA

Lawrence Simons

— : =
Assistant Secretary
| for Legislative Affairs

Assistant Secretary
for Policy
Development

& Research \
Donna E. Shalala

Harry Schwartz

i

Assistant Secretary
for Community
Planning

and Development
Robert C. Embrey Jr.

| S—
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new units under Section 8 in fiscal 1978
and rehabilitate another 23,000.

One proposal would pay Section 8
landlords the rent on an empty apart-
ment for up to a full year. This, Rep.
Fernand St. Germain (D., R.I.) sug-
gested, was “‘essentially getting back
to Section 236, the scandal-ridden
program that President Nixon stopped
in its tracks.

$75,000 rHA mortgages. For mid-
dle-class families, Mrs. Harris pro-
poses to boost the maximum mortgage
amount insurable by FHA to $60,000
(and as high as $75,000 for four-family
units in high-cost areas). She would
lower the down payment on a $47,000
house, for example, to $1,850, or
3.9%, instead of the $4,150, or 8.8%,
under existing law.

Mrs. Harris says she wants to im-
prove the Section 312 rehabilitation
loan program—but that the $70 million
in carryover funds is enough. She
wants to boost planning-grant funds
back to $37.5 million. She also wants
to liberalize the Section 245 program,

which permits FHA insurance for some
variable-rate mortgages. She would
boost the money available for urban
homesteading to bring 3,000 units into
the program.

Housing in the cities. The housing
that interests Mrs. Harris is housing for
the poor and for moderate-income fam-
ilies in the cities. She told the subcom-
mittee that the new $400 million in ac-
tion grants “‘will be restricted to cities
that have successfully provided hous-
ing for people of low and moderate in-
come, and have a proven record of pro-
viding equal opportunity.’

She also makes clear that she wants
stricter accountability from the cites in
carrying out the housing programs to
which they commit themselves in their
housing-assistance plans. Such hous-
ing, she says, “‘is the highest priority
of the block-grant program and we in
the federal government must see to it
that . . . the program serves that objec-
tive.”’

When Mrs. Harris spoke of the
cities’ housing-assistance plans, she

Builders take over big jobs in

Homebuilders and mayors screamed
over Carter’s choice of Patricia Roberts
Harris as Secretary of Housing and
Urban Development but they’re all
smiles over her selections for top jobs
at HUD.

The builders placed two of their own
at Mrs. Harris’s right hand:

Undersecretary Jay Janis, 43, a
Miami developer before selling out to
take a management job at the Univer-
sity of Massachusetts, and Assistant
Secretary for Housing Lawrence
Simons, 52, a major developer on
Staten Island, in New York City.

The third top job went to Robert Em-
brey Jr., 40, who has earned a national
reputation since 1968 by guiding the
redevelopment of downtown Balti-
more. As assistant secretary for com-
munity planning and development, he
will take charge of the $3.5-billion-a-
year block-grant program, the housing-
assistance plans that go with it, and the
proposed $400-million-a-year action-
grant program—if Congress goes
along.

Teamwork. The three officials are
responsible for most of the depart-
ment’s programs and for virtually all of
its $8-billion budget.

Janis will administer activities
department-wide. Mrs. Harris is a
strong advocate of action in the city and
urban programs, and she and Embrey
will team up to direct block grants,
housing-assistance plans and the ac-
tion-grant program.

This will leave Janis and Simons to
run the subsidy programs and the
FHA—and to influence recom-
mendations to Congress in both areas.

The Janis record. Janis knows
building. His family’s company, Janis
Corp., had been building in the Miami
area for 25 years when Janis sold out
in 1970 for $5 million in stock from
MGIC Investment Corp. in Milwaukee.
He stayed with the company until 1975.

Janis then served as an adviser to
Governor Reuben Askew, of Florida,
and he was an assistant to Robert
Weaver, the first secretary of housing,
from 1966 to 1969. For the last year,
at the University of Massachusetts, he
has worked for Robert Wood, who was
undersecretary to Weaver and—for the
first 20 days of 1969—secretary of
HUD.

Janis has been active in the National
Association of Home Builders as an ad-
viser to the executive committee on

said there would be **continuous moni-
toring’” by the department’s bureau-
crats. They would not be ‘‘heavy
handed,’” she said, but ‘‘informed and
responsible. ™’

While Mrs. Harris did not say so, she
obviously was inclined toward the view
of Rep. St. Germain, who said that
many of the cities’ housing-assistance
plans ‘‘were a sham.”’

The party line. Rep. Gary Brown
(R., Mich), an architect of the 1974
block-grant program and housing law,
wondered whether HUD was returning
to the era of “*second-guessing’* local
officials. This, he said, was mostly
ended when Congress, ‘“‘after a long,
hard battle, ’adopted block grants.

Listening to Mrs. Harris, the Repub-
licans could well be on guard against
the Carter Democrats recreating modi-
fied versions of the housing and urban
policies that the Nixon-Ford adminis-
tration had hoped they were stomping

out for good. —DoN Loowmis
McGraw-Hill World News,
Washington

HUD

land-use policy. One NAHB official
noted, “‘It’s the first time we’ve had a
builder in the number two spot.”’

The Simons resumé. Simons, as
president of LBs Construction Co., has
been a builder of one- and two-family
homes on Staten Island at the rate of
100 a year; his total since 1967 is more
than 600. The company has been in
land development, high-rise apart-
ments and commercial and office build-
ings. He’s been on the board of a bank,
a mortgage-banking firm and New
York State’s Urban Development
Corp.

He, too, has been a wheel in the
NAHB. He led the fight against the no-
growth movement as chairman of a
land-use task force and of the associa-
tion’s sensible-growth committee. He
has served on the board of the National
Housing conference.

A woman as counsel. The new gen-
eral counsel in HUD is Ruth Prokop, 38,
of San Saba, Tex. She has been the
senior counsel to General Telephone &
Electronics Corp. in the District of Co-
lumbia. She practiced law for four
years with the Washington law firm
headed by Phil Brownstein, a former

)12
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bnventional insulation alone just can't
p enough to bring today's high heating
psts into line.

That's why you can make your selling
b easier—and cut homebuyers’ heat-
g bills an extra 24%—by using
YROFOAM brand insulation from
ofline to frostline.

STYROFOAM brand insulation

eathing is four times as resistant to
pat loss as ordinary sheathing. It's

sy to install. And tests show it cuts

at loss by 14% over ordinary

eathing.

Simply nail it to the studs like ordinary
nstructural sheathing, as shown in

s drawing. Use conventional let-in

STYROFOAM

SIDING

STYROFOAM

pcing at the corners for racking

Bistance.

Outside the foundation, apply sheets

STYROFOAM brand insulation using
ROFOAM brand mastic No. 11,

aking sure the insulation reaches

wn to or below the frostline. Applied

his way, STYROFOAM brand insula-

n will cut heat loss an additional

% . And because it is moisture-

Bistant, it will not deteriorate in con-

t with the earth. The exterior portion

ove grade level should be covered

h a decorative protective coating.

Because of its snug-

fitting tongue-and-

groove design. STYRO-

FOAM TG brand insula-

tion greatly reduces air

infiltration. In winter it

keeps cold air out,

warm air in. In summer,

vice versa.

Lc;

STYROFOAM brand insulation also
enhances the insulating effectiveness
of batt insulation by keeping the wall
cavity warmer.

A warmer cavity re-
duces the ‘‘convective
loop” (shown in the
drawing) that can
develop when the outer
wall surface is cold and
the inner wall surface is
warm. “Looping” greatly
reduces the effectiveness of batts as
thermal barriers.

3RAND INSULATION
ROSTLINE CUTS
#TRA 24%!

STYROFOAM brand insulation adds
little to the cost of an average new
home. Depending on where you build
and your fuel costs, it can pay for itself
in as little as one to three years—and
keep on paying dividends over the
life of the home.

For more information on how
STYROFOAM brand insulation can help
make lower heating bills a sales tool
for you, contact your local salesman.
Or write: The Dow Chemical Company,
STYROFOAM brand insulation,
Midland, Michigan 48640.

Infrared photos demonstrate

the effectiveness of STYROFOAM brand insulation.

The demonstration involves two
Midwestern homes insulated with con-
ventional batts. The house on the right
was additionally insulated with one-
inch STYROFOAM brand insulation
sheathing, while the house on the left
was sheathed conventionally.

In the photo, the dark areas indicate
heat retention and the light areas heat
loss. As you can seg, the house
insulated with STYROFOAM brand
insulation showed a considerable re-
duction in heat loss. Naturally, this
can be translated to a comparable
saving in heating costs.

'In a test in Columbus, Ohio—designed and

conducted by Ohio State University—two
identical side-by-side homes were insulated
with conventional batts. One was additionally
insulated with one-inch STYROFOAM brand
insulating sheathing, while the other was
sheathed conventionally

Over a one-year period; the home with
STYROFOAM brand insulating sheathing
showed a 14% reduction in heating cost. This
saving, plus a 10% saving with STYROFOAM
brand insulation outside the foundation, results
in a total saving of 24%. Test results available
on request

In other locations, some homes will save
more than the test homes. Others will save less
Your savings will depend on climate, fuel type,
house design and living habits of occupants

STYROFOAM

BRAND INSULATION

*Trademark of The Dow Chemical Comipany

RNING: STYROFOAM brand insulation is combustible and may constitute a fire hazard if improperly used or installed. It should not be left exposed or
flequately protected. Use only as directed by the specific instructions accompanying this product. STYROFOAM brand insulation contains a flame retardant
jitive to inhibit accidental ignition from small fire sources During shipping, storage, installation and use this material should not be exposed to open flame
ther ignition sources. ) )

CIFIC INSTRUCTIONS: Gypsum board is regarded as an adequate fire barrier in most applications. For other alternatives and use instructions, see Dow
ature available from your supplier or The Dow Chemical Company, Midland, Michigan 48640
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FHA commissioner. She was a special
assistant to Robert Wood when he was
at HUD.

The assistant secretary for consumer
affairs is a nationally known Catholic
activist of the inner cities, Monsignor
Geno Baroni, 46. As president of the
National Center for Urban Ethnic Af-
fairs, he has had a budget of $1.7 mil-
lion to help citizens’ groups in 45 cities
save and revive their neighborhoods.
At HUD he will be in charge of the mo-
bile-home standards program and inter-

state land sales as well and he will have
a role in programs for the elderly, the
handicapped and the Indians.

And another for policy. The assist-
ant secretary for policy development
and research is Donna E. Shalala, a
professor at Columbia University in
New York City. She has specialized in
urban finance and government.

The new HUD lobbyist is Harry
Schwartz, assistant secretary for legis-
lative affairs. He's a Harvard graduate
and has held staff jobs on Capitol Hill.

He was most recently the task force
director for the Carter-Mondale cam-
paign.

The assistant secretary for fair hous-
ing and equal opportunity is Chester £
McGuire, a New Yorker who has been
teaching at the University of California
at Berkeley.

The assistant secretary for adminis-
tration is William A. Medina, a long-
time bureaucrat and management Sys-
tems expert for the Office of Manage-
ment and Budget. —D.L.

Budget: A Ford gassed up by Carter

Spending is up, as might be expected
from a new Democratic administration
submitting its first budget request for
the Department of Housing and Urban
Development.

The new secretary, Patricia Roberts
Harris, told the House housing sub-
committee that the department, under
her predecessor Carla Hills, ““was
meeting numerical goals but not actu-
ally producing the units represented by
the numbers.”’ Mrs. Harris vows that
more spending authority and a new
drive to produce results will *‘enable us
to achieve the department’s goals.™

“*I came to HUD and found a program
that seems to produce housing reserva-
tions but not actual housing starts,”
Mrs. Harris told a House appro-
priations subcommittee from which she
sought the funds to carry out the Car-
ter/Harris budget proposals.

Subsidies: $24 billion more. In
fact, Mrs. Harris and the Carter White
House were unable to make but minor
alterations in the HUD spending pro-
gram Ford handed Congress in Jan-
uary. But the total budget numbers did
take a big jump. Mrs. Harris told Presi-
dent Carter during White House budget
meetings that HUD is “‘a starved depart-
ment.”’

The Carter/Harris amendments to
the budget that President Ford submit-
ted in January would boost HUD’S
spending authority for fiscal 1977 from
$20.7 billion to $36.2 billion, and for
fiscal 1978 from $29.8 billion to $39.3
billion. But the biggest increases—to-
taling $24 billion—are the estimated
runout costs over their contract life of
20 to 40 years.

Actual spending for the current fiscal
year, 1977, and fiscal 1978, which
begins October 1, would rise only
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House’ ‘s Boland i
Suspicious about HUD's figures

slightly. For this year, spending would
be increased only $111 million to a total
of $8.1 billion. For next year, Ford’s
budget would be increased by about
$100 million, from an original estimate
of $8.9 billion to a new estimate of $9
billion.

400,000 Section 8 units. Secretary
Harris says that the new spending au-
thority is necessary to get an increase
in dollars actually spent to build or rent
units for low-income families in the
cities and towns. But the budget shows
that it takes months or years before the
dollars are pushed through the bureau-
cratic pipeline to the point at which the
intended beneficiaries actually get help.

Thus, Mrs. Harris stressed that she
was requesting funds to boost *‘reser-
vations'’ made by sponsors and devel-
opers to add 94,000 units of new and
rehabilitated housing to the Section 8
subsidy program. This would bring the
total reservations to 400,000.

However, questioning of Mrs.
Harris by Chairman Edward P. Boland
(D., Mass.) of the appropriations sub-
committee indicated his suspicion that
a large percentage of the reservation

might be only *‘paper reservation.””
That is. much of the reservation is an

earmarking of subsidy authority sought
by a local developer from a local HUD
office—even though the developer
might have little intention of actually
building the housing. Boland noted that
despite nearly half a million reserva-
tions reported by the Ford administra-
tion, there were only 55,000 con-
struction starts through December
1976.

More public housing. Among the
other HUD increases sought, which will
be part of a supplemental appro-
priations bill amending the fiscal 1977
budget for the department, are:

Additions to the operating subsidies
for public housing, bring the totals up
to $595 million in fiscal 1977 and $665
million in fiscal 1978; a request for
$37.5 million for planning grants, a
program that the Nixon and Ford ad-
ministrations had tried to phase out;
and $500 million to bring the commu-
nity development block grants up to $4
billion in fiscal 1978.

FHA’s $9-billion loss. One HUD re-
quest that got little public attention was
for a $1.8-billion appropriation to *‘re-
store losses to the Federal Housing Ad-
ministration insurance funds.’’

Mrs. Harris pointed out that cumula-
tive losses from insurance claims on
694,945 units down through the years
have amounted to $9.3 billion. The
department has Treasury loans of $4.9
billion still outstanding, and the interest
on these loans for 1976 alone was $301
million.

The only budget item of the Ford ad-
ministration deleted by Mrs. Harris was
a $200-million request for the bicen-
tennial land heritage program that was,
she said, an *‘overtly political pre-elec-

tion promise”’ she was not about 10
keep. —D.L.




Nothing gives you the edge like

acounter top of real ceramic tile.

Before you install your next kitchen counter top, consider using the
naterial that stands up to the punishment this area of the house must
ake —the way, no other material can. It's real ceramic tile.

Unlike laminates and other synthetic materials, a ceramic tile counter
von't burn, blister, scorch or crack even under heat. And the finish won't
ull even with the constant scrubbing a kitchen counter gets.

And now you can really give your work a finished look with
smerican Olean'’s new ceramic tile counter top edge and mitered in-corner
-im. With a sloped edge that prevents over-the-counter spills. It comes in
olors to match. And can be used in thin-set or mortar installations.

Still another way you can complete a job that's neat and beautiful is
7ith American Olean’s new 6" x 6" Crystalline tile (shown) that's the same
7idth as the trim, so grout joints line up.

Give yourself the competitive edge with kitchen counters, vanity tops
nd trim of real ceramic tile. To find out more about it, write to:
umerican Olean Tile Company, 2386 Cannon

wenue, Lansdale, Pa. 19446, American

' . . ) . . )T‘M —_— -
eramic Tile. It's the natural thing to use! ADNW&W&GCO%Q

x6" 345 Cr. Cobalt and 3" x 6" Caribbean 156 Montego Blue—
abinets by Yorktowne
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Only General Electric adds all these
sales features to your Kitchens.

To create a kitchen as desirable as this takes
a truly exciting line of major appliances
with features that make it more attractive to
prospective customers and tenants.

Only GE has what you need to put it
together—from dazzling new colors, like
the above Onyx, one of The New Naturals™
from General Electric, to the latest product
innovations. And you get GE know-how to
assist you in planning your project.
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Automatic Chef Control

Microwave Oven. Cooks many

foods by temperature, not just

by time. Shuts itself

off when the food is =S5
prepared as you set it. w
Available in wall ovens, =
high-lows or counter top models.
Custom-Vented Range Hoods. Feature an
infinite speed fan control and the conve-
nience of a night-light plus 2 removable,
washable charcoal filters.

-— »”

P-7% Self-Cleaning Oven Systems. B
freestanding or high-
low, with big windows.
Electronic meat ther- e
mometer and rotisserie
with spit and rack.
Insulation system helps
increase efficiency.
Counter Cooktop. The sleek Cleanli
built-in cooktop is a smooth, glass ¢
cooking panel. And it becomes extr
counter space when cool.




ubber 11®* Dishwasher.
s baked-on foods
brushless water

. Spacious interior.
operation. Revers-
anels in The New
al™ colors are
ard. (Onyx optional.)

sall® Food Waste Disposer. Cush-
mounting floats the unit to reduce
and vibration. All parts exposed to
are corrosion-resistant.

y

m Ice Dispenser Refrigerators.
eezer or Side-By-
odel. Ice (‘uil)es.
ed ice, chilled A
without opening - ‘

yor. Frost-free.
r-saver switch.
large capacities.

Time- and Work-Saving Trash Compactor.
The GE Compactor reduces the accumula-
tion of 3 or 4 twenty-gallon trash cans to
one neat container, based on AHAM std.
test book. Also has reversible color panels.
Washer With Mini-Basket™

Exclusive Mini-Basket, in
many models, does small
loads and delicate fabrics.
Saves money, using 40%
less water than the big
tub low level on the
same machine. %, £
Dryer That Lets Clothes Iron Themselves.
Large capacity can mean fewer wrinkles.
Has a special fabric selector and permanent

GENERAL @B ELECTRIC

Circle 15 on reader service card

press cycle to match fabrics with the right
temperature.
Customer Care” Service. We have F actory
Service Centers covering over 800 cities
and there are over S
5,000 franchised «.JAQ————' =
servicers through- —
out the 48 contig- t'
uous states, Hawaii
and D.C. Many are in the Yellow Pages.
For more information, contact your local
GE Contract Sales Representative. You can
reach him through your local GE Major
Appliance distributor.

Over 25 vears of consistent
service to builders.
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NEW 1774-11 GRECIAN MARBLE

W from

design leader

Kitchens and baths are your two These new additions (to what

NEW 2971-6 WHITE BUCKSKIN best home merchandising areas. has become the hottest collectio
And they have to look exceptionally going — the Wilson Art brand
appealing to give you a competitive Design Group |) have been
edge. researched and consumer tested.

Laminated plastic designs, with They have top market acceptance
top market acceptance, can make the They can make the difference.
difference. So send for your free Wilson A

: NEW 2950-6 GOLDEN BUCKSKIN




NEW 4550-2 SPRING FLAIR

NEW 1752-11 TUSCAN MARBLE

he NEW
Wilson Art.

and Design Group | brochures
aturing all 108 exceptionals. And
k your Wilson Art brand distributor
dealer for a free sample chain. It's
e only chain you'll need. For it has
the options today’s customers
sire.
ilson Art brand — the home

ilders and remodelers new,
mplete design line.

DESIGN GROUR I

Tomorrow’s design innovations . . .
available for the way we live today.

W/ | WILSON ART®

WILSON ART BRAND LAMINATED PLASTIC

Copyright®, Ralph Wilson Plastics Co.,

600 General Bruce Dr., Temple TX 76501

Wilson Art—manufacturers of Wilson Art high-pressure
laminated plastics, Chem-Surf, Tuf-Surf, Dor-Surf,
Metallics, and Contact Adhesives
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utility bills

One apartment complex owner in
suburban New Orleans has devised a
novel scheme for keeping the apart-
ments’ utility bills down, and his ten-
ants are ecstatic over it.

Ernest Norman, owner of the Cha-
teau Cleary apartments in Metairie,
pays his tenants to use less electricity
than they used the year before.

Chateau Cleary, with 104 one to
three-bedroom apartments, has a cen-
tral meter. Three years ago its utility
bills were rising so fast that Norman

decided something had to be done.
I tried everything I knew about,”

Owner Norman l
‘Doesn’t hurt
to try it’

he said. **1 tried working with the util-
ity company, better insulation, reason-
ing with the tenants. Nothing worked.

**But then money worked,”” he ex-
plained.

The winner’s share. In January of
1974 Norman told his tenants he would
try an experiment. He would compare
each utility bill with the bill for the
same month a year earlier. If the new
bill was less, someone in the complex
would receive a credit on his rent.

For three years Norman has com-
pared monthly bills with those from the
previous year, and he has worked out
the rent credit this way.

““We divide the bill by the number
of days in that month,”" he explained.
““Then we multiply that daily average
by 30 for a monthly average.™

““If that amount is less when com-
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pared to last year's monthly average,
we divide the saving in half. We draw
from a hat with all the apartment num-
bers inside. 1 keep half of the profit and
give the winner half.”’

Over the three years, utility bills and
electric usage have been decreasing.

Old ideas disproved. = “When [ went
to Louisiana Power & Light for help
when the bills were high, they told me
that as the complex grew older, elec-
tricity usage would increase,”” Norman
pointed out. “‘They said that as the
complex aged, there would be more
cracks between doors and that the
buildings would not operate as effi-
ciently.

*“But were that true, we should be
using more electricity now than when
the complex was new. Tenants have
been using less.™

In Chateau Cleary’s first two years,
electricity bills rose by $4,500. In the
first year of Norman's lottery, they fell
by $653.

““Some tenants would never admit
that the money led them to conserve
energy. but I knew it had worked,™” he
said. When he continued the program
into 1975, he saw a decrease of $1.273
from 1974 in his utility bills.

““In 1976 we were about $168 more,
but that's because of a cold winter,”” he
said.

Killing the watts. A test meter was
put on the lines at the complex, Norman
said, and the findings proved his pro-
gram was reducing usage. In 1972 and
1973 the tenants were using approxi-
mately 5,999 kilowatt hours daily. For
the last three years they have used an
average of 4,659.

When Norman told officials of LP&L
about the lower bills. he said. they
wanted to attribute it to milder sum-
mers, *‘But I know the reason for the
decrease, and it's money.”’

No other apartment complex owners
in the New Orleans area have tried Nor-

"QUOTATION OF THE MONTH

“ It will mean nothing to re-
build our cities’ downtowns
without anyone to live there
. . . Housing for our cities
is fundamental—for the
old, for the blind, for the
working couple, for all
kinds of people of all in-
comes. A diversity of hous-
ing to shelter a diverse and

\ strong population means a

[

\

|

strong and growing city.

GOLDSMITH
of Portland,
Ore., to Na- ‘
tional Home
Improvement
Council’s
convention
in San Francisco,
Feb. 5.

—MAYOR NEII I

he contends it

man's scheme, but
would work in any apartment com-
plex—at least for a while.

The lessons. *‘It doesn’t hurt to try
it.”” he advises. ‘‘Just announce it on
a temporary basis first, like I did.

“*Sooner or later it will stop working
because the bills will reach a minimum,
then I'11 think of something else.™

Chateau Cleary’s tenants are still en-
thusiastic, says Mrs. Nancy Horalson,
the manager: **1 know the program has
worked because I hear the tenants talk-
ing. This has given them an incentive
to cut down, and they have.™’

The tenants don’t save money every
month now, Norman concedes, but
they don’t waste much electricity ei-
ther. Joyce Davis ROBINSON

McGraw-Hill News,
New Orleans

-

Sorry, Messrs. Jordan

|

l

A photo appearing in an article entitled
**HUD job? Not for me,”" in HOUSE &
HOME s Feburary issue was mislabeled
as that of Vernon E. Jordan Jr. of the
National Urban League. It was in fact
aphoto of Jack Jordan, a Group W tele-
vision producer in New York City.

Vernon Jordan appears at right. He
is the league's executive director.

“HE SNIOOIH AA1ISHH)
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Now AristOKraft has added a colorful new word to the
language of cabinetry and a colorful new creation to
one of today's fullest, finest lines!

Although surprisingly modest in cost these cabinets
are every inch AristOKraft. The oak veneer doors feature
striking vertical grooves; the pulls and hinges are authentic
bronze; and the face frames are solid hardwood AristOKraft's
ultraviolet cured finish makes the cabinet interiors wonderfully
easy to wipe clean

Many modular sizes are available, to accommodate any
floor plan: and matching bathroom vanities are available for
any building or remodeling job

Before you select any other cabinets, see the clean, classic
lines, the boldly beautiful wood grain finish the overall
quality and distinction of Banderal

GHTEEN WAREHOUSES GONVENINTL |

Ly

nets for kitchen and'h

by UNITED CABINET

Laborat

Cabinet

Circle 19 on reader service card

SIF =
Ry’ @ Aristokraft Square / Jasper, Indiana 47546 N

rvT

OCATED THROUGHOUT THE UNITED ST TESFOR FAST, IMMEDIATE SERVICE

2sted and Certif
ssociation. Meets FHA and HUD Standards

Div. of Beatrice Foods ql'\

Phone: 812-482-2527 i

by the National Kitchen

| et
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My best so

Offering a full line in every line of kitchen appliances.
Magic Chef is the one call supplier for builders.
A full line of microwave ovens and kitchen appliances
allows you to match the price/quality level of any
home you offer. That broad selection allows you to

add value to your homes with as little
trouble and expense as possible.

Call your distributor today and
solve all your kitchen appliance needs.
Cl > from refrigerators,
gas and electric ranges,
hoods, dishwashers, dis-
posers and compactors. Or
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Same placel

get all my

appliances.

i
~rm

/

and conventional

Circle 20 on reader service card

let him show you a microwave oven to suit your needs.

x . c ~i N n .
From built-in models for 24" and 27" cabinets, to comr
bination microwave and conventional wall ovens, to the
latest in microwave cooking centers with range top

lower oven.

Whatever your needs, you
can be assured of uniform Magic
Chef quality. perfectly matched
appearance, and one source delivery

and service.

) Magic Chef

The Cooking Experts.



Pull home buyers
your way with

PuUmps.

Take it from Dave Lennox.

Lennox Solarmate heat pumps deliver super
efficient, all-electric heating and cooling for year
rround home comfort. Over 16 years of con-
tinuing research and development by Lennox
engineers have produced a line of heat
pumps that offers superior benefits that
buyers appreciate.

Another Lennox heat pump innovation is the  must be earned by a dealer before he can sell.
Fuelmaster+™, Install and service Lennox heat pumps.

The Fuelmaster+ adapts the advantages of  Want more information?

heat pump economies to fossil fuel furnaces Contact your Lennox Territory Manager for the
With gas, oil or electric furnaces, heat Ng COSIS  complete sales story. Or write Lennox Indus-
are reduced up to 20%. Compare the savings tries Inc.. 794 South 12th Avenue, Marshall-
on Fuelmaster+ heat pumps with conventional town, lowa 50158
equipment. Your Lennox representative or a

Lennox dealer will show you how our heat

pumps perform in your area £E 1 i i Tﬁ i

Home buyers can put their trust in Lennox. 7
Lennox operates training schools for all dealers BN IR o FEMNG
who install heat pumps. A record of certification

Nifty problem-solving ideas from Lennox.
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COMPANIES

U.S. Home gets new chief, new unit

The torch has been passed at U.S.
Home—at long last.

After going nine months without a
president, the big builder reached into
the ranks of its loyal alumni and tapped
Guy Odom, 45.

Chairman Charles Rutenberg and an
operating committee headed by the
former corporation counsel, Robert
Strudler, made the choice. Odom takes
over the chief executive’s post as well
as the president’s chair at company
headquarters in Clearwater, Fla.

In signing Odom, who fills the slot
left open by Ben F. Harrison's resigna-
tion last June [H&H, July '76], U.S.
Home also acquired the company
Odom founded after leaving U.S.
Home’s Texas division in 1973.

The company, Homecraft Corp.,
builds single-family houses in metro-
politan New Orleans and in Texas. Pri-
vately held, it netted about $1.7 million
on revenues of $48 million and deliv-
eries of 1,200 homes for the year end-
ing Feb. 28. U.S. Home paid one mil-
lion shares of its common, which
closed at $7 on the N.Y. Stock Ex-
change the day of the deal (February
18). The stock eased off slightly, to
$6.87, in the next three weeks.

Reverse takeover? Wall Street ana-
lysts and company executives were re-
Juctant to term the arrival of Odom (and
his Homecraft team) a takeover, but
they contended that his quick ascen-
sion—at the very least—demonstrated
that he should not have been permitted
to leave the company in 1973.

Odom’s relationship with U.S.
Home began in 1971, when he agreed
to merge his Norwood Homes of Hous-
ton into the larger company’s opera-
tion. Odom became head of U.S.
Home's new Texas operation, but he
resigned in March 1973. With several
Norwood execs who followed him, he
formed Homecraft.

The takeover of U.S. Home, if it is
such, is generally viewed as favorable
to the company. There was reportedly
no dissent among U.S. Home directors
over Odom’s appointment. Wall Street
analysts see it as ‘‘a good deal,’” and
Tim Jones of Faulkner, Dawkins &
Sullivan, a New York securities firm,
sums up:

““If nothing else, Odom’s appoint-
ment resolves the situation in a good
way.”’

Analysts, says Jones, are hopeful
that Odom will continue Ben Harri-
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son’s policy of “‘running the company
on a return-on-assets basis wherein the
managers who were carrying surplus
land were penalized for it.”’

Mr. Low Key. Odom maintains
such a low profile that he refuses to re-
lease a picture of himself to the press.
U.S. Home''s brand new vice president
and communications director, Herbert
Ehlers, speaks for Odom and says yes.
Harrison’s policies wiil be continued.

The attempt to bring Odom and his
company into U.S. Home began, ac-
cording to Rutenberg, as far back as
1974.

““Contrary to the rumors,”” Ruten-
berg insists, ‘I led the move. I wanted
him and his then fledgling company
back at U.S. Home long before we even
had need of a president.”

The powerhouse. Rutenberg and
Robert Winnerman, U.S. Home’s
founders, split up in 1973 and Winner-
man retired [H&H, June '73]. Ruten-
berg has wielded the power at u.s.
Home ever since, and few analysts see
him fading quietly into the background
now. They feel, however, that Odom’s
reputation as a hotshot builder and his
old association with Rutenberg will
strengthen his hand.

Adds Carmine Muratori of Blyth,
Eastman, Dillon: ‘‘Charlie’s right
there. And he’ll be right there until he
feels comfortable with his new man-
agement.

“*Harrison, after all, was known as
an organizer. He wasn’t a builder. But
Odom is a builder—a darn sharp one.™

Even Winnerman, when reached at
home in Short Hills, N.J., was optimis-
tic about an Odom presidency.

“Guy Odom is good,” he said.
“‘Homecraft is a strong company and
Odom has talent. He brings good
people with him and he’ll use them.
Most importantly, he won’t rock the
boat.

““There won't be any immediate—
and great—leap forward. I don’t think
anyone expects big changes in policy
for at least a year.”’

The Odom team. In addition to the
“*solid team’’ he finds entrenched at
U.S. Home, Odom brings three former
Homecraft (and U.S. Home of Texas)
execs with him. George Matters, 34,
continues as president of the Homecraft
division and becomes a corporate group
vice president. Virginia Stead and Har-
Jand Smith are senior vice presidents.

In an unrelated change, Ehlers, 32,

replaces Ross Stemer as director of
U.S. Home's corporate communi-
cations. Stemer, who suffered a
“‘mild"" heart attack in November, has
resigned, the company says. Ehlers,
who takes on the title of corporate vice
president, is to assist Rutenberg and
Odom in strategic planning and analy-
sis. Ehlers was formerly a vice pres-
ident of Parker/Hunter Inc., an invest-
ment banking firm in Pittsburgh.

The spoils. Besides picking up 550.-
000 shares of U.S. Home common in
the Homecraft transaction, Odom gets
a three-year contract at $150,000 a
year. He purchased 134,078 shares of
the U.S. Home stock, worth $1,078,-
154, ($7.37 ashare) for $1 million. The
purchase ($13,407 in cash and the bal-
ance on a demand note) gives Odom
6.8% ownership of the company.

He takes over a company that re-
ported revenues of $327,008,000 and
net income of $4,218,000 in fiscal
1976. Earnings per share last year were
41 cents. It was not U.S. Home's best
year but it was far better than 1975,
when the company lost $2,982,000 on
revenues of $308,246,000. Harrison
had promised to turn the company
around, and he did.

With Homecraft’s $1.7 million net
added to its projected total, U.S. Home
expects to report $10 million in earn-
ings for the year that ended Feb. 28—a
gain of over 100%.

U.S. Home calls itself the nation’s
largest homebuilder. It hit its peak irf
1973, the last year of the housing boom
and of Winnerman's chairmanship.
Revenues were $291,246,000 and net
income was $12.,499,000, or $1.24 per
share. Those totals were recorded
despite a $3.438,000 writedown from
the company’s ill-fated acquisition of|
the 3-H Building Corp. of Chicago, a
development widely believed to have
caused the split between Rutenberg and
Winnerman [H&H, June '73].

—ToM ALLEN

CORRECTION

HOUSE & HOME'S NAHB conventio
story, appearing in March, reported er
roneously that the NAHB board of direc
tors passed a resolution requesting ex
emption of residential housing fro
consumer protection legislation. I
fact, the resolution was withdraw

from consideration.




“ PRICE PFISTER
Manufacturers of Plumbing Brass  Pacoima, California 91331 e Subsidiary of Norris Industries

Marquis 49 Series

The unbeatable deal

Specify the Marquis series for your
next project. A small added investment
will give you smartly sculptured antique
bronze fittings, with matching handles that will make
your baths big winners.

Price Pfister—Number One. For a Number of reasons.
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“‘We build semi- custom homes
that sell for $55,000 to $105,000.
When people pay that kind of
money, they expect an attractive

" ) . home, con- 7
ey * -~ structed of
: quality
materials
from the
floor up. But
~ we have to
2 watch our
= costs. That's
why we've
selected
Tredway as

Regular flooring
can crack or ridge.

Tredway adjusts to
seasonal subfloor changes. o r standard
flooring. Our customers like the
colors and patterns of Tredway
and the way it performs. And
we save on installation costs.’

Tredway saves us money.

“When we use Tredway, we
can save up to $40 installation
costs per job, depending on
kitchen size. Tredway’s unique
flexibility allows it to
bridge many subfloor
irregularities, so we elimi-
nate additional underlay-
ment completely and in-
stall it directly over a 34"
tongue-and-groove ply-
wood subfloor’
Tredway installs
with staples.

“Once Tredway has
been cut to fit, it's stapled

Country Flower  Santa Flora

to the subfloor around the peri-
meter of the room. Installation
is simple and fast when com-
pared to other resilient floors.
That's important, because it
saves time. And that timesaving
allows us scheduling flexibility.

Tollhouse

Vancouver

Villa Cortez

callback on a Tredway in
stallation. And don’t exp
any. In addition to being
durable floor, Tredway's
elastic properties bridge
floor movement that mig
crack an ordinary floor—
the expansion and contr
tion caused by the wide-
ranging Colorado climat

The Armstrong name
sells, too.

“We feel the Armstro
name has helped reinfor:
our quality construction
story. People are familia
with Armstrong, and tha
helps us sell”

We can leave the

@8 kitchen floor in-

¢ stallationtothe very
end of construction,
¥ helping us avoid
costly floor damage
which can occur
when a floor is
installed too early”

. Tredway
cuts callbacks.
“Callbacks can

b ql » "' Sl A
Tredway installs with staples. eatup prOfltS. Sofar,

we haven't had one

“Weuse plywood subfloors.

——
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Armstrong Tredway
saves us upto $40
B on installation cos
onevery home.

Jordan Primack, Vice-President
Joe Primack, Vice-President

Gary Wanger, President

P.W.P. Homes/Littleton, Colorado




“We had a real problem. We
ame involved in a new condo-
ium project, with two- and
ee-bedroom units priced
$40,000 to $45,000. We
ted to upgrade the kitchen
br from vinyl-asbestos. But
ring up the existing tile,
pperly preparing the
crete subfloor, and
alling a new floor would
e really been too costly.
we installed Armstrong
dway right over the
floor!”

even subfloors

|2 roblems.

“Tredway’s unique

ibility allows it to bridge

ny subfloor irregularities
ch ordinary resilient floors
not. For us, this was vital.

b vinyl-asbestos tile, while
as adhered overall to the
icrete subfloor, was
arating at the seams, and
re was some minor
Puenness in various places.
found the tile did not have
pe removed and that

dway could be installed
pctly over the tile.”

Tredway installs over concrete
with a band of adhesive.

Tredway is simple
to install.

“Tredway’s quick-and-easy
installation saved us con-
siderable time and money. All
that was required was a band
of adhesive around the
perimeter of the room to
bond the Tredway to the
existing floor. So it really
solved a tough installation
problem for us faster than
expected.”

No callbacks.

“We haven't experienced
any flooring problems such as
ridging, cracking, or splitting

with Tredway, which means
no callbacks. And we're
delighted about that.”

Tredway looks great.

“Our designer found
the richness and variety
of Tredway’s colors and
patterns perfectly suited to
the units’ overall decor. He
particularly liked the ‘three-
dimensional quality’ of
Tredway's patterns. And so
did our customers!

“Armstrong Tredway

solved our flooring problem.
So well, in fact, we've chosen
it as the base floor over
concrete for 250 new condo-

minium units planned for
1977. We're sold!’

For all the details on
Tredway floors, call your
Armstrong flooring
contractor. Ask him how
Tredway can give you
more flooring for your
flooring dollar.

L
FROM THE 1 INDOOR WORLD® OF
@ ’

Fred Streich, Project Manager
John P. Woods, President

“Wewanted a better-quality
floor over concrete

subfloors.
Armstrong Tredway

wasour answer.

Yale Properties, Inc./Denver, Colorado
Developers of The Heather Ridge Communities
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Redman Industries loses a president

James Redman is alone at the top.

Lee Posey, 42, president and chief
operating officer of financially ailing
Redman Industries of Dallas, has re-
signed. His departure—for personal
reasons, he says—leaves Jim Redman,
at 56, in sole charge of his mobile-
home company.

““‘Lee left,”” Redman said, ‘‘because
there was a breakdown in communi-
cations between us and we disagreed on
aspects of company policy.”” From his
home in suburban Plano, Texas, Posey
agreed with his former boss’s assess-
ment and added:

““It was simply time to leave.”’

He was the third Redman executive
to leave within a span of six weeks.

No replacement. Redman, who
moved his company from Michigan to
Dallas 17 years ago, says he’ll assume
Posey’s responsibilities for about four
months. ‘*At that point,”” he adds. *‘T'll
decide if I want someone else or if I
want to keep on. I suspect that we will
probably fill the job—if we fill it—with
someone already in the company.’

Posey, who joined Redman after col-
lege as a plant materials manager, was
named president in 1967 at age 32. His
secretary, queried after his departure,
said he seemed to have no outside inter-
ests.

““‘He just worked,” she said. “‘His
work was his whole life.”’

Now Posey says he will form his own
building company in Dallas.

Money woes. Jim Redman’s com-
pany was founded by his father, James
Sr., in 1937 as Redman Trailer. It be-
came Redman Industries in 1963. In
addition to Redman Homes (formerly
Redman Mobile Homes), the subsidi-
aries are Redman Building Products,
Corporation R (mobile-home parks),
Redman Development Corp. and Red-
man Properties. Only Redman Homes,
Redman Building Products and Cor-
poration R remain active, according to
Redman’s vice president of finance,
Herbert R. Clifton. ‘“The others are in-
active except for land we still own and
notes receivable.”’

The company’s golden era, follow-
ing its entrance into single and multi-
family markets, came in the late 1960s
and ended in the early "70s. Sales rose
through 1973, and the company ranked
fourth among mobile-home manufac-
turers and claimed 7% of the market.

But by the end of 1973, says Clifton,

interest expenses were greater than in
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the past due to a jump in short-term bor-
rowing. The 1973 report said, **The net
loss of discontinued operations in-
creased significantly for the period
ended Dec. 28, 1973. Operating losses
in that period were $5.5 million com-
pared to $2.7 million in the preceding
year.”’

The report attributed the loss to con-
struction-cost overruns and operations
deficits in the company’s apartment
operations.

Restructuring. In September 1973
Redman halted its real estate projects
and began selling off mobile-home
parks, undeveloped land and its interest
in apartment projects. In March 1974
the company entered a credit agreement
with lenders. About $25 million was
converted into a long-term loan. Of

Ex-President Posey
‘Simply
time to leave

1AV NVIWEIN

|2
»
-
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that, the company—by selling land,
mobile-home parks and its interest in
apartment projects—has repaid $13
million.

For the year ending April 2, 1976,
Redman had revenues of $114,288,000
and a pretax loss of $3,337,000. How-
ever, says Clifton, it had $1,938,000 in
income from discontinued operations.
Clifton explains the last item’s effecton
the balance sheet:

““In earlier years, we had set up a
reserve to cover anticipated losses on
discontinued assets. We had more re-
serves than required, so we were able
to report income of the $1.9 million.

**In addition, we changed our depre-
ciation from an accelerated basis to
straight line, gaining $1,507,000. So
bottom-line net came out $108,000.""

The future. Jim Redman is guar-
dedly optimistic. The winter’s freeze
hurt the company’s Northeast opera-
tions *‘and we won’t have a good quar-
ter,”” he says. **But I'm real optimistic
about the mobile-home business. Ev-
erybody is projecting about a 20% in-
crease this year and we should do pretty
well. I won’t give out any projections,
but I feel good about it.”

—LORRAINE SMITH
McGraw-Hill World News, Dallas

Savings Bankers choose leaders

Norwick R. Goodspeed, president of
the $1.4-billion People’s Savings
Bank-Bridgeport, Conn., has been
nominated as chairman of the National
Association of Mutual Savings Banks,
the trade organization of the $135-
billion savings bank industry.

His nomination for a one-year term
in the top elective post is scheduled for
approval by the membership at the or-
ganization’s 57th annual conference in
San Francisco, May 15-18. Goodspeed

| . s
Savings banks
Goodspeed . . .
He'll take
chairman’s post

succeeds Edwin J. McWilliams of Spo-
kane, Wash.

Charles A. Pearce, president of the
$217-million Quincy (Mass.) Savings
Bank, has been nominated as vice
chairman, and Vincent J. Quinn, chair-
man and chief executive officer of The
Brooklyn Savings Bank, New York
City, has been designated for a second
term as treasurer.

Goodspeed is vice chairman of
NAaMsB and Pearce is a board member.

e

.. . and Pearce
Incoming
vice chairman




ANOTHER REAL STANDOUT

The Leesport now joins the “CUSTOM LI-
MITED” group, Quaker Maid’s cabinet program
that offers fast, 4—-5 week production. This new
door style has a raised panel that really stands
out. It's a custom paneled door without the high

premium price tag.
Beautiful cherry, pecan
or stately oak are availa-
ble. Leesport, Clarion,
Monarch, Mayflower
nd Modulus II are all
ustomized with Quak-
er Maid’s exclusive

CUSTOM LIMITED

group by

uakerMaid

ATAPPARJIVISION-Servingthe heart of the home
RT. 61, LEESPORT, PENNSYLVANIA 19533 215-926-3011

Circle 27 on reader service card

hardware and their entire range of colors and
woodtones. The “CUSTOM LIMITED” group’s
fast production makes it ideal for builders desir-
ing to upgrade their housing units with custom
kitchens. Competitively priced and created with

all the quality and dura-
bility Quaker Maid is
noted for, the “CUS-
TOM LIMITED” group
can become your real
standout for greater
sales.
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The gliding doo
that’s built like

an Andersen
Window.

Some builders like to think of gliding doors as
big windows you can walk through.

That’s why, when they specify snug-fitting
Andersen® Windows, they also insist on
Andersen Gliding Doors.

Because, like their window counterparts,
these neat, trim gliding doors with insulating
safety glass are built to reduce heat loss and
to save on owner fuel bills.

In fact, Andersen Gliding Doors can re-
duce heat loss due to air-infiltration by up to
30% compared to similar glazed doors that
only meet industry air-infiltration standards.

But there’s more than potential fuel sav-
ings about these solid, smooth-sliding, walk-out
windows.

There’s the rich, warm feeling of spacious-
ness they bring to a room. And the charm,
character and elegance of an interior wood trim
that can be stained or painted to complement
any decor.

There’s special locking hardware, too.
With two-panel Andersen Gliding Doors, the
operating panel locks directly into the frame.

And you have a choice. Andersen Gliding
Doors are available in Primed Wood, in a new
Terratone color polyurea finish and in white
Perma-Shield® vinyl-clad wood.

For more details, see your Andersen Dealer
or Distributor. He's in the Yellow Pages under
“Windows.” Or write us.

The beautiful way to save fuel.

Andersen Windowalls 852

|[E i,
U S saal

5060 Copyright © Andersen Corp,, Bayport, Minn, 1975, 29
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McCulloch settles for $16 million

In a move apparently made to square
accounts while it phases out of land de-
velopment, McCulloch Oil Corp. of
Los Angeles pleaded guilty to 19 mis-
demeanor counts of criminal fraud in
Colorado’s 10th Judicial District Court
on Feb. 22.

Only four days after the settlement,
Robert P. McCulloch Sr.. 65, the
parent company’s patriarch and chair-
man, was found dead in his home in
Bel-Air, Calif. Initial reports attributed
death to a heart attack, but the Los An-
geles County coroner, Thomas Nogu-
chi, said later the body contained barbi-
turates and alcohol. (Obituary below.)

The parent pleaded through its
Denver land-development subsidiary,
McCulloch Properties. The developer
was accused by a district attorney, Jo-
seph E. Losavito, and a special state
prosecutor, Anthony Accetta, of mak-
ing misrepresentations to buyers in the
sale of lots at its Pueblo West subdivi-
sion in Colorado. The prosecutors
charged that McCulloch sales person-
nel promised falsely that water would
be provided from a certain source, that
underground utilities would be sup-
plied and that subdivision families
would have easy access to specific
schools.

Fines: $19,000. McCulloch was
fined $19,000 with half that suspended,
but it agreed to pay $16 million for gen-
eral improvements at Pueblo West.

President Robert P. McCulloch Jr. of
the parent company accepted blame for
any misrepresentation but contended

that **it is humanly impossible to moni-
tor all aspects of sales presentations.’’
He asserted that McCulloch Properties
executives had no knowledge of any
wrongdoing and that no company em-
ployees had been charged.

Loss coverage. When the parent an-
nounced last year that it was getting out
of land development, it set aside a $60-
million reserve against anticipated
losses [H&H, Dec.] Those funds will
cover the Colorado settlement, the
company says, so the subsidiary’s fi-
nancial statements won't suffer.

Pueblo West houses 3,000 residents.
McCulloch Properties has other proj-
ects at Lake Havasu City and Fountain

Hills, Ariz.; Spring Creek, Nev.;
Silver Lakes, Calif.; Holiday Island,
Ark. and in Amarillo, Tex. The parent
company said last fall that it would take
five years to phase out of all projects.

Arizona improvements

The FTC has just announced a consent
agreement requiring Flagg Industries
Inc. of Los Angeles and a subsidiary,
Queen Creek Land and Cattle Co. of
Van Nuys, Calif., to spend about $4.1
million to improve their three Arizona
properties: Cordes Lakes, Verde Vil-
lage and Valle Vista.

Developer Robert McCulloch dead

Robert P. McCulloch Sr., who was
found dead at his home in Bel-Air,
Calif., on Feb. 26 (story above), was

Developer McCulloch
Builta city,
rebuilt a bridge

best known as the inventor of the chain
saw and the man who brought London
Bridge to Arizona.

Four companies founded by McCul-
loch still bear his name, the largest
being McCulloch Oil. He was widely
known as a land developer, and his
major project was Lake Havasu City,
an Arizona resort, built by McCulloch
Properties on the Colorado River.

In 1968 McCulloch bought London
Bridge for $2.460,000, moved the
components to Lake Havasu City and
rebuilt it.

McCulloch was 65. He leaves his !
wife, Barbara; a son, Robert P. Jr.; and
three other children.

Levitt back in the black—first time since 71

Levitt & Sons Inc., the homebuilding
company with headquarters in Green-
wich, Conn., has just reported earnings
of $3.2 million for 1976. This is the
first year of profitable operations since
1971.

Unaudited operations for the quarter
ended Dec. 31 showed net operating
profit of $2.46 million.

The report said $2.1 million of the
year’s profit and $1.16 million of the
profit for the last quarter was contrib-
uted by Levitt Corp., the homebuilding
arm of Levitt & Sons. Levitt Corp. is
being prepared for disposition as an
operating company.

The earnings report was filed with
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Judge M. Joseph Blumenfeld of the
Federal District Court for Connecticut
by Victor Palmieri and Co., court-ap-
pointed divestiture trustee for Levitt &
Sons. The Palmieri firm was appointed
in January 1975 to organize an operat-
ing company from the original Levitt &
Sons, whose stock had been owned by
the International Telephone and Tele-
graph Corp. [H&H, Apr. "75: ““The De-
cline of Levitt & Sons.”’]

Divestiture. In 1971, 1TT entered
into a consent decree with the Depart-
ment of Justice and agreed to divest it-
self of the original Levitt within three
years.

When the divestiture had not taken

place late in 1974, 11T and the Justice
Department agreed to the appointment
of a divestiture trustee. Victor Palmieri
& Co. is an asset-management firm
with headquarters in Los Angeles.

Disposition proposal. The Palmieri
report noted that on Dec. 31 it remitted
toITT, as proceeds from noncontinuing
operations, $24,446,853 in promissory
and mortgage notes, $47,600 in ac-
crued interest on those notes and $5
million in cash.

The trustee also noted that by June
30 it expects to submit to ITT, the Jus-
tice Department and the court a pro-
posed disposition process for Levitt

Corp.




Hal Magruder, Vice
President, Golf Course
oods Development,
Reston, Virginia

““Having sold Golf
ourse Woods homes
equipped with Sears
ontract appliances is a
pource of satisfaction,”
Bays Hal Magruder,
‘because it proves our
onviction that today’s
uxury home buyer looks for
huality and value as well

BS beauty.

“Buyers were delighted
ith the way the advanced
btyling and colors of the
atching Sears range, dish-
asher and refrigerator/
reezer contributed to the
Histinctive decor and con-
enience of the kitchens.
any of the buyers com-
pleted their laundry rooms
ith a Kenmore washer

ind dryer.

single source
p call for repair
ervice

“And, | believe the Sears name
self, its reputation for dependability
packed by the convenience of having

played an important role in their
buying decisions."

The enthusiastic response of
$100,000 home buyers to Sears
Contract Appliances adds to the 10

good reasons why
you should con-
sider Sears

Circle 31 on reader service card

“Our $100,000 home buyers
responded enthusiastically

to Sears appliances”

for your next luxury home development:

1. Dependable service. 2. Con-
tract sales specialists. 3. Product
leadership. 4. Value/Price. 5. Single
source for appliances and many
building products. 6. Delivery to your
schedule. 7. Strong brand recognition.
8. Product quality. 9. Kenmore. Solid
as Sears. 10. Ninety years of con-
sumer satisfaction.

OK Mi consider | Scars | Contract Sales
0O Send brochure  [J Have Contract Specialist call
0 Send address of nearest Contract Sales office

Name
Position
Firm

Address Phone

City. State T T

Dot 739G, Sears Roebuckand o

Sears Tower, Chicago, lllinois 60684

44-HH-4/77—-GOLF COURSE WOODS
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Kaiser Aetna venture comes unjointed

The split comes after nearly eight years
of partnership that built a half-billion-
dollar business in land development.

The parents, Aetna Life & Casualty
of Hartford. Conn. and Kaiser Alumi-
num & Chemical Corp. of Oakland,
Calif ., are dividing the holdings of their
joint venture. They had taken multimil-
lion-dollar write-downs on Kaiser
Aetna’s assets last year [H&H, Dec.].
The partnership’s net worth is now esti-
mated at $60 million.

Kaiser’s share. Kaiser Aluminum
gets the Pacific properties. They in-
clude projects in Hawaii, Guam and
Australia; Rancho California, a south-
ern California development; and Kaiser
Aetna’s West Coast industrial projects.

And Kaiser Aluminum retains the
partnership’s marketable securities, its
cash and its current president, K. Tim
Yee. He'll manage the old Kaiser
Aetna properties for the parent.

Aetna’s portion. Ponderosa Homes
operating in southern California, Ari-
zona and the San Francisco Bay area,
goes to Aetna. So do the McCormick
Ranch, near Scottsdale, Ariz., and the
partnership’s shopping-center division.

Aetna’s Galvin
Rides the
McCormick

o of Hartford, £O70

Launching of Kaiser Aetna

An Aetna senior vice president, John
M. Galvin, supervises those properties.

The partners said little on parting. A
joint statement announced that the split
reflected ‘‘our belief that the assets

Ranch ‘

as described in HOUSE & HOME in September 1969.

Kaiser’s Yee
Oversees
‘ Rancho
California

mowTOM

sn A7

Sy oo

. can be managed more effectively
separately.”” And an Aetna spokesman
summed up:

““We're in industries with different
economic cycles.”

BRIEFS

A very good year—1976, that is. So
good that the C.F. Bullock Co. of
Danville, Ill. wanted employees to
share the prosperity. So President
Curt Bullock hauled all 350 to
Hawaii for a week in the middle of
the Big Freeze. The tab? $220,000.
| The company prefabs houses and

garages. Its annual gross has risen
| from $7 million to $24 million in five
| years.

‘ A giant is born. Canada gets its
| biggest diversified real estate organi-
zation via merger between A.E.
LePage Ltd. and Gibson Willoughby
| Ltd., both of Toronto. Gibson Wil-
loughby is absorbed. The new com-
pany’s offices stretch from coast to
coast.

Merger vows are taken. Develop-
| ment Corp. of America, in Hol-
| lywood, Fla., and Zellner Communi-
| ties Inc. of Newport Beach, Calif.

| gombine in a joint venture to build

i

Hawaiian-bound team of the Bullock

AVHS QAVHOIN

Co. of Danville, Ill., includes (I. to r.)

James and Curt Bullock, Jack Odum and Joseph Lane, all at Chicago airport.

300 single-family houses in the San
Diego area. It will take them three
years.

A new REIT bows in. The Ro-
bino-Ladd Co., a Miami-based deve-
loper, forms Institutional Property
Management, to be owned jointly
with paco S.A. of Zurich, a cor-

porate entity financed by Zurich’s
Rothschild Bank.

A new town, developed by a pri-
vate builder, gets organized. The
Colony Inc. has just been incorpo-
rated, out there on the Texas plains,
by 3.500 citizens. It’s being built by
Fox & Jacobs north of Dallas.

I

ma—
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INTRODUCING THE "AFFORDABLE FLOOR"
FOR THE "AFFORDABLE HOME:

Now, give your homes the extraordinary elegance of GAF GAFSTAR
with the Brite-Bond surface, at an extraordinary value.

The “affordable home” It'sbecome the occasional application of GAF Brite-Bond
biggest boom in the home building business Floor Finish.) Below, the Quiet-Cor® foam

today. And one big headache for the interlayer provides comfort and quietness
builder underfoot.

You see, today’s home buyers want to Also, GAFSTAR 5400 Series is available
cut their costs without cutting out those in 6 and 12-foot widths. Which means less
luxurious little extras that add flair. And that ~ waste. Less seaming. Less labor. Lower cost
add to the price for you. So throw in the extra features like a

Now GAF infroduces the “affordable microwave, or the stainless sink.
floor” for the “affordable home” The And the'affordable floor‘comesin stylish

GAFSTAR 5400 Series with the Brite-Bond™ patterns you won't have to sell anyone on.
surface. An unbelievable value from top to When you build the “offordable home”.

bottom. look into the “affordable floor” The GAFSTAR
On top—the GAF Brite-Bond 5400 Series. You can’t afford not 1o,

surface with its high-gloss, no-wax E For further information, write to G AF
finish that resists scuffs and is Corporation, Floor Products, Dept. K40 , Box
practically maintenance free. ? 1121, Radio City Station, New York, N.Y. 10019.

(ifdesired.gloss can be restored

in heavy fraffic areas by F GAFSTA ®
- X

wmi’ Sheet Vinyi Flooring

Circle 33 on reader service card




ust because
your real estate transactions
cross state lines,
it doesn't mean you have to.

Several years ago, Ticor Title associated with issuing title
Insurers, together, established insurance on property hundreds
National Title Service to help or thousands of miles away.

people through the obstacle course If you need assistance in this
of intercounty and interstate real ~ specialized area, just call aTicor

estate transactions. Title Insurer near you and ask for
We provide a national network National Title Service.

of specially-trained personnel It’s a lot easier than driving to
who know the intricate details the airport.

Pioneer National Title Insurance issues title policies in 49 states. Title Insurance and Trust

does business in California, Nevada and Hawazi. Title Guarantee operates in New York.

a
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. We're
7, changing our name
because U.S. Plywood
doesn't explain
: all the things
x we are.

U.S. Plywood
IS now
Champion Building Products.

[International.
eat Champion

@ Champlon IB‘uildin'g' Products




Rio’s 4 guilty; Great Western to refund

Four executives of Rio Rancho Estates
Inc. have been convicted of conducting
fraudulent land sales aimed at enticing
investors into buying 91.000 acres of
semiarid desert for homesites.

Also convicted, after an 11-week
jury trial in Manhattan Federal District
Court, were Rio Rancho’s parent,
Amrep Corp.. and a wholly owned sub-
sidiary. ATC Realty. Both are based in
New York City.

In an unrelated development, mean-
while. Great Western United Corp. of
Los Angeles signed a consent agree-
ment with the Federal Trade Commis-
sion to refund nearly $4 million to
14,000 land buyers. The refund was
the largest ever obtained by the FTC.

Guilty! The four Rio Rancho execs,
each convicted on 25 fraud counts, are
Howard W. Fricdman of Hewlett,
N.Y..president of Amrep and Rio Ran-
cho: his brother Daniel of Manhattan,
vice president of both firms: Chester
Carity of Manhattan, executive vice
president of both companies and pres-
ident of aTC Realty: and Henry Hoft-
man of West New York, N.J.. an
Amrep director who held several exec-
utive positions with Amrep and Rio
Rancho.

The four were sentenced to six
months in jail each but went free pend-
ing appeal. Amrep was fined $45.000.

Prosecutor Patricia M. Hynes told
the jury the four officials had sold land
to 45.000 buyers from 37 states for

Prosecutor Patricia Hynes
She wins over Rio Rancho

$170 million. She said the Rio Ran-
cho/Amrep execs had bought the land
for about $178 an acre and retailed it.
for homesites. at prices up to nearly
$12.000 an acre.

The government’s indictment al-
leged that the defendants bought up the
“‘semiarid desert grazing land™" near
Albuquerque. N.M. in 1961 and subdi-
vided it into 86.000 lots. The lots were

then sold for single and multifamily
homesites as well as for commercial
use. Regional television ads claimed
the land would become a master-
planned community .

‘False and fraudulent.” To entice
buyers. the indictment said, the defend-
ants used several **false and fraudulent
pretenses. representations and prom-
ises.” There was almost no resale value
for the land. the indictment concluded.

Defense Attorney Stanley Arkin
maintained that Rio Rancho was a
flourishing community with 7.000 resi-
dents who had invested $100 million
for homes. stores and utilities.

The big refund. In addition to
agreeing to repay investors in land de-
velopments in Colorado. California
and New Mexico, Great Western
United will spend up to $16 million on
capital improvements to the three proj-
ects. The firm will also pay the federal
government a $50.000 penalty and will
warn potential investors that land pur-
chases may not be profitable.

The developments—in California
City. Calif.. Colorado City. Colo. and
Cochiti Lake. N.M.—are run by Great
Western Cities Inc. It's a subsidiary of
Great Western United. a holding com-
pany controlled by the Hunt brothers,
Nelson Bunker and William Herbert,
both of Dallas.

The refund goes to investors who
bought between Jan. 1. 1972 and Jan.
25. 1977

The Homex Stirlings sentenced to prison

The brothers Stirling have had their day
in court. It was a bad day.

David Stirling Jr., 43, former chair-
man of the Stirling Homex Corp.. and
William G. Stirling, 38, the company’s
ex-president, were convicted by a Man-
hattan Federal Court jury of conducting
a fraudulent scheme involving sale of
$40 million in Stirling Homex stock.

Three other defendants, Harold M.
Yanowitch, 56, of Braintree, Mass.,
former Homex executive vice pres-
ident; Edwin J. Schulz, 42, of Lancas-
ter, Pa.. onetime company controller:
and Rubel Phillips, 51, of Jackson,
Miss., an attorney on a Homex re-
tainer, were found guilty along with the
Stirlings on all nine counts of the grand
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jury’s indictment [H&H, Feb.].

David Stirling was sentenced to one
year in prison and fined $10.000. and
brother William was sentenced to six
months and fined $5.000. Yanowitch
drew a one-year sentence and a $2.,000
fine and Phillips a 10-month term with
a $5.000 fine. Schulz received a sus-
pended sentence because the judge
found him less culpable: he was fined
$2.,500.

Sentences were pronounced March
11 by Judge Marvin Frankel in the same
court in which the defendants had been
convicted six weeks earlier. All went
free on bond pending appeal.

Bankruptcy. Homex stock was of-
fered to the public in February 1970 at

$16.50 a share. The price spiraled up
to $55 in the over-the-counter market
before Homex entered bankruptcy pro-
ceedings in July 1972. Investors who
had paid in $40 million wound up with
stock that federal prosecutors described
as virtually worthless.

The prosecutors told the jury that the
five defendants fraudulently inflated
company earnings by including land
sales at artificially high prices. And
Prosecutors W. Cullen MacDonald and
Angus C. MacBeth also charged that
the Homex execs forged a $15-million
FHA mortgage commitment in order to
sell housing modules to a shell corpora-
tion. The five were also found guilty of
concealing special stock arrangements
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Build luxury homes
with full control of your
costs & profits.

When you start building National
Homes you'll have the resources

to build homes you'll sell for
$60,000—or well above $100,000.
Luxury homes in ranch-style,
bi-level, Cape Cod, Two-Story,

or tri-level designs. Best of all,

you get the Total Home Package

at one time, giving you full control
of construction, purchasing,
material costs, field time. You
won'’t be dependent on dozens of
individual suppliers who can play
havoc with your timetable—and
your profits. As a National Homes
Builder you'll schedule more
efficiently, turn a faster (and bigger)
profit every month of the year.

Mail the coupon or, faster yet,
call (317) 447-3232. Get the full
story on how you can build
luxury homes that sell for top
dollars and bring you top profits.

More families live in National
Homes than any other homes
in the world.

NATIONAL HOMES
MANUFACTURING COMPANY

P.O. Box 680 Lafayette, Indiana 47902
ATTN: Marketing Division

-

HO.'S/

YES!I'd like to build these beauties!
Have The Man from National contact me.

NAME
COMPANY

ADORESS. sty . T e

CITY

STATE ZIP

I have lots. My typical selling

priceis $




5 reasons to call Owens-Corning first
when you want to build energy-efficient homes

Owens-Corning is the leading manufacturer easier and more profitable for you to offer
of insulation in America. energy-efficient housing.

So Owens-Corning has accepted the Look them over. Then, to get fast action
responsibility of leadership in helping build- regarding any of the ideas, go straight to
ers adapt to the energy crisis. the source. Call your Owens-Corning

Here, on these pages, are five important sales office, or write: I.K. Meeks, Fiberglas
ways Owens-Corning has tried to make it Tower, Toledo, Ohio 43659.

Pink Fiberglas® Batts, with the NAHB
Research Foundation label for assured “R-
value"” installed to Owens-Corning’s
recommended standards.

Adequate ventilation and provisions for
exhausting moisture from home,

Windows designed to limit air leakage,
and carefully weather-stripped

Storm door and standard door used in
combination, or an insulated door with
special seals—to reduce air infiltration.

’ . . Caulking and sealing by doors,
ZUNE T o g orlew—here rhimnwt. and ot hc:?«‘!:ili(':l] locations.
in walls, and in ceilings and floors, and as :
ground cover in crawl spaces.
Air-handling duets in nonconditioned
areas insulated to improve overall

Double glazed windows, or single glazed e
energy efficiency.

with storm sash—to reduce air infiltration.
(Total glass area minimized.)

) i ) Heating and cooling equipment
Perimeter insulation for slab-on-grade sized correctly, carefully matched
construction (placed along edges before to )'t‘l(lli)'r'm('l-'.l.\ of home.

slab is poured)—helps keep floors and

walls warmenr.

The Owens-Corning Energy-Efficient Home. This new program

is a systems approach to energy saving. Homes built to these
recommended 10-point specs are designed to cost sign ificantly less to
heat and cool—so they sell better. And they may not cost you any
more to build than ordinary homes!

*T.M. Reg. 0.-C.F. ©19770.-C. F.
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Owens-Corning recommended minimum

insulation guidelines. These are con-
servative recommendations, by different
climate zones in the United States, for cost-
efficient levels of insulation.

5

,l"

Massive television advertising.

Owens-Corning’s commercials bring
you eager buyers for your well-insulated
homes—and quick approval for the
Fiberglas product you use.

Circle 39 on reader service card

New higher-R batts. Owens-Corning’s
new R-30 Fiberglas* batts—with
the NAHB Research Foundation label for
assured thermal performance—make it
easier to meet new standards.

A solution to the problem of
rising fuel costs in housing.

Merchandising aids. Owens-Corning

has a variety of colorful, hardworking
consumer booklets, site signs, and adver-
tising elements to help you cash in on your
energy-efficient homes faster.

OWENS/CORNING

Owens-Corning is Fiberglas {3L:{SH{elFA] ——

H&H/housing 4/77 39




PEOPLE

Builders on move: Irvine shakeup

The Irvine Co. shuffles execs.

Kenneth W. Agid fills the vacant
marketing and sales vice presidency
with Irvine Pacific Development Co. in
Newport Beach, Calif. Richard T.
Bonetti replaces Agid as associate
director of parent Irvine’s residential
development division and Gerald L.
Rewers becomes vice president of ad-
ministration for Irvine Pacific, a new
post. He had been director of opera-
tions.

Kaufman and Broad (Los Angeles)
moves Robert M. Galloway to vice
president of technical services. He's
been the director of land engineering.

In Houston, Julian Pugh is named
vice president of marketing for Supe-
rior Homes. He was advertising direc-
tor.

Roger Acierno succeeds retiring
Charles M. Goldben as president of
Creative Shelters Inc. in Denver.
Acierno has been Goldben’s assistant.

Abe Stark becomes director of ad-
vertising services for Leisure Technol-
ogy Corp. in Lakewood, N.J. He had
managed the company’s marketing ser-
vices in the Northeast.

Cheezem Development Corp. of St.
Petersburg, Fla., names Ami Tanel as
vice president of operations and Lee E.
Stickler as vice president of planning.

LENDERS: A senior statesman of the
S&L industry retires on the Coast. He

Irvine’s Rewers
New v.p.
for Irvine Pacific

is J. Howard Edgerton, 68, who
founded giant California Federal S&L
of Los Angeles during the 1930s, be-
came its president in 1939 and later as-
sumed the chairmanship. Robert R.
Docking, 58, becomes chairman and
remains chief executive. Frederick T.
Burrill steps into the presidency va-
cated by Docking.

ASSOCIATIONS: The National
Home Improvement Council elects Ed-
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[ Cal Fed’s Edgerton ]‘
A leader |

steps down |

;
|

|

ward A. More as president for 1977.
He is the merchandising manager for
Formica Corp., Cincinnati.

California remodeler Mimi Ward
notches three firsts. Mrs. Ward, who
runs John R. Ward Construction Co. of

Danville, Calif ., with husband John, is
installed as the first woman president of
the Bonded Remodelers Council and
the first woman member of the Asso-
ciated Building Industry’s regional
board and of NAHB’s rehab and remod-
eling committee.

In Chicago, Mark F. Clark is ap-
pointed director of news media services
of the U.S. League of Savings Associa-
tions. He shares public relations duties
with Harry Pierson and Jim Kendall.
Clark, 32, was deputy press secretary
to former Illinois Governor Daniel
Walker.

DIED: Thomas C. McMillan, 74,
founder of the McMillan Mortgage
Co., of California, January 27 in Los
Angeles.

At NAHB: A changing of the guard

Time passes. The guard changes.

So it is at NAHB headquarters in
Washington as old-line staffers like
Stan Baitz and Albert Manola prepare
to cover worn typewriters for the last
time.

The retirement of Nat Rogg and the
advent of Bob Stahl as executive vice
president opened anew era [H&H, Jan].

Baitz, 65, the staff vice president in
charge of the public information divi-
sion and a 23-year association veteran,
eases into retirement in July. Before
joining NAHB he was a newsman with
the Washington Star, the defunct
Washington Daily News and United
Press International. He served the Of-
fice of Defense Mobilization during the
Korean conflict and did time with a
New York public relations firm.

His plans, Stan says, are ‘‘alittle in-
definite, but I'm lining up some proj-
ects.”’

Life as a treasure hunt. Manola
leaves his post as editor and publisher
of NAHB’s Journal-Scope on October 1.
He joined NAHB 19 years ago as execu-
tive editor of Journal-Scope’s prede-
cessor, The Journal of Homebuilding.

Manola, too, has a strong news back-
ground. He spent ten years as a tele-
graph and news editor for the Washing-
ton Post, as a reporter in the Scripps-
Howard chain and as a staffer in UPI's

Washington bureau.

Al plans to do full-time duty with a
**a treasure-hunting company I’ve got™
in Key West.

““It’s not as profitable as this job,”
he says, “‘but it’s a lot of fun.”

Soon—but not yet. Also slated for
retirement ‘*in about a year’’ is Charles
McMahon, the NAHB's senior staff vice
president and assistant to Stahl. An-
other former newspaperman (UPI),
Charlie has been with the association |
since 1956.

Baitz, Manola and McMahon have
all been familiar figures at the NAHB'S
national conventions and Washington
meetings. They have been popular with
an entire generation of newspaper and
television writers the country over, sev-
eral of whom are now making the same
long march down the sunset slope
themselves.

Time passes. —T.A.
T
NAHB's Baitz . . . ... and Manola
‘Lining up Off on a

some projects’ treasure hunt




DELTA WASHERLESS FAUCETS.
An appealing touch people recognize.

When propects visit a home or condominium fea
uring Delta Faucets, they inch a little « loser to
ying. Because they recognize the distinctive styling

1 all other Kitchen faucets.
I It I00OKS.

thanks to its patent ! all valve that does

away with washers once

that means elimination

faucets with old

often create

Home buyers recogn

na to you,
all backs that

N Washers

S eXCcliusive pall
handle as a sign of Kitchen -and con-
venience. The handle turns easily on and off
With a flick of the wrist or a nudge of the
€Ibow. The desired water temperature and flow
rate can be set with one simple movement

The Delta Faucet story is an appea ing

One 10 every home owner. And millions

Will be seeing this story throughout the year. On
network television. In consumer magazines. And
with sales promotion and publicity. It's additional
evidence that Delta is the faucet to spec ify and
Install

TO see the full line of Delta and Delex Faucets

for Kitchen, bath and lavatory, write for our free
literature

e —————
- o
> s

o

_ DELTA&DELEX®
FAUCETS

No washers - No washer worries

or ept. G
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CMR Associates Inc. publishers of
THE BLUE BOOK OF MAJOR HOMEBUILDERS®

ANNOUNCES

An all-new Housing Industry Research Report

A major research report
on industrialized housing
based upon hundreds

of detailed

individual reports

A NEW APPROACH . . .
The RED BOOK identifies FIVE different types

of housing producers

—Pre-fab Home Manufacturers

—Modular Home Manufacturers

—Mobile Home Manufacturers

—Manufacturers of Building
Components and Systems

—Production Home Builders
who produce industrialized
building components for their
own use.

SORTS OUT THE CONFUSION . . .
which has plagued marketers and researchers as they try to assess
the trends in industrialized housing

GET THE FACTSYOUNEED . . .
to service this big, complex and HIDDEN segment of the housing

industry

The RED BOOK details WHO they are . . . WHERE they are
WHAT they produce HOW they sell and WHERE they
ship . . . The information includes details on single family units,
townhouses, multifamily units, mobile homes, and commercial/in-
dustrial buildings

Data is given for all of the important markets across the country

CMR Associates, Inc.
1559 ETON WAY e CROFTON, MD. 21114

SHIP 1976
YES! RED BOOK

ORDER FORM

A TAX-DEDUCTIBLE BUSINESS EXPENSE

Over 250 Pag
Size: 82" x 1
Tax-Deductiy

The Industrialized Housing Industry is big, complex, and hidden. It
is hidden among thousands of firms, big and small. These com-
panies, spread all over the country, produce a wide variety of hous-
ing products. Some—like those who produce mobile homes or pre-
fab houses are easily identified. Others like homebuilders who
manufacture their own components, require a marketer of building
products to be constantly looking for new information. Industrial-
ized housing is too big and too complex to be surveyed with a
quick glance. THE RED BOOK OF HOUSING MANUFACTURERS
has been designed to provide you with the detailed marketing re-
search data you need. It will uncover the “hidden’’ aspects of in-
dustrialized housing for you.

HERE IN ONE BIG PACKAGE IS THE MARKETING INTELLIGENCE
YOU NEED TO MAKE THE MOST OF THE EXPECTED UP-TREND
IN HOUSING It will help you recover lost ground in the months
ahead

In your hands the RED BOOK becomes a useful tool for prospect-
ing, selling sampling, mailing, marketing merchandising, research-
ing and analyzing your position in this big segment of the housing
industry.

These are just a few of the many profitable ways you can use the
RED BOOK. In fact, just one good contact, can easily repay your
investment.

Phone: (301) 261-6363

Please Check One:

Enclosed is my check (or money order)  NaME—o—— = R O Builder
for $____ payable to CMR Associates, [J Manufacturer
Inc. Book(s) to be shipped prepaid with (] Ad Agency/Cong
guarantee of full satisfaction or 15-day  TITLE—— — — [J Finance
full refund privilege on return of RED M Lib
BOOK B Yl
FIRM [ Bid Matrls Sale
Payment enclosed to save Distributors
postage & shipping charge s 0] Architects
[ sillme ) Subcontractor
] Realty
$94.50 CITY. ) Ind/Commercial
RED BOOK PRICE [J Government
STATE O Other
HH-4/77
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“We've looked at plastics,
metal, other wood doors.
We think Nord bifolds are
the best on the market”

Interstate Homes builds 700 modular homes a year. $17.000 to $55.000. And you'll find
Nord bifolds in over 85% of them. “We use Nord bifolds on linen Closets, clothes closets, utility
closets, even kitchen pantries,” explains Tom Davis. “They reflect the overall quality of our
nomes and add to their salability.”

Nord bifolds are made of Western hemlock because it's inherently stronger than woods
such as pine. And they're ¥4 thicker than most other bifolds. They measure 138" instead of 1"

What difference does all this make? In terms of basic bending strength, Nord's 138” Western
nemlock doors are almost twice as strong (91.63%) as P
178" Western pine bifolds, according to independent
research. (Source available upon request.) NDRD

“Our customers can feel the difference. And in the (EEREITIETIE
long run, Nord's thicker doors hold up better. In the
modular business, we can't afford call-backs.”

For details, write “bifolds” on your letterhead and
mail it to E. A. Nord Company, Everett, WA 98206.
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is to get acquainted with the com
makes more custom and modified standard
en you nee windows than anybody else. Most of the

windows we sell are right

ot e out of our catalog, but we

reat NG WINAOWS,  puig s e cusion
9 windows with the same

® speed and efficiency. Most

Start by ma ng Sure orders, including those with
special sizes, true divided lites,

= non-standard jamb widths, etc., go out

in a very short time. That's why you can

the ll be read count on Marvin for hundreds of doubler

hungs or one breathtaking divided lite bay.

Write or call for literature and complete

When you are details. Marvin Windows, Warroad, MN 56763.

Phone: 218-386-1430.
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You can depend on Frigidaire
appliances because the man who
sells them depends on you.

I

RARELE UARRN

L HITREN

One of the best reasons for e services you might need in
you to add Frigidaire appliances onnection with purchase, delivery,
to yourkitchens? It's the man whc ) tion and service according
sells them: your independent your individu ds. It's easier
Frigidaire Builder Supplier. less expensive and less time con-
You'll be dealing with an suming for him to make any last
independent busi man like changes you might require
yourself, who lives and works And he'll save youtime, thanks
your own community. He owes his  to a large showroom that gives
loyalty and his success to pleasing your customers easy accessibility
you and serving your interests 0 choose optional products and
better. What's more, he's extremely features that help them customize Frigidaire, 300 Taylor St.
knowledgeable about your their kitchens. What's more, hisin- ! Dayton, Ohio 45442
business, because it's his business  ventory is backed up by Frigidaire's | Attn: Housing Industry Sales

to serve you more than just S( icated ordering and

-l

Orm interested in becoming a Frigidaire Builder Supplier. Please
aopferxces reqgional distribu advise me of available territories and necessary qualifications

Many Frigidaire Builder
Suppliers carry complementary
product lines associated with new
construction such as lumber, ) y-year-olc
millwork, plumbing and electrical for quality and dependability that
supplies, supplementary appli Ip but co ment yours
ances, kitchen cabinets an
counter tops
In addition, your Frigidaire
Builder Supplier can perform all

= 8| Frigidaire. A Heritage of Quality Since I918.

Circle 45 on reader service card H&H/housing 4/7 45

[ Prease have a Frigidaire Builder Supplier contact me




The largest selection
of plywood sidings is made by

Champion Building Products.

Weldwood
Sidings

Weldwood® sidings offer
more ways for you to put the
strength and durability of
plywood on your homes. We're
#1 in plywood siding sales.
Because we've got the rustic
appeal of natural timber that
your customers want today.

When it comes to texture,
Weldwood wrote the book: you
can choose from Planktex? the
siding with the look of circular
sawn wood: Oldbridge® the sid-
ing that looks hand-hewn; or
Roughtex® with a rugged
rough-sawn texture. You can
pick a rough-sanded effect, or
the full-grained appeal of an
abraded wood.

What's more, you've got a
choice of wood types: Douglas
Fir, Southern Pine or Cedar.
Many of which are available
factory finished in your choice
of 25 rich, wood-enhancing
stains. Or, if you're planning to
paint, get Duraply® It's got a
smooth resin-fiber surface that
makes painting super easy
(especially when you order it
pre-primed).

Once you've picked the right
surface, it’s just the start.
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Weldwood offers styles to fit
any mood you want to evoke:
with classic lap siding; Ivy
League with shallow grooves;
wide-grooved T-1-11, flat siding
perfect for applying battens
(don't stop, there's more); V-
grooved siding; Great Divide
with the look of board and bat-
ten without applying battens;
kerf siding with narrow
grooves; or early American
with the look of spaced boards.

It all adds up to the freedom
of choice to make each of your
homes a unique statement. And
that sells.

We're proud to say that we
make this fantastic selection
now, under our new name,
Champion Building Products.
(You've known us for a long
time as U.S. Plywood.) It proves
you can have quantity and
quality at the same time.

Look for our plywood sid-
ings, along with our smooth
and textured hardboard and
PF-L® sidings, at your local
Headquarters/Champion
Building Products Dealer. He
has everything you need from
sidings to paneling to roofing,
insulation or lumber.

For further information, call
your local Champion Building
Products Sales Office.

@ Champion Building Products”

Champion International Corporation




X o o FLEEN s : "
e i % e e R T g e

The following Weldwood sidings are shown clockwise from upper left corner: Roughtex board & batten; Planktex®

Oldbridge®; PF-I* lap. Center: Roughtex Texture 1-11

i
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; Roughtex lap; Planktex; Great Divide;

© Champion International Corporation, 1977
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A Great Product Line Gets Better!

Valley Il faucets are designed, manufactured and assembled
using the experience, integrity and craftsmanship that make
Valley single control faucets a leader. Valley Il uses the same
“time-tested” materials proven dependable in millions of
Valley single control faucet installations.

Valley Il faucets
operate quietly.

Only Valley Il washer-
less faucets have the
“Whisper-Soft” noise in-
hibitor that prevents
rumbling and whistling.

Valley II's linear flow control.

Valley II's unique operating unit functions smoothly with
minimum effort and maximum control of water from trickle
to full flow.

Valley II's
washerless design
gives trouble-free
performance.

Valley Il eliminates the
age-old compression
stem, washer and seat
problem. One internal
moving part glides over the inlet ports to allow water flow in
the “on™ position, shears off flow in the “off” position. Valley Il
offers years of drip-proof, trouble-free operation. And one
operating assembly is common to all models.

Valley Il faucets are available with elegant Starfire-
Crystalhandlesorhigh styled chromed metal handles.

Valley Il faucets are backed by Valley's famous
Limited Five Year Warranty.

Valley Il two handle washerless faucets. For
quality, design and performance, Valley I gives
you what you're looking for in a two handle faucet.

Write for our full-line catalog.

Valley Faucet

UNITED STATES BRASS CORPORATION

A Division of Hydrometals, Inc.
901 Tenth Street, glm Texas 75074

Circle 49 on reader service card

City State Zip



MERCHANDISING

Doing your own ads?

Lots of builders do. They don’t want
to spend money for agencies, or the
nearest agencies are unfamiliar with
housing.

And you can create effective ads by
yourself, says marketing consultant
Briggs Napier of Bloomington, Minn.
He warns, however, that you should
follow some basic rules. Here are the
simple guidelines he suggests:

Know when—and when not—
to advertise

You can’t force a dead market to life
all by yourself, Napier says; so if your
area is slow now, don’t advertise.

““Wait until you see some activity
returning,”’ he advises. ‘‘Then adver-
tise for all you’re worth. That way,
you'll get your market share when the
action is there, and you won’t throw
away money when it’s not.”

Understand your buyers

There are many kinds of home pur-
chasers, Napier says, and they certainly
don’t all speak the same language.
Such phrases as ‘‘swinging style of
life’” and ‘‘a cool house’” won’t tempt
empty nesters nor will *‘gracious and
relaxed living’’ rouse young move-ups.

So be careful of how you describe
your homes and amenities. And if pos-
sible, Napier says, avoid jargon and
cute phrases; they seldom mean much.

Choose your ad vehicle carefully

While most builders use newspapers,
keep in mind that they’re not the only
game in town. Magazines, radio, out-
door displays and even TV can help.

““We sold out a 150-unit project by
switching from newspapers to radio,”
Napier says. ‘“We were going after
young buyers with classified ads, but
they weren’t reading them. So we ar-
ranged for a disc jockey with a large
under-30 audience to plug our homes.
The response was almost instan-
taneous.””’

Direct mail can also be effective, ac-
cording to Napier, if you can afford the
cost. In fact, he adds, sending printed
brochures directly to prospects’ homes
may be the best way of promoting your
models.

Keep content direct and simple

Don’t say too much, Napier suggests.
Remember that you want to draw
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people to your models: you don’t want
them trying to make decisions on any-
thing while they’re sitting at home.

Soinclude in your ads such things as
price, location, style, benefits—any-
thing that gives prospects a reason to
come out. Leave out a laundry list of
features or full descriptions of ameni-
ties and floor-plan options.

“*Stay completely away from financ-
ing,”” Napier warns. *‘The buyer may
assume that what you’ve listed is the
only plan available.”’

And when planning your approach
and style, Napier says, keep these ad-
ditional points in mind:

e Avoid clutter in your ads. It may
seem wasteful to pay for space and then
leave some of it empty, but an ad
crammed with information is seldom
attractive. And it can be difficult to
read.

e Use photos instead of drawings.
Buyers prefer something real to some-
thing staged. And put people in your

e Make sure your headlines cite a
benefit instead of just another of your
features. ‘‘Point to the fact that your
model has a convertible den or nursery
rather than three bedrooms with an op-
tion,”” says Napier. ‘‘Emphasize that
your house has a place to welcome
guests instead of a large entry foyer.”™

e Make your ad approach consistent
from week to week. National adver-
tisers do because they know that conti-
nuity builds memorability. Follow their
lead, says Napier: it also makes good
marketing sense for you.

e Finally, be honest in your claims.
Talk about a stand of oak trees instead
of a heavily wooded lot when you have
only three young trees on a site. Say
your project is a ten-to-twenty-minute
walk from downtown instead of a hop,
skip and a jump.

“‘Believability and credibility are
important,”” Napier says, *‘not just be-
cause government and consumer
groups are always looking for dishonest

pictures; buyers relate best to other claims, but because honesty sells
people. best.” —J.G.C.
GUIDE TO MEDIA SELECTION
(Based on annual production)
To20

Media homessold  To50 To 100 Over 100

Newspaper classified Yes Yes Yes Yes

Newspaper display Maybe Maybe Yes Yes

Radio No Maybe Yes Yes

™V No No Maybe Maybe

Direct mail Yes Yes Yes Yes

Qutdoor display No Maybe Yes Yes

House & Home promotes two editors

Maxwell C. Huntoon Jr., managing ed-
itor since 1971, becomes executive edi-
tor. Edwin W. Rochon, who became
H&H's senior editor for news and fi-
nance in 1966, succeeds Huntoon as
managing editor.

The promotions were announced by
H&H's publisher, Blake Hughes.

Huntoon is a former builder and the
author of the Urban Land Institute’s
book, **Planned Unit Developments.™
He came to H&H as an associate editor
in 1960.

Rochon was a copy editor for the
New York Herald Tribune and Daily

News and a foreign affairs columnist
for the New York World-Telegram &
Sun before joining H&H in 1963.

be
!

Huntoon

Rochon




Builder innm Solomor

ntroducing new 's" PPG Solarcool glass.

President S.I.R. Developers, Inc. Garden Grove, Calif

It's beautiful any way you cutit.
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at all the sunlit flowers
br:L use the glare is cut
since only 16 percent of
nolet light can get

on reader service card

of this

inside, fading of interior colors is
almost eliminated

We'd like to help you sell the
advantages of homes built with PPG
residential Solarcool Bronze reflective
glass. Write to us for a free color
brochure

PPG Industries, Inc., One Gateway
Center, Pittsburgh, Pa. 15222

PPG: a Concern for the Future




“Id stake my reputation
as a builder onWhirlpool
heating and cooling;

“Last year | did it 28 times.

“Whirlpool is a name I know I can count on. “If I'm going to guarantee a unit, it's
And if I've learned anything in 25 years in going to be a Whirlpool unit. I know how
the building business it’s not to take short- proud Whirlpool is of its reputation, and
cuts when it comes to heating and air when they put that reputation on the line
conditioning. ... that’s good enough for me.”

“The magic word today is ‘trouble-free,’ If it's good enough for you, too, call us in
and I don't hesitate to use it when it comes Nashville at (615) 244-0430.
to Whirlpool. I don't have any problems Mr. Charles K. O'Connor is one of the
and my phone doesn't ring at night. 12 custom builders selected to participate

in developing Kingwood, “The Livable
Forest,” Houston, Texas.

L <>
Whirlpool

HEATING & COOLING PRODUCTS
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MERILLAT INDUSTRIES, INC., Adrian, Michigan 49221

Circle 55 on Reader Service Card.

WIPE CLEAN
INTERIORS
The entire interior,
including drawers and
trays, is laminated with a
tough wood-grained
design vinyl

SLIDE-OUT TRAYS

A standard feature in base
cabinets, utilizes full depth
shelf space and makes it
$0 much easier for storage

MERILLAT DESIGNED
DRAWER SYSTEM

Nylon glides, in aluminum
channels assure quiet easy
open-close action,
Aluminum guide rail
supports plywood bottom
Proven dependability. Over
3 million in service

SOLID OAK FRAMES
AND ““TRU-SQUARE"’
GUSSETS

Rigid solid oak front frames
have double doweled
joints. Massive corner
gussets keep cabinets true
and square

SELF CLOSING HINGES
ADJUSTABLE SHELVES

FURNITURE QUALITY
FINISHES




Pick your spot and pick your model and
see just how beautifully a Whirlpool
Microwave Oven fits into your plans.

The Whirlpool Self-Cleaning range
teams up with the Microwave oven of
your choice through the use of a unique
adapter kit that lets you easily combine
the best of both worlds. It's the latest in
cooking convenience for you.

Whirlpool offers you just the right
price and function combination
to fit your needs when it comes
to adding that
extra touch to
the kitchen that
sells the house.
There are four
Whirlpool models to
choose from and each
can be offered as a
“plus” reason-to-buy-
countertop, as a built-in to your own design, or as a
part of Whirlpool’s unique Micro Shelf concept, in con-
junction with a Whirlpool 30" electric Self-Cleaning
range. Your Whirlpool representative is ready with all
the details. Don’t let another sale go by without giv-
ing him a call.

==
Whirlpool

ORPORATION
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AMONG HE
MANY ADIANTAGES
OF Ruff-Cut 44
HHIS IS THE MOS
IMPRESSIVES

IT'S AVAIABLE.

It's catch-as-catch-can with a lot of wood
products these days. But not so with
Ruff-Cut 44®. We've doubled our production
to meet increasing demands nationwide

for this truly unique product.

And we'll get it to you fast. . .When you need
it, and where you need it. . .With a growing
national network of distribution outlets,

b A A A L A A
). 8.$.80.9. 8 o &

r Y . Y Y | Y
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Over $160 million in insured
multi-family construction loans
financed in'76.

|
|

Mortgage Gompany
Chicago e Columbus e Denver « Des Moines

Kansas City « Madison ¢ Minneapolis ¢ Omaha
Phoenix « San Francisco « Washington, D.C.

612-372-6724

* .bank-on, Banco!”

Circle 56 on reader service card

EQUAL HOUSING
LENDER




OHLER PUTS GEMSTONES
IN THE MOST UNEXPECTED PLACES.

PRESENTING ALTERNA ONYX.

For centuries, the world has
recognized the beauty of onyx. In
delicate cameos. In beautiful
sculpture.

Now you can bring the ele-
gance of this semi-precious gem-
stone into your home in a rather
unusual way.

Because Kohler has added
onyx inserts to its line of Alterna
faucets. Onyx from Persia, Turkey,
Argentina. Fashioned exclusively
for you by European craftsmen.
Designed to snap into and out of
faucet handles to match a mood,
change a decor. In four colors:
white, green, light or dark brown.

Available in two-pair sets—
white and green or two brown-
o stones—to enhance Alterna fau-

cets in satin or polished 24 carat
- ’ gold electroplate or chromium.
ar’ Alterna Onyx. It may be the
last place you'd expect to find a
semi-precious stone. But then, it
isn’t the first time Kohler has intro-
duced the unexpected.

For more information about

Kohler plumbing products,
write to Box Al,

KOHLER CO.
BOLD LOOK o= wi
OF KOHLE 53044 Kohler

products are
available in Canada.

Circle 57 on reader service card
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For low-budget variety: build several

models from one plan

That’s what Bensalem Development Co. is doing in the third
phase of its Salem Point single-family project northeast of
Philadelphia. The aim: to offer buyers a choice while keep-
ing prices low.

And the result? About 80% of Bensalem’s sales are five
basically identical two-story plans, priced from $38,990 to

$42.990. (Three ranch-style models and two larger, higher-
priced two-story plans are also offered.)

Sales have held steady at nine a month, even though
models have not even been finished. And there has been no
newspaper advertising yet because of the big freeze.

Here’s how the company builds these popular look-alikes:

SaawE = BE BN =

LIVING

o P UPPER LEVEL
LOWER LEVEL, .

l It starts with the basic plan

This 1,154-sq.-ft. house sells for $38,900. It’s been the
choice of 27% of Salem Point’s buyers, who are generally
young working couples purchasing their first house.

T =

Vs BR BR

(=1
-

DI
DIN

LOWER LEVE

2 Add a garage

Priced at $41,990., this plan has accounted for 18% of
sales. As in all Salem Point houses, its kitchen comes fully
equipped with G.E. appliances, including dishwasher.

LOWER LEYEL = 1OFT

3 Qo 3 UPPER I.E!‘:/r“_’.
Put a bedroom over the garage

This plan, with 1,233 sq. ft. of living space, is priced at
$42.,990 and has not been selling so far. Probable reason:
There’s not enough common area for a large family.

BATIO BR BR

2o [ [ =]

UPPER LEVEL

LOWER LEVEL

4 Add a family room instead of a garage

The best seller, with almost a third of total sales, this
1,374-sq.-ft. plan sells for $41,990. The family room
fireplace is a $1,500 option; the 6" X8’ patio is standard.

53 | PATIO

g I

FAM

|— S
I -
LOWER LEVEL 0 5 1oFT —_ L !
) & UPPER LEVEL

5 Put a bedroom over the family room

With 1,453-sq.-ft. of living area, this $42,990 house is the
largest of the five plans, but has been the choice of only
4% of Salem Point buyers. As in all plans, the sales price
includes landscaping.
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And here’s why Bensalem did it

When Salem Point opened in mid-1975, only three plans
were offered—two ranches and a 1,272-sq.-ft., $37,500
two-story that became the best seller.

By June 1976, rising costs had lifted that plan’s price
up to $43,500, and the company knew it was on the verge
of losing its market—young, first-time buyers.

So Bensalem decided to cut costs by producing a
scaled-down version of its most popular plan. (The com-
pany narrowed it; eliminated a half bath and the garage:
and repositioned stairs and bedrooms.) Result: the $38.-
990 basic plan shown above left.

Another marketing advantage: by adding rooms to the
box-like plan, Bensalem can offer its buyers a choice
while sticking to economical repetitive construction.




Thermador announces
a new microwave super system: one

sleek built-in that

cooks five ways.

(That should sizzle up your sales.)

Thermatronic Il provides five basic cooking methods: microwave, conventional, a
combo of microwave-and-conventional, microwave broiling and conventional broiling

The upper oven has the best of two worlds: microwave
for thawing frozen foods and cooking meals in minutes.
Plus conventional heat for the slower way of cooking.
Use both at the same time and get microwave speed

The lower oven operates separately and cooks with
conventional heat. Both ovens have broilers, black
see-through glass doors. Both are self-cleaning and
ventilating. Push-button selector switches are located
on the control panel. For customers looking for the
best when building, remodeling or replacing, show
Thermatronic II, the world's finest cooking system.

It's a masterpiece of

IR

Micro-Thermal Ovens
For complete warranty details on Thermador products see your Thermador distributor
or write Thermador, 5119 District Bivd., Dept. 5., Los Angeles, Ca. 90040

Circle 59 on reader service card




WE MEAN FOR REAL

McGraw-Hill’s Personal Finance Letteris serious
about money. Every two weeks its eight fast-reading.
fact-filled pages go out to thousands of people like
you...people who want the money they earn and
save to grow. That's not something we take lightly. We
work hard to help you build your financial security on
all fronts with vital information and strategies you
need to make sure your money is working for you the
way it should.

We don'ttoss out “tips.” hunches or flights of fancy. We
dig deep, searching all areas of financial opportunity
through our editors, specially frained investigators,
and a worldwide network of blue chip advisors.

Name _ =
Address
City

City __ . ) . Zip _

Signature __

Mail to McGraw-Hill's Personal Finance Letter.
1221 Avenue of the Americas

43rd Floor, New York, N.Y. 10020

As a result, every one of McGraw-Hill's Personal Fi-
nance Letfters bi-weekly issues brings you sound,
thoroughly-tested advice and strategies aimed at
helping you make your dollars multiply. Some of the
topics we cover are: the economic outlook ... stocks
and bonds...real estate...taxes (and how to pay less)
...estate and retirement planning...insurance ideas....
how to save when you spend...and much more you
can use whether you've already made your fortune or
just hope to.

But right now, we want you to look into McGraw-Hill's
Personal Finance Letter for yourself — without risk.
You'll find details of our free frial subscription offer in
the coupon on this page. Check it out and mail the
coupon today. Chances are you can't afford not to!

0] Please starta trial subscription for me to McGraw-
Hill's PERSONAL FINANCE LETTER. Il check out the first
two issues you send me. If | decide | can't use if, I'll write
‘cancel” across the bill you send me. Otherwise, I'll send
you a check for $49, the tax deductible price of a full
year's subscription. If at any time | decide | no longer
want Personal Finance Letter, | can cancel andreceive a
full refund for the unexpired portion of my subscription.

Money strategies for the '70s
House & Home-4/77

aﬂr McGraw-Hill's PERSONAL FINANCE LETTER




NOBODY BUILDS A DISHWASHER
LIKE WASTE KING

he best of everything. That's what you get with Waste King.
modern masterpiece in stainless steel, for those who want
better product, advanced features, long-lasting service.

tainless steel is superior

S tough. Rustproof. Sanitary. Unlike the porcelain or
lastic coatings used by many manufacturers, stainless
f : steel can't wear off, chip, peel or
- crack. That's why we use it where
the action takes place. For the tank
j and inner door of the dishwasher, the
| wash arms that do the scrubbing and
rinsing, the basket guide rails.
That's why we can guarantee all
stainless steel parts for 20 years
against failure due to corrosion.

ad it the easy, random way

ere are no special instructions to follow when loading a
ste King dishwasher. Both
skets pull out all the way
easy accessibility. Both

ke a mixed load of dishes

d utensils. Bowls can go on
of other dishes. Removable
iders in the upper basket

ovide space for oversize
rving dishes, utensils.
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ree-way washing action

st-moving jets of hot, detergent-activated water from two
unter-rotating wash arms reach every corner of the steel
nk. This two-level, full-width cleansing system not only
ans completely, it permits random loading
each basket. The lower arm sends water
> @ up through the lower
| basket. The upper arm
g Sl jets water up through
\ . [ the upper basket, as
U@ & | well as down through
the dishes below it.
(SS777 has single arm only)

perscrub and Sani-heat

e Superscrub cycle extends wash time to get
ugh jobs like roasters really clean. Sani-heat,
165-degree final rinse sterilizes thoroughly. A
lent heater provides humidity-free drying.

rz » e—

bntrol Panel for SS911.

Shown: Model SS911
Two portable models
(convertible) also available

Waste King pampers the load

Waste King's big baskets provide space for almost every size
and shape. The huge-capacity tank can truly hold and wash
a day’s dishes for a family of
five. There's no need to worry
about breakage. Plates are
spaced by cushioned loops to
prevent chipping; M-shaped
supports make secure cradles
for the most fragile stemware.
Flatware baskets have lidded
sections to hold small items.

Insulation cuts down noise

Waste King dishwashers are ultra-quiet in operation, thanks
to Hush-coat, a dense acoustical material that deadens sound
at the source. In addition to hush-coating, the top, sides,
back and door are wrapped with a thick blanket of fiberglass.

Disposo-drain ends pre-rinsing

No scraping. No pre-rinsing. Just flick off bones and large
food pieces. Waste King's efficient Disposo-drain will flush
away soft waste such as corn, spaghetti, potatoes, spinach.
There’s no screen to clean or to trap tiny food particles.

The Rinse-and-Hold cycle is a quick rinse to remove surface
soil from dishes to be held for a full washing cycle later on.

We build it. We back it with a super-warranty

For more than 30 years, we have been building dishwashers
to rigid standards of performance, quality and craftsmanship.
We back them with a super-warranty that’s T
the strongest in the industry. This kind of -
track record can make your job easier.
‘ It means more sales,

easier sales, and a

host of satisfied
& clients: builders,

Bl architects and
N {‘r)j discriminating
H!i.ﬁ‘\

consumers.

For further information and complete warranty details, see your Distributor or write Waste King, Dept. S, 5119 District Blvd., Los Angeles, Ca. 90040
Circle 61 on reader service card




John Montgomer
demanded an end to
needless callks:

Have you got a construction
problem? We can probably help yq
solve it with plywood, and cut you
costs at the same time.

Look at floors, for instance.

If you have to go back and take
out a squeak or pound a few nails
back down, it can cut into your pro
fit and affect your reputation. But
with APA’s Glued Floor System,
squeaks, nail popping, bounce an
callbacks are virtually eliminated.




Helping builders stay profitable
nd competitive is a chief concern
the American Plywood Association.
0, we make available a complete
ssortment of plywood information,
om building codes to new construc-
pn techniques. And we're also

tive in research and development

new plywood systems that im-
rove quality and save time and
oney, too.

Our Glued Floor System is a

good example.

A single layer of tongue and groove
UNDERLAYMENT plywood panels
is glued and nailed to wood joists.
This creates a T-beam assembly
that's stiffer than conventional nailed
floors, making it possible for joists
to either be smaller, more widely
spaced, or span longer distances.
So, you can install it faster, use less
wood and fewer nails and give your
buyer a better floor as well.

Details on the APA Glued Floor
System and answers to all your ply-
wood questions are free. Just send
in the attached reply card, or write
us at 1119 A Street, Tacoma, WA
98401.

A AMERICAN PLYWOOD ASSOCIATION

Plywood. The Performer.

H&H/housing
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“Scheirich’s Gardencourt cabinet
was ideal for remodeling.

It withstood the hard knocks of busy workmen,
and we didn’'t have to sacrifice
good looks for durability”.... ... ...

“In our remodeling projects, we've found the
room that usually needs the biggest lift is the
kitchen. So we wanted a cabinet that would make
that room look like it had never looked before.
But, since we're still working long after the cab-
inets are installed, we wanted 'something that
would stay good-looking—even after some hard
knocks by workmen. With Scheirich's Garden-
court cabinet, we haven’t had a problem yet.”

Gardencourt Parkview. One of the best invest-
ments you can make in equipping a kitchen. And
priced to fit into the tightest budget.

The cabinets are made of strong wood fibers,
bonded with a process that gives them resist-
ance to moisture and temperature changes.

They're completely sheathed in a rugged vinyl
with a pecan-grain exterior finish. An extra layer
of clear vinyl is then added for more protection,

-

Fairfax, Inc. Washington, D.C.

along with still another on all doors, shelf edges
and corners.

Maintenance is practically nil. The cabinets
wipe clean inside and out with just a damp cloth.
Plus, the tough polypropylene drawers have
rounded corners for easy cleaning.

Other features include rich, antique pewter-
finish pulls and color-coordinated backplates.

If you're remodeling, look into Gardencourt
Parkview. See your Scheirich distributor or write
H. J. Scheirich at our main plant. H. J. Scheirich
Co., P.O. Box 21037, Louisville, Kentucky 40201.

SCHEIRICH

FINE FURNITURE FOR THE KITCHE!

Clustered in a grove of trees along Pennsylvania Avenue in Washington, D.C., Fairfax Village is a 56-acre community of 826 apartments and town-
houses. For 35 years, the community was a home away from home for senators, congressmen and other government officials. Now, over 435 units

have been completely modernized, with the entire project scheduled for completion by 1

978. The beautifully landscaped one, two and three bed-

room units range from $19,900 to $40,000, and include everything from central air conditioning to trash compactors as standard equipment. To date,

over 90% of the remodeled units have already been sold.

Circle 67 on reader service card



House & Home’s new look:

H&H: | enjoyed the new HOUSE & HOME,
the magazine of housing. The size is
handy and practical. Editorial and news
comments were concise and to the point.
The folks who plan, build, sell and
manage housing should be pleased with
their new friend.
Can the next issue be a month away?
DAVID P. BAKER, president
Southwest Federal S&L
Wichita, Kans.

H&H: I like it! I like it!
MARTIN A. BROWER
Director of Public Relations
The Irvine Co.
Newport Beach, Calif.

H&H: You've done a magnificent job in

scaling down page size, yet maintaining
the strong HOUSE & HOME presence.

NORMAN WEISSMAN, president

Ruder & Finn

New York City

H&H: Congratulations on your new for-
mat.

The easy-to-read type, the how-to ar-
ticles, and the informative behind-the-

scenes reporting bring back many mem-

ories of what has made your publication
aleader.

WILLIAM E. BECKER, president

The William E. Becker Organization

Teaneck, N.J.

H&H: | think it looks terrific.
DAVIDR. HARVEY
Campbell-Mithun Inc.
Minneapolis, Minn.

H&H: Your new format suggests an ev-

eryday news-type magazine that supports

the more continual involvement our in-
dustry now demands.

RICHARD E. DOBROTH,

Executive vice president

Spauldin & Slye Corp.

Burlington, Mass.

H&H: It's a tremendous improvement.
DAN KEISERMAN, president
National Heritage Industries
Brea. Calif.

H&H: I particularly like the placement of
the editors’ page up front and the expres-
sions of the editor about housing . . . The
new format will only permit an already

fine job to be bettered.
RICHARD L. WEISS
The Richlar Partnership
Beverly Hills, Calif.

H&H: | want to extend my compliments
on the new design.
Your new concepts bring the publica-
tion even closer to the industry.
ANDREW GREENMAN, president
Greenman Corporate Consultants
Hollywood, Fla.

1976 H&H INDEX AVAILABLE |

The 1976 HOUSE & HOME editorial ’
index is now ready for distribution.
Copies of indexes for 1968, 1969,
1970, 1971, 1972, 1974 and 1975
are still available in limited quanti- |
ties. Each lists the year’s articles by |
subject and includes news, feature
stories and columns. To get copies
(there's no charge) write to: Reader
Service Dept., HOUSE & HOME, 1221
Avenue of the Americas. New York,
N.Y. 10020.

Logan.

designed to comply

with the Uniform

For the first time, new Uniform
liuilding Codes \]\u‘if-'\'
conditions under
which spiral stairs can
qualify as legal exits. And
now, LOGAN 5 ft. and 6 ft.
spiral stairs are the first to
meet these qualifications. The
primary means of egress, in a
convenient, economical instal-
lation with the decorator touch.
All in one neat package. Call or
write for full information.
Logan Co., P O. Box 6107,
Louisville, KY 40206.

(502) 587-1361

LOGan Co. ¥
oo AT

The first spiral stair

Building Code (UBC).

Logan.

yvour home,
indoors and
out. Write for

P.O. Box 6107.
Louisville,
KY 40206.

(502) 587-1361

savsonot KT

The do—it-yqurself |
ornamental iron with
the custom-made look.

Largest of ornamental iron manufacturers, Logan ofters
all kinds — deluxe. standard and economy. From the
classic style and luxury ot Colonel Logan Cast Iron
Columns to the simple. low-cost Colonnade railings.

details. Logan Co..

LOGan Co.

68 H&H/housing 4/77
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Join the GUSIoM HOME rians v
plus 5 new designs each month |
of professional working drawin

Get 1,000 home designs NOW

The Custom Home Plans Club has been created to provide
a fresh flow of design ideas you can use to make your business
more profitable.

As a new member, you will immediately receive an attrac-
tive binder containing 1,000 home designs illustrated with full
color renderings and detailed floor plans.

With this complete library of a thousand buildable homes
to select from, you and your clients will be pleased with the
wide variety of homes available in all styles, types and sizes
appropriate to local needs, tastes, and budgets.

These wide-ranging selections include:

Deluxe Small Homes—two and three bedroom

Ranch and Suburban Homes—conventional and con-

temporary

Brick and Masonry Homes

Multi-level and Hillside Homes—split level, split

fover, others

Second Homes —duplex and multi-family; holiday and

retirement : chalets, A-frames, cabins, cottages

As you guide clients to a commitment, you—as a member

of the Custom Home Plans Club—will lose no time in coming
up with a complete set of working drawings, which will be
shipped postage-free from Club headquarters the same day
your request is received.

And with your working drawings you will also receive a
complete list of the building materials you will need—essen-
tial for accurate bids and reliable cost estimates.

With so much of the exacting, tedious, preparatory work
already done. you will realize substantial savings in time,
effort, and money and at the same time, a growing list of

clients will realize that you're the one to come to for the right

home at the right price.

plus 5 new home designs-
of-the-month each month for
the next 12 months

To supplement your library of 1.000 home designs, the

Custom Home Plans Club will provide you with a steady flow
of 5 new home design ideas each month for the next 12 months

Ilustrated in full color renderings—and complete with
detailed floor plans—your five fresh designs-of-the-month car
easily be added to your basic binder of 1,000 homes.

In this manner. the Custom Home Plans Club broaden:
the range of selections available to you and your clients, anc
keeps you current on home design trends beyond your imme
diate market.

A full set of working drawings with collateral floor plan
and a list of building materials will be available on both th
original 1.000 home designs and the 60 new designs you wil

receive during the coming vear.

plus 12 sets of professional
working drawings
for homes of your choice

Members of the Custom Home Plans Club are entitled to re
ceive a total of 12 sets of professional working drawing
without charge.

These building plans may be ordered in any combinatior
desired: 12 sets of drawings for 12 different homes: 4 sets
for 3 different homes: or any other way you prefer them.

Beyond the initial 12 sets available as part of the Clul




d get 1,000 home designs now
& Next 12 months pius 12 sets
I' homes of your choice.

membership fee, members may obtain additional working
drawings at a 35% discount off published prices which range
from $25 to $59 for single sets and from $50 to $75 for four-
set packages—depending largely on the square-footage of
single-family homes and the number of units for multi-family
dwellings.

Drawn to FHA and VA general standards, these blue line
prints—size 36” x 20"—are easy to read on a white back-
ground. Depending on the size and complexity of the house
design, plan sets may include as many as nine sheets. Notes
and drawings indicate location and types of materials to be

ized lists of building materials needed to obtain reliable bids.
to make accurate cost estimates, and to order building ma-
terials from suppliers.

The lists include the size and quantity of all millwork such
as doors, lumber and built-ins . .

. framing lumber . . . roofing

... flooring . . . wallboard . . . masonry . .. concrete . . . rein-

forcing . . . insulation . . . beams . . . finishing materials,
and more.
The lists of building materials used in conjunction with

the detailed working drawings—save Club members dollars.

drudgery and valuable time more profitably spent with clients.

used. With complete freedom of choice, Club members may
order their 12 sets of detailed working drawings at any time
during the 12-month membership period.

Club working drawings include: (1) Floor Elevations,
(2) Complete Framing Plans, (3) Wall Sections, (4) Floor
Plans, (5) Basement/Foundation Plans, (6) Roof Plan,
(7) Plot Plan, (8) Kitchen Cabinet Details, (9) Fireplace
& Built-in Details, (10) Specification and Contract Booklet.

plus itemized lists of building
materiais for accul'a_le bids
and reliable cost estimates

To eliminate the time-consuming task of taking off material
requirements from each set of plans ordered, the Custom

Home Plans Club automatically provides members with item-

| Application for membership . | °°§:Z:?°"

1 subcontractor
retqiler

| Enclosed is a check for $360 homes, or any other way | prefer | wholesaler

| forafull yearof membershipin  them. Beyond these 12 sets in- - architectural

|  the Custom Home Plans Club. cluded in my membership fee, | o ;”3;:99'

|  Forthis|am fo receive immedi-  will be able to buy additional focnce

|  ately abinder containing1,000  sets at a 35% discount off pub- govemment

home designs, plus a porifolio
of 5 new designs each month

| forthe next12 months.

] My membership also entitles

| me fo a fotal of 12 sets of profes-
sional working drawings and a
list of building materials for Club

lished prices during my member- L ————me—
ship period.

If ofter receiving my first set of
working drawings | am less than
completely satisfied, | am en-
titled to a refund in full—and no Firm
hassle —simply by refuming the

manufacturing
320 SW 33rd St./P.O. BOX 299/TOPEKA, KANSAS 66601

Your Name

|
| homes of my choice. These sets  binder of 1,000 designs and Address
|  of working drawings may be the working drawings in good Citv Ssite Zio
| ordered in any combination | condition
desire: 12 sets for 12 different Make check payable to y .
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What makes the sell sure? An artful blend of efficiency
and that eye-catching quality often referred to as
glamour.

Today this mixture—shown at left and on the
following pages—packs more sales punch than ever.
And for good reasons: Cookery is in vogue. So is casual
entertaining. And because of the trend to smaller
houses, kitchen space has to work harder. So the room
that was always the heart of the home takes on even
greater importance in the eyes of buyers.

The kitchens you’ll see here were designed with that
fact in mind. They are grouped by housing type—
single-family, townhouses, plexes and so on— because
each type poses a different set of planning and
marketing problems. On page 144, you’ll find a list of
products used in each kitchen. And if you’re curious
about what makes for a no-sell kitchen, check the floor
plans on page 85. —NATALIE GERARDI

A vacation Kkitchen in a one-bedroom/loft
beach retreat is right in the center of things.
A large serving bar, which can be used for
snacks or a buffet, divides it from the
living/dining area.

This kitchen is in a 1,130-sq.-ft. unit—part
of a sixplex at HarborWalk in Oxnard, Calif.
[H&H, Nov. '76] —priced from $45,000 to
$52,000. I

Developer: Raznick & Sons, Woodland
Hills and Wood-Bergheer & Co., Newport
Beach. Architect: Kenneth Johnson, Covina.
Interior designer: Cher-Ron Design, Wood-
land Hills. - —




SURE-SELL KITCHENS IN DETACHED HOUSES

= | %"%57
Tight space used right |- 1{

A compact L-plan squared off with an
eating counter puts storage, prepara-
tion, cooking and serving areas within
easy reach of each other. Yet the
kitchen appears spacious, as it is open
to the family room. It also has a pass-
through to the patio.

This kitchen is in a four-bedroom
house selling for $49,200 in Sand Lake
Hills, Orlando, Fla. The 300-unit com-
munity opened in February and chalked
up 20 sales that month. Developer: Bel-
Aire Homes. Interior designer:
Baywood Design, Winter Park.

Y DT oo NI NININI S

Free-form dining d

An eating counter with a curved end— .
which may be at chair or at stool
height—makes a nook unnecessary in e
this 2,590-sq.-ft. house in Northridge . ‘ LRy
Country Estates, Northridge, Calif. THE S T R
“*Buyers use an adjoining family room r ' o il
as agame or a hobby room,’” says Mar- - : :
keting Director Garth Chambers. “*No : e 5.
one uses it for eating.”

The house sells for $136,300, |
mainly to the move-up market. Devel-
opers: Shapell Industries Inc. and Lib-
erty Building Co. Interior designer:
Carole Eichen, Fullerton.
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The open-wide look

This island kitchen is surrounded on
three sides by windows or sliding
glass doors; on the fourth, a table-
height eating counter separates it from
the family room, which also has a
large glass sliding door. It was de-
signed for a waterfront site, but a simi-
lar plan would make sense wherever
there is a good view—of a garden, a
wooded area, or even of other houses
from a hillside

All that openness cuts down on
places to hang cabinets. The problem
1s solved with a storage wall that in-
cludes a good-size pantry

The kitchen is in a four-bedroom
house that sells for $183,600 on Trini-
dad Island, Huntington Beach, Calif.
The 84-unit first phase opened in Jan-
uary and sold out the same day.

Developer: The Christiana Compa-
nies, Huntington Beach. Architect:
Merle Roussellot, Los Angeles. Inte-
rior designer: Beverly Thompson,
Newport Beach

DINING

KENT OPPENHEIMER

TIVING
LIVING
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SURE-SELL KITCHENS IN PATIO HOMES

The hub-of-it-all kitchen

It overlooks the family room and—an
unusual feature—the front entry as
well. It is easily reached from the front
path (through the double door in the
family room) or from the garage
(through the laundry, lower right on
plan). And it is closed off from the for-
mal part of the house, open to the infor-
mal family room, and accessible from
the secondary bedrooms.

SCHNEIDER

CHARLIE

DINING

78 H&H/housing 4/77

This setup is ideal for families that
entertain formally and that may have
older children living at home. And in-
deed, it is the older, move-down mar-
ket that is buying at Broadmoor’s Sea
View in Newport Beach. This three-
bedroom model sells for $158,000.

Architect: Morris & Lohrbach, Ir-

vine. Interior designer: Lois Harding & ——

Assoc., Orange.

DAVE ROSS
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Two versions of the indoor-outdoor kitchen

[n the plan at left, fully a quarter of the
kitchen area extends out onto the patio.

This space is enclosed by counter-to-

ceiling windows, which provide a pass-
through to a wide wraparound counter
The eating areas, too, are oriented to
the outdoors, with sliding glass doors
that take up most of the wall space
This kitchen is in a 1,925-sq.-ft.,
two bedroom patio home in Winde-
mere, a 161-unit community in La
Jolla. The house is priced from $117.-
000 to $138,000, depending on view
and amenities. Some 66 units have
been sold, mainly to empty nesters.
Developer Avco  Community
Developers, La Jolla. Architect: Dale
Naegel & Assoc., San Diego. Interior
designer: Quinn Robertson, Tustin

Like the kitchen at left, the one above
juts onto the patio. It also has pass-
through windows and an outdoor wrap-
around counter.

And yet the overall effect is quite dif-
ferent—partly because only a low eat-
ing counter separates kitchen from fam.-
ily room and partly because red brick
is used on the oven and pantry wall and
the counter base

This kitchen is in a 2,100-sq.-ft.,
three-bedroom patio home at The Sum-
mit, a 98-unit, La Jolla community
where prices range from $139,000 to
$225,000. Developer: Gentry & Watts
Development Co., San Diego. Archi-
tect: Wright Styles, Inc., La Jolla. Inte-
rior designer: Carole Eichen, Fuller-
ton




SURE-SELL KITCHENS IN PLEXES

The nook with a look

Here a spacious nook was created
with a deep bay window that almost | ||

8 T o0
gives the effect of eating outdoors. oo

from kitchen and family room. That
gives a somewhat formal feel to a
plan that was designed for the older,
established family. The kitchen it-
self is in classic U shape with an
optional pass-through to the yard.
This kitchen is from a 2,044-sq.-
ft., three-bedroom duplex unit
priced from $75,250 in the Irvine
Company’s new village of Wood-
bridge [H&H, Oct. “76]. Builder: Ir-
vine Pacific. Architect: Red Moltz
& Assoc., Irvine. Interior designer:
Saddleback Interiors, Irvine.

DAVE ROSS
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The bay also separates eating area | L5f%S

LIVING

e

AR o
SRR | N S
.n’. L4
\
- 3
f' .
|
\ |
A
|
R -
Yoo
e g "oy
T .
' ~
Sug Vuy
o] P,
(] Yy
Sw o .
. B 2
s » .
hi. Wug fou '«
» LR 2
" ' '
" " / “
" [T
o, e
= ol n
E "y Pre o
5 o,
. by
. ¢ .
e ' M
* L
. N
™o .
bay e W
B
. s .
g e Al

U+




SSOH JAvVa

New angle on the eat-in kitchen

An inverted V with clipped corner
(for pass-through to the patio) pro-
vides clearly defined eating space,
convenient work space and plenty
of storage. Note the colored cabi-
nets, which are of laminated plas-
tic: They have drawers instead of
shelves in the bases and the upper
ones have glass doors—an old-

fashioned touch.

This kitchen is in a 1,928-sq-ft.
two-bedroom retirement home
priced in the low 50s in Sun City,
Ariz. Developer: Del E. Webb De-
velopment Co., Sun City. Archi-
tect: George Flagler, Phoenix. In-
terior: Mary Jane Hawkins/Alvins
Interiors, Sun City.

An inside kitchen that isn't closed in

A second Woodbridge kitchen
(left) was designed for the younger
family; it is open to the nook and
family room so that a mother can
supervise young children. A back-
splash screens the sink area from
the nook. And the nook is sepa-
rated from the family room by a

half wall, which allows for easy
furniture arrangement without
blocking the view.

This planis froma2,161-sq.-ft.,
triplex unit priced from $74,000.
The builder, architect and interior
designer are the same as for the
plan above left.
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SURE-SELL KITCHENS IN TOWNHOUSES
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The extra sell for two corridor kitchens

The kitchen below looks like an or-
dinary corridor kitchen, but it has
a surprise: a laundry room that is
convenient to the cooking area yet
completely separate (see plan left).
It is in a 2,155-sq.-ft.. three-bed-
room townhouse in Mission Hills.
a 78 1-unit townhouse and mid-rise
condominium  community  in
Northbrook, 1. that sells mainly to
move-down families and empty
nesters. Price: from $129,000 to

$149.000.
Developer: Eugene R. Corley
Builders. Northbrook. Architect:

Salvatore Balsamo, Chicago. Inte-
rior designer: Decorative Manner,
Highland Park.

NETHEAH Wil

The kitchen at right contains a
counter that wraps around the
corner into the eating area, mak-
ing a small corridor kitchen seem
like a large country Kitchen. It is
in a 1,300-sq.-ft., three-bedroom
townhouse that sells for $48.,990 in
Montpelier Oaks, a 130-unit devel-
opment in Laurel, Md. Some 116
of the homes have been sold in nine
months., mainly to government em-
ployees and professionals [H&H,
Jan.]

Developer: KRB Inc., Laurel.
Architect: Victor Smolen &
Assoc., Chevy Chase. Interior de-
signer: Judy Rock, Marina del
Rey, Calif.
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Extra sell on anisland

BUCK BALLAS

An L-shaped island with a second
cooktop—this one with a grill—
and a marble slab for pastry-mak-
ing provides added luxury in this
large kitchen. And note the warm-
ing drawer below the double
ovens.

Cabinets in other than wood
finishes are cropping up more
often . These are painted and were
built on the job.

This kitchen is in a 3,000-sq -
ft. townhouse in Hudson-on-Me-
morial, a 600-unit community in
Houston. Prices average about
$180,000, and buyers are mainly
couples in their 40s, some with
older children.

Developer: Christiana South-
west Inc., Houston. Architects:
Langwirth, Wilson, King &
House, Houston and Kaplan &
McLaughlin, San Francisco. Inte-
rior designer: Karen Butera, San
Francisco.

FAMILY

H&H/housing 4/77
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SURE-SELL KITCHENS .
. IN MULTIFAMILY . . .

House-like setup
ina high-rise

There’s room for eating, storage and
a laundry in this 9'X 14" apartment
kitchen. The light colors used for ap-
pliances, countertop, cabinets and
floorcovering make it appear spacious
and up-to-date. This kitchen is in a
990-sq.-ft., one-bedroom apartment
that sells for $43,800 in Rotonda,
1,240-unit complex being built in five
phases in McLean, Va.

Developer: International Devel-
opers Inc. Architect: Halle and Graff.
Interior designer: Sherman Asso-
ciates. All are of Washington, D.C.

IN CUSTOM HOMES

And, just for fun,
a genuine original

When a couple that loves to cook §

builds a 3,000-sq.-ft. house, here’s
what the kitchen can look like. Cabi-
nets, walls and ceiling are all of red-
wood, and three 2' X8’ stained-glass
panels brighten the ceiling. The coun-
tertop is laminated strips of rosewood,
teak and walnut. A center island holds
a vegetable sink, and half its base pulls
out to become a serving cart. Other

built-ins include two microwave/oven |

combinations, warming drawers and a
blender.

A 6'-high partition separates the §
kitchen from the den, and a stone fire- |

place separates it from the dining
room. Architect: Berkus. Group Ar-
chitects, Santa Barbara.

84 H&H/housing 4/77
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*“We see the same
mistakes over

‘Test your kitchen planning skills

and over,”’ says Bill
Ketcham, manager :
of General Electric’s
kitchen/laundry
design service. Six
plans at right typify
the layouts

submitted to his
department. Ketcham

found 18 mistakes
in them. How
many can you spot?
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Plan 1 shows the most common mistake:
inadequate space for the refrigerator. The
upper right-hand corner of the kitchen was
obviously intended for a refrigerator, but
that location would put it too close to the
sink. Ketcham recommends leaving at least
4 sq. ft. of counter between major work
areas.

Another mistake: The sink is not centered
under the window, and that makes work at
the sink uncomfortable. Centering would
solve the refrigerator problem but create an-
other: no space for a dishwashwer. Maybe
the builder doesn’t intend to offer a dish-
washer? ‘‘Bad news in today’s market,”’
says Ketcham.

Plan 2 makes space for a pantry by omitting
a counter between the refrigerator and the
range. Says Ketcham: “‘It’s great to have

a pantry, but not if you have to sacrifice |
pantry y \

necessary counter space.’’ Remember, base

and wall cabinets serve the same purpose |

as a pantry.

Next, take a look at the sink. There
should be counter space on both sides of a
sink; in fact, the FHA specifies a certain
amount depending on the size of the house.
Because of the corner sink, this kitchen
would not meet FHA standards.

Plan 3 crowds a laundry into one end of the
kitchen. **It’s hard enough to install the
washer and dryer in this position,’ says

Ketcham, ‘‘but then try to use that
washer!"’
Ketcham recommends keeping the

laundry out of the kitchen. If that’s not pos-
sible, put it where it doesn’t interfere with
food preparation and serving.

Other mistakes in plan 3: The refrigerator
door could bind against the piece of wall
that protrudes next to it; there’s too little
counter space between sink and refrig-
erator; the side of the range is unprotected
(imagine doing the laundry while the oven
ison!). And finally, isn’t the builder at least
going to offer a dishwasher?

Plan 4 shows another common mistake:
The center aisle is too narrow. HUD’s mini-
mum standards call for 40 in., counter to
counter. Ketcham would up the minimum
to 48 in., although he feels that 42 in. is
acceptable in a pinch.

The culprit here is that nice, wide eating
counter. Most of it extends into the kitchen
rather than the next room. And if it's a low
counter, the oven door (under the range)
won'’t open.

Next, look at the sink. No standard dou-

ble sink would fit in the space shown in the
plan. Whoever drew the plan either didn’t
check sink sizes or scaled his drawing
wrong.

Plan 5 pushes the range tight against a wall.
This not only makes it clumsy to work
there; it costs the builder more money for
fireproofing. (Incidentally, this is another
case of an appliance not drawn to scale;
most ranges are 30 in. wide.)

Now look at the refrigerator. Not only is
there no counter space next to it, but open-
ing the door is sure to scar the wall.

Plan 6 looks great—until you try to put in
a refrigerator.

The fastest way to check most kitchen
plans (the exception is the one-wall plan)
is to look for the work triangle. Draw a line
from the center of the sink to the center of
the refrigerator, then to the center of the
range, then back to the sink. The three lines
should total between 13 and 22 ft., and no
single line should be shorter than 4 ft. 6 in.
or longer than 7 ft. 3 in.

“If the person who designed plan 6 had
checked it against the work triangle,”” says
Ketcham, **he would have seen right away
that he was in trouble.”’

H&H/housing 4/77 85




solar-house project

comes fo market-
competitively

86 H&H/housing 4/77

The project is Blue Skies Radiant Homes—33 single-
family houses in Hemet, Calif. The 17 units in the first
phase sold from $37,900 to $46,400, and developer
Warren Buckmaster says his competition charges the
same or slightly higher prices for conventionally
heated homes of the same size (1,000to 1,500sq. ft.).

Buckmaster says he was able to bring solar-heated
houses to market competitively because his no-frills

system is a lot less complicated than the solar plants
| that most other people are installing.
| It is a hydronic/forced-air system (see schematic
' below right). Its solar segment is expected to handle
70% to 80% of the total heating and domestic hot water
| load in each house.
And Buckmaster says the payback period should be

TO PAGE 88

How Buckmaster's solar system

The combined hydronic/forced-air system is designed
specifically for Hemet’s micro-climate. The town is
40 minutes west of Palm Springs, and it has sunshine
about 88% of the daytime. The temperature can reach
112° in the summer and averages 35° in the winter.
Few nights get colder than 22°.

This means that Buckmaster can keep his collector
area small. (There are 9, 12 or 14 collectors, each
3'x6%’, on each house depending on the size.) It also
relieves him of using antifreeze.

Besides collectors, there are these components:

® A 1,000-gal. underground concrete water-
storage tank, insulated with 5" of styrofoam to help
maintain the stored water’s temperature. The tank also
has a 200’ coil of copper tubing in which domestic
water is heated.

e Two conventional water heaters fired by gas—
one to back up the house’s space-heating system, the
other to back up the domestic water system.

® Three pumps—two of 1/20 hp., one of 1/12 hp.

There are three circulation systems:

The solar pick-up system (red in diagram). Water
in the storage tank is heated by circulating it through
the collectors when the sun is out; when the sun isn’t,
this circuit shuts off. If temperatures drop below freez-
ing, a slow-speed pump comes on and circulates
enough warmed water through the collectors to keep
the water in them from freezing.

The space-heating system (blue in diagram).
When the house needs heat, water is drawn from the
storage tank into another circuit, which passes it: 1)
through a gas heater, which operates as a back-up only
if water coming from the storage tank isn’t hot enough,
and 2) into a coil in the warm-air system. A fan pushes
air over this hot coil and through the house.

The domestic hot water systems (green in dia-
gram). Water passes through a 200" coil of 1 tubing
in the underground storage tank and through a 40-gal.
hot water heater, which fires only if the storage tank
hasn’t brought the domestic water to a high enough
temperature.

Should the solar system fail, the back-up system is
sufficient to take care of heating and domestic water.

Buckmaster is satisfied with the way this system is
working, but he has learned it can be improved. His
next 16 houses will have what he terms a **second-
generation’’ system. These are the key changes:

® Space and domestic heating systems will be com-
pletely separated so that electricity can be saved in the
summer by shutting off the space-heating system.

® A hot-water tank will be mounted on the roofs,
higher than the collectors. Heated water will rise from
the collectors into the tank, then travel into the domes-
tic water system. The separation, Buckmaster says,
requires the addition of one collector to each house.

® The 1,000-gal. storage tank will be moved from
underground to grade level. Reasons: 1) The higher
the tank. the easier it is to keep dry, hence insulated;
2) Less head pressure is needed for the pumps: 3) The
pumps can be mounted below liquid level, so are
always primed.

® A ‘‘drain-down’’ feature will be added so that,
when water is not being circulated through the collec-
tors. it will all drain into the storage tank. Thus, the ;
below-freezing pump operation is no longer needed.

The drain-down feature, Buckmaster says, will
allow the basic solar system to be adapted to very cold
climates—and without the addition of heat exchangers
or antifreeze.

By the same token, it is not necessary to use a gas
back-up system. It could just as well be oil or electric
resistance (in a very low-rate area). Or it could be a
heat pump—in which case you would call it either a
solar-assisted heat pump system or a heat-pump-as-
sisted solar system.

Buckmaster received a $97,000 HUD grant for his
second-generation system, and he says it has been
helpful in making the engineering changes.

Air conditioning at Blue Skies is done with conven-
tional equipment. Buckmaster says solar energy
would not have been economical because only hand-
built equipment is available and it is expensive.

However, he says, because of the super insulation
he uses to engineer houses for solar heat, air-condi-
tioning costs should be only one-third to one-half of
those for conventional houses.




Solar-heated houses are sited in conventional subdivision fashion. Note that there are more solar collectors for the larger houses.
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Solar-house

CONTINUED

eight to nine years—*‘if conventional fuel rates
increase the way our local utilities say they
will.”’

Buckmaster won’t disclose hard costs for his
| system; he fears sales might suffer if buyers try
| to separate solar cost from house price. “*We
| want them to decide whether our houses as a
whole—solar system or not—are good values,”’
he explains.

But he concedes that a ballpark figure of $3.-
500 to $4,500 for the entire heating system is
not far off.

Smart buying and in-house labor helped
keep the solar costs down

Buckmasters’ system is simpler than most, but

had he not eliminated a lot of middlemen’s prof-
its.

For one thing, he bought all parts directly.
And he got rock-bottom prices from suppliers
by convincing them that it would be good busi-
ness for them to get in on the ground floor of
something new. Buying in quantity also saved
money. ‘It wouldn’t have worked if we had
built only one or two houses,”” he says.

He also had his own crews install the system.
“It’s really easy,”” Buckmaster says. **But the
plumbing sub didn’t understand what he was
looking at so he would have bid the job high.™

How Vi
got skarted '

e 3
In 1972 Warren Buckmaster was selling diamonds in New York City and living
in a poorly insulated house in Connecticut.

““That was when energy costs first began to go up,’” Buckmaster says. **So
I did what the experts suggested—put in more insulation, weatherstripping |
and storm windows.”’

The result: Buckmaster found he was fighting a losing battle. "My fuel
dealer wrote a glowing letter about how much less oil I was using, but his
bills still kept going up.”’

That convinced Buckmaster there was a great opportunity in energy-saving
housing. So he moved to the West Coast and began his 18-month study of
energy conservation.

““I didn’t start out to build a solar-heated house,’” he says, *‘just one that |
would conserve energy. It simply turned out that solar fell into place with
super insulation.”’

88 H&H/housing 4/77

he says it would have cost roughly $2,000 more |

Buckmaster says he got the idea for his heat-
ing system by: 1) studying energy conservation
for 18 months before putting anything on paper;
2) retaining as consultants five engineers who
had worked on solar projects; and 3) checking
out what others were doing *‘so I could learn
from their mistakes.™

The biggest lesson he learned: *“You must
engineer the house for solar heat. You can’t take
an ordinary house and put a solar system in it.

“*Our houses are wrapped like a refrigerator
with insulation. So our system can be compara-
tively small and inexpensive."’

Buckmaster uses 4”-thick batt insulation (R-
11) in exterior walls. ‘“‘But inches aren’t the
whole story,”” he says. ““We use foil-backed
fiber glass and, for cooling, we turn the foil to
the outside so that, when the sun’s radiation
comes through, the wall reflects up to 20% of
it back out.

** And before the drywall goes on, we install
a sheet of polyethylene to minimize air infiltra-
tion.”

For ceiling insulation (R-28, which is above
local code requirements), Buckmaster blows in

| recycled paper. ““To get the R-28 with fiber

glass, we probably would have needed 10" or
12" thicknesses.™

In addition to the insulation, the houses have
these energy-saving products:

® Double glazing on all windows and sliding
glass doors.

® Weatherstripping and interlocking thresh-
holds on doors.

® Metal fireplaces, which Buckmaster says
heat up faster than brick and provide more

[ | warmth.

® Insulated bathtubs to keep water hot

| longer.

® Thermostatically controlled attic-exhaust

| | fans to reduce the load on A/C equipment.

The houses are designed
and sited conventionally

| The design is typical of southern Califor-

nia—white stucco exterior walls and red tile
roofs; and the houses sit on lots in normal subdi-
vision fashion.

““Most of our buyers are retirees who
wouldn’t be comfortable in a community with
a space-age look,™” explains W.J. MacDonald,
an engineer and general contractor who's been
working with Buckmaster.

That space-age look is a problem with solar
houses whose collector panels are visible from
the street. So collectors at Blue Skies Radiant
Homes are placed atop the flat portion of garage
and house and then masked by a parapet.

The parapets, Buckmaster says, also allow
him to orient his houses to their sites, rather than
to the sun.




“*Most architects place the collectors on the
side of the roof, and the house must be turned
so the roof faces the sun,” says Buckmaster.
““We can site the house and the collectors inde-
pendently.’”

Staying with conventional California design
proved to be the right market strategy. The 17-
house first phase, completed in October, sold
outin amonth. And Buckmaster has firm pros-
pects for the final 16 houses—due on stream this
summer—even though prices aren’t firm yet (he
estimates a 12% increase due to inflation)

The developer also has mortgage commit-
ments from the Bank of America, the source of
his construction loan.

““The bank didn’t refuse mortgages on the
first phase,”” he says, ‘‘But it didn’t make a
point of offering them."’

A few ads and lots of publicity

pulled in heavy traffic

Buckmaster says more than 10,000 visitors have
toured his solar homes since they opened

“*People come out because they're curious
about how solar heating works,’” he explains
“But if they buy. it's because they like the
house itself.””

One reason he succeeds, he feels, is that he
offers more amenities than his competition: fire-
places, fenced-in yards, two-car garages,
soundproofed baths, cable TV outlets and safes
embedded in the floors of master bedrooms.
(**I"ve always wanted one in my own home,"’
Buckmaster explains.)

“*We came in like gangbusters on the ameni-
ties because we were offering a new idea, and
we wanted to be able to merchandise a real bar-
gain,’” he says

Buckmaster joint-ventured the first phase
with Lauren Construction Co. He's doing the
second on his own. And even though the first
17 houses sold out fast, he's decided to make
a few changes on the new models.

One change: The smallest plan will be in-
creased to 1,050 sq. ft. Another: Elevations
have been redesigned somewhat by architect
Jim Calkin of Hemet. (There was no architect
for the first phase.) *“We need more facade vari-
ation,”’ Buckmaster explains. *‘The first houses
looked too much alike."”

When Buckmaster completes his Hemet
operation, he hopes to build similar houses in
other areas of southern California.

—JUNE R. VOLLMAN

Solar collectors, angled at 45° (photo above) are installed on flat portions
of roof. The collectors are masked by a parapet so they cannot be seen from
the street (photo top of page).

Back-ups for solar system are two 40-gal. hot water heaters—one for the
space-heating system, one for domestic hot water. The heaters are located
directly above the 1,000-gal. underground water-storage tank (note access
door in floor between heaters).
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Siting the single-family house:

your

Will higher density cut costs enough to justify the time, money and risk
of a rezoning battle?

That’s one of the earliest and most important economic questions a
builder must answer. And a new book, Cost Effective Site Planning, written
by a Maryland land-planning firm and published by the National Associa-
tion of Home Builders,* offers data that can help render the answer accu-
rate.

The book lists typical development costs (right), applies them to a num-
ber of siting schemes with densities ranging from less than three to more
than nine units per acre, and arrives at a comparative per-unit development
cost for each scheme.

These comparisons lead to a conclusion that may surprise some people:
Raising density just to cut development costs may not be worth the effort.
A jump of from four to eight units per acre might save, say, $2,000 per
unit in development costs, not including the cost of rezoning. This would
be significant for $35,000 houses, but not $70,000 houses. (But of course,
raw land costs might be significantly decreased by an increase in density.)

“‘Furthermore,”” says Donald Hilderbrandt, the man most responsible
for assembling the book, ‘‘you have to consider the marketing aspect.
Higher densities might slow sales enough to wipe out savings in either
development or raw-land costs.”’

Seven site plans of varying densities, taken from the book, are shown
on the pages that follow. They include the basic design modes currently
included under the single-family umbrella: detached, zero-lot-line, duplex,
triplex and fourplex. And they are all based on cul-de-sac layouts.

*Cost Effective Site Planning can be obtained from the Land Use Department, National Association
of Home Builders, 15th and M Streets N.W., Washington, D.C. 20005. Price per copy is $12.50,
and quantity discounts are available.

Partners in Land
Design/Research, who
conceived Cost Effective Site
Planning include (! to r) Fred
Jarvis, Donald Hilderbrandt,
Kipp Shrack and Cyril Paumier.
Hilderbrandt was the principal
researcher and author, and his

{ comments accompany the site
plans in this article.
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These key cost assumptions
were used in the book

Clearing & grubbing $1,694/acre
(Assumes land 50%

wooded, 50% open)

Storm drainage

18" pipe $11/lin. ft.
24" pipe $17/lin. ft.
30" pipe $19/lin. ft.

(Includes class 3 pipe
RCCP, excavation,
placement & backfill)

Inlets, flat $1,000 each
Inlets, combination
curb & gutter $1,120 each

Grass swales, 6'-8' wide $ 700 each

Headwalls/endwalls $2/lin. ft.
Riprap $50/headwall
Sanitary sewer
8" AC pipe $12/lin, ft
8" house service pipe $10/lin. ft
(Includes excavation,
placement & backfill)
Water distribution
8" mains $12/lin. ft.
6" mains $9/lin. ft.
(Includes excavation,
placement & backfill)
Fire hydrants $750 each

House service $6/lin. ft.
(Includes 1" copper
pipe, excavation,
placement & backfill)

Grading R.O.W. $0.11/sq. ft.
Planting R.O.W. $0.09/sq. ft.
(Includes fine grading,
seed, lime, fertilizer)
Roads
Cul-de-sacs $53/sq. ft.
Subcollector &
collector street $55/sq. ft.

(Includes excavation, 5"
stone base, 1%2" bituminous
base, 1V2" surface course)

Curbs & gutters $7.30/lin. ft.
Sidewalks $4/lin. ft.
(4’ wide, 4" concrete
w/mesh, no base)
Driveways $1/sq. ft.
(5" concrete w/mesh,
no base)
Trees $8/lin. ft

(2¥2" to 3" caliper,
planted 40’ o.c., priced
at $160 each)
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Net density 12 units on 3 acres = 4.0 d.u./acre
Gross density 12 units on 3.1 acres = 3.87 d.u./acre
Average lot size 9,611 sq. ft.
Cul-de-sac
Total street 8,500 sq. ft. 708 sq. ft./d.u.
Total R.O.W. 15,344 sq. ft. 1,279 sq. ft./d.u.
Pavement width 20’
R.O.W. width 28’
y __Turnaround radius 45’
Turnaround R.O.W. 98’ x 98’

Subcollector street (72 street and R.O.W.)

Detached houses at
four per acre:
$5,686 per unit

This is the maximum density that most locales
will permit for single-family detached homes,
soit’s a good standard against which to measure
the development costs of the higher-density
plans shown on the next six pages.

““It’s a good layout from the community point
of view,”” says Hilderbrandt. ‘‘Most local au-
thorities will allow culs-de-sac that are 300’
deep, as this one is, but they don't like anything
much deeper. And from the residents’ view-
point, 12 houses is about right for a sub-neigh-
borhood in which families can know each other
well.”

And from the developer’s side, this is a good
example of the law of diminishing returns as it
applies to development costs. Were the density
reduced to, say, 2.75 per acre, lot sizes (and
per-unit raw land costs) would increase by more
than 30%; development costs, on the other
hand, would rise by only about 20% to roughly
$6,960 per unit. So the decision on whether to
push for four units per acre in a community
currently zoned for less should be based pri-
marily on raw land costs, not development
Costs.

The basic cul-de-sac dimensions in this
layout are repeated on the following pages, and
Hilderbrandt considers them a good compro-
mise among the needs of the residents, the com-
munity and the developer. As noted above, the
300" depth is generally acceptable; the 45’ ra-
dius of the bulb is greater than most communi-
ties require to permit fire and service trucks to
turn easily, and the 20’ street width is sufficient
for one-side parking with the low traffic a 12-
house cul-de-sac generates.

Note that while the turnaround is circular, the
right-of-way around it is square. This, says Hil-
derbrandt, permits the 70’ frontage to be main-

Pavement width 26’ 4,296 sq. ft. 358 sq. ft./d.u. tained on the pie-shaped end lots.
R.O.W. width 40’ 6,600 sq. ft. 550 sq. ft./d.u.
s Do i i DEVELOPMENT COSTS
Setbacks Clearing and grubbing $ 350
Front yard 20’ Grading streets 276
Side yard 10’ Street pavement 498
Storm drainage 611
P i Sanitary sewer 827
éverage 1'228 :g ﬁ' Water distribution 468
aege — Curbs and gutter 701
Total coverage 1,440 sq. ft. x 12 = 17,280 sq. ft. Driveways 700
Driveway coverage Sidewalks 208
Average 700 sq. ft. Street trees 306
Total coverage 700sq.ft. x 12 = 8,400 sq. ft. Grading/seeding 741
Total $5,686

TO NEXT PAGE
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Net density 12 units on 2.38 acres = 5.0 d.u./acre
Gross density 12 units on 2.51 acres = 4.78 d.u./acre
Average lot size 7,390 sq. ft.
Cul-de-sac
Total street 8,200 sq. ft. 683 sq. ft./d.u.
Total R.O.W. 14924 sq. ft. 1,244 sq. ft./d.u.
Pavement width 20’
R.O.W. width 28’
Turnaround radius 45’
Turnaround R.O.W. 98' x 98’
Subcollector street (V2 street and R.O.W.)
Pavement width 26’ 3,636 sq. ft. 303 sq. ft./d.u.
R.O.W. width 40' 5,604 sq. ft. 467 sq. ft./d.u.
Setbacks
Front yard 20’ (10’ for garages parallel to R.O.W.)
Side yard 0" and 15
Building coverage
Average 1,500 sq. ft.
Garage 300 sq. ft.
Total coverage 1,800 sq. ft. x 12=21,600 sq. ft.
Driveway coverage
Average 500 sq. ft.
Total coverage 500 sq. ft. x 12 = 6,000 sq. ft.

Zero-lot-line at
five per acre:

$5,039 per unit

From the environmental point of view, Hilder-
brandt feels that this layout differs but little from
that on the preceding page. The frontage is 10’
to 20’ less, but walling in the rear of the lots
actually improves privacy.

““We’ve used deep front setbacks,”” he says,
“‘and pulled the fences back of the garages. This
eliminates the ‘canyon’ effect created by some
zero-lot-line projects. This scheme was used in
Columbia, and looks no more dense than de-
tached units at four per acre.”

Moreover, Hilderbrandt says that in getting
zoning approval, ‘‘zero-lot-line at five per acre
seems to be an acceptable alternative to de-
tached at four.”

But Hilderbrandt warns that the necessary
walls in this kind of plan may wipe out the sav-
ings created by the increased density, especially
in a cold locale where deep footings are neces-
sary.
““And drainage can also be a problem, be-
cause the grading necessary to build the walls
is often not compatible with the grading neces-
sary for adequate storm runoff.”’

DEVELOPMENT COSTS
Clearing and grubbing $ 330
Grading streets 257
Street pavement 459
Storm drainage 583
Sanitary sewer 801
Water distribution 447
Curbs and gutter 657
Driveways 500
Sidewalks 188
Street trees 294
Grading/seeding 523

Total $5,039
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Net density 16 units on 2 acres = 8 d.u./acre
Gross density 22 units on 2.81 acres = 7.83 d.u./acre
Average lot size 4,299 sq. ft.
Cul-de-sac
Total street 14,136 sq. ft. 643 sq. ft./d.u.
Total R.O.W. 18,244 sq. ft. 829 sq. ft./d.u.
Pavement width 20
R.O.W. width 24’
Turnaround radius 45’
Turnaround R.OW. 94’ x 94

Subcollector street
Pavement width

(Y2 street and R.O.W.)
26 5975sq. ft

272 sq. ft./d.u

R.O.W. width 40° 8,300sq. ft 377 sq. ft./d.u.
Setbacks

Front yard 18’

Side yard 8’
Building coverage

Average 1,200 sq. ft

Garage 320 sq. ft

Total coverage 41,520 sq. ft. x 22 = 33,440 sq. ft
Driveway coverage

Average 400 sq. ft.

Total coverage

400sq. ft. x 22 = 8,800 sq. ft.

Zero-lot-line
at eight per acre:
$4,166 per unit

This is a decidedly unconventional cul-de-sac,
but Hilderbrandt believes it would still qualify
in most areas. The biggest problem would be
the spurs running off the turnaround; they are
100" long and dead-ended, and trucks would
have to be backed out.

“*But the biggest bar to approval,”” says Hil-
derbrandt, “*would probably be the high den-
sity—at least in suburban areas. In fact, this
really is a plan for urban development. And with
its 40’ frontages and varied orientations, it pro-
vides a lot more privacy than typical row houses
with 30" frontages.”’

This is not a theoretical layout, Hilderbrandt
adds. It has actually been used—in Chicago.
“And it’s a very nice little neighborhood.*’

DEVELOPMENT COSTS
Clearing and grubbing $ 216
Grading streets 197
Street pavement 422
Storm drainage 490
Sanitary sewer 817
Water distribution 417
Curbs and gutter 540
Driveways 400
Sidewalks 168
Street trees 168
Grading/seeding 277
Total $4,166

TO NEXT PAGE
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Duplexes at five per acre:
$4,275 per unit

Hilderbrandt describes this as a better alterna-
tive to four-per-acre detached houses than the
zero-lot-line scheme.

“‘From the road,”” he says, ‘‘this looks like
a group of very large single-family homes at 2%2
units per acre. There is no feeling of very narrow
lots, even though they are actually only about
35" wide.”’

The absence of rear-yard walls is another ad-
vantage. There is a cost saving and, without
walls, there is more space between houses back-
ing up to each other on adjoining culs-de-sac.

““These are rather deep lots,”” says Hilder-
brandt, ‘‘and a lot of builders would probably
prefer wider lots and houses with more of a
rambling look. But this is a very efficient layout,
and the deep lots provide more attractive rear
yards than shallow lots would.

** All things considered, the duplex looks like
the most promising solution we have to the
problem of getting higher densities with single-
family houses.”

Subcollector street (V2 street and RO.W.)

Pavement width 26 4,768 sq. ft. 298 sq. ft./d.u.

R.O.W. width 40’ 7,344 sq. ft. 459 sq. ft./d.u.
Setbacks

Front yard 20’

Side yard 0’ and 10’
Building coverage

Average 1,225 sq. ft.

Garage 220 sq. ft.

Total coverage 1,445sq. ft x 16 = 23,120 sq. ft.
Driveway coverage

Average 370 sq. ft.

Total coverage
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370 sq. ft. x 16 = 5,920 sq. ft.

T N
DEVELOPMENT COSTS

—— Clearing and grubbing $ 332
Net density 16 units on 3.2 acres = 5 d.u./acre Strrz(;‘tns;/t:rf; : ;22

Gross density 16 units on 3.37 acres = 4.75 d.u./acre .
Average lot size 7,854 sq. ft. (min. 5,060 sq. ft.) Storm o o
: Sanitary sewer 711
Cul-de-sac Water distribution 375
Total street 7,400 sq. ft. 463 sq. ft./d.u. Curbs and gutter 496
Total R.O.W. 13,804 sq. ft. 863 sq. ft./d.u. Driveways 370
Pavement width 20’ Sidewalks 156
R.O.W. width 28’ Street trees 216
Turnaround radius 45 Grading/seeding 594
Turnaround R.O.W. 98’ x 98 Total $4,275
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—+- r\ Duplexes at 7% per acre:
$3,433 per unit
\\ ”
“We tried to push to what we thought was the
high limit with duplexes,’” says Hilderbrandt,
e “‘and this is just about it. It works very well.
The only real problem is the shallow rear yards
in the units around the bulb.”’
i & : This plan approaches townhouse density but
iy r__"" with far more of a feeling of “single-family
houses. Lots average about 30’ frontage, so the
= ! overall effect is of large homes on 60’ lots.
8 ©w **In most suburban communities,’’ says Hil-
e derbrandt, ‘‘you’d probably have trouble get-
p———— — .} = e ting approval for density this high. But in a
‘l mixed-use subdivision, it might well be permit-
ted in small clusters as an alternative to town-
i houses. "’
AT T e b DEVELOPMENT COSTS
- | Clearing and grubbing $ 253
' Grading streets 160
Street pavement 287
Storm drainage 426
PR ) PSR AN Sanitary sewer 633
—F— ——- ———_; £T Water distribution 321
‘§| Q Curbs and gutter 402
Driveways 320
5 = e Sidewalks 120
Street trees 180
Net density 20 units on 2.75 acres = 7.27 d.u./acre Grading/seeding 331
Gross density 20 units on 2.99 acres = 6.69 d.u./acre Total $3433
Average lot size 4,888 sq. ft. (min. 4,000 sq. ft.)
Cul-de-sac
Total street 8,400 sq. ft. 420 sq. ft./d.u.
Total R.O.W. 15,204 sq. ft. 760 sq. ft./d.u.
Pavement width 20’
R.O.W. width 28’
Turnaround radius 45’
Turnaround R.O.W. 98’ x 98’
Subcollector street (' street and RO.W.)
Pavement width 26’ 3,900 sq. ft. 195 sq. ft./d.u.
R.O.W. width 40 6,000 sq. ft. 300 sq. ft./d.u.
Setbacks
Front yard 20’
Side yard 10’
Building coverage
Average 1,100 sq. ft
Garage 240 sq. ft
Total coverage 1,340 sq. ft.x 20 = 26,800 sq. ft.
Driveway coverage
Average 320 sq. ft.
Total coverage 320 saq. ft.x 20= 6,400 sq. ft.
TO NEXT PAGE
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Net density

18 units on 3.0 acres = 6.0 d.u./acre

Gross density

18 units on 3.14 acres = 5.73 d.u./acre

Average lot size

6,375 sq. ft. (min. 4,700 sq. ft.)

Triplexes at six per acre:
$3,864 per unit

This is a compromise between duplexes and
townhouses, but Hilderbrandt considers it an
unsuccessful compromise. The per-unit devel-
opment cost is higher than for duplexes built at
one less unit per acre, chiefly because the lots
have wide fronts. And by the same token, the
lots are too shallow to provide enough rear yard
for houses that are actually quite large.

“I"ve seen this scheme tried,” says Hilder-
brandt, ‘‘and, with its big front yards, it can
create a handsome streetscape. But people
weren’t sure whether these were single-family
or townhouses, and they didn’t sell well.

I think the only way to make this layout
marketable would be to sell it as a very luxurious
townhouse program.’’

A last and less-than-desirable feature of this
plan, in Hilderbrandt’s view, is the view from
the entrance of the cul-de-sac. ‘‘Instead of open
space at the end of the cul-de-sac,”” he says,
‘‘you see a set of garage doors.”

DEVELOPMENT COSTS
Clearing and grubbing

Grading streets
Street pavement
Storm drainage
Sanitary sewer
Water distribution
Curbs and gutter
Driveways
Sidewalks

Street trees

$ 296
183
333
421
669
348
460
320
144
204

Cul-de-sac
Total street

8,999 sq. ft.

500 sq. ft./d.u.

Total R.O.W.

15,764 sq. ft.

876 sq. ft./d.u.

Pavement width

20’

R.O.W. width

28’

Turnaround radius 45’

Turnaround R.O.

W. 98" x 98

Subcollector street (' street and R.O.W.)

Pavement width 26 3,861 sq. ft. 215 sq. ft./d.u.

R.O.W. width 40 5,940 sq. ft. 330 sq. ft./d.u.
Setbacks

Front yard 20’

Side yard 10’
Building coverage

Average 900 sq. ft.

Garage 240 sq. ft.

Total coverage 1,140 sq. ft. x 18 =20,520 sq. ft.
Driveway coverage

Average 320 sq. ft.

Total coverage
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320 sq. ft. x18 = 5,760sq. ft.

486
$3,864

Grading/seeding
Total




Fourplexes at 8Y4 per acre:
$3,138 per unit

Hilderbrandt considers this a much better com-
promise between detached houses and town-
houses than the triplexes on the facing page.

*“These are much closer to townhouses,’ he
says, “‘and this is townhouse density. But the
neighborhood will still feel quite open, and
there is still adequate privacy and individ-
uvality.”’

One possible marketing advantage: two dis-
tinct pricing levels. Inside units, with narrow
lots, can sell for appreciably less than end units
with wider lots and three exposures.

The unpleasant view of the triplexes at the
bottom of the cul-de-sac has been eliminated in
this layout. The view from the entrance of the

3 cul-de-sac is now a space between units.
=l DEVELOPMENT COSTS
Clearing and grubbing $ 215
T : o Grading streets 137
Street pavement 250
e P | Storm drainage 322
Sanitary sewer 607
Water distribution 300
> T e o Curbs and gutter 343
E ] ) Driveways 398
== — = Sidewalks 104
Street trees 150
Net density 24 units on 2.91 acres = 8.25 d.u./acre Grading/seeding 312 |
Gross density 24 units on 3.05 acres = 7.87 d.u./acre Total $3,138
Average lot size 4,628 sq. ft. (min. 2,940 sq. ft)
Cul-de-sac
Total street 8,898 sq. ft. 371 sq. ft./d.u
Total R.O.W. 15,764sq.ft. 657 sq. ft./d.u.
Pavement width 20 ot e B N
R.O.W. width 28’

Turnaround radius 45’

Turnaround R.O.W. 98’ x 98’

Subcollector street (V2 street and R.O.W.)

Pavement width 26’ 3,926 sq. ft. 164 sq. ft./d.u.
R.O.W. width aQ' 6,040 sq. ft. 252 sq. ft./d.u
Setbacks
Front yard 20 = B R R
Side yard 10’ on end units
Building coverage
Average 900 sq. ft St g
Garage 240 sq. ft.
Total coverage 1,140 sq. ft. x 27,360 sq. ft.
Driveway coverage
Average 398 sq. ft.

Total coverage 398 sq. ft. x 24 = 9552 sq. ft
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Can new houses be rated 1c

More precisely, can the industry devise a rating system that will certify
new houses for energy efficiency in much the same way an EER now certifies
a room air conditioner?

Yes and no, say 17 housing experts who met recently to discuss ways
the industry could help solve the nation’s energy problems. The discussion
was co-sponsored by HOUSE & HOME and Owens-Corning Fiberglas.

The experts agreed that a certification program would help builders and
buyers alike. But they pointed out that the variables inherent in homebuild-
ing make a specific rating system impractical.

There are different house designs, siting conditions, standards of work-
manship and styles of living. Each will affect the energy performance of
a house—even identical houses built to the same standards on adjacent
lots. Thus, the experts think it’s impossible to apply one set of numbers
equably to every new house.

Nevertheless, they say, the industry can (and should) come up with
energy guidelines—possibly something as simple as a checklist of con-
struction features—that will distinguish the energy-wasting houses from
the energy-savers.

Here. in more detail, are: 1) the reasons why the experts would like
to have a rating system; 2) some of the problems they think would hamper
its development: and 3) what they believe an energy checklist would ac-
complish.

Were it possible, a rating system would be great
It could help point builders in the right direction . ..

Younkman says builders need more specific data: **Very few of them understand
all energy-related problems or the technology for solving them.™’

Johnson agrees: ‘*When a guy selects energy-saving materials for his houses,
he likes to be innovative; but he lacks the technical know-how."

And Olin says energy-wasteful houses are the result: “*“Many new houses are
still like sieves as far as heat performance is concerned.”

..and it could clear up a lot of misunderstandings
Younkman says some manufacturers don’t communicate properly: ‘*Builders get

a lot of confusing information—improper labeling, for example. And test data
vary from one manufacturer to another.™

Schmitt warns that builders will be hurt by vague data: **A lot of misinformation
is already beginning to filter into building codes.™

And Johnson points out one consequence: ‘‘Some building inspectors won'’t let

you put insulation in walls that are adjacent to masonry because ‘it will rot out
the walls.” ™’

y .
But there’s no practical way to set up a system

For one thing, homebuilding is too imprecise . ..

Younkman cites one problem: ‘‘There’s less exterior-wall area in a square house
than in a rectangular house with the same square footage. So how can you assign
a numerical rating to a house’s side-wall insulation?"’

Schmitt says glass poses another problem: **The number and quality of windows
and patio doors in a house have a big effect on its energy efficiency.”

Greiner pinpoints an obstacle caused by different designs: **You can’t get accu-
rate per-sq.-ft. energy budgets when you’re comparing one-story, two-story and
split-ranch plans.”

Johnson discusses product variations: ‘‘The R-11s [insulation values]—they're
not all the same. It depends on what material is used and who puts it in."™

And Huntoon cautions about product quality: ‘‘A component can be controlled
while it’s being manufactured. But once it’s out in the field, the control can be
lost.”
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... and siting conditions vary

Loberg warns about location vis-a-vis energy usage: ‘‘When we moved a family
back and forth between two identical houses built next door to each other, there
were substantial differences in the amount of energy the family used.”’

And Younkman tells what one test showed about siting and infiltration: ** A group
of hillside houses facing in the same direction had different infiltration readings—
even with no one living in them.”

arold Olin,
S. League of

Paul Greiner,
Edison Electric
hvings Associations  Institute What'’s more, living styles are different

Schmitt has learned this from experience: ‘‘Energy efficiency is a people problem
as much as a technical problem. Will homeowners close their fireplace damper,
clean filters at least once a month, shut their garage doors?”’

Loberg agrees: ‘“While the design of a house has a lot to do with heat loss, the
occupants make a substantial contribution . . .”’

And Savitz cites a New Jersey study to prove the point. ‘‘Energy usage was
monitored in two adjacent houses occupied by families of equal size and in the
same economic bracket. Two-and-one-half times more energy was used in one
house than the other.”

lph Johnson, Bob Schmitt,
ector, NAHB builder,
esearch Foundation Strongsville, Ohio

¥ . »
’ Goldsmith suggests some parameters: ‘A checklist of products and design cri-

ave Younkman, Ron Gebhardt, teria can be the starting point for judging what a builder offers.”
pnsultant, vice president, e 4 .
lyan Homes Ryan Homes Olin foresees the results: “‘Consumers will learn to recognize that some houses

are energy hogs and others are energy misers.”’

But if not ratings, at least we can have guidelines

They can be in the form of a shopping list for buyers ...

Greiner explains the need: ‘‘We haven't sold the economics of energy-saving
houses. If we can, consumers will recognize the value.”’

f

... and a merchandising tool for builders
Greiner predicts the effects: *‘Once construction techniques are upgraded, build-
ers will have a much stronger sales pitch.”’

, Fitch agrees: ‘‘When the marketplace knows what energy-saving features to look
Maxwell Huntoon. for, builders will have to supply it to be competitive.”’

rome Jakubovitz,

,f,jj"g;;‘;‘“”m ;:;;U&Tdt::::: And so does Johnson: ‘‘As soon as a few hundred builders lead the way, the
ppraisers editor, HOUSE & HOME others will follow to stay in business.”’
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And Now

the basic townhouse or...

How 1o

build
at $13.88 a sq.fi.

hat’s the construction cost for this 212-
unit townhouse project in suburban Mont-
gomery County, Md. And it compares with the
$15-t0-$17 a sq. ft. for which the developer,
Kettler Brothers, builds other attached homes in
the same area.

Kettler squeezed the townhouses into double-
loaded buildings in which the three-level units
sit back-to-back and side-to-side. Twelve build-
ings, each housing 16 to 20 units, occupy the
6.2-acre tract.

This building plan helped Kettler bring the
1,345-sq.-ft. townhouses to market for less than
$35,000. The sales prices translate to $25.89 a
sq. ft

The homes have only one windowed wall, but
this has not been a marketing disadvantage. The
project has moved fast: the 108-unit first phase,
priced from $30,950 to $34,950, sold out within
48 hours of opening last July

**And there’s a waiting list for the 104 units
of the second phase,”” says Chairman Milton
Kettler. “*We’ll open that this summer."’

How the building plan saved money ...

First, there are fewer exterior walls to build be-
cause all interior units share three common
walls. The savings: an estimated 65¢-to-75¢ a
sq. ft. in wall area.

Next, the roofiine was kept low. If Kettler had
been able to use trusses. the slope of the roof
probably wouldn’t have mattered much. But
trusses could not be used: the townhouses have
to be split all the way up to the ridge. This higher
slope would require extending the double party
walls up to the rooflines. and that would be ex-
pensive. Hence Kettler's two-in-twelve low-
slope roof saved about $83 a unit.

Finally, the buildings have almost no breaks
in elevation or grade. That saved on materials
and labor for everything from foundation slabs
and footings to walls and rooflines

...and the floor plan saved more ...

The developer offered only one basic plan and
ruled out all customer options. But to add vari-
ety to the two-bedroom layout and to permit a
range of prices, Kettler built the third level three
ways:

® In 60% of the units, this 375-sq.-ft. space
is left unfinished

® In 20%, a third bedroom is added.

e And in the other 20%, two extra bedrooms
and a second bath are provided

"*This made it seem as if we were offering
three plans,” Charles V. Phillips Jr.,

says

Kettler's residential chief. **It allowed buyers
a choice in a model that was completely pre-
planned.”

r0 PAGE 102

Back-to-back arrangement

of units (shown in photo above

and building plan at right)
helped
costs to $13.88 a sq. ft. Costs

reduce construction
were also held down by offer-
ing one basic floor plan (ar
right, below) and ruling out
options. But the

third floor
completed in three ways: in
60% of the units, the space is
unfinished: in 20% a third
bathroom is added; and in
20% , two extra bedrooms and

customer

375-sq.-ft was

a bath are finished off. This
because

most buyers wanted only two

mix was on target

bedrooms. They average 28
years of age. are mostly move-
ups from rentals and earn
modest salaries (the average:
$16.000 a year). And while

two-thirds are married, only

half of these couples have
children Architect Jim
Milady

h————
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Fenced-in front yards are used
for private outdoor living because
the homes have no back yards.
Ownership is fee-simple; manda-
tory homeowner association
membership entitles buyers to re-
creational facilities in the 2,200-
acre PUD in which the project is
situated.

$13.88 asq.ft.

CONTINUED

102 H&H/housing 4/77

" High-density plan of project’s first phase
puts 108 townhouses in six buildings on 3.3

acres. Parking ratio: 1.86 cars a unit

... and the builder saved on equipment ...
The single-plan approach also enabled Kettler
to standardize purchasing.

All townhouses use the same 1%-ton heat
pump and an identical plumbing system. There
is almost no variance in kitchen appliances, car-
peting and wall paint, so these items could be
bought in bulk at discounts.

““However, these were the same materials
that we put into our $100,000 homes.,’” says Jim
Henry, the builder’s manager for residential
purchasing and estimating. *“We cut costs but
not corners; buyers got a tightly engineered,
quality unit with a minimum of waste.”

And by standardizing, Kettler received an un-
expected bonus: subcontractors’ bids came in

=
=
x
“
@

lower than expected because there were no un-
knowns.

Kettler built full-scale prototypes to find still
other ways to squeeze costs. One result: open-
web trusses between floors, spanning 19 feet.
That saved $50 to $75 a unit because they are
cheaper than the steel beams they replace and
offer space for utility lines without the need for
ceiling drops. When sales opened, the proto-
types became the models for the first phase.

...and development costs were low

They would have to be low, of course, with a
density of 24 to the acre. Specifically:

e The high net density obviously reduces
raw-land costs.

e It saves on utility runs; providing water,
electricity and sewers to 20 units in one building
costs less than servicing 20 units spread around
the site in several buildings.

e And by clustering parking in a few central-
ized locations, the builder achieved additional
savings for curbs and gutters and storm sewers
over what would have to be spent if each unit
was provided with its own parking space.

““These factors helped bring per-unit devel-
opment costs down to $2,900,”" Kettler ex-
plains. “*Normally, we spend around $4,100 to
develop each conventional townhouse lot."’

The project’s density is three times higher
than for other townhouses nearby. That’s be-
cause Montgomery County agreed to trade-off
higher densities for low-priced housing in areas
where restrictive zoning had made it impossible
to build such housing at existing densities.*

One area affected was Montgomery Village,
the 2.200-acre puD north of Washington, D.C.
that Kettler has been developing since 1967.
That’s why this project—the McKendree Town-
houses—is sited in the midst of this community
of higher-priced housing. ~ —JOEL G. CAHN

*Under the provisions of a Moderately-Priced Dwelling
Unit Ordinance, passed by the County Council in 1974.




The new KitchenAid dishwasher

has the quality features prospective
home buyers want most.

New multi-level
wash provides
better cleaning.

New Load-As-
You-Like Washing.
With the

new, completely
revamped washing
system, pots, pans
and dishes can be
loaded anywhere in
the washer,

and still come out
thoroughly clean.

New sound-
absorbing insulation
for quiet operation.

New 1/2 HP motor
with 5-year limited
warranty.

Most energy saving
dishwasher we’ve
ever built.

Top rack
adjusts to 16
different positions to

make room for big
things in both racks

TriDura® porcelain- e

on-steel, won’t N \v

scratch, stain, fade. / \\\\‘ '
A

L1 |

o

‘ )
Multi-Level Wash. Wash arms recirculation of food soil. Special jet Soak 'n Scrub™ pot cleaning

above and below both racks scrub  spraycleans the filter automatically. cvcle soaks pots
e, — o thoroughly, then

E ——=n dishes from
' | every angle scrubs the loosened
Pots and pans food soil away g
can be put in with powerful ‘
either rack and streams of water,
come out thor- and filters it out
of the wash system

: s
oughly clean

because of the up and down all
Project a quality image. The new
KitchenAid dishwashers have the
quality features prospective

home buyers want most and the
reliability that KitchenAid is
famous for. Doesn't the quality of
KitchenAid make sense for the
homes you re building’ Call your

« o 1® ( : .

Kltc e 1 KitchenAid distributor, or write
: KitchenAid, Dept. 7DS-4,

People say it’s the best. Hobart Corp., Troy, Ohio 45374.

H&H/housing 4 77 103

around scrubbing act jon

Soft Waste Disposer. Built-in Soft
Waste Disposer
grinds soft foods

into tiny particles
that wash away
easily.
Self-cleaning
stainless steel
filter prevents

Circle 103 on reader service card




The average homemaker

does 400 loads of laundry a year.

e }ﬂ Al B 6 &

Which of these two laundry areas
do you think will help sell your home?

Instead of two pipes and a bare bulb, install a The GE Washer and Dryer, of course, are
complete laundry center that the average person will backed by Customer Care® Service which means
take a long hard ook at. we have Factory Service Centers covering over 800

Imagine the impact you can create by offering a cities, plus more than 5,000 franchised servicers
well-designed laundry area that provides storage for across the country. Most are listed in the Yellow
detergents and bleaches, a hamper to collect dirty Pages
clothes, a hanging rack for Permanent Press, and a For more information, contact your local GE
counter top to fold linens. Contract Sales Representative. Ask him for our

Then install a GE Washer and Dryer. booklet of laundry center ideas. It's called, "Give Em

Result: A complete laundry center that gives you What They Want''

a real selling edge over your competitors houses. Over 25 years of Consistent Service To Builders

GENERAL §B) ELECTRIC

1 04 H&H/housing 4/77 Circle 104 on reader service card
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cubicle for

Environment-’A sun-and-fun

the luxury bathroom

It’s a tropic vacation built into the house.

In a 6'10" by 3’2" enclosure one can be
warmed by ‘‘Baja sun and jungle steam,”
soaked by ‘‘spring and tropic rains’’ and buf-
feted by ‘*Chinook winds."’

““Environment,”” the latest advance in
bathroom amenities, cost close to $10,000.
Called a ‘‘new dimension in living,”” it synthe-
sizes heat, sun, rain, steam and wind. One or
a combination of any or all of these is selected
for as long as 29 minutes each on the exterior
control panel.

Inside the teak and cypress-lined enclosure is
an LCD read-out that indicates time lapsed in

weather phase. Start, stop and hold buttons are
close at hand.

A hand-held shower is within reach in a port-
hole storage cabinet. And another porthole can
look out on a terrarium, aquarium or the outside
world.

A fiber glass fascia panel, a stereo set and a
silk screen painting on a lighted back panel are
available as extras.

Climate, to taste, is manufactured by four
heat lamps, four sun lamps, six 24-carat gold-
plated spray heads, a steam generator and two
warm-air circulating systems. Kohler, Kohler,
WI. Circle 275 on reader service card

H&H/housing 4/77 1 09




Two-handle faucet, ‘'Crys-
tal-Glo™’ features a ‘‘Brad-
seal”’ cartridge guaranteed
against leaks or drips. Unit
has an optional swivel spray
aerator. Bradley, Menomonee
Falls, WI. Circle 203 on
reader service card

1 1 0 H&H/housing 4/77
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Lightweight disposer,
**Thru-the-Sink,”" has a sim-
plified installation procedure.
The 6% 1b unit is lowered
through the sink opening (A)
and locked into place with a
slip-on snap-ring (B & C).
Then electrical and plumbing
hook-ups are made (D). The
compact disposer requires less
under-the-sink  space than
conventional models. Whirl-
pool, Benton Harbor, ML
Circle 200 on reader service
card

Front-loading washer, “New
Generation™" (left), uses less
hot water and detergent than
top-loading machines. Wash
tub tumbles clothes into hot
sudsy water 52 to 62 times per
minute. Two deeprinse cycles
follow. White-Westinghouse,
Pittsburgh, PA. Circle 201 on
reader service card

WA

.
B‘«M
o

Y‘fu

An 18" wide dishwasher,
**Space-Saver’’ (below), pro-
vides versatility in Kkitchen
planning. The narrow unit
which holds up to eight place
settings has all the features of
conventional units including a
pot cycle and a choice of water
levels. Sears, Chicago. Circle
202 on reader service card




Bright idea for
energy savings:
Foil-back SHEETROCK Panels.

Foil-back SHEETROCK Gypsum Panels really shine
when it comes to saving energy with drywall construc-
tion. Used in exterior walls and ceilings, foil-back
SHEETROCK panels reduce heat loss. And as a highly
effective vapor barrier (less than 0.3 perms) helps keep
interior moisture from penetrating exterior walls and

ceilings; maintains improved year ‘round humidity con-
trol. Foil-back SHEETROCK panels save you money

from the start. Built-in vapor barrier costs about $1.00
less per 1000 sq. ft. than polyethylene film installed
separately. They save on labor as vapor barrier and pan-
els go up together. Permit adhesive application over
masonry or framed construction, not possible with poly-
ethylene. ® Ask your U.S.G. man for specifics. Or write
to us at 101 South Wacker Dr., Chicago, lllinois, 60606,

Dept. HH47.

UNITED STATES GYPSUM

Circle 111 on reader service card H&H /e

BUILDING AMERICA
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Tell your remodeling customers:

— @ P i

It pays to stay with gas.

Gas appliances use less energy,

o

wwwww

cost less to operate.

Huge remodeling/replacement market. 33 mil-
lion families heat with gas. 29 million families heat
water with gas. 32 million families cook with gas.
9 million families dry clothes with gas. A lot of
them will be remodeling this year and replacing
their gas equipment. Here are some facts you
should know about gas:

Gas is the efficient energy. People replacing
their old gas equipment with new gas equipment
don't add to the energy problem. Studies by the
U.S. Government’s Council on Environmental
Quality show that gas appliances use considerably
less of America’s energy resources than other com-
parable types of appliances. And they cost less

than half as much to operate.

1 12 H&H/housing 4/77

Gas will keep coming. The Federal Power Com-
mission has specified that the natural gas indus-
try’s first priority must be to keep on supplying
homes that now have gas. So your customers for
home additions and other remodeling can expect
to have continued gas service.

How to have satisfied clients. Recommend that
your customers stay with gas. They already know
about the convenience and dependability of natu-
ral gas. They'll thank you for pointing out its effi-
ciency and economy. Now more than ever, it pays
to stay with gas.

Use gas wisely. It's clean energy
for today and tomorrow.

American Gas
Association

Circle 112 on reader service ('(H'J




Electric  ‘‘Combo-Grille’’
(above) has four burners and
a built-in family-size grill.
The grill comes with alumi-

Ice maker/refrigerator,
“Combo 19" (below), pro-
duces 22 Ibs. of cubes. The
unit, with a 2.1 cu. ft. refrig-

num griddle and cutting erator area, is 28" high, 20%"
board. Modern Maid, Chat- wide and 21% inches deep. U-
tanooga, TN. Circle 207 on  Line, Milwaukee, WI. Circle
reader service card 208 on reader service card
— S

Cabinets (above), part of the ‘‘Nottingham’ line, feature an
embossed diamond pattern reminiscent of old leaded windows.
Units, with antiqued hinges and pulls, have solid hardwood
frames and pecan veneer doors. United Cabinet, Indianapolis,
IN. Circle 209 on reader service card

SNIHOLDA

How
Blu-Ray
saves youdollars
and scents.

Now you save scents with our new Scavenger which
siphons off ammonia vapor from the surface of the print
as it emerges from the machine. The vapor is drawn thru
the dry, disposable filter cartridge within the
Scavenger. The air expelled is virtually
odorless and ammonia-free.
The Scavenger is easily
installed with Blu-Ray
Models 146, 121, 747, 350.

And you save dollars
because Blu-Rays are
modest in price and free of
those frequent, high-cost
service calls which have become
SO pravalent in copying machines.

Start saving dollars and
scents. Send for our brochure.
Blu-Ray, Incorporated
77 Westbrook Rd.

Essex, CT 06426
Tel. (203) 767-0141

Model 121

S Blu-Ray
'¥ fitted with
f}jﬁ; «?gf -HHS ' Scavenger
®

J

we give you more uptime

Circle 110 on reader service card

~_ Cabot's new

TRANSPARENT
- STAINS

Eost Coast home; Architect: Jomes Walker, Boston, Mass.; Cabot's Stains throughout

The stain that shows the grain

These new stains bring out the best in wood, produce rich, lively
colors in a variegated effect depending on the porosity of the
wood surface and the exposure. Cabot's Transparent Stains
accent the beauty of wood grain and texture, beautify in a
choice of 28 colors. Like other stains in the Cabot line, they will

not crack, peel, blister . are applicable to all types of wood.

Cabot’s Stains, the Original Stains and
Standard for the Nation since 1877

Samuel Cabot In

One Union St., Dept, 430, Boston, Mas 08
Send color card on Cabot's Transparent Stains
Send Cabot's full-color handbook on wood stain

Circle 113 on reader service card
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FASTER WAY TO BRACE
AND ALIGN TILT-UP WALLS

—— 53-'11
==

———— |

;_‘i adjustable it
| WALL |
' BRACES |
| X T

i \

|| )
\
|

1" Square Tubing - P——

" Fast Thread Carimium Plated

Simply nail to floor and stud or plate, take a few turns on
the fast thread screw, and your wall section is safely braced
and aligned ready for nailing. Use Proctor Wall Braces to
position beam supports, partition walls, exterior walls. Light
weight, rugged, cadmium plated, Proctor Wall Braces last

for years - pay for themselves many times over.

Companion tool to popular PROCTOR WALL JACKS, other

Proctor tilt-up tools. Write for literature, prices;
% send name of your nearest building supply dealer.
3

JEROCTOR

RODUCTS CO.,INC.

BOX FHe KIRKLAND, WA 98033
(206) 822-9296

\

Circle 114 on reader service card

ATTACH LABEL HERE
i Please give five weeks notice before change
Changlng be ach mailing label her
ye If y e any questio
vour y wclude address label with you
MAIL TO
"
address. House & Home, P.O. Box 430, Hightstown, N. J. 08520
your name

your mailing address

city zip code

your firm name

firm address

city zip code

type of business

your title or position

TO ENTER OR EXTEND YOUR SUBSCRIPTION, want
CHECK HERE:
ONE YEAR $14.00 your
THREE YEARS $30.00 ’
MAIL REMITTANCE TO own
House & Home, P.O. Box 430, Hightstown, N.J. o
08520—Rates Apply to US. & Canada Only- | subscription?

1 1 4 H&H/housing 4/77
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Radarange” cooking center (above) has an eye-level mi-
crowave oven and conventional electric lower oven. Glass-ce-
ramic-top range is available in gold, avocado, coppertone or
white. Amana., Amana, [A. Circle 204 on reader service card

‘ -

““Whirlaway’’ disposer (left)
has 360° stainless steel swivel
impellers to eliminate jam-
ming. Unit has reinforced pol-
yester drain housing to pre-
vent corrosion. Anaheim, An-

. aheim, CA. Circle 205 on
R i | reader service card
|
|
|
|
\
\
|

Self-cleaning electric range (above) features glass backguards
and “*Sparkling Glass'" oven doors. Unit has ‘*Meal Minder
Timer,"" glass-surface electric cooktop, removable oven door
and *‘no-spillover™" cooktop edge. Magic Chef, Cleveland, TN.
Circle 206 on reader service card




Take a kitchen.. Take a bath... Take any room..

;

}
|
R g

Ra’r&ge Hood RH-5030 CSS, Lights LD-602, Mirror
WM-5571, Clock /Chime EC-700,
Accessories BA-2000 Series.

Bath Cabinet CRP-451-24, Matching Mirror WM-449,
Vanity, Monte Carlo Series, Lights LD-1250PR,
Accessories BA-2100 Series, Ventilating Fan FB-5059,
Heater FH-587.

Mirror WM-5576, Chime EC-720.

and make something beautiful happen when you

build with Miami-Carey

Every prospect makes a beeline for the
bathroom and kitchen, and here
Miami-Carey helps you to feel proud
of what they’ll see. 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. Innovative range
hoods, fans, heaters of superb
craftsmanship and trend-setting design.

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.

Circle 115 on reader service card

Miami-Carey products are visible evidence that
you have supplied the best materials available.
They can help you to convert lookers into
contracts.

FREE CATALOG: Write today for your copy of
Miami-Carey’s condensed full-line catalog. See
how you can build beautifully and profitably!

'hr-u..;’ 3
¥
Seen by E
millions Werite for . ~
on your copy | 4 0.
national today -/
network v
television LS [
M

Something beautiful happens when you build with

. .
lami-Carey
-
a smJalter company
203 GARVER ROAD * MONROE, OHIO 45050

WATS 1-800 543-9261
OHIO LOCATIONS 1-800 762-9208

H&H/housing 4/77 1 1 5
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We make the door that makes
the house.

\XYC n\kll\'k' J\)L‘I’.\.

And we've been making
doors for over 60 years.

During that time,
methods of home building
have changed dramatically.
But some things about home
buyers have not.

Home buyers still look for
signs of quality construction.
And the more conspicuous
the signs, the easier the sale.

You can’t fake the natural beauty
of genuine Ponderosa Pine.

And a wide variety of
styles, from traditional to the
most contemporary, permits
a builder to give each house
an individual touch with the
door alone.

For our distributors and
dealers we back up our
product with an impressive
national advertising campaign
tive buver sees W'hcn hc to the consumer. A Cumplcte
approaches a house. And library of brochures is avail-
the last thing he sees when A quality-built door says, “This is a well-built house.” able detailing the designs and
he leaves.

The entrance to a house, then, is literally a first and
last impression. So a quality-built door functions like a
sign which says, “This is a well-built house.”

That’s why we've always built quality doors. By every
standard of measurement: design,
construction and materials.

Our entrance doors are
made of select Western
Ponderosa Pine. All knots
and imperfections are carefully e
removed. Individual assembly
and sanding produces
a door that can only be
compared to fine furni-
ture. Heavy duty %-inch
dowel-joint construction
assures maximum strength
and minimum callback.
The innate qualities of
Ponderosa Pine and satin-

. "
smooth sanding allow paint, : " ‘ :ertalnleed
: pr strength.
stain or varnish to accurately BREIE—

. For generations, this has remained :
match any decorative theme. - W———"—y 1Sy oy ideal woodwork

If they don’t buy the door,
they won’t buy the house.

We think the most visible
place to put your best foot
forward is at the front door.
It’s the first thing a prospec-

A few samples of our work. Please write for more.

features of all Ideal Woodwork products. Compelling point-
of-sale displays demonstrate the Ideal quality-built story.

We make doors. And maybe we're somewhat old-
fashioned in the way we do it.

But we think quality will always be in fashion.

Ideal Woodwork, Dept. J—47, Post Office Box 889,
Waco, Texas 76703.

Circle 117 on reader service card H&H/housing 4/77 1 17




E°'VE GOT ALL KINDS OF W,

e
HERE ARE JUST A FEW.



S TOMAKE YOULOOK GOOD
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ieorgia-Pacific siding can make
ou look good no matter what
ind of home you're building. And
gives homes more than curb
ppeal. It gives them sales appeal.
Building a lot of homes? No
roblem. We make a lot of
dings. Redwood plywood siding;
2d lumber siding; cedar plywood
iding; fir plywood siding; pine
lywood siding; hardboard
iding; medium-density overlaid
lywood siding. Grooved, tex-
Ired, and treated siding. Finished

and unfinished siding. Horizontal
and vertical siding. All kinds.
All looks. All prices.

Your nearby G-P Registered
Dealer has nearly everything you
need in siding. Because it's a
specialty with us. Not just a
sideline.

CELEBRATING FIFTY YEARS OF GROWTH

1, 13, Hardboard

3,4,11,20, Fir
2,5,6,12,14,15,17,18, 21, Redwood
7,8,9,19, Cedar

10, 16, 22, Pine

24, Send for our free Siding Brochure

Attention: Adv. Dept.
900 S.W. Fifth Avenue
Portland, Oregon 97204

’

GeorgiaPacific 4

The Growth Company

Circle 119 on reader service card
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KITCHENS

Combination range (above) has an upper microwave oven and
a gas cooktop and continuous-cleaning oven/broiler below. Mi-
crowave oven has two timer dials and a ‘‘Selector Control.™
Tappan, Mansfield, OH. Circle 220 on reader service card
r«s.l:‘JF; Laminated plastic, ‘‘Light
ki;‘};’) Elm Burl”’ (left), simulates
s the look of woodgrain. This
composition of dark brown
swirls is suitable for bar tops
and counter tops. Wilson Art,
Temple, TX. Circle 221 on
reader service card

Triple sink (below), part of
the ‘‘Florentine Group,’” fea-
tures a flourescent light as
standard. Unit, with pop-up
drains, comes with a cutting
board and dish drainer. Just,
Franklin Park, IL. Circle 222
onreader service card

1 20 H&H/housing 4/77
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Canopy range hood, "“Al-
pine’’ (above), has a ham-
mered finish accented by
smooth riveted straps. Avail-
able ducted or ductless, UL-
listed unit comes in 3 widths.
Broan, Hartford, WI. Circle
223 on reader service card

Electric combo grill (left)
can be built into a kitchen
counter. An interchangeable
griddle is available. Hinged
cover serves as a warming
tray. Edison, Chattanooga,
TN. Circle 224 on reader ser-
vice card

Range hood/fan (above) has a black glass front panel with
chrome accent strips. Convenient rotary switches for light and
fan are concealed beneath the front panel. Unit, available in 30"
and 36" widths, comes in five colors. NuTone, Scovill, Cincin-
nati, OH. Circle 225 on reader service card




Keep the dream
in their dream house wi
Heatilator Fireplace

A new house with a fireplace need not be just equip them with Heatilator Fireplaces. For your
adream. It can be a dream come true if you offer free builder’s guide write: Heatilator Fireplace,
buyers a zero-clearance, wood-burning Heatilator A Division of Vega Industries, Inc., 1847 Saunders,
Fireplace. For less than half the cost of masonry, Mt. Pleasant, lowa 52641. (Also manufactured
you'll be giving them one of the most wanted in Canada). Or Call toll-free 800-553-8905.
features in a new home today. Send for a free

Heatilator Fireplace builder’s guide that shows how

easily you can put fireplaces in your new homes N'

...making them more saleable and more profitable.

Your homes will be “dreams come true” if you AMERICAS LEADING FIREPLACE SYSTEMS

Circle 121 on reader service card H&H/housing 4/77 1 21




What's behing Clopay’s Qarage
: 0O0rs Check ith your Nearegt distn’buror Or
Qarage door right? COntact Clopay direct And Move. .. with C/opay/
The right garage dogr Co With a wide
fange of g atar, alistic Price. The right (C LQ DAY Overheay Door Division,
Qarage door ade with Consistent Quality
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SHITTINGINOH YOIV #0 NOOE ImE L \

Size 82" x

Tax-Deductible

50 good ways to
use the Blue Book
Building Product Suppliers

Develop sales leads on key accounts
Pre-qualify prospective customers
Estimate quantities of products used
Cross-check salesmen's accounts
Increase the number o

Target productive calls for sa
Support regional sales r
Make public relations calls

Introduce new products
Select sample areas |

Encourage dealers. d

Prepare direct mailings

Survey product use

Keep marketing managers informed

Architects & Engineers

Market your professional services
Locate Blue Chip develc
Evaluate the status of g

Determine a builder s housin

Builders & Contractors

Demonstrate your standing in the
Judge the performance 5
Compare operations Jf
Check the moveme >
Pinpoint activity in sg

Spot trends in major Metro areas
Acquire timely statistical market data

Planners & Consultants

Provide chents with timely marketing data
Questionnaire  key people in key hirms
Keep a linger on the Pulse of the market
Make s r -
Detec

Save big

Get comprehensive statislics unavailable elsewhere

Realtors & Developers

Select companies interested j€ pmer
Locate joint venture |

Spot multi-family t

Locate potential lan

Find success
Estimate lanc

Contact potential clients for services

Investors & Lenders

Discover companies previously unknown

Develop new target acce s or services

Sell real estate to major

Learn names of key e

Appraise company stength in the market
Double-check names for credit purposes
Measure market penetratior

Fing acquisitions

Judge strength of earnings & level of operatic
Impiement bonding program for builders
Isolate multi-tamily operations

Define commercial industrial activities

Over 500 Pages

to help you recover lost ground in 1977:
all-new marketing intelligence on

the nation’s most active builders

in the workbook that gives you ready contact with 3,000
key executives at over 1,000 locations in all 50 states

\YES!

I O Bill me

To recover lost ground in 1977, you need all the help you can get. The Blue Book of
Major Homebuilders gives you all the help you need with all-new marketing
intelligence on your best possible prospects, customers and clients

The Blue Book tells you who they are, what they're building, where they're
building, how they're building—and all you need to know to serve them best

The new Major Builder Index pinpoints any major builders you're looking for
The new State Selector guides you straight to any state for major builders you
should be looking for. And page-by-page Market Tabs locate major builders you
want to know in any City or Metro area.

But names alone are not enough. The Blue Book gives you telephone numbers
and addresses of key executives both at headquarters and branch offices

Still not enough when you need to know what these important prospects are
thinking and doing. That's why The Blue Book also fills you in on their construction
methods areas of operation type of organization single- and multi-family
production in the last four years, plus plans for 1977 sales prices and rental
ranges participation in government housing programs other business
activities and sources of income. Even more: their land requirements, money
requirements and sources of financing

With The Blue Book in your hands, you're now ready to talk business with the
nation's most active builders. Contact! Call up, call on or write to these heavy users
of building products, materials, services and equipment for a deal that helps both
you and them to make up for lost ground in the past two years

The Blue Book of Major Homebuilders is not a book to read. It's a workbook to
use for profit. It's a nationwide research report organized and packaged to provide
ready contact with some 3,000 key executives at 1,000 building locations in all 50
states. It's the problem-solver you need to save wasted time and effort—no less
aggravation—of trying to contact builders turned over and out by the disastrous
upheaval of the past two years

Your best bet is the National Edition offering a complete collection of all the
major homebuilders possible to locate during many months of extensive, expensive
research packaged for easy use. But if your interests focus on one or two regions
The Blue Book offers four regional editions to accommodate your need to know
who's who and what's what

1) NORTHEAST EDITION covering 12 states and D.C. Me., N.H., R.l., Vt
Conn., Mass., N.J., N.Y., Pa., Del., Md., Va. and District of Columbia

2) SOUTH EDITION covering 12 states. Texas, Okla., Ark., La., Ky., Tenn
Miss., N.C., S.C., Ga., Ala. and Florida

3) MIDWEST EDITION covering 13 states. Ohio, W.Va. Mich., Ind., Wisc., Ill
Minn., lowa, Mo., N.D., S.D., Neb. and Kansas

4) WEST EDITION covering 13 states. Alaska, Hawaii, Cal., Wash., Oreg
Idaho, Nev., Utah, Ariz., Mont., Wyo., Colo. and New Mexico

There are well over 50 profitable wasy to use The Blue Book. But one good
contact is all you need to repay your tax-deductible investment in the 1977 Blue
Book of Major Homebuilders—now available through the order blank below

THE BLUE BOOK OF MAJOR HOMEBUILDERS *
CMR Associates, Inc

1559 ETON WAY

SHIP 1977 BLUE BOOK
AS INDICATED BELOW

|
§
0 Bill firm CROFTON, MD. 21114 l
O Payment enclosed to save postage & shipping charge E:fgomsNPoR:bPEunBsL::EAgé?\:‘ESNCE- l
PUBLICATION DATE: JANUARY, 1977 BEFORE DECEMBER 31, 1976 1
NationalEdtion (No ofcopres $94 50
Enclosedis my check (ormoney order)for$ ____ n(No ofcopies______ 1$34 50 .
payable to CMR Associates, Inc. Book(s) to be 0 ofcopies 1§34 50 l
shipped prepaid with guarantee of full satisfac- fcoples — /83450
tion or 15-day full refund privilege on return of WestEdition (No ol copies $34 50 l
Blue Book '
NAME S [ J— l
FIRM Please Check One I
Builger Architects
ADDRES Manutacturer Subcotractor '
Ad Agency/Consultant Realty I
TY = Finance nd/Commercia
‘ Library Government l
ATE e B ] | - B Bld Matris Sales Distrib Other l

Circle 125 on reader service card
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Microwave oven, Memory-
matic™ (above), features an
automatic temperature sensor.
The unit is programmed to
shut off when the desired tem-
perature is reached. Litton,
Minneapolis, MN. Circle 216
on reader service card

1 26 H&H/housing 4/77
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cabinetry,
has a
Units,
20-step

Pecan wood
‘‘Heirloom”’
panel design
with a

(above),
raised

finished
process, adjustable
shelves and  self-closing
hinges. IXL, Elizabeth City,
N.C. Circle 215 on reader
service card

have

Cooking center (below) fea-
tures an upper microwave
oven and a lower electric self-
The mi-
unit offers three
levels. G.E., Louis-
KY. Circle 217 on
reader service card

cleaning oven
crowave
power
ville,

Economical cabinetry,
**Clearbrook’’ (above). fea-
tures all-wood construction
Cabinets, with cutlery divid-
ers in drawers, come in a
range of sizes. Boise Cascade,
Berryville, VA. Circle 218 on
reader service card

Over/under range (below)
has an upper microwave oven
and a pilotless gas cooktop
and conventional oven below.
The gas oven is continuous
cleaning. O’Keefe & Mer-
ritt, Mansfield, OH. Circle
219 onreader service card




At Raynor

Raynor makes the best section
al overhead type doors money
can buy. That's because we do
a lot of things ourselves, when
others don't
We become totally responsible
for every detail from design to
field service including all of the steps in between.
Wwhen problems do arise, as they do in every
business, Raynor can respond faster, more
assuredly. Because we can't pass the buck.

we're involved from the bottom up!

Not to a spring manufacturer, nor a millwork,
nor a shipping line. Not even to a contractor,
because there are over 300 authorized Raynor
distributors who install every door we build

It's this extra concern for quality that's made
Raynor the brand you can depend on for
residential, commercial and industrial doors made
of wood, aluminum, fiberglass or stee

Call us for more specifics. 815/288-1431. Or write
Raynor Manufacturing Company, Dept. HH,
Dixon, IL 61021, for the name of the Raynor
factory-trained distributor/installer near you.

Circle 127 on reader service card

RAYNOR.

GARAGE DOORS
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“Char-Grill’* indoor barbecue (above) is a drop-in unit with  Compact kitchen (above)is only 30" wide. Three-in-one model
15"x22" cooking surface. Unit, which comes in gas, electric and  has 6 cu. ft. refrigerator with freezer compartment, two-burner
charcoal-fired models, features grill that tilts from level position  electric cooktop and right- or left-hand porcelain sink. Metal
to 15°. Home Metal Products. Plano. TX. Circle 246 on reader  base comes in white or coppertone. Cervitor, South El Monte,
service card CA. Circle 247 on reader service card
&
- orms: 1 ne ricn 100
&
f brick, for the price of
Of DIICK, 101 the price of concrete.
’ .
Today’s best Outlast ordinary

concrete value
With cast aluminum CON-TECH
forms, you build extra value into
gvery basement and warehouse.
Every privacy fence, commercial
building, apartment, and home.
Because the walls you pour
have the wanted, deeply sculp-
tured texture of brick. (Or adobe or
stack-bond, if you prefer.)

forms 10to 1

They're so tough we

beyond that.

Send for free

fact booklet now
We'll send you our

free illustrated fact book-

let about this fast, easy-

Your competitive edge

Your handsome CON-TECH
walls win you more sales. Builders
and contractors across the country
have proved it.

You save on concrete, too,
because CON-TECH forms allow
less than 1/16 inch deflection,
tie to tie.

Use the Reader
Service Card now. Or call
us—collect—at
(203) 226-4781

Forming System ]

Your CON-TECH forms stand
up through thousands of pours.

warrantee them for a full 5 years. |
And most are still in use way

to-handle forming system. _" -

By

7

4

) at i
I
Adobe texture

INTERNATIONAL
CONCRETE SYSTEMS, INC.
25 Sylvan Road South
Westport, Connecticut 06880

Sales offices across
the country.

128 H&H/housing 4/77
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That's because more and more small bus
nesses are looking for well-located office and
industrial space sized to their needs. And more
and more consumers are looking for shopping
environments with the human scale and charm
that big regional centers just don't have

Furthermore, smaller non-residential
projects can be much more profitable—
and much less risky —than big ones.

Many big projects are limping along with high
vacancies, while smaller projects are full. And
there are more high-profit opportunities in smal

market areas than in most of the big and boom-

ing areas

Small non-residential projects

offer a big opportunity to

the residential builder.

In scale. design. financing and construction
these projects are not so different from the
housing he's already building. Indeed, the
residential builder may have an edge over the
big. established non-residential developer who
lacks experience in small scale design and
building, and whose high overhead may make
small projects infeasible

There is a growing demand for small office buildings,
small shopping centers and small industrial spaces.

But the small non-residential
market is a demanding one.

It demands precise understanding of where the
market is. its size. and what it wants. It demands
flexible design. It demands first-class manage-
ment. And it demands tight cost control all the
way from initial financing to the management
budget

And this HOUSE & HOME seminar
is designed to show you

how to meet these demands.
Specifically, you'll learn:

Market research

[0 Howtolocate and identify prospective tenants

] How to identify market segments

O How to project absorption rates
C

How to select the right site

Feasibility

(J How to project construction costs, overhead
and profit

[J How to project cash flow

[J How to project operating costs

0 How to make the most of tax advantages

O How to handle depreciation

Design

J How to scale spaces to prospective tenants
needs

[J How to handle tenant improvements

0 When and how to provide extra amenities

[J How to handle special construction details




nancing

How to put together the best possible loan
package

How ty participation should be
structurea

How to go the joint-venture route

arketing
How to select a leasing firm

H ta worl t+h al hraker
HOWIO W K with local broke

vS. long-term leases

)ercentage clauses and

anagement

How to pick a good management company
How much to pay for management—and
what kind of service to expect

How to use operating statements

nd you'll learn about special opportunities
recycled non-residential property

The advantages of re-marketing existing
properties

Determining an existing building's potentia
/A S

;;;;;;;

Deciding the right time to buy

ew Orleans, May 19-20
yatt Regency Hotel

oronto, June 23-24
yatt Regency Hotel

an Francisco, July 18-19
yatt on Union Square

You'll learn from a faculty with
broad—and practical—experience in
the non-residential field

Dr. Alfred A. Gobar is president of Alfred
Gobar Associates, probably the most highly
respected real-estate research firm in the
country. As both a market analyst and an
economist, he has particular expertise in the
interrelated areas of market feasibility and
financial feasibility. For many years Dr. Gobar
has specialized in research for non-residential
as well as residential development, and his
clients include such major firms as Kaiser-
Aetna, Coldwell Banker & Co., Dunn Proper-
ties, Broadbent Development Co. and
Newman Properties. He is also a member of
the faculty of the International Council of
Shopping Centers' educational division.

Wayne Ratkovich is president of the firm

of Wayne Ratkovich Associates, which
develops new and existing commercial and
industrial buildings. His company is currently
in partnership with Wells Fargo Mortgage
Investors, manages developments for New
England Mutual Life Insurance Co., and is
developing the Scripps Ranch Business Park
in San Diego in partnership with Societa
Generale Immobiliare. Mr. Ratkovich was
formerly a vice-president with Coldwell
Banker & Co. where he handled negotiations
for more than $35 million in industrial sales
and leases. He is currently on the steering
committee of the National Association of
Office and Industrial Parks, Southern California
chapter.

Robert Holmes is president of Oltmans Con-
struction Co., one of the largest commercial/
industrial building firms in the country. Acting
as both a contractor and an equity partner,
Oltmans builds offices, industrial buildings,
warehouses and international headquarters
facilities. Mr. Holmes is president of the
California Builders Council and a member of
the American Arbitration Association.




A HOUSE & HOME SEMINAR

Hotel Reservations

R Home does not make individual

A
I\‘L‘V']WH",;‘:'/ [‘d"‘(\l\'}\)‘jj[L \f\(\} \‘:v(\
e Hyatt Hotels in New Orleans
1 Francisco to hold a lim ‘@c

or the ittendees. YO
Seminar Registration r roon Ny C. the Hyatt
To register pi:as»‘ complete and return the ng (800) 228-9000 from the
coupon below to House & Home, McGraw-Hill 61-7112 from Canada

Inc., 1221 Avenue of the Americas, N.Y .
10020. Or you may register by calling Please be sure to say that you are attending
997-6692. Registration must be ,,«dde‘ the House & Home seminar. This will identify
advance of the seminars. All registratio your reservation with the block of reserved

be confirmed by ma rooms, and assure you of the special

seminar rate.

3 = >

Seminar Fee

The full rc{;rrsm'am n fee is payable in advance Tax D‘-’dUCtIO" of Expenses
and includes the cost of all luncheons, work An income tax deduction is allowed for ex
books. and meeting materials $395 penses o1 ECLJ ation (includes registration

‘ fees, trave S undertaken to
Seminar Hours na sional skill. See
Registration starts at 8:30 a.m. Sessions are Trea yuahlin vs. Com
9a.m. to 5 p.m. with informal discussions to Mmiss
6p.m

. SR R S SRS SEEE WSS R SR W S G NS MEES  GESE GRS GEEE S W SIS GEEE GEEE ISR SR SRR S SRR R S S S

HOUSE & HOME Name Additional registrations
McGraw-Hill, Inc. from my company:
1221 Avenue of the Americas Title
N.Y.. N.Y. 10020

Company _A Name

Gentlemen: Please register me in the —
HOW TO MAKE MONEY FROM SMALL

NON-RESIDENTIAL PROJECTS seminar ~ 2ddress Title
checked below.
City State Zip Name
[J New Orleans, May 19-20
Hyatt Regency Hotel Phone _ Title
£J Toronto, June 23-24 ;
Hyatt Regency Hotel Signature

[J San Francisco, July 18-19
Hyatt on Union Square

[J Check payable to
House & Home enclosed

0 Bill my company
[ Bill me




Forest fires burn
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Brand New For ‘77... A Labor And
Materials Cost Manual For Restoration
And Renovation Professionals!

HOME-TECH

RESTORATION 140 Pages
AND RENOVATION oy, ¢,

ESTIMATOR

977

| B Complied and Edited by the Statt of

§1] Home-Tech Systems
" Betmesda, maryiana

A Local Area Cost Modification Index is included with
every volume of the Home-Tech Restoration and Renova-
tion Cost Estimator. Up-dating supplements to the Index

are issued quarterly to each subscriber for every volume
purchased during the year.

The Cost Modification Index assures that all subscribers
have up-to-date costs for their own local areas throughout
the year.

Home-Tech Restoration
And Renovation
Cost Estimator

Compiled and edited by

Home-Tech Systems,
Washington, D.C.

Here is a brand new Cost Estimator for housing profes-
sionals that can be put to work imrnediately in planning
your next project. It pin-points dollars and cents costs for
restoration, renovation and repair of any residential
properties in the country or in the city.

The Home-Tech unit cost system enables you to dras-
tically cut estimating time, providing you with more time
for developing new business and for efficiently producing
work already under way. Complex jobs that used to take
one or two weeks to estimate can now be figured more
accurately in one or two hours!

o 125 Pages
$8.95

Another great HOME-TECH Manual
HOW TO BUY AND FIX UP AN OLD HOUSE

A step-by-step course on how to find and buy an old
house, how to pay for it and how to plan, estimate and
contract the restoration and renovation.

Here are the nuts and bolts of House Restoration and
Renovation, told to you by experts in the field. This
book shows you how to avoid pitfalls and how to make
maximum profits from your investments.

It is written in clear, concise layman’s terms, and is an
invaluable guide on what to expect on a renovation job.
Illustrated, with budget figures and case studies.

e TR PR P e DETACH HERE AND MAIL----
HOME-TECH PUBLICATIONS 7315 Wisconsin Avenue, Bethesda, Maryland 20014
Send me for 10 days on approval the volume(s) checked below:

[J HOME-TECH RESTORATION AND RENOVATION COST ESTIMATOR .. $24.50
[JHOWTO BUY AND FIX UP AN OLD HOUSE . ... ..
Both Volumes at 20% discount . . ... ............

Name (print)

.............. $ 8.95

10-day FREE Trial!

Order BOTH VOLUMES TO-
DAY at 20% Discount. After
10 days examination, send in
just $26.84 or, if not com-

volumes with no obligation.

Address

City State __

Zip

handling costs. Full refund if not completely satisfied.

[J MORE SAVING! Remit full payment with this coupon and we pay postage and

PP HOME TECH
I PUBLICATIONS

! ! ' 7315 Wisconsin Ave.,
"4 Bethesda, Md. 20014

E pletely satisfied, return the

1 328 H&H/housing 4/77 Circle 93 on reader service card




You haven't got time for tools that don’t work. That’s why we
make Duo-Fast tools with all the endurance and quality you expect.

But more than that, we offer you the )mmpt competent service
to keep our complete line of stapling and nailing equipment on the job,
saving you money.

With a nationwide network of over one hundred distributor
offices, branches, and warehouses, we're near enough to bring our service
station and parts to wherever you need us . . (uli(kl\

So contact Duo-Fast. You haven't got time for anything less.

Road, Frankiin Pk Timois o031 JQ LD FAGT
We stand behind our products.

H&H/housing 4/77 133
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Fireplace (above) with a low
profile design can be easily
stacked for multi-story con-
struction. Lightweight zero-
clearance unit has spark arres-
tor. Firemagic, Santa Fe
Springs, CA. Circle 226 on
reader service card

Fireplace enclosure (right)
has heat-tempered glass doors
which eliminate the hazards of
sparks. Glass wool insulation
assures a tight seal around ir-
regular openings. Heritage,
Akron, OH. Circle 227 on

reader service card

Fireplace, ‘‘Energy Mizer’' (above), is a wood-burning, heat-
producing unit designed to conserve fuel. Cool room air is
drawn into a heating chamber completely sealed off from the
firebox, warmed and recirculated. Preway, Wisconsin Rapids.
WI. Circle 228 on reader service card

1 34 H&H/housing 4/77
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Zero-clearance fireplace
(above) provides radiant heat
and circulates heated air.
Quiet-operating power circu-
lator fan is controlled by
off/on switch. Western, Lu-
verne, MN. Circle 229 on
reader service card

““Convect-O-Heater’” (left)
reduces home heating costs
and conserves energy. The
unit diverts a substantial
amount of fireplace heat into
the room. General Products,
West Haven, CT. Circle 230
on reader service card

all heavy-gauge steel. Doors, upper front and side trim are of
handcrafted cast iron. Unit, available in two models, will not
crack, warp or burn out. U.S. Stove, South Pittsburg, TN.
Circle 231 on reader service card




of bridging material to
support the siding on
the sidewall.

Our hammer stop rails
keep nails from being
driven in too tightly,
allow for normal expan-
sion and contraction,
and prevent buckling.

Bird’s lock-fitted con-
struction will hold
together indefinitely, pre- .
venting wind damage. Bird pioneered
Branded® siding, with
its exclusively beautiful
wood-grained texture.
Our panels are uniformly
extruded to give the look
of real clapboards.
Our uniformly spaced
“weep holes” allow
proper drainage of
moisture.

Our patented center lock
keeps our siding’s shape
from popping out.

The side ofsohd vinglh
our competition wont talk about

Whether you're buﬂdlng new homes or remodehng old ones, bu

vinyl siding is a wise decision. It can’t rot, split, or burn like wood may It can’t ec

attract lightning or spoil TV reception like metal may And it will never need p:

the color goes all the way through. Any solid vinyl siding manufacturer will give ye

sales points. But don’t make the mistake of thinking all solid vmyl sxdingzs ﬁ\ﬂ Sa
Bird’s construction is so unique, it's. - otk

patented. It will make installation a lot easier on you.

And life a lot easier on your customers. So don’t buy

a thing until you look for the hidden differences we’ve

shown you. And if you find that some people won’t

talk about them, come talk to us.

Bird&Son.mc..E Walpole, MA 02032 > g
Please send me full information and samples on your low-maintenance Bird solid vinyl siding line.

Name Phone __=

2 A bt City _

County : State . pr
Please Include iacts on O Solid vinyl Gutter Systems O Omamenta! Shutters U Asphalt Roobng

: “House & Home-April 1977” 7 Circle 135/on rgaée servi




Solar collector panels (a-
bove) feature heavy insulation
on the perimeter and bottom

Temperature controller (a-
bove) is suitable for use in ap-
plications where solar energy
is used as a heat source. Unit,

Fan-forced wall heater
(above) features built-in ther-
mostat. Closely spaced grill
bars direct aid downward to

and thermally insulated ab-
sorber plates. Units have cop-
per waterways. Raypak,
Westlake Village, CA. Circle
238 on reader service card

Heat pump, ‘‘Climator II"’
(right), features fuel-saving
CliMizer™ control. Device
balances the operation of the
unit and furnace to provide
constant comfort. Mueller
Climatrol, Edison, NJ. Circle
239 on reader service card

INTERIOR ENVIRONMENT

Solar air conditioner, Solaire® 36 (above), is designed as an
additional component in an existing solar system. The unit, low
in noise and vibration levels, produces 3 tons of cooling from
195°F solar-heated water. Arkla, Evansville, IN. Circle 240 on
reader service card

1 36 H&H/housing 4/77

housed in a galvanized steel effectively distribute heat.
box. is surface-mounted. Emerson-Chromalox, St.
Dan-Mar. Huron, OH. Circle Louis, MO. Circle 242 on

241 on reader service card reader service card

Downflow unit heater (left)
can be used in installations
with ceiling heights ranging
from 10 to 30 feet or more.
Energy-saving unit comes in
two body dimensions. TPI,
Johnson City, TN. Circle 243
on reader service card

Electronic air  cleaner,
“HEACI" (left), is designed
to fit Lennox residential up-flo
gas and electric direct-drive
furnaces. UL-listed unit is
easy to install. Lennox, Mar-
shalltown, IA. Circle 244 on
reader service card

Split-system heat pump (above), part of the HS series, is fully
weatherproof. The cabinet, of galvanized steel, is bonderized
and primed. The easy-to-install unit is available in two- and
three-ton sizes. Westinghouse, Pittsburgh, PA. Circle 245 on
reader service card




Arrrcaria

Heat Pump Systems save
6% to 61%’ In heating costs and

Amana. means business

provide summer cooling too.

Savings like that
can mean business
for you.

Amana All-Electric Heat Pump Systems are all-season
energy-savers...and sellers. They build solid profits for
you and give your customers the proven reliability and
money-saving efficiency they want. Amana gives you a

pump systems, including high efficiency model
cooling EER'’s up to 7.3. All are backed by over 20 years
of heat pump experience

Amana Heat Pumps are Loaded

with Saleable Features Including:

Amana Powerpact Compressor—chosen for its rugged
dependability and quiet performance
Temperature-Activated Crankcase Heater and Suction
Line Accumulator (on many models)—both add to
compressor life

Amana-Built Indoor and Outdoor Coils —Designed for
maximum efficiency. Fully tested for leakproof operation
Blow-Thru Outdoor Fan—Powerful, quiet; reduc
build-up. Large blades add to efficiency
Amana-Built Pre-Wired Control Panel— Speeds
installation

Reliable Defrost System — Time and temperature
activated

Heavy Duty Automatic Reversing Valve —positive acting
Compact Durable Cabinet—with Electro-Deposition
Finish—Gives full service access

Complete Line of Versatile Indoor Fan-Coils—to fit your
needs

And Every One Is Fully Factory Tested

Find out more about the sales power of Amana Heat
Pumps and all the other energy-saving Amana Home
Comfort Systems. Contact your Amana Distributor
today or write Amana Refrigeration, Inc., Dept. C-242
Amana, lowa 52204.

*Compared to an electric furnace and based on design
conditions and Seasonal Performance tors for these

es frost

cities: Minneapolis, MN — 26.58% Savings; Kansas City
MO —44.13%; Philadelphia, PA—48.72%: Atlanta, GA
61.39%. Savings will vary with climate and weather
conditions

an qu

COOLING+HEATING

] i
WIt mrgy sa'lnss m‘ AMANA REFRIGERATION, INC., AMANA, IOWA 52204 | A RAYTHEON COMPANY

Circle 137
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SPECIAL OFFER

Dodge
Building Cost
Indexes

How much have building costs
increased in Duluth in the past
six months? If it cost $10.00 a
square foot to put up a build-
ing in Bismarck in 1941, how
much would the same building
cost now? How much do current
building costs vary between
Seattle and Jacksonville?

This special report provides
the latest city-to-city changes
in building costs. Offers histor-
ical indexes (1941-present) for
183 U.S. and 36 Canadian
cities. Splits labor rates and
material prices by region.

Regularly $10.00—now just
$5.00 if you act before
6/30/77. Send order to Dept.
H/H-A, “Dodge Building Cost
Indexes,” McGraw-Hill, 1221
Ave. of the Americas, New
York 10020.

“A warm experience of yesteryear'

LOG CONSTRUCTION

round or square

Log size is a full 5%" x 6" of top grade
white pine with triple tongue and groove
joints for strength and air tight fit

$4.50 per saq. ft. of wall area plus appli-
cable duties and taxes—F.0.B. Lake
George, N.Y. or Montreal, Quebec

Infinite number of construction possi-
bilities

Laurentien
Log Homes lid.

Box 219, Val-Morin, Quebec, Canada, JOT 2R0

Circle 138 on reader service card
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Single-package heat pump (above) can
be used for rooftop, slab and through-the-
wall applications. Easy-to-install unit,
available in 13 models, features internal
overload protection. York, York, PA.
Circle 235 on reader service card

‘“Accustat’ thermostat (left) uses pre-
set mercury sensors to control tempera-
ture. Unit, with integral locking cover, is
unaffected by contamination or vibration.
P.S.G., Perkasie, PA. Circle 236 on

reader service card

‘““Weathermaster III’” heat pump
(below) features compressor and controls
in a separate cabinet for installation in a
closet, basement or garage. **Optimizer’’
control makes it possible to add pump to
gas, oil or electric furnace. Carrier, Syra-
cuse, NY. Circle 234 on reader service

card




Kem}ier presents an open
and close sales story...
Open our cabinet doors
and you close a sale.

Compare the sheer beauty of Barrington, inside and out, with
any other cabinet and you'll know you have a winner. Na other
comparably priced cabinet can match Barrington for styling,
quality and built-in conveniences. And no other stock cabinet
can offer the convenience options of Barrington. 1P,

See the all new Barrington on display now ,q?;f‘ \%
at your Kemper Dis- < Vi
tributor’s showroom. %ﬁmé
Beautifully finished Barrington interior is B?m“m"” ls_the‘ ; e 3 P,.
another Kemper first in the medium priced b_rlghtes‘t Star yet In % !I]})e
cabinet industry. Your customers will love 1t! Kemper's outstanding y
' collection of compet- s e Sk
itively priced cabinetry. 701 South N Street + Richmond, Indiana 47374
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™ "\ “With GE's new Ambassador
i and Executive Heat Pumps,
3 youcanstep up
your customers from
the very good
to the outstanding.’

P
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GE’s Ambassador Heat Pump leads in sales and is
among the leaders in both heating and cooling performance.
And the new Executive is even better than the Ambassador
Substantially better.

So if you are a quality builder, why not step up your
customers to the Executive? It provides higher efficiency
than the Ambassador for your more discriminating buyers.

In any case, you can let your customers choose initial
cost economy with the Ambassador or the better operating
economy of the Executive.

The chances of your getting callbacks are minimal. Both
the Ambassador and the Executive are excellent machines.

And no wonder. GE has been making heat pumps since
1935, and we are continuously improving them. We developed
the Spine-Fin™ condenser coils, Climatuff™ compressor, the
Refrigeration Control Box, easily accessible components, and
many other important features.

For more information on GE’s Ambassador and Execu-
tive Weathertron® Heat Pumps, as well as our full line of
other heating and cooling equipment, contact your nearest
GE 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 141 on reader service card H&H/housing 4/77 141




In the profusely illus-
trated pages of this hand-
some volume you are
taken inside and around
the immediate grounds of
61 homes 61 architects
built for themselves! In-
triguing? Indeed. Idea-
creating? Immensely so.

HOUSES ARCHITECTS
DESIGN FOR THEMSELVES
Edited by Walter F. Wagner,
Jr., and Karin Schlegel. 9x12.
222 pp., WITH HUNDREDS
OF ILLUSTRATIONS, 8 pp.
in color.

" MAIL
c-”' COUPON
KNl TopaAY!

142 H&H/housing 4/77
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The stair
with a flair

unequalled elegance.

A custom look to the truly
distinctive home.

Circular, spiral, wood,
aluminum, steel. Write for
16 page color brochure
describing all designs,
models, and sizes.

AMERICAN
GENERAL

Ypsilanti,
Mi. 48197

A Ytudio Ytair

Designed for distinction and

PRODUCTS, INC.
1735 Holmes Rd

Circle 142 on reader service card

HOUSES ARCHITECTS DESIGN
FOR THEMSELVES makes a
rich and dazzling source

of professional ideas.

Just what kinds of houses do architects design
for themselves? You'll get some of the answers
to this open-ended question in this gorgeously
illustrated volume showing the best ideas which
61 architects put into their very different indi-
vidual houses. They talk about how they solved
for themselves problems of site and location,
budget (both great and small), the desire to
blend traditional and contemporary approaches,
renovating the city dwelling, meeting family
needs, tastes, and personalities, designing spe-
cial custom features, and finding solutions to a
host of unique problem situations. Altogether,
here's an architect's architecture book you don't
want to pass up.
----—----—--—--1
Architectural Record

| 1221 Avenue of the Americas, N.Y., N.Y. 10020 i
I Send me HOUSES ARCHITECTS DESIGN FOR I
THEMSELVES (002214-3), $17.95, for 10 days'
| examination. | will either remit—plus local l

tax, postage, and handling costs—or return |
l the book within ten days. (Remit in full with
I coupon plus local tax, and McGraw-Hill pays |
postage and handling costs.)
I This offer good only in the U.S. and subject to l
I acceptance by McGraw-Hill. I
l Name I
I Address I
I City '
] St Zip l
HH-4/77
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Gas-fired furnace (above) features
ergy-saving Vent Mizer™. The devi
automatically opens and closes the fl
when the thermostat calls for heat. U
has electronic spark ignition pilot and
energy-efficient blower assembly. B
ant, Indianapolis, IN. Circle 237
reader service card
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Room air conditioner, ‘*Yukon
(above), is part of a line of 26 mode
ranging in capacity from 5,000 Btu
34,000 Btu. Unit has insulation on bul
head to minimize noise. McGra
Edison, Albion, MI. Circle 232
reader service card
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‘Double Oven Cook Center

Hotpoint’s wave of the future
can help improve your sales todav.

The convenience of microwave
cooking is the kind of extra your
customers probably don'’t expect to
find in an appliance package. So
when you show them a new
Hotpoint Microwave Cook Center,
they’ll be pleasantly surprised.

Microwave cooking made

even easier with Hotpoint’s
Automatic Temperature
Control. Hotpoint’s Microwave
Cook Centers are both equipped
with Automatic Temperature Control
for microwave cooking. It senses
the food’s internal temperature and
shuts the oven off automatically
at the desired serving temperature.
Both models have large capacity 1.3
cubic foot microwave ovens and
multiple power levels for a wide

We hustle for your business. A

44
v

range of cooking flexibility.
Conventional cooking in a
self-clean oven, too. The lower
conventional oven of both Cook
Centers features automatic self-
cleaning. And both models offer
large oven capacity in minimal
space. The Cook Center Range is
only 30” wide and the Double Oven
Combination fitsin a 27" cabinet.
Service that’s a selling point,
not a sore point. We stand
behind our products with Customer
Care® Service —a network of
factory service centers in over 800
cities plus thousands of franchised
service people across the country.
We've always believed that service
problems are our responsibility, not
yours.

¢

If you’d like more informa-

tion on how Hotpoint’s new
Microwave/ Self-Clean Cook
Centers can help your business
today, fill in this coupon.

- Hotpoint Contract Sales Division
- Appliance Park, AP4-256
+ Louisville, Kentucky 40225

- Tell me more about Hotpoint's new
- Microwave/Self-Clean Cook Centers.

- Name

nd it shows.

A Quality Product of General Electric Company

Circle 143 on reader service card
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Classified Advertising

The market-place of housing.

POSITIONS WANTED

Financial Executive—Heavyweight—Listed co
V.P. Controller CPA (Big 8 exp)—Attorney—
Acquistions, financial controls, taxes. Exp'd real
estate, construction industries. Combines
technical skill with imagination $28-32,000 re-
quired. For resume. PW-4470, House & Home.

NEWSLETTER

Resort Timesharing. Fastest growing resort
condo, hotel trend. Timesharing's leaders rely
on one newsletter for information, ideas, op-
Eortunmes‘ On letterhead request free issue:

D TODAY, Box 4031-HH, Mt. View, CA
94040.

SPECIAL SERVICES

Your blueprints coordinated by the developers
of the “Color Coded Plan System”. Saving
time, money & confusion. J.C. Designs, Foun-
tain Square, Jonesboro, AR 72401.

BUSINESS OPPORTUNITIES

Foldspace—A concept of expandible steel
framed houses is presently available on a
royalty/consultant basis to a qualified manu-
facturer. BO-4085, House & Home.

Mobile Home Parks—Park—Fill—Manage-
ment. Parks bought & sold. Leisure LifeStyle
Corp. 4500 Campus Dr., Newport Beach, Ca
92660.(714)545-7117.

Create your own work. Build budget motels in
Iy_'our area. National chain. BO-4190, House &
ome.

to answer
BOX NUMBER
advertisements in

HOUSE & HOME

Address your reply to the box number
given in the advertisement and add

Classified Adv. Dept.

House & Home

P.0. Box 900

New York City, N.Y. 10020
Please include in your reply only matenal
that will fit into a regular business en
velope

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 the crop, then

Free summer help listing

MAIL TO: HOUSE & HOME/POST OFFICE BOX 900/NEW YORK/NY 10020

NOWISTHETIME...TOHIRE
ASTUDENT THIS SUMMER.

evaluate them with an eye towards
hiring, when as coveted graduates, the
job market might well be in their favor.

Because we believe this program is
of mutual benefit to both employer and
employee alike, we again offer our
services as a clearing-house.

Just fill out and return the coupon
below, and we’ll include your organiza-
tion in a free listing to be sent to Place-
ment Directors and Department Heads
at leading colleges and universities
across the nation. They'll post it, and
the students will contact you directly.

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:

)
Architect Civil  Mechanical 4}'
[ Hll |

Electronics Draftsman

S0P P e PPsEOEOINERRISIITOIOERETRRERREES

lllustrator

R R N R P N N

Model Builder 4/77

Note: Last date coupons can be accepted for this year's student mailings is 4/15/77
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Here are the products used in the kitch-
ens shown on pages 74 to 85.

Cover (Windemere). Cooktop, ovens: Ther-
mador. Dishwasher, trash compactor: Tappan.
Disposer: Waste King. Cabinets: Certified.
Flooring: Del Piso. Range hood is custom-
made. Countertop is red maple.

Pages 74-75 (HarborWalk). Range. range
hood. dishwasher: Caloric. Refrigerator: Hot-
point. Cabinets: Sawyer. Countertop: Wilson
Art

Page 76 (Sand Lake Hills). Range, dish-
washer, disposer, range hood: Frigidaire.
Flooring: GAf. Cabinets and countertop are
custom-made.

Page 76 (Northridge Country Estates). Cook-
top: O'Keefe & Merritt. Ovens, dishwasher,
disposer, refrigerator: General Electric. Range
hood: Modernaire. Flooring: Mannington
Mills. Countertop: Dal Tile. Cabinets are cus-
tom-made.

Page 77 (Trinidad Island). Cooktop, oven, mi-
crowave oven, range hood: Thermador. Dish-
washer, disposer: Waste King. Cabinets: Saw-
yer. Countertop: Select Tile. Flooring: Arm-
strong.

Page 78 (Sea View). Cooktop, ovens, dish-
washer: General Electric. Cabinets: Sawyer.
Countertop: Dal Tile. Flooring: Catalina.

Page 78 (Windemere). Range. dishwasher,
trash compactor: Tappan. Disposer: Waste
King. Cabinets: Certified. Countertop: Fran-
ciscan Interpace. Flooring: Amtico.

Page 79 (The Summit). Cooktop: Jenn-Air.
Ovens., dishwasher, trash compactor, dis-
poser: General Electric. Cabinets: R&J Cus-
tom Cabinets. Countertop: Diastone. Floor-
ing: Amtico.

Page 80 (Woodbridge Estates). Range, dish-
washer, disposer, range hood: Gaffers &
Sattlers. Cabinets: X-A Cabinets. Countertop:
Dallas Tile. Flooring: Armstrong.

Page 81 (Sun City). Cooktop, ovens, dish-
washer, trash compactor, refrigerator: Frigi-
daire. Disposer: Waste King. Range Hood:
Nutone. Cabinets: Silvey Products. Counter-
top: Formica. Flooring: Armstrong.

Page 82 (Mission Hills). Cooktop, ovens,
dishwasher, trash compactor, disposer, refrig-
erator, range hood: Whirlpool. Cabinets:
Yorktowne. Countertop: Formica. Flooring:
Kentile.

Page 83 (Montpelier Oaks). Range, range
hood, dishwasher: Magic Chef. Disposer:
Apollo. Refrigerator: General Electric. Cabi-
nets: Elco. Countertop: Rynone Industries.
Wood floor: Custom Surfaces.

Page 83 (Hudson-on-Memorial). Grill: Jenn-
Air. Cooktop: General Electric. Ovens: Jenn-
Air. Dishwasher, disposer: KitchenAid.
Warming drawer: Thermador. Range hood:
Rangaire. Countertop: Formica. Flooring:
Terra Firma Tile. Cabinets are custom-made.

Page 84 (Rotonda). Cooktop, ovens, dish-
washer, disposer, refrigerator: General Elec-
tric. Range hood: Swanson. Cabinets: For-
mica Melamine by American Cabinet. Coun-
tertop:  Formica. Flooring:  Armstrong.
Washer and dryer: Frigidaire (stacked units).

Page 84 (custom home). Cooktop, ovens:
Thermador. Dishwasher: Hotpoint. Refrig-
erator: Amana (wood was added to door to
match cabinets). Cabinets are custom-made.
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Detail

Colonist is the only die-
formed door with the
carefully executed
wealth of detail that ex-
actly duplicates the ap-
pearance and character
of wood stile and rail
doors. Cove and bead
sticking, grain and joint
details....all are sharp,
clear and realistic. Thus,
only Colonist does what
a die-formed door
should do: look like the
real thing.

Durability

Colonist is not like a
wooden door in one re-
spect: Colonist is tough-
er. Since its die-formed
from a single sheet of
hardboard (which is 50%
denser than wood), there
arenojointsbetween the
stile, moldings, panels
and rails to separate
through hard use or with
the passage of time. So
Colonist is in fact better
than the wood door it
replaces.

Circle 145 on reader service card

Vhy choose COLONIST

byMasonite Corporation?

-

Price

Despite these superior
features, Colonist faced
doors sell for less than
half the price of wood
stile and rail doors and
only a little bit more
than less authentic die-
formed doors.Soany way
you look at it, with quali-
ty in mind...choose
Colonist.

For the names of quality
door manufacturers
using Colonist, write;
Masonite Corporation,
29 North Wacker Drive,
Chicago, Illinois 60606.

o

Colonist and Masonite
are registered
trademarks of
Masonite Corporation.

\

¥

MASONITE

| CORPORATION

RN




c/Wake a grand entrance with Franciscan

First impressions count! And what better way to impress your potential homebuyer than with an entryway of beautifi
and durable Franciscan Ceramic Tile. Select from a vast array of ceramic colors. shapes. sizes and textures to
create the natural look and no-wax maintenance your customers want for their entryways. They already know

Franciscan because of our national advertising and promotion program
Franciscan Ceramic Tile in the entryway—it can mean a great beginning for closing a sale

ccramzc tile by
G nciscan

2901 Los Feliz Boulevard, Los Angeles. Calif 90039 (213) 663-3361




How good are your kitchen plans?

To find out, use a 25-item checklist pub-
lished by the Small Homes Council-
Building Research Council. Ratings are
based on standards developed by the SHC-
BRC and the checklist is included in the

council’s illustrated kitchen planning
guide.
The guide is intended for the

builder/designer of small or average-size
houses, and it explains how to allot avail-

13-6'— ———

smopuim 3610) yym
wooi Buiuolpo

Storoge  wall

High-scoring plan designed by SHC-BRC

able space most efficiently. The planning
standards outline and the checklist which
follows it are divided into two parts: 1)
how much storage and counter space
kitchens need and 2) how to locate cabi-
nets and appliances for maximum effi-
ciency.

How much counter/cabinet space does
a kitchen need? According to SHC-BRC,
that depends on the square footage of the
house. In aless-than-1,000-sq.-ft. house,
for example, six feet of counter frontage
is a minimum; in a bigger house, eight
or ten is a must.

The checklist works on the same prin-
ciple: In the kitchen of a less-than-1,000-
sq.-ft. house, 18" of counter adjoining the
sink rates ten points; in a 1,400-sq.-ft.
house, the same length of counter only
scores 3 points.

And what about layout? SHC-BRC says
the sink, refrigerator and surface cooking
unit should be at points of a work triangle
whose sides total less than 23 ft. In fact,
no matter how large the kitchen, a work
triangle totalling 26 ft. or more scores
zero; the kitchen is too spread out for con-
venience.

Note: The guide and checklist cover
planning and evaluating conventional
kitchens; custom kitchens aren’t dis-
cussed and shouldn’t be scored with the
checklist.

Copies of the guide are available for
25¢ from the Small Homes Council-
Building Research Council, One East St.
Mary's Rd., Champaign, Il1. 61820.

1976 H&H INDEX AVAILABLE

The 1976 HOUSE & HOME editorial
index is now ready for distribution.
Copies of indexes for 1968, 1969,
1970, 1971, 1972, 1974 and 1975
are still available in limited quanti-
ties. Each lists the year’s articles by
subject and includes news, feature
stories and columns. To get copies
(there’s no charge) write to: Reader
Service Dept., HOUSE & HOME, 1221 |
Avenue of the Americas, New York,
N.Y. 10020.

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-477, Sturgis, Michigan 49091.

Kirsch

The name you trust
in drapery hardware

TM Kirsch Company

{

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

.%
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E Engineering (brown) (617)262-1160 (312)751-3700
I Industrial Construction (blue) e o oo e
L Light Construction (yellow) HOUSTON 77002 LOS ANGELES 90010  NEW YORK 10020 PHILADELPHIA 19102 PITTSBURGH 15222 SAN FRANCISCO 94111
D Iuteriocs (whited John Strong Donald Hanson Allen Gilbert David A. McElwee David A. McElwee Richard R. Butera
e i A RS, Dresser Tower 3200 Wilshire Blvd 1221 Avenue of Three Parkway 2 Gateway Center 425 Battery Street
Classified Advertising 601 Jefferson Street South Tower the Americas (215) 568-6161 (412) 391-1314 (415) 362-4600
(212) 997-2557 (713)659-8381 (213)487-1160 (212)997-6925
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ong-Bell cabinet ideas
ove homes fast!

4
'I
_ ) Vi O Please send me
And one of those ideas is Y, information on
Anniversary ; Y 4 Anniversary and your
v 4 Cabinet Kit showing

Anniversary delivers at reasonable cost what
you and your home-buying prospects are looking
for in fine cabinetry: quality, value, and conveni
ences. All of which upgrades your kitchen and
bath packages, helping you sell homes faster,
whether you're building single or multi-family
dwellings or remodeling.

Part of Anniversary’s proven appeal is its " Other
blend of traditional warmth and contemporary v 4 St
flair. It's a combination for almost every taste. " Name_____

You'll appreciate Anniversary'’s versatility, too. V4
It's available in over 70 modular sizes, from 12 to 4
48 inches. It's completely assembled and pre- ,’ Address.
finished for easy installation from carton onto
wall. Precision fit anywhere in the home. And our " i . WS- . S —
network of eight regional cabinet operations helps V4
assure quick delivery 4 @ INTERNATIONAL PAPER COMPANY

Send the coupon today for the complete story "
on Anniversary and our full line of cabinets and V4
elegant bath vanities. Let Long-Bell cabinets help "
you move homes fast. y,

'I

Circle 74 on reader service card "

L 4 the other Long-Bell kitchen
' and vanity styles

v 4 ] Please have a representative
" call
| plan to build O 0-100 O 100-250

over 250 units next year

lama builder developer

Firm _

CABINET DIVISION

P.0O. Box 8411, Dept. 787 Portland, OR 87207




New Kwikset AC. Fire Alarms.
UL.LEDand BETTER.

Kwikset's new solid-state smoke-detector fire alarms are fully
equipped with the latest convenience features.

A new LED light shows when the unit is operational. There's a new
switch for testing the operation of the unit without blowing smoke into
the alarm and a new 360° grille to aid in detecting combustion
particles from many different directions.

Dual photocells and associated circuitry automatically
compensate for certain changes in temperature,.humidity and other
factors.

Kwikset alarms are UL-listed and come with pigtails for
junction-box installation (Model 356) or a 9’ plug-in cord for existing
homes (Model 357).

Kwikset
Model 356
Fire Alarm has
pigtails for junction
box installation convenience.
Plug-in model with 9’ cord

is also available.

A little . .

SO lgthlng

Kwiksets
done

!
i
;
!
%

Kwikset 356-357

Fire Alarms are UL-listed
and meet or exceed many
recognized building codes.

NSRS e B D

ich is designed to
five times longer than
nary bulb; new full-surface
~ grilie and new test-switch.

There is no way to guarantee against
injury or loss of life in a fire,

however, smoke detectors like the
Kwikset Fire Alarm are now mandatory
in many areas because they could give
people more time to get out of

a burning home.

kwilvet lodwets anericas Largest Selling Residential Locksets

= KWIKSET SALES AND SERVICE COMPANY
= A subsidiary of Emhart Industries, Inc., Anaheim, California

Circle 75 on reader service card




