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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-
structed of
quality
materials
from the

Regular flooring floor up. But
can crack or ridge.
oy | we have to
RIS L 555 watch our
"Y 2 ts. That’s
‘; E— costs. T =
*’-‘23;;' =~ whywe've '
BN cclocted
Tredway adjusts to Tredway as

seasonal subfloor changes. our 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

£\

Tredway installs with staples.

Tredway cuts easily.

Vancou»er

Country Flower

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.
We can leave the
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

eat up profits. Sofar,

we haven't had one

Villa Cortez

Tredway Natural Brick featured in the kitchen.

Santa Flora Tollhouse

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 mi
crack an ordinary floor
the expansion and contr.
tion caused by the wide-
ranging Colorado climat

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

FROM THE ' INDOOR WORLD

Qmstro

“We use plywood subfloors.
Armstrong Tredway

saves us upto $40

onevery home.

Jordan Primack, Vice-President
Joe Primack, Vice-President
— Gary Wanger, President

e =Y P.W.P. Homes/Littleton, Colorado
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“Here’show
Nulone SecurityAlarms
help sell my homes?”’

Milton Marcus / Milton Marcus Homes, Houston, Texas
Greater Houston Builders Association and NAHB

luTone systems do help sell our
omes. Buyers feel a lot more secure
ith them in. They want a little more

eace of mind, because, let’s face it,

e crime rate is going up, here and
1l over the country. So the whole
narket is going that way.

People are more conscious of the
danger from fire, now, too. It seems
fire is the big ‘bug-a-boo’ these days.
So I put the total NuTone package -
fire and burglar—in about 55-60%
of my houses. When people buy in
this price range it just makes sense
to have a good security system.

“I'll give you an example. It happened
a few months ago during that really
cold season. In one of our houses a
valve stuck on the furnace. It was a
fluke, the gas just stayed on and on
and the furnace overheated. The
smoke set off the NuTone alarm.
Fortunately, no one got hurt and the
fire damage was minimal.

“I've been in the building business 31
years. I've used NuTone products for
many, many years...because I think
they're good quality. To show you
how much I believe that, I'll tell
you, my own home has everything
NuTone: vac system, intercom,
burglar, fire, bath heaters...
everything! I'll always use NuTone.

I trust NuTone quality”




Nulone’s Model S-2300
offers homeowners 24 -hour detectio

INTRUDER

Families investing in homes today
need continuous protection, and
they know it. The latest statistics are
truly disheartening: burglaries every
12 seconds...residential fires
claiming 11 billion dollars in property
and 300,000 victims a year...yet the
statistics don’t even begin to touch
on the real suffering caused by
undetected fire and intrusion.

['hat’s why more and more builders
are putting in NuTone’s Model
§-2300, to watch for intrusion and fire
24 hours a day. The S-2300 is NuTone's
finest system...a work of electronic

‘art, with the greatest technological
sophistication, both for reliability

and livability.

A comprehensive choice of
residential security alarm systems...
reliable, flexible, affordable, easily
installed, and backed by NuTone’s
40 years of experience with built-in
products for the home. UL Listed.
For more information about NuTone
Security Systems, see your nearest
NuTone distributor. For his name,
DIAL FREE —800/543-8687 in the
continental U.S. except in Ohio, call
800/582-2030. In Canada, contact:
NuTone Electrical Limited, 2 St.
Lawrence Ave., Toronto M8Z 5TS.

of fire or attempted burglary.
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Nulone Housing Products
YHI]

Dept. HH-10, Madison and Red Bank Roads
Cincinnati, Ohio 45227
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Onl Afull line of products,our
y experienced people,and a
B range of services.

General Electric
ing in the innovative features of i

h - line of appliances, a GE kitche
as eve lng this is designed to impress ever

° spective customer who sees it.
ittakestomakea e
of The New Naturals™ from Ge

. - o Electric. It is a kitchen calculat
kltChen llke thls turn lookers into buyers or tenant:
It takes a lot to put it together.

OSSible tothatend, GE has a lot to offer y
° appliances. People. And services.
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tionwide Staff of Contract Sales
psentatives. Our local GE repre-
tive knows your market. He co-
ates and expedites our total
er programto meet your particular
5. You can reach him through your
GE Major Appliance Distributor.

Time Delivery. CE has 9 factories,
onal distribution centers and over
rehouses throughout the country
your appliances to you when and
b you need them. Our Contract
ter keeps track of your order and
es your delivery requirements to
them in phase with your project.

3. Technical and Merchandising Assis-
tance. If youneed it, GE's specialists will
work with yourengineers and architects
to help with your heating and cooling
needs. And our merchandising people
can help develop programs to meet
your sales or rental objectives.

4. Kitchen and Laundry Design. Our
specialistsare prepared to analyze your
plan and suggest kitchen and laundry
ideas based on your budget and space
requirements.

5. Customer Care® Service. This means
we have our own Factory Service Cen-
ters covering over 800 cities, and, in
addition, there are more than 5,000
franchised servicers throughout the 48
contiguous states, Hawaii and D.C.
Many are listed in the Yellow Pages.

Over 25 years of consistent
service 10 builders.

GENERAL @D ELECTRIC

Circle 5 on reader service card
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Our latex and alkyd systems save hours for you,
years for your customers.

Today's elegant suburban worlds revolve around
cluster structures of warm, “natural” combinations
of varied wood and masonry textures.

This trend brings you profitable new business
— if you keep your costs down. You can. With
Glidden. Three ways:

m Single source convenience. Natural textures
present painter challenges — inside and outside.
One source, Glidden, has every coating you need
to do the whole job. Semi-transparent and
opaque latex stains, latex and alkyd interior and
exterior paints, masonry and metal coatings.

You save your time, and workers' time, with the
right coating (and right price) from nearby-Glidden.

6 H&H/housing 10/77

m Technical service backup. When you run into
problems you haven't faced before, call on
Glidden technicians who have faced and solved
them.

m Free color styling and decorator help. From
professionals of the Glidden Color Studio. Puts
the “icing” on your bid to help sell the job.

Tell us about the job you're

after. We'll tell you how we can @
help you get it.

For your Glidden Representative,

call the SWEETS BUYLINE.
555 GLIDDEN COATINGS & RESINS
ARCHITECTURAL & MAINTENANCE
SCM CORPORATION, CLEVELAND, OHIO 44115

Circle 6 on reader service card
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EDITORS’ PAGE

Ask not for whom
the bell tolls

Southern California, the bellwether of the housing market, is
flashing a warning that builders all over the country ignore at their
peril.

Until a few months ago, California buyers were standing in line
for hours just to draw a lottery ticket that would give them the
right to buy a new home.

The used-house market was equally hot. Put a home on
multiple listing at nine o’clock Monday morning, and unless it
was a real dog it was gone by eleven.

Everyone knows by now that the new-home market in South-
ern California has slowed alarmingly. But not everyone knows
that the used-home market has also declined. That same multiple
listing is likely to be on the market for three months, not three
hours. And still fewer people appreciate the degree to which new
and used-home sales are linked.

In this time of rapid inflation, the housing market operates like
arow of dominoes. The man who buys a $100,000 house is usually
able to do so not because he has a big income or a healthy savings
account, but because he has just sold for $75,000 a home that
originally cost him $35,000. He has a huge chunk of equity cash.
Likewise, the man who bought the $75,000 home did it because he
got $50,000 for a little ranch for which he paid $29,990 eight years
ago. And so on down the line.

But for those dominoes to start falling, there has to be an initial
push. The push comes from the first-time buyer who enters the
market with no equity. If he can’t buy, all the rest of the dominoes
stay standing.

That’s what’s beginning to happen now. Prices have been
forced so high in some markets that there’s nothing the first-time
buyer can afford. So no one is providing the first push.

What that warning light from Southern California is saying,
then, is that every builder has a stake in low-priced housing,
whether he builds it or not.

You may be a single-family builder with no intention of ever
going near the condo-apartment market. But if you help over-
come local resistance to condo apartments, you are creating
future buyers for your own houses. As a builder in the $70,000
range, you may have no interest in increasing permissible densi-
ties. But in supporting the increase, you will help the builders
who are sweating to stay in the under-$30,000 range, and so give
that first domino a push.

Housing has never been particularly successful in the battle to
hold down costs. That is partly because the fighting takes place
on so many different fronts—land, financing, government regula-
tion, labor, materials, etc. But it’s also due to a less than unified
effort within the industry. As long as there have been enough
buyers for high-priced housing, too few builders have felt the
need for an all-out war on costs.

It should be clear now that it’s everybody's war.

—M.C.H. Jr.

H&H/housing 10/77 7




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 moistare 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,

Vapor barriers of 1.0 perm or less—here . e, ;
apor barriers of 1.0 perm orles = chimneys, and other critical locations.

in walls, and in ceilings and floors, and as
Ll yund cover in crawl spaces.
Air-handling ducts in nonconditioned
areas insulated to improve overall

Double glazed windows, or single glazed hormerd
energy efficiency.

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

) ) ) A Heating and cooling equipment
Perimeter insulation for slab-on-grade sized correctly, carefully matched
construction (placed along edges before to requirements of home.

slab is poured)—helps keep floors and

walls warmer.,

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 significantly 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.

8 H&H/housing 10/77




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.

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 9 on reader service card

3 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.

FIBERGLAS

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 fgl:130{€iFA8 —

H&H/housing 10/77 9




WASHINGTON

U.S. may end housing subsidie

Carter considers shifting HUD’s $5-billion-a-year programs to HEW

Will Jimmy Carter gut HUD's $5-
billion-a-year housing-subsidy pro-
grams next January?

Housing lobbyists and executives
at the offices of the Department of
Housing and Urban Development
still can’t be sure.

The housing partisans—in and out
of government—won a skirmish in
August when they managed to
exclude from Carter’s welfare mes-
sage any mention of ‘‘folding in’” or
**cashing out” the subsidy schemes.

A setback then for the housing
industry would have meant that Car-
ter would have proposed a reduction
of funds for building new housing for
low-income families and a cutback in
rent payments on apartments for
poor families. The savings would
have been disbursed to all welfare
families so that they could pay for
their own shelter.

A warning note. Carter’s welfare
proposal to Congress and his pro-
nouncements show, however, that he
is still listening more to the Office of
Management and Budget than he is to
Housing Secretary Patricia Harris
and the housing industry’s Washing-
ton lobbyists.

Neither the President nor Welfare
Secretary Joe Califano mentioned it
in their welfare news conferences at
Plains, Ga., but there was this
chilling—for the housing industry—
footnote to the White House welfare
fact sheet:

HEW's Califano
He’s for
‘cashing out’

‘“‘Any final decisions regarding
housing subsidies and their relation-
ship to cash assistance have been
deferred until the fiscal '79 budget
process.”’

In fact, the fiscal 1979 budget proc-
ess was under way when Carter
submitted his welfare proposals. This
meant that the decision on the hous-
ing subsidy program had been merely
delayed.

Too much to too few. Just before
submitting his welfare proposals,
Carter indicated that the enormous
cost of housing subsidies—and the
fact that only a tiny percentage of the
poor benefit from them—is very
much on his mind. During his visit to
Yazoo, Miss., in July, he asked
rhetorically:

“*With the limited amount of
money available for housing, how (do
we) make sure we don’t spend too
much on very expensive homes for
just a few people when many more

ES
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hundreds of thousands of America
citizens do without housing subsidie
at all?”

And in a black radio network inter:
view at about the same time he aske
in even sharper tones:

**Should you provide very nic
homes for a few families in our coun
try or should you give many poo
people additional income so that th
average quality of their housin
should be improved for millions o
people? . . . This is a matter that wil
have to be addressed, I would say, i
the next 12 months.”

NAHB vs oMB. This issue of equa

treatment for equally-deserving poo
is still very much alive at the Office o!
Management and Budget. Officials of
the National Association of Home
Builders found that out during a ses
sion there with Budget Director Be
Lance.

The Budget Office’s idea is to trea
housing subsidies, which average
about $150 per month per family, as
part of welfare income. A family’s
monthly welfare check could be re-
duced by part of that amount. If this
should happen, NAHB officials say,
welfare families would move out o
subsidized housing, making it more
difficult to find private investors for
such projects.

Politics. The battle over the $5 bil
lion a year in subsidies caught Wash-
ington’s housing lobbyists unawares
They were quick to criticize the
oBM’s plan as a shocking surrende
by the Carter administration to the
Nixon-Ford housing policies.

Only political considerations ha
kept the Republican White Hous
from adopting the housing-allowance
proposals of Housing Secretary (an
later Budget Director) James Lynn.
His argument was precisely that
being advanced by Secretary
Califano and by the Budget Office]
experts working for Carter’s banke
friend from Georgia, Bert Lance.
Their main points are that housing
subsidies are costly, that only a tiny
percentage of the eligible families
benefit, and the programs would be
better for both the taxpayer who
foots the bills and the poor families
who get the welfare checks if—
instead of building special housing for
the poor families to live in—the poor




were given a monthly income suffi-
cient for them to find housing in the
private market.

Subsidies: $177 billion. The Budget
Office’s experts set out their view
this way in an option paper sent to
Carter in July:

® The HUD programs ‘‘are another
potential source of funds for the new
welfare program, since they provide
significant in-kind subsidies to a por-
tion of the welfare population.

® “‘In 1978 it will cost HUD $4.9 bil-
lion to subsidize rental payments for
the 2.7 million households expected
to reside in federally assisted hous-
ing. And in 1978, HUD will make new
subsidy commitments on behalf of an
additional 400,000 households. These

new commitments will obligate the

federal government to provide sub-
sidy payments of up to $32 billion
over the terms of the contracts [15-40
years], bringing HUD’s unliquidated
contractual obligations under these
programs to $177 billion.”’

Help for only one in 13. The omB
says that 27.5 million households are
eligible for housing subsidies, but
only 9.7 million are expected to qual-

THE FEW OR THE MANY

“ﬂnbodequuﬂonls. should you provide very
a few families in our country or should you give many
additional income so that the average f
should be improved for millions of people.

President Carter

in interview with National Black Network

ify for cash payments under the Car-
ter welfare reform plan. And, the
oMB notes, ‘‘only 5.4 million house-
holds live in dwellings that are
deemed to be substandard because of
inadequate plumbing or overcrowd-
ing.

“Of those eligible, only 8% now
receive housing subsidies,”’ the oMB
says, and ‘‘of those households earn-
ing less than $6,000 [the poverty line
for a family of four is $5,850], one out
of 13 receives benefits under the sub-
sidy program.”’

The Budget Office notes that
families in subsidized housing cannot
be charged more than 25% of their
income as rent—while 85% of the
poverty-level renters outside the sub-
sidy programs pay more than one-
fourth of their income as rent.”’ This
means that families in subsidized
housing ‘‘have more money to spend
on goods and services other than
housing.”’

Housing supply. The oMB agrees
with Housing Secretary Pat Harris
and the NAHB that ‘‘there does not
now exist an adequate supply of de-
cent housing to meet the needs of all

July 18

households.”” But the Budget Office
believes that the long-run decline in
occupied, substandard housing
“provides convincing evidence that
housing deprivation is caused by in-
adequate income, rather than by the
housing industry’s inability to pro-
duce enough housing, and can be
overcome by raising incomes for the
housing poor.”

To show that the private market
does more than public programs to
improve the quality of the housing
stock, the oMB says that in the 20
years following 1950, ‘‘federally sub-
sidized production accounted for less
than 3% of the increase in housing,
but the number of [substandard ] units
fell by 75%.”

HUD’s defense. Regardless of the
oMB's stand, Mrs. Harris argues that
the subsidy programs are needed for
neighborhood preservation and other
purposes, and that dropping them
would reduce the supply of standard
housing for low-income families and
raise rents for all families. _

—Don Loowmis
McGraw-Hill World News,
Washington

Proxmire and the case for housing subsidies

Shifting housing subsidies to welfare
cash payments is a loser ‘‘on every
count,” says Senator William Prox-
mire (D., Wis.).

The Califano-OMB proposal
“‘means less housing, higher rents,
fewer jobs and an increase in slums
and blight.”

Proxmire is the housing industry’s
most powerful spokesman in Con-
gress. He is chairman of the Senate
Banking, Housing and Urban Affairs
Committee and the appropriations
subcommittee on the housing budget.

‘Disaster.” “‘Shifting funds from
housing-construction programs to a
housing allowance or housing welfare
program would be a disaster,”’ Prox-
mire said.

“*First of all, it means far fewer jobs
in housing construction. Each house
provides about 1.8 to 2.0 man-years of
work. Therefore, if we meet present

Senate’s Proxmire
\Higher rents, fewer jobs’

housing goals by building 600,000
units of assisted housing a year, we
provide over a million jobs as well as
decent housing for people who cannot
otherwise afford it.”

Rents. ‘‘Second.”” Proxmire con-
tended, *‘taking housing construction
funds and redistributing them to a
very large number of welfare recip-
ients will raise rents instead of induc-
ing new housing production.

“The small additional income to
millions of welfare families will not be
sufficient to induce builders to build.™

Chairman Proxmire’s Senate Bank-
ing Committee held hearings last
month on whether housing programs
should be changed if welfare reforms
are made.

H&H!housnng 10/77 11




MORTGAGING

Where housing programs work—the V.

The government’s best-run, least
troublesome, most scandal-free hous-
ing program is financing new housing
at a level about one-third higher this
fiscal year than last.

For March, April, May and June,
the Veterans Administration
mortgage-guaranty program has set
records—12,000 new houses each
month.

If this level holds, and that seems
likely, the fiscal-year total will be
about 125,000, up from 94,281 in fis-
cal 1976 (September 30). The previ-
ous record year for the va was 1972,
when 105,461 loans were guaranteed.
From 1973 on, the agency’s guaran-
ties have backed more housing starts
than those of the scandal-ridden Fed-
eral Housing Administration.

‘Does everything right.” “‘“The VA is
easy to work with, easy to get ap-
provals from. It’s a very different ball
game [from FHA],”” says Michael
Sumichrast, chief economist for the
NAHB. ‘‘The va does everything
right.”

Because the vaA operation runs so
smoothly, it rarely gets press atten-
tion. That means low visibility in
Washington and across the country.

The va guarantees part of a
mortgage (and makes direct loans in
some rural counties) to war veterans,
including many who are still on active
duty. The guaranty covers either a
new or existing house.

The guaranty can help an admiral
on active duty purchase a $600,000
house, or a veteran in rural America
buy a used house that does not even
have indoor plumbing. The va

doesn’t make such loans itself, but it
guarantees part of the mortgage if an
eligible veteran gets together with a
willing lender.

Mortgage rules. The main features
of VA’s program are these:

e No down payment.

e No ceiling on the maximum
loan.

e A guaranty of only 60% of the
mortgage—and only up to a
maximum exposure for va of
$17,500.

e For every default, reimburse-
ment to the lender in cash, with the
VA taking over and selling the house.

The vaA requires that any new
house conform to the FHA’s minimum
property standards.

But to a veteran who wants to buy
a used house, there is only the broad
standard in the law that says that a
veteran is to be put in the same
buying position as a non-veteran
seeking a house in a particular com-
munity.

Both rich and poor. The va can go
along with a $600,000 loan to an ad-
miral, for example, who has plenty of
cash flow but little cash on hand for a
down payment. The lender willing to
make such a loan would know, of
course, that the va would be good for
a maximum of $17,500 on any loss the
lender might suffer.

The law also allows the vA to in-
sure part of a mortgage for a veteran
to buy a used house with a privy—if
that’s what non-veterans in the same
area are buying—for $4,000 in the
mountains of Appalachia.

If the veteran can find a lender

willing to write a mortgage on such
house, the va will guarantee part o
the loan.

100% loans. The vA requires n
down payment on any loan, agai
assuming the lender is willing to len
the full purchase price. But in a re
cent month, only 56% of the ne
houses that the va helped financ
were actually sold with 100%
mortgages.

The vA's payoff policy is particu-
larly popular with mortgage lenders.
The agency's assistant director for
construction, Lyman T. Miller, ex-
plains that the vA pays off the lender
in cash on 99% of all loans that go to
default. The agency then sells the
property itself—providing the esti-
mated loss on the sale is more than
$17,500.

If the vA would lose more than
$17,500, the agency hands the lender
a check for that amount and the len-
der takes the additional loss.

Future unlimited. In recent years
the va has been acquiring and selling
17,000 or 18,000 properties a year
through default, with an average loss
of about $3,200 per sale in fiscal 1976.
Since the loan-guaranty program
began in 1944, only 3.6% of the
properties have been foreclosed.

Miller sees no end to the boom in
vaA-financed home sales. For one
thing, while the va now has 3.9 mil-
lion mortgage guaranties outstanding,
that leaves about 25 million veterans
still eligible for the loan guaranty.

And—a veteran who has used his
guaranty can get another once his
original loan has been paid. —b. L.

Rio Rancho appeals turned down

Four top executives of Rio Rancho
Estates Inc. and its parent, Amrep
Corp. of New York, have just lost
their first appeal to reverse their con-
victions for land-sale fraud.

The four had been found guilty in
Federal District Court in New York
City [H&H, March]. The U.S. Court
of Appeals for the Second District, in
Manhattan, upheld the verdicts on
August 9 and affirmed the six-month
jail sentences for the four. They are
Howard W. Friedman of Hewlett
Harbor, N.Y., Amrep president;
brother Daniel of Manhattan, vice
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president of both companies; Chester
Carity of New York City, executive
vice president of both companies and
president of ATC Realty of New
York City, an Amrep subsidiary; and
Henry Hoffman of West New York,
N.J.. an Amrep director who held
several posts with both companies.
Convictions. The four were con-
victed, after an 11-week jury trial, of
fraudulently enticing investors into
buying 91,000 acres of semiarid des-
ert in New Mexico. Amrep was
fined $45,000. Judge Charles M.
Metzner, who presided over the Jan-

uary trial, said he would have as-
sessed a bigger fine and longer prison
terms if the government had not al-
lowed similarly charged developers
to settle civil cases without criminal
charges.

In upholding the guilty verdict, the
appellate tribunal, in an opinion writ-
ten by Judge Ellsworth A. Van
Graafeiland, declared that ‘“‘the gov-
ernment introduced substantial evi-
dence, which the jury could believe,
that these [sales] representations
were untrue and known by the defen-
dants to be untrue.”
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All smoke detectors on

the market are not the same.
Honeywell Fire and Smoke
Detectors incorporate quality
onstruction and features that
can make a big difference to you
and your prospects.

o begin with, Honeywell
detectors meet or exceed existing
building codes and approval

body requirements. And with Federal
Housing Authority (FHA) insured
housing requiring fire and smoke
detectors and over 25 states
requiring detectors in new housing,
this broad acceptance makesthe
Honeywell detector ideal to meet

financing requirements on any home.

Homebuyers know and trust the
Honeywell name. Chances are
Honeywell controls have kept them
comfortable and safe most of their

o
10K D{z?‘d&;

lives at home, school and work.

And the Honeywell Fire and

Smoke detector incorporates quality
construction and features which
make a big difference. Like the
calibrator feature for detector

“fine-tuning” and the dual chamber

ionization sensor to automatically
compensate for atmospheric
conditions.

Installation is easy, too. The units
can be either ceiling or wall mounted.
The electric models come with a
mounting plate that fits any standard
outlet box.

So How Do You Benefit?

Honeywell has made a strong
commitment to back the Fire and
Smoke Detectors with an aggressive
national advertising program.

So if you feature Honeywell
detectorsin your homes, the national

Circle 13 on reader service card

We should be
hanging in your
model homes

advertising support will be helping
you sell your homes.

But the Honeywell support doesn’t
stop there. A complete package of
merchandising materials has

been developed on the Fire and
Smoke Detector, the Fuel Saver
Thermostat and the Electronic Air
Cleaner to help you effectively
feature each device in your model
homes. Suggested radio scripts and
newspaper ads have also been
developed to help you promote
these unique features to your

home prospects.

It's all spelled out for you in our
new builder brochure, yours for the
asking. Write us today. Honeywell,
Honeywell Plaza, MN12-2118,
Minneapolis, Minnesota 55408.

Honeywell
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Uncle will now chaperone Ginnie Mae

NUMBER OF CONTRACTS - IN THOUSANDS
w
i

e

The Securities and Exchange Com-
mission has stepped in for the first
time to regulate the high-flying mar-
ket in Ginnie Mae securities.

The commission has filed suit in
Federal Court in Miami against a
Florida dealer for using illegal
methods in selling $400 million worth
of the securities issued by the Gov-
ernment National Mortgage Assn.,
popularly known as Ginnie Mae, be-
tween August 17, 1976 and May 1977
when the firm closed.

The suit named Winters Govern-
ment Securities Inc., the dealer, and
its parent, Winters & Co. It also
named Kenneth B. Winters and Paul
E. Van Dusen, president and execu-
tive vice president of both, along with
two vice presidents and three sales-
men.

The two vice presidents and two of
the salesmen consented to an injunc-
tion barring them from future viola-
tions and agreed to certain other
penalties. The charges remained
pending against all others, although
Winters himself denied all contention
of wrongdoing.

More to come. The action against
the Winters organization is the
forerunner of similar actions against
other dealers, government sources
say. New Ginnie Mae issues totaling
$13.7 billion were sold last year, and
estimates of the trading of Ginnie Mae
securities in the secondary market
range up to $100 billion a year.

Ginnie Maes are bought for future
delivery by large investors, who

Yield Spreads (B.P.) GNMA Pass Through vs.

GNMA 15Yr. New Long Long Conv.
Yield U.S.Gov't* AAAUtI. U.S.Gov't. Mtge.’

1976 Approx. Range — - -33—+10 +25—+53 -94— -29
1977 (8 Mos.) Max. 8.23% +76 +12 +47 -58
Min. .77 +62 -14 +31 _-94
Avg. — +68 —2 +38 — 7B
June 30 8.05 +68 +5 +40 -94
August 12 8.22 +69 +7 +44 -72
September 2 8.14 +81 +19 +50 -75

*Data only available since June.

+ GNMA yields vs. FNMA auction avg. both on mortgage yield basis. All other spreads shown

use GNMA rates on bond equivalent basis.

The investor rush into Ginnie Mae pass-
through securities traces in large part to
the yield advantage.

Salomon Brothers, the New York City
investment banking house, points out in
its September 9 newsletter that the Gin-
nie Mae yield spread over other bond-
market instruments widened in August
to some of the broadest margins in re-

cent years. Salomon Brothers predicted
that, with the prospect of further in-
creases in mortgage financing, the
spread would widen further.

The Salomon Brothers table shows
that the 94 basis point advantage of
conventional mortgages over GNMA
pass-throughs in June had been re-
duced to 75 points in September.

speculate on a higher price when de-
livery day arrives. The Winters firm
ran into financial troubles when cus-
tomers failed to pay for about $6
million worth of securities they had
bought through the company.

‘Boiler room.” The sec charged the
firm with using ‘‘boiler-room’’ tech-
niques, ‘‘misrepresentations and

[ bmzibm’cz IN GINNIE MAE FUTURES -TOTAL VOLUME
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omissions of material facts,”” charg-
ing and paying ‘‘unfair prices not
reasonably related to the current pre-
vailing market prices’’ for GNMA se-
curities, and other practices amount-
ing to “*a fraud and deceit’’ on buyers
and prospective buyers.

The commission said rural banks.
savings and loan associations and
credit unions were the primary
clients of Winters. It also said Win-
ters earned $1.7 million in commis-
sions last December alone and that 10
of the firm’s 30 salesmen had in-
comes of more than $40,000 a month.

The issues. The securities involved
are issued with a par value of $1
million and are backed by a pool of
government-insured mortgages on
single-family homes. The Winters
firm was charged with selling the
securities at prices ranging from
$1.250 to $5,000 or more above the
prevailing price in the market at the
time, and paying other customers
from $1,250 to $5,000 less than the
market price in making purchases
from them.

The sec was careful to say that
there was nothing wrong with the
Ginnie Mae securities.
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DELTA WASHERLESS FAUCETS.
An appealing touch people recognize.

\VWhen Dropccts visit a home or cond lum
turing Delta Faucets, they inch a little closer to
buying Becduse they recognize the distinctive styling

omin fea- will be seeing this story throughout the year. On
network television. In consumer magazines. And

with sales promotion and publicity. It's additional

that sets Delta apart from all other Kitchen faucets.
They r’r' Dii“ WOrks as good as it |IOOKS,

oW

rate can be set with one simple m -n./eme'"t.
The Delta Faucet story is an appealing
one to every home owner. And millions 48

evidence that
install.

>

e

Delta

is the faucet to specify and

e ™

Home buyers recognize Delta's exclusive ball
handle as a sign of Kitchen glamour—and Caﬁ» 4
venience. The handle turns easily on and O DELTA&DELEX
with a flick of the wrist or a nudge r rre
elbow. The desired water temperature and flow

FAUCETS

19
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thanks to its patented rotating ball valve that does To see the full line of Delta and Delex Faucets
away with w AL’“e S :r“(e and for all. And to you, for Kitchen, bath and mvator‘y. write for our free
that means elimination ':‘f y ;ya_ backs that literature TRELE

~ + 4 face ~ N \Aw/achare a— —
faucets with old-fashioned com p ression washers - .
often create il e

No woshers No wosher womes




Rigid vinyl sheath doesn’t rt
chip, blister or peel.

Look at all that Andersen® Perma-Shield® Casement
and Awning Windows in Terratone can bring to your
residential, commercial, and institutional buildings.
There’s so much, it makes you wonder: Could this be the

perfect window? COl
For more details, see Sweet’s, File 8P, or call your Or.
Andersen Dealer or Distributor. He’s in the Yellow Pages We call this rich, inv

under “Windows.” Or write us direct.

The beautiful way to save fuel ™

Anderseri Windowalls

ANDERSEN CORPORATION BAYPORT, MINNESOTA 55003

Y

Fuel savings.

Three ways: vinyl-clad wood core, optional double-pane
insulating glass and close-fitting tolerances.

Natural cooling.

No need to rely 1009, on ai
conditioning. Windows open
to capture passing breezes.

tone color Terratone. It’s
natural hue that blends b
with wood, brick, stone,
almost any building material.
(Also available in white.)

Printing limitations prohibit exact color duplication. Use actual sample for building specification




OULD THIS BE
E PERFECT WINDOW?

Jouble-pane insulating glass.

ug-fitting Andersen Windows with double-pane
sulating glass can reduce conducted heat loss by at least
7, compared to single-glazed windows without storms.

Inside beauty.

Wood trim can be stained or
painted to complement any decor.

Snug-fitting design.
Perma-Shield Casement and Awning
Windows in Terratone color are two
times more weathertight than industry
air-infiltration standards. To help

seal out drafts and dust,and help save
on heating and cooling costs.
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Housing boom spreads over U.S.

The rest of the country is catching up
to California.

The Midwest, South, the Mountain
region and Pacific Northwest will all
have record single-family production
this year along with California.

Of the half-dozen hottest single-
family markets on a per capita basis,
only two now are in California.

This pattern bodes well for a sec-
ond half of housing activity even
stronger than the first and for a 1977
total of 2 million starts or better.

And there is enough backlog of
demand to support an equally good
year in 1978, though a shortage of lots
and a lack of water loom as future
problems in some markets.

These are findings of Advance
Mortgage Corporation’s current
quarterly survey, “*U.S. Housing
Markets,”” which compares housing
trends in 17 major markets and the
U.S. Advance Mortgage, with head-
quarters in Detroit, is a subsidiary of
Citicorp of New York City.

Let-up in California. ‘**The boom is
no longer as lopsided regionally as last
year or even this spring,’’ says
Robert J. Mylod, president of Ad-
vance.

““The once-feverish demand in
California has been subdued to
merely very strong. At the same
time, single-family demand is still ris-
ing in most of the other markets we
survey, especially in the Midwest and
Mountain regions. It is in balance
with sales at a high level in the
Southern markets.

“*Not just in California but in a
dozen major markets from Washing-
ton, D.C., to Seattle, good tracts in
moderate price ranges sell out in
three months or less, often before
models can be roofed in or literature
printed.”

Tops in single family. The hottest
single-family markets in the first half
were, in order of rank: Riverside-San
Bernardino, Phoenix, Houston, Den-
ver, San Diego and Seattle.

Markets that should set new
single-family records this year in-
clude this group plus Minneapolis-St.
Paul.

Single-family starts rose from an
annual rate of 1,394,000 nationwide
in the first quarter to 1,450,000 in the
second. "*U.S. Housing Markets™
projects a rate of at least 1,500,000

over the next two quarters.
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A pickup in apartment starts. espe-
cially in the federally-subsidized
sector, is expected to raise the
second-half rate of total starts to
2 million-plus, compared to the
1,905,000 of the first half.

“The leveling off in California,”
Mylod points out, *‘does not reflect
any great change in basic demand.
Homes over $100,000 now require
harder selling, but there are still
campouts, lotteries and auctions at
many new tracts in the lower price
ranges. The significant difference is
that much—not all—of the specula-
tive component has been squeezed
out of the market.”

Strong condo sales. This year’s
market is also moving into a better
balance between sectors. the Ad-
vance survey notes. Some 30% of the
second-half starts should be multi-
family, the highest ratio since 1974,
though still far short of the 38% aver-
age of the past decade.

Condos are selling well again, even
in resale. (Except in Philadelphia and
Atlanta; their inventories are several
years away from cleanup.) Inven-
tories in several markets are close to
zero. Conversions are resuming on a
massive scale—Houston projects
13,000 this year. Almost every mar-
ket has some new projects and in
Chicago. Texas and California the
numbers are significant.

Rehab is becoming a significant
sector in many markets. It is the only
bright spot in Boston, where blocks
of century-old housing on Skid Row
are being turned into units selling for
$60,000.

The trend in New York City is
even more significant. Space that is
no longer viable for commercial use
is being converted to housing, and
often to more exciting units than those
available in standard apartments.
There are now so many conversions
of loft buildings in progress in New
York City that the depressed market
is beginning to tighten up.

Big gainers. There has been espe-
cially strong upturns this year in the
Dallas apartment market, running
double last year’s first half, and in all
sectors of the Phoenix market, which
will approximately double last year's
total. The Phoenix trend appears to
be only beginning. Offerings of indi-
vidual lots, in which buyers must
commit to build within one or two

years, are sold out in an afternoon.

Only a couple of major markets a
building at rates that appear to b
unsustainable. In Houston, multifa
ily permits increased to an annud
rate of 40,000 in the second quarte
compared to an absorption rate a
20,000. San Diego is another Califo
nia market that, along with Sar
Bernardino, has not leveled ofl
Moratoriums covering 25% of it
buildable land still heat it up.

Fewer lots. ‘*The major concerns i
next year's market and in what re
mains of this year’s,”” say Mylod
“‘relate not to demand but td
shortages and costs.

“‘Lots are scarce and increasingl
expensive in all but a few markets
Some have appreciated 25% in 4§
year. In the larger markets few good
lots are available under $18,000, al
most compelling a $70,000 home. I
Chicago, single-family lots commang
the same prices as multifamily land.

“*Only Denver and San Diego hav{
restrictions which affect the supply o
buildable land. The explanation
rather, is that land developers could
not foresee the current sales pace and
that environmental requirements, es
pecially severe in California, havg
lengthened the lead time for new de
velopment to as much as 18 months
even two years.”’

Court orders kids
admitted to condos

In a move that could, in the long run
affect the future of adult retiremen
communities, a Florida appeals cou
has ruled that it is unconstitutiona
for a Fort Lauderdale condo to pro
hibit children from living at the com
plex.

In its August 18 ruling, the Fourt
District Court of Appeals in Wes
Palm Beach overturned a lower cou
decision. The appellate court’s opin
ion stated that barring young childre
from condos *‘is an unconstitutiona
violation of the rights to marry and
procreate.”’

The ruling involved the White
Egret Condominium Inc., which tried
to bar a West Virginia physician and
his 12-year-old son from the com
plex. The condominium company’s
attorney, Joseph Hubert, says he will
appeal to the Florida Supreme Court.



MERILLAT INDUSTRIES,

INC., Adrian, Michigan 49221
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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
so 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




The Windows Specified
By Builders And Architects

Don E. Ahone, Chairman of the Board
and Earl Hunt, president of Sterling
Custom Homes Corporation, in Fond
du Lac, Wisconsin, know their win-
dows. They know which windows look

R.0.W Sales Co.

1303-23 Academy Ave.
Ferndale, Mich. 48220

best and which continue to work best.
They are totally familiar with the fuel
wasters and the fuel savers. That's why
they choose R.O.W top-quality wood
windows.
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vear after year, demand for
inyl siding grows higher and higher.

n 9 years, demand for vinyl siding has increased snugly, help prevent heat loss and minimize
ourfold. Share of market has almost doubled. condensation.

More and more homeowners recognize that In short, vinyl siding, windows, shutters, gutters,
vilding products made with our Geon" vinyl are downspouts and other products help give home-
ot only beautiful, but also live a long, virtually owners more reasons to buy. Preference for vinyl
arefree life. They are very, very tough. gets higher every year.

They won't warp, rot, peel or g For information about building

products made of Geon vinyl,
contact The BFGoodrich
Company, Chemical
Division, Dept. H-38,
6100 Oak Tree Blvd.,
Cleveland,OH44131.

bsorb moisture. Vinyl prod- / \
cts won't rust or corrode.
on't need painting. /
Also, vinyl clad (
indows and weather 4
tripping fit

BFGoodrich

Chemical Division
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ENVIRONMENT

Developers win a round in Florida Key

The First District Court of Appeal in
Tallahassee has ruled that the Florida
cabinet had no constitutional author-
ity to impose strict building and de-
velopment controls on the Florida
Keys after designating the 100-mile
island chain an area of critical con-

cern.
The main impact of the cabinet ac-

tion was to halt land-development
projects aimed to attract trailer-court
operators and lot buyers. Dredging
and filling also came to a stop, but
there has been some single-family
construction. Isolated low-rise
apartments have been abuilding, al-
though there is still a market over-
hang of 1,000 or more condominium
apartments and some uncompleted
mid-rise apartments in the Keys.

Key West’s plaint. In Key West,
the big complaint is that the cabinet
action halted the growth of the city.
Horatio Castillo, president of the
Key West Chamber of Commerce
and owner of an auto parts store,
says the only construction work in
town is on restoration of old houses
being bought by newcomers.

Businessmen in Key West have
hopes of creating a commercial port
when the navy moves out and sur-
rounding it with light industry. ““To
do that,”” says Castillo, ‘*we will need
reasonably priced housing for a labor
force. But this business of critical
concern has made it impossible to do
any developing down here.”’

In the first legal test of the 1972
Florida Environmental Land and
Water Management Act, the court
found the legislation to be too vague.
The act sets no specific standards for
areas of critical concern or for estab-
lishing controls, the court said.

The governor and the elective
cabinet declared the Keys a critical
environmental problem in 1975 be-
cause the Monroe County Commis-
sion refused to adopt effective curbs
on zoning and dredging or to set
preservation planning standards. The
commission then had to hire a con-
sulting firm to draft such ordinances,
and they were enacted and approved
by the state cabinet.

The lawsuit. Business groups. de-
velopers and the City of Key West
sued to void the state’s action.

The court held that the state has a
right to control development in such
endangered areas, but only under ap-
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Scenic Florida Keys stretch 100 miles southwest from Homestead to Key West. Appeal
court in Tallahassee has ruled that development curbs were illegal.

propriate legislative guidelines. The
court rejected Key West’s contention
that the ELM Act usurps local govern-
ment’s authority over its own de-
velopment.

The Tallahassee court. with a very
conservative record, praised the
cabinet for its sensitivity and its spar-
ing use of the ELM Act. But the court
said the legislature had failed to enact
sufficient standards to guide and re-
strict the cabinet in making decisions.

Plan for appeal. James Whisenand.
an assistant in the attorney general’s
office. said an appeal would be taken
immediately to the Florida Supreme
Court, postponing effect of the deci-

sion. He also noted that if the Su
preme Court upholds the decision
there will be nothing the state can d
to keep the Monroe commission fro

disestablishing the zoning and plan
ning ordinances.

Larry Rogers, executive directo
of the Key West Chamber of Com
merce, was delighted with the out
come.

“*Home rule is still the law,” he
said. "Now we can make our ow
rules and regulations. We wan
growth to be controlled. but we don’
need the state to do it.”

—FRED SHERMA

McGraw-Hill World News, Miam

Plane crash kills mobile home official

Henry D. George, 50, chairman and
chief executive of Champion Home
Builders Co., was killed September
8 when his Lear jet crashed after tak-
ing off from the Sanford airport in
North Carolina.

The plane carried four others. all
killed in the crash: George's wife
Effie, Philip Nestor Jr., a Champion
executive and pilot, and Jimmy Tay-
lor, also a company pilot.

The jet. which George owned
personally, was returning the pas-
sengers to Champion’s headquarters
in Dryden, Mich. They had been on
a business trip to two Champion
plants in Lillington, N. C.

Joe Morris. Champion’s president.
said: ““The loss of Henry George is
very painful for all of us at

Champion. He was much loved an
thoroughly respected throughout ou
company. In the last few months h
mapped out a complete strategy an
broad plans. already well imple
mented, to improve the performanc
and results of our company.”

Champion manufactures mobil
homes and recreational vehicles. I
lost $3.78 million on revenues o
$278 million in the fiscal year ende
February 25; it had lost $3.39 mil
lion of $210 million in revenues th
previous year.

The company reported earnings 0!
$405,000 on revenues of $91 millio
for its May quarter. That compare
with earnings of $1.3 million on sale
of $87 million in the same quarte
a year earlier.
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“lloved the kil:céﬁen,
so we had to have the house.”

You hear it over and over
en you install Long-Bell®
inets. Because when you
pture a woman's imagination,
've gone a long way toward
king the sale.
Our new moderately-priced
ngrain Oak cabinet can do
at with quality, value and the
nveniences that a woman

Please send me information on
Sungrain Oak and the three new
Long-Bell styles.

Please have a representative call.

| planto build C0-100 C100-250

Over 250 units next year.
| ama O Builder O Developer
| Other

can really appreciate. And with
European styling in the color of
the sun that a woman can
really love.

Sungrain Oak is only one of
four new Long-Bell cabinets
that you should know about for
your new homes or remodeling
projects, because they're

you might expect. And they
come completely assembled
and pre-finished for fast, easy
installation from carton onto
wall.

Why wait? Send for our
descriptive literature now. Let
Long-Bell cabinets help sell
your kitchen...and the whole

priced more competitively than house.
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PEOPLE

Cold wind still blows at Irvine

With President Peter Kremer’s en-
trance and ex-President Raymond
Watson’s departure, the winds of
change riffle the Irvine Company’s
extensive executive roster.

Irvine's Gfeller . . .
Residential head resigns

Douglas Gfeller, vice president in
charge of Irvine’s residential divi-
sion, resigns. He had succeeded
Frank Hughes in the post last May.
Hughes, currently president of the

And Hughes . . .
Absorbs his old job

Irvine Pacific Development Co., an
Irvine division also based in Newport
Beach, Calif., takes over Gfeller’s
duties. Gerald L. Rewers, promoted
from director of operations to vice
president of administration for Irvine
Pacific last April, bows out. His re-
placement is the former Irvine Pacific
project manager, Warren James.

And Agid
Sits on the fence

Fence-sitters still populate the Ir-
vine executive suite. Prominent
among them is Kenneth Agid, Irvine
Pacific’s vice president of sales and
marketing. Agid was moved side-
ways from his former post—associate
director of the parent’s residential
division—last March. He now says
he expects a decision ‘‘one way or
the other in two or three weeks.”

Other moves are reportedly in the
wind.
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In Denver, meanwhile, William H.
Tucker becomes president and chief
operating officer of Wood Bros.
Homes. Chairman J. D. Wood had
taken over the presidency on the
death of his brother Floyd in April
1976. Tucker has been executive vice
president for a year. Wood Bros. is a
subsidiary of City Investing Co. of
New York City.

In Lakewood, N.J., Malcolm D.
Gropper becomes president of Lei-
sure Technology Corporation’s new
asset-management division. Gropper
had been vice president of finance.
Alan A. Cook 2d takes over another
new post as vice president of the
company’s marketing services group.
Cook has been director of marketing
research at United Trust Companies
of Summit, N.J.

Donald D. McGee, a Xerox mar-
keteer, joins Deltona Corp. of Miami
as vice president of shelter sales.

Frank Vasti is made a vice presi-
dent of Trafalgar Developers of
Florida Inc. He was director of oper-
ations for The Plantation, a single-
family Trafalgar development in
Tampa. Trafalgar is a subsidiary of
General Electric Real Estate Credit
Corp. of Stamford, Conn.

Richard A. Sullivan fills a vacanc
as president of Page Corp., U.S
Home’s subsidiary in Washington
D.C. He had been executive vic
president. Ronald I. Garshag, di
rector of marketing, became a Pag
vice president.

Lee Montgomery, a former real es
tate consultant in Europe, is ap
pointed director of marketing a
Rossmoor Illinois Development Co.
of Woodridge, Ill., a division o
Rossmoor Corp. of Laguna Hills,
Calif.

Also in the Midwest, Jack Piper i
named general sales manager for
Scholz Homes Inc. of Toledo, Ohio.

ASSOCIATIONS: The U.S. League
of Savings Associations adds Alan B.
Wade to its Washington public affairs
staff. Wade was a public affairs of-
ficer with the Office of Management
and Budget and the Treasury Dept.
He’ll assist Jack Wynn.

J. Denis O’Toole, 32, takes the post|
formerly held by Carl Coan Jr. as
NaHB staff vice president and chief
lobbyist in Washington. Coan left to
practice law. His clients include the
National Housing Conference headed

by Leon Weiner [H&H, Aug.].

BRIEFS

The portable mortgage takes
shape. A new company promises
that it will soon arrange a home
loan in any distant city for a trans-
feree selling his house in his own
hometown. The service will be
offered by Gallery of Homes Ser-
vice Corp., newly organized as the
mortgage arm of Gallery of
Homes, a network of 1,100 Real-
tors with headquarters in Atlanta.

A $143-million contract to build
600 housing units in Jiddah, in
Saudi Arabia, is won by France's
Thinet & Cie, a subsidiary of
Societe Generale d’Entreprises of
Paris, in association with Dumez,
a French public works company.
The Saudis only recently awarded
contracts to build apartment
blocks to two other French
firms—Entreprise Bouygues S.A.

and Société Auxiliare d'Entre-

prise. Those jobs are reportedly
worth over $400 million.

The Adams Ranch is sold in
California. Newhall Land & Farm-
ing of Valencia deeds over the
6,797 agricultural acres near Chico
to Nevis Industries for $10 mil-
lion. The deal will add $4.5 million
to Newhall’s fiscal '78 net. Nevis
is a private farming company in
Yuba, Calif.

Consolidations continue. The
National Home Improvement
Council, which assimilated the
National Remodelers Association
[H&H, Sept.] and became the Na-
tional Home Improvement Assn.,
adds another affiliate—the Ameri-
can Building Contractors Associa-
tion. The addition of ABcA’s 800
members swells NHIA membership

to 3,000.




“We've looked at plastics,
metal, other wood doors.
We think Nord bifolds are

the best on the marke

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
nom md add to their salability.”

are made of Western hemlock because it's inherently st@nger than woods
\nd they're ._”‘mvk»;r han most other bifolds. They measure 138", instead of 178"
e? Interms of basic bending strength, Nord's 138" Western

wce as wowg (91.63%) as -

accordmg to independent NDRD

vawab!e Ipon request.)

..OL‘, :\,S omers can feb\ the d.f ference And in thp MAKES IT BETTER — NATURALLY
long run, Nord's thicker doors hold up petter. In the
modular business, we can't afford call-backs.”

For details, write “bifolds” on your letternead and
mail it to E. A. Nord Company;, Everett, WA 98206.
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COSTS

Lumber price spiral-What to do?

Wholesale prices of key building ma-
terials, led by lumber and insulation,
climbed sharply in August.

Lumber and wood products gen-
erally account for 25% of the costs of a
typical house.

The price increases showed up in
the Labor Department’s price index
for building materials. The steady rise
in prices of those materials has now
become a major concern of the Na-
tional Association of Home Builders.
The NAHB's president, Robert Ar-
quilla, has called for federal action to
halt the price spiral and for ‘‘re-
straint’’ on the part of suppliers. He
has also warned that runaway prices
could slow the production of housing.

“*Some price rollbacks may be in
order,”” he cautioned.

No relief. Lumber was expected to
score even sharper advances in the
September index.

NAHB's Arquill:
‘Rollbacks may
be in order’

DON CARL STEFFEN

Housing Secretary Patricia Harris
warned late in August that lumber
prices had leaped 8% to 16% *‘in the
last three weeks.”” The survey quoted
here was completed August 9 and did
not reflect those additional increases.

Mrs. Harris, who asked the Council
on Wage and Price Stability to look
into the price increases, noted that
lumber prices had increased 12% to
28% and insulation 5% to 15% since
July 1. She said these increases would
raise the costs of new houses by $700
to $1,500. (And an almost-50% higher
wages-benefits package just won by
workers in the Pacific Northwest's
forest products industry should put
even more pressure on lumber
prices.)

‘No shortages.’ Barry Rosengarten,
a New Jersey builder who heads
NAHB’s task force on lumber prices,
briefed the Wage Council’s staff at
Arquilla’s request last month. He told
the Council’s director, Barry Bos-
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Wholesale price indexes for selected
building materials and commodities:

(1967 = 100)
Aug. Aug. July Percent change from
1976 1977 1977 year ago month ago

Prepared paint 175.7 183.9 183.9 4.7 0
Paint materials 195.7 206.8  206.6 5.7 0.1
Lumber 236.2 2864 275.9 21.3 3.8
Millwork 178.2 194.8 192.2 9.3 1.4
Plywood 187.2 219.8 211.9 17.2 3.7
Building paper & board 140.7 162.4 157.8 15.4 29
Hardware 173.3 186.7 186.8 77 (0.1)
Plumbing fixtures &

brass fittings 1779 189.8 1893 6.7 0.3
Heating equipment 159.3 166.0 165.4 4.2 0.4
Fabricated structural

metal products 1954 2102 208.0 7.6 1.1
Construction machinery

& equipment 200.6 2158 2149 7.6 0.4
Floorcoverings 1316 1365 136.1 <~ 0.3
Household appliances 1400 146.2 1454 44 0
Flat glass 1529 161.1 160.0 5.4 0.7
Concrete ingredients 188.9 200.1  199.8 5.9 0.2
Concrete products 1814 1935 1928 6.7 0.4
Structural clay products,

excluding refractories 1649 1845 183.8 11.9 0.4
Refractories 181.2 198.3 197.0 9.4 0.7
Asphalt roofing 2474 2535 253.5 25 0
Gypsum products 155.1 189.8 186.6 22.4 g
Insulation materials 2102 238.7 238.1 13.6 0.3
WPI—all commodities 183.8 1946 1948 5.9 (0.2)
WPIl—industrial

commodities 183.8 196.9 195.8 71 0.6

Source: Dept. of Labor, Bureau of Labor Statistics.

worth, that there is no apparent basis
for the lumber industry’s claims that
demand is raising prices.

“*As far as we can determine,”’
Rosengarten said, ‘‘there are no
shortages of lumber or plywood any-
where. You can get it for a price.”

The August index showed that
lumber and wood product prices had
risen faster than those of any other
industrial goods for the third month in
arow. Lumber was up 3.8% from July
and plywood up 3.7%.

The 3.8% increase for the month
may not have seemed overly impres-
sive, but the August index also
showed that lumber had risen 8.2%
since June—softwood 9.7% and
hardwood 2.4%. Plywood, up 8.5%
from June to August, showed a similar
pattern: softwood up 12.7% and
hardwood 1.3%.

The long-term outlook is more of
the same, at least for hardwood. A
recent Bank of America report says

prices of hardwood imports from Asia|
and the Pacific basin will rise 13% al
year through 1981. At the same time,
the demand in the United States for
luan, luan plywood and mahogany
used in furniture and decorative
house paneling will climb 7% a year—
from last year's 7 million cubic
meters to 10 million in 1981—the
bank says.

Insulation too. Although the
wholesale price of insulation rose only
0.3% from July to August, these mate-
rials climbed 8.2% in the first eight
months of 1977. The August index
showed them up 13.6% in a year.

From a 1967 base of $100,
wholesale lumber has climbed to
$286.40, asphalt roofing to $253.50,
insulation materials to $238.70 and
plywood to $219.80.

And the NAHB’s economics depart-
ment reported in mid-September that
drywall prices had risen six times in
the previous six months.




Specify Jenn-Air.
[herangethat’s as unique
as your kitchen designs.

More and more people are talking about it because they want features like these.
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THERE’S A DISTRIBUTOR OF THE "OVERHEAD DOOR” NEAR YOU.

CONNECTICUT

Danbury, Overhead Door Co. of,
George Potter, Ph. 744-3001
Hartford, Overhead Door Co. of,
Bradford Marks, Ph. 527-0709
Norwalk, Overhead Door Co. of,
Harry Ehrismann, Ph. 838-3020
Norwich, Overhead Door Co. of,
Joe Bubenicek, Ph. 889-3848
INDIANA

Hartford City, Overhead Door Co.
of, Bob Atterson, Ph. 348-2610

Lake-Porter, Overhead Door Co. of,

Gene Carnahan, Ph. 938-1037
KENTUCKY

Lexington, Overhead Door Co. of,
Don Harmon, Ph. 252-6196
MAINE

Bangor, Overhead Door Co. of,
George Adams, Ph. 898-4173
Portland, Overhead Door Co. of,
Maurice True, Ph. 797-6734

MARYLAND

Baltimore, Overhead Door Co. of,
Joseph Gross, Ph. 636-6300
MASSACHUSETTS

Boston, Overhead Door Co. of,
Larry Emery, Ph. 749-6250

Cape Cod, Overhead Door Co. of,
Al Perone, Ph. 394-1206
Danvers, Overhead Door Co. of,
Jim Hardin, Ph. 774-5354

Framingham, Overhead Door Co. of,

Charles E. Leach, Ph. 877-4048
Springfield, Overhead Door Co. of,
Robert Daniele, Ph. 596-3930

MICHIGAN

Detroit, Overhead Door Co. of,
Don Funk, Ph. 937-1480

Grand Rapids, Overhead Door Co.
of, Emerson Lockrow, Ph. 452-3105
Kalamazoo, Overhead Door Co. of,
Don Whitaker, Ph. 381-9570

Sales i
Service
Instaillation

(;‘..J.x‘t"it:..-.,;,

< > A

LOOK FOR THE “"OVERHEAD DOOR”
SERVICE VEHICLE IN YOUR NEIGHBORHOOD.
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We're the ones who revolutionized the garage door business in
1921 when we invented the first sectional garage door that rolled up
and down. We put an end to pushing heavy sliding doors.

And we're revolutionizing the home building business today
with our electric operators and radio control units. They put an
end to the inconvenience of manually lifting a garage door in
the rain or the cold or the dark . . . or even in perfect weather.

Today more and more people are demanding the
convenience and security of electric garage door openers
in the homes they want to buy. We offer four operator
models to suit different budgets and we believe they're
the best in the business. Certainly they're becoming
one of the most wanted appliances a home can have.

All our openers can be controlled by our exclusive
Time-Loc® radio control system that provides
“combination lock” security and eliminates stray
signal interference. That’s the kind of thinking
homebuyers are looking for and the kind of
quality that helps you sell your homes.

And we know you'll like working with us.
We're the only manufacturer of garage doors,
automatic openers and radio controls in the
world. We've got a name you can trust and over
400 distributors to give you fast, reliable service
with a year’'s warranty on materials.

Just give us a call. The “OVERHEAD
DOOR.” Revolutionists then and revolutionists today.

Overhead Door Corporation
P.O. Box 22285, Dallas, Texas 75222 (214) 233-6611

Lansing, Overhead Door Co. of, Kingston, Overhead Door Co. of,
Bob Crist, Ph. 372-6874 Richard Hall, Ph. 336-6363
Baginaw, Overhead Door Co. of, Lockport, Overhead Door Co. of,
Jim Harris, Ph. 753-6122 John Lombardi, Ph. 433-2523
NEW HAMPSHIRE Olean, Overhead Door Co. of,
Manchester, Overhead Door Co. of, Eugene Hickey, Ph. 372-5037
fohn Curtin, Ph. 668-7373 Troy-Pittsfield, Overhead Door Co
NE\Y‘ :}ERSE(Y) TEE of, Ira Moore, Ph. 477-7655

Bouth Jersey, Overhea or Co. of, 7 ~ d D Co. of
Balvatore deBruno, Ph. 692-2840 8;:;;0;—:&?;0:}‘;?: ng?;gté% ca
BRieia, Overhond D e

atavia, Overhead Door Co. of, Canton, Overhead Door Co. of,
fim Woodruff, Ph. 762-9100 Jack Nichols, Ph. 477-6211

Buffalo, Overhead Door Co. of, lev: 0 y
[eorge Dangleis, Ph. 895-9515 éés:slg:ﬁh(e)‘v;;\h%%dlggifo .
Canisteo Valley, Overhead Door Co. ¥ -

pf, Carl Lamphier, Ph. 324-0852 R:ﬁ‘ﬂ‘gﬁ,‘,:_”}ﬁ,’@ﬁﬁ{l g ;0 Al
Imira, Overhead Door Co. of, . %o. of
Raymond Doyle, Ph. 734-1629 IL)‘(,':“ﬁgf e~
ulton, Overhead Door Co. of, Marion, Overhead Door Co. of,
Ron Prior, Ph. 598-3318 Don Kellogg, Ph. 387-1643

PENNSYLVANIA
Harrisburg, Overhead Door Co. of,
C. H. Evens, Jr., Ph. 236-4011

RHODE ISLAND

Providence, Overhead Door Co. of,
James Grace, Ph. 467-3041

VIRGINIA

Richmond, Overhead Door Co. of,
Gus Garber, Ph. 648-3041
Metro-Washington, Overhead Door
Co. of, Dick Ayers, Ph. 550-9323
WEST VIRGINIA

Wheeling, Overhead Door Co. of,
E. J. Streski, Ph. 233-3636
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Insulation shortages slow building

There’s big trouble brewing on this
front as the supply-demand situation
for home insulation continues to
worsen.

The National Association of Home
Builders says that shortages of insu-
lation (along with rising lumber
prices—see story p. 26) pose a
major threat to housing production.

The threat is immediate. Product
shortages have already slowed con-
struction in the booming southern
California market. What’s more,
builders say that conditions aren’t
likely to improve soon.

Demand for these materials is
booming, producers are allocating
sales because production is running
short of demand, and prices are ris-
ing. The NAHB blames the huge de-
mand from homeowners—some 4.8
million of them—who want to reinsu-
late their houses to take advantage of
proposed tax credits.

And this drain on supplies—nearly
3 million existing homes were insulat-
ed in the first half of '77, double
last year's rate—should deepen as
the Carter Administration tries to

meet its goal of reinsulating 36 mil-
lion homes by 1985.

Although insulation accounts for
only 1-1.5% of a new home’s cost,
shortages of this now critical mater-
ial could well disrupt the $80-million
homebuilding industry.

Energy savings. All of this concern
arises at a time when builders, in an
effort to save energy, are using about
100 1bs. more insulation in each new
housing unit—721 Ibs. compared to
624 lbs. a year ago. According to
Owens-Corning Fiberglas, a major
producer, an average home used 500
Ibs. of insulation in 1967. This rose to
700 Ibs. last year and should hit 900
Ibs. by 1980.

Prices are up t00. An NAHB survey
of 200 builders and insulation con-
tractors has found that prices of
loosefill and batt insulation have
jumped 24% and 23% in the last six
months. Nor is the trend easing:
Prices of both types have climbed
13% in the last two months.

Asked about product availability,
more than a third of the firms said
that construction is being held up for

want of insulation, with 45% describ
ing the shortages as serious to acute.

Remedies. The NaHB and the De
partment of Housing, working in tan{
dem, have come up with a series of
proposals to deal with the situation
These include:

Boosting new construction’s allo
cated share of the total insulatio
supply from 70% to 80%, expandin,
production of cellulose-type mate
rials and greater use of foam plasti
products—and less federal emphasi
on reinsulating existing homes. The
also urge speedy government ap
proval of new manufacturing plants.

Despite record production of insu
lation, it’s estimated that present ca-
pacity is at least 30% below demand.

Insulation, in short, is causing a lot
of headaches these days—to makers,
sellers and users. But the Federal
Trade Commission, which has just
launched a massive probe of the in-
dustry’s practices, will probably
create a few more. Also digging into
the insulation business: the Con-
sumer Product Safety Commission.

Stay tuned.

California builders fear new charges

The California legislature has sent to
the governor a bill authorizing local
governments to require from devel-
opers the dedication of land, fees, or
both, for school construction as a
condition to approval of residential
homebuilding.

The legislation gained the approval
of both the State Senate and Assem-
bly over the opposition of the home-
building industry and California Real
Estate Association.

Gov. Edmund G. (Jerry) Brown Jr.
gave no indication on how he would
act on the bill but the general
feeling was that he would sign it.

Final action on the legislation,
SB 201, came in the Senate when its
author, Sen. Jerry Smith, (D., Sara-
toga), won approval of changes made
by the Assembly.

Higher costs. The bill could require
builders to pay new fees and dedicate
more land in their developments to
provide for additional school facili-
ties. Existing law forces subdividers
to dedicate land for schools, but SB
201 would require additional provi-
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sions for elementary or high school
classrooms and for related capital
facilities.

The additional fees or land dedica-
tion would be exacted on a finding
by a school district that proposed
residential development would occur
in an overcrowded school area.

**Adequate school facilities should
be available for children from new
residential developments,” Smith
contends. ‘‘Public and private resi-
dential developments may require
the expansion of existing public
schools or the construction of new
school facilities.

“*New housing development fre-
quently cause overcrowding in exist-
ing school facilities, and those
conditions cannot be alleviated
under current statutes within a
reasonable time. New methods of
financing for interim school facil-
ities are needed.”

Realtors’ stand. Some California
school districts have already acted to
accomplish what Senate Bill 201 pro-
poses but, according to the California

Association of Realtors, there is a
question whether such action is legal.
The requirements are tantamount to
a double taxation, the association
maintains. It argues: :

“All private land in California is
presently in a school district and that
land has been paying tax to the
school districts prior to its develop-
ment.

“‘Senate Bill 201 would cause in
addition to existing law an addi-
tional dedication of land and/or fees
as a prerequisite prior to the conver-
sion of its use to residential develop-
ment. The effect of this is twofold.
Obviously, any fee paid by the sub-
divider, developer or builder is
ultimately passed on to the consumer
—so the first effect is to raise the
cost of new housing that would fall
within the purview of this legislation.
Secondly, this additional tax would
be paid by the consumer with no
benefit of deducting this amount so
paid on the consumer’s federal or
state income tax.”” —ToOM ARDEN

McGraw-Hill News, Sacramento




ee Project Supervisor Allen Farrington
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The Babcock Company, a
leading builder in the sunbelt
or 42 years, has chosen
PPG Solarcool Bronze re-
flective glass for all the win-
dows and sliding glass doors
In Its beautiful new Bent
ree development in Florida.

“Solarcool is a key energy
factor and a highly visible
sales feature in our standard
energy savings package.’
says Mr. Pollard. Other parts
of the package include attic
Insulation, roof turbine ven-
tilators and exterior wall
Insulation.

By reducing glare and

heat gain from the southern
sun, Solarcool glass can

save up to 20 percent on air

‘An important, built-in energy saver
nall the homes we huild is PPG
Solarcool Bronze glass.’

conditioning costs compared
to clear glass. (Data based
on a PPG computer energy
analysis of a Bent Tree home.
Savings may exceed that in
other locations.)

In the daytime, the glass
reflects the lovely Florida sky
and water and increases
daytime privacy. Ultraviolet
light, @ major cause of inte-
rior fading, is cut way down.

Project Supervisor Allen
Farrington adds that “| feel
good about giving our cus-
tomers value. And since
Solarcool is standard in all
our models, it makes pro-
duction efficient”’

Let one of the newest
PPG environmental glasses
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Gary Pollard
Vice President, Marketing

The Babcock Company, Coral Gables

help you sell more homes.
Write for a free copy of our
Solarcool idea book: “Best
Glass Under the Sun’’

PPG Industries, Inc., Dept.
HH-3107,0ne Gateway Cen-
ter, Pittsburgh, Pa. 15222.

PPG:
a Concern for the Future

D

¥

b

INDUSTRIES

H&H/housing 10/77 31




FROIT ROOFLINE
HEATING (0515 AN

Save an extra
10% here




onventional insulation alone just can't
o enough to bring today's high heating
osts into line.

That's why you can make your selling
ob easier—and cut homebuyers’ heat-
ng bills an extra 24%—by using
BTYROFOAM brand insulation from
oofline to frostline.

STYROFOAM brand insulation
Bheathing is four times as resistant to

eat loss as ordinary sheathing. It's

pasy to install. And tests show it cuts
eat loss by 14% over ordinary
Bheathing.
Simply nail it to the studs like ordinary
onstructural sheathing, as shown in
his drawing. Use conventional let-in

FIBROUS
BATTS

ith vapor barrier

STYROFOAM

SIDING

STYROFOAM

bracing at the corners for racking
resistance.
Outside the foundation, apply sheets
pf STYROFOAM brand insulation using
BSTYROFOAM brand mastic No. 11,
aking sure the insulation reaches
down to or below the frostline. Applied
in this way, STYROFOAM brand insula-
tion will cut heat loss an additional
10%. And because it is moisture-
resistant, it will not deteriorate in con-
tact with the earth. The exterior portion
above grade level should be covered
\with 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.,
WARNING STYROFOAM brand insulation is combust
inte finish is recommended. Before use, see Dow lit

RAND INSULATION
ROSTLINE CUTS
{TRA 24%

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

A warmer cavity re- ﬁ\
duces the “‘convective {8
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.

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 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 see, 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.
fIn a test in Columbus, Ohio—designed and
““"uﬂ ed by Ohio State University—two

entical side-by-side homes were insulated
with conventional batts. One was additionally

nsulated with one-inch STYROFOAM brand
insulating sheathing, while the other was
sheathed conventionally

struction a gypsum board
supplier or from Dow

Circle 33 on reader service card

the effectiveness of STYROFOAM brand insulation.

Over a one-year period, the home with
STYROFDAM brand insulating sheathing
showed a 14% reduction in heating cost. This
saving, plus a 10% saving with STYROFOAM
brand insulation outside the foundation, results
n 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 Company
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NAHB President Robert Arquilla

Says
“PLAN TO ATTEND” >~

k <
R~
THE NATIONAL e
ASSOCIATION OF ' 4
HOME BUILDERS y
CONVENTION/
EXPOSITION
January 22-25, 1978
DALLAS, TEXAS
A e g =
For Full Information Ew:'e;» B g —t
!vq‘»‘ 3 X ;_‘4‘ '1 v 7 :,‘1
contact NAHB-Dallas ¢z w-fﬂ':# {.,:..* +
1507 Pacific, Suite 1750 S £ "i ,
Dallas, Texas 75201 / S il ’ft
214/744-4400 PN < Ve ' A
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GLENWOOD

Our distributor can deiver the abinets

PLAZRONE

for these kitchens — or one hundred kitchens
— when you need them!

That's the kind of delivery a builder needs. It is
the kind of delivery commitments we've main-
tained for over twenty years. No one has the
cabinet production capabilities, no matter how
many plants, that we do at Kitchen Kompact. No
other cabinet manufacturer has the storage facil-

Another Kitchen Kompact
exclusive.

This Durium drawer

is consumer accepted
for its' strength, dura-
bility, ease of operation
and cleaning. It will help you
sell.

Circle 35 on reader service card

ities for finished goods that we have at Kitchen
Kompact. What this means to you is consistent
delivery schedules, no matter what the demand.
So, call your nearest Kitchen Kompact distributor
today. He'll have what you need. Or, call us. You'll
get your cabinets when you need them.

ST,
@

. Dl
Kitchen

=3  Kompact, Inc.

KK Plaza Jeffersonville, Indiana 47130

H&H/housing 10/77 35




»

Show your homes
in the best

possible light.

Nothing equals the bright light of
the sun to bring out the true radiance of
colors . . . make subtle shades and
textures come alive.

Put sunlight to work selling your
homes by installing energy-efficient
Naturalite Kooldome Skylights. In
addition to more efficient lighting,
Naturalite Skylights give rooms a larger
more spacious feel.

What's more, only Naturalite,
the world’s largest skylight maker,
offers free technical assistance in
predetermining the right size, shape and
density of skylights for your application.
We also coordinate this with artificial
lighting requirements to give you a
complete illumination plan — another
consumer plus you can sell.

There are 61 full service Naturalite
dealers coast to coast. Contact the one
near you, or write us, for more details.
With Naturalite selling for you,
the sky’s the limit.

NATURALITES, INC.
P. O. Box 28636
Dallas, Texas 75228
(214) 278-1354
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MICHAEL GINSBURG

Housing’s
No.1 enemy-HUD?

When you've got a good little housing program starte
and want it to grow, “‘keep it out of the hungry jaws o
HUD.” warns Senator William Proxmire (D., Wisc.),
chairman of the Senate Banking Committee, a liberal
Democrat and an outstanding advocate of more federal
housing.

Senator Joseph Garn (R., Utah), a hard-rock conserva
tive on the same committee, agrees. He testified during a|
hearing that HUD, “‘with all its massive spending, has
been a total failure.”” And he added:

“You've got a dinosaur over there [referring to the
department itself], and I'm not sure anyone can even hold
on to the tail, let alone harness it.”’

No-confidence vote. Proxmire and Garn cheerfully vol-
unteered this vote of non-confidence during a hearing on
their bill to write into law the Urban Reinvestment Task
Force, a voluntary neighborhood revival agency begun
four years ago. It is run by the Federal Home Loan Bank
Board and funded mostly by HuD grants. The senators
want to convert the task force into an independent
corporation, with its own funding from Congress, before
HUD latches on to it.

The task force and its field staff, called the Neigh-
borhood Housing Service, now serves 35 cities and is
scheduled for 18 more. Proposals have been made to raise
its grants to $100 million, but the task force has rejected
them. Garn and Proxmire propose to expand the present
$5-million budget by $5 million a year for each of the next
three years.

One of HUD's assistant secretaries, Miss Donna Shala-
la, told the senators that her department would like a year
to “‘study’’ their proposal. The program ‘‘is obviously a
good idea,” she said, but she figured that HUD could help
to make it “‘very much better.”” Her idea, as interpreted
by her listeners, was to work the program into HUD's
recommendations to the White House to boost the Carter
administration’s image as the rescuer of blighted inner-
city neighborhoods.

Secret of success. During their hearing the senators|
heard many favorable comments about the program.
““With such overwhelming approval, it doesn’t make any
sense to put the brakes on it,”” Proxmire said. And Garn
added: *‘I think this program has succeeded because it’s
had nothing to do with HuD.”

The outlook for eventual passage of the legislation is

good. —B.L.

| Miss Donna Shalala
| A year to study the idea

| Senator Garn
‘A dinosaur over there’
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“"We use red cedar
shingles and shakes
because it's expected of us.’

Frank Hughes, President of Irvine Pacific.

"Our image is quality. We're one of the most
innovative builders in this region. Therefore, our
customers expect a quality product. Red cedar
shingles and handsplit shakes are part of our product.
Part of our value. And our business is creating a
perceived value . . . in fact, the prices we charge are
based on the perceived value of our product. Shingles
and shakes help us achieve a higher value.

"QOur research tells us our customers want the
quality of red cedar. What more can we say . . . our
image is quality, and red cedar shingles and shakes
are expected of us.’

For information on "How to Specity,” write

Red Cedar Shingle & Handsplit Shake Bureau

Suite 275, 515-116th Ave. N.E., Bellevue, WA 98004

In Canada: 1055 West Hastings St., Vancouver, B.C. V6E 2H1

Res Comer Yor stimgle and
SHINGLES e <
wumsiR cRADt n iles
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‘America’s #1 selling

Heat Pump,

the Weathertron

from GE, helps |
sell Ryan Homes.’

Rowan and Martin currently appear
in ads and commercials for GE.




Ryan Homes stresses the importance of their
total Standard Energy Package. “It means doing a
whole series of little things well,” says Steven J.
Smith of Ryan. (There are 65 in their checklist!)
“We hired outside consultants who assisted
our product development department in putting
together our SEP package, which superseals and
insulates our homes to conserve energy. An impor-
tant part of this package is the Weathertron Heat
Pump from GE.

“Now we can achieve significant savings for
our customers, and the Weathertron plays a note-
worthy part in getting this done.”

Builders across the country are choosing the
Weathertron. These are some of the reasons.

oday Ryan.Tomorrow the world.’

The Climatuff “compressor in the Weathertron
unit has proved its dependability in over a million
and a half installations.

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

Weathertron models from 18,000 to 240,000
BTUH are available for residential and commercial
applications, as is GE’s full line of other heating and
cooling equipment.

For more information, phone your nearest
GE Central Air Conditioning Dealer He’s in the
Yellow Pages under “Air Conditioning Equipment
and Systems.”

The Weathertron from GE. America’s
#1 Selling Heat Pump.

GENERAL B ELECTRIC
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Here's a model house
decorated for only $1,333 —3F=t"
It's a 1,287-sq.-ft. single-family house :
in Cary, N.C., and 600 curious
people flocked to see it during the f "d'

eight-day Raleigh/Wake County
Parade of Homes.
The economy furnishing job was i
the idea of Doug McLamb, vice
president/marketing of Constructive :
Concepts Corp. He knew 80% of the & o -
buy»crs in the company’s Wooldwi.nds o I =
project were young couples with little e
cash left for furniture after purchas-
ing a house. He also felt the small e
remaining sales volume at Wood- :
winds didn’t justify the expense of a tn
conventional model. s
Student decorators. How were fur-
niture costs kept so low?
First, McLamb challenged stu- P
dents at neighboring Meredith Col-
lege to do the decorating, and the
project was incorporated in an inte-
rior design course. (McLamb got the
idea of using students at the NAHB
convention in Dallas last January.) R e e

Second. the 12 girls on the project  §24.78 coffee table (above) was built by students from glass
were instructed to decorate the house  and plywood. The four dining room chairs were purchased
for less than $1,500. Of that, only for $42, and the dining room table ($120) and sofa ($220)
$1.000 was provided by the builder. borrowed from a local merchant. The $55.60 platform bed
They could borrow additional items, (below) was put together by Constructive Concepts carpen-
but the purchase price of those items ters. The sheets for the bed and the wallhanging cost $26.
could not exceed the additional $500.

The students scoured local flea
markets and the state surplus store.
They constructed several pieces,
such as the coffee table shown at
right. Total expenditure: $579.87.

Adding the price of furniture on
loan from a local merchant and from
students brought the cost of decorat-
ing the three-bedroom house to
$1,333.

Publicity. The low-budget project
excited local interest. Television and
a Raleigh newspaper covered it.
Ironically, it was publicity that Con-
structive Concepts didn’t really
need—sales at Woodwinds have
been so brisk that there’s been trouble
pacing production to demand. (Thirty
of 38 homes in the first phase have
sold in seven months at prices from
$41,500 to $46.000.)

A bonus: Prospects touring the
model bought $182 worth of furni-
ture, bringing the company’s net cash
outlay to a mere $397.

—BARBARA BEHRENS GERS
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3enedict Hills Estates, Oren Realty, Beverly Hills, California, Jerry Oren, President

“We have

n makine r kitchens extra-spec o '

On makxing our Kitchens €xtra-special. v werc one
of the first to use trash compactors

ovens. Now we are one of the first to use Dacor's

ranges to help us sell homes.

always placed a lot ot L‘ZZIP}‘.J\].\
and microwave

convertible barbecue
‘Our buyers love them. The men like them

because they can now barbecue all year 'round. And

the women like the cooking flexibility that fits into

their busy lifestyles. They can change the range

into a barbecue...or a griddle...or a rotisserie

and add a cutting board at a moment's notice.

We like the Dacor units not only because

Distinctiv

0 South Raymond Ave Pasadena, CA 91105
13)
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Dacor convertible l?arbecue ranges-
Our extra selllng feature!

car

Appliance Corporation

2803

they are a selling feature, but also because they
can fit easily into any of our kitchen designs since
they are designed for conventional overhead venti-
lation. In fact, we top off our Dacor offering with
one of their hoods. You can see for yourself how

its slim contemporary styling with a black glass
fascia panel coordinates beautifully with our black
glass appliances.’

Call your Dacor representative today and
compare these units with the ranges and hoods you
are now using. You may like the Dacor as well as
Jerry Oren does.
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nen you have more to offer agents,
you wind up with the best agents.

obody is better equipped to serve all your
le needs than an agent underwritten by a
icor Title Insurer.

Many of these agents represent Pioneer
ational Title Insurance, which is licensed to

business in all 49 states that have title
surance.

Some represent Title Insurance and Trust
ompany which does business in California,
evada and Hawaii.

And others represent Title Guarantee,
hich issues title policies in New York.

Together, the Ticor Title Insurers are the
rgest network of title insurers in America.

That gives our agents some distinct advantages.

These agents are part of our National Title
Service which is designed to handle your
intricate intercounty and interstate real estate
transactions.

They also have immediate access to an
exceptional staff of underwriters fully
knowledgeable in title practices in your area.

If you were an agent looking for stability,
reliability and support, which title insurers
would you want to represent?

Over 900 agents throughout the United
States think the answer is a Ticor Title Insurer.

We couldn't agree more.

@

TITLE GUARANTEE-

\

NEW YORK

&

@

PIONEER NAT]
TITLE wsumcl’\:'\cuéL

A S s
G 527

V. 2,

L bt




“Thanks to AWWF, we only lost two
ays last winter, and that was
because of a blizzard. Now |

don't have to schedule around
masons, concrete suppliers or the

weather.” Bob Johnston, Robert E.

Johnston Construction, 200 First
Avenue North, Altoona, lowa.

Chances are, if you've got a co
struction problem, we can show
you a cost-saving plywood solutig

Take foundations for example.

When you're trying to pour con
crete, bad weather can really ha
you up. But you can install a ply-
wood All-Weather Wood Founda
tion with a crew of carpenters in
about half a day, no matter what i
doing outside. And possibly save,
$300-$400 per house.



his is what the APA is all about.
help builders stay competitive
keeping abreast of the latest ply-
bod developments, we actas a
brehouse of information, from
ilding codes to the latest con-
uction techniques. But more than
t, we're working constantly to
velop new plywood systems that
t construction costs and im-
pve quality at the same time.
Like the All-Weather Wood

Foundation.

The AWWF consists of pressure-
treated plywood-sheathed stud
walls set below grade on gravel
footings and a treated wood plate.
A polyethylene film covers the ex-
terior and all joints are sealed. And
whether you're building a crawl
space or a full basement, you'll
save both time and money.

Details on the AWWF and an-
swers to everything else you ever

wanted to know about plywood and
plywood systems are available free
from the American Plywood Asso-
ciation, Dept. H-107, P.O. Box 2277,
Tacoma, WA 98401.

AMERICAN PLYWOOD ASSO

Plywood. The Performer.

1119 A ST., TACOMA, WA 98401
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427-) marketing

Target your advertising to a market
that’s attracted by the unconven-
tional.

That’s what Foxx Development
Co. did in Huntington Beach, Calif.
and the campaign sparked sales of 16
houses which had been on the market
for six months. Once the ad (below)
began running in local Orange
County newspapers, 14 houses were
sold within 2%2 months, in spite of a
price increase to $120,000 after the
first few sales.

The houses are scattered in twos
and threes among 40 to 50-year-old
dwellings, many of which have seen
better days (photo above). They're
only a few blocks from the ocean,
and all have the same three-bedroom,
three-bath floor plan (right).

How to Sel new $100, 000 homes
in a ruyndown neughborhood

The target market? Thirty to
forty-year-old couples, influenced
by the counter-cultural movement of
the 60s, who want to live near the
beach. (Buyers turned out to be a
little older than expected, with an age
range of 35 to 50. Few had children
and most were professionals who had
previously owned a home.)

The ad is carefully worded to ap-
peal to the highly individualistic
leanings of this group (‘‘Not your
ordinary homes . . . Not your plastic
planned community™’).

At the same time, the ad defuses
objections to the seedy streetscape
by turning it into an advantage of
sorts (**“Welcome back to village
life’’)

Care was also taken to decorate a

model home with the tastes of thi
market in mind. Greenery, wicke
furniture and a sprinkling of antique
were used.

Encouraged by its success, Fox
Development is presently building 2
more high-priced houses on scattere
sites in Huntington Beach. —B.B.

BR i

Funky Homes For Beach

s weekend J\Hur\ at the
beach is one ———
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We've just added
| great new twosome to your sales staff.
Jack & Barbara Nicklaus.

No need to tell you Magic Chef
is a magic name when it comes to
selling kitchens.

But now that you've got The
Golden Bear and his wife, Barbara,
on your side, you'll find selling homes
and apartments with Magic Chef
kitchen appliances can be a real
Golden Opportunity for you.

To make sure it all works for you,
we'll be running a full-page, full-color

ad in special issues of Better Homes
& Gardens, House

Beautiful, Redbook,

McCall’s and others.

The ad features

the cooking speed

of a Magic Chef

L ¥ microwave combi-
nation gas range, the cleaning ease
of our self-cleaning range, and the
energy-savings of a Magic Chef pilot-

Circle 51 on reader service card

less gas range. It also talks about our
refrigerators and dishwashers.

Jack and Barbara Nicklaus.
A great new twosome that'll really
help you tee off on your competition.

Magic Chef

The difference will surprise you.




r------------- LR R 8 b 8 2 8 8 & 8 & R B 8 0 0 § §0 8 § J§J § B |

Enter

the

1978
HOMES
FOR
BETTER
LIVING
AWARDS
PROGRAM
now!

Sponsored by

The American Institute
of Architects

and the editors of

House & Home Magazine

REGISTRATION FORM

Mail to: Dept. HFBL, House &
Home, McGraw-Hill, 41st floor,
1221 Avenue of the Americas,
New York, N.Y. 10020 by midnight,
October 30, 1977.

All winning entries will be
published in House & Home.

Eligibility: Any house or apartment bunainy i wie v -
built since January 1, 1975 and designed by a registered architect is eligible.
Entries may be submitted by any architect, builder, developer or owner.

Entry categories: Custom-designed houses—one-of-a-kind detached houses,
designed for private clients including year-round and vacation houses and
remodelings and additions.

Merchant-built houses—single-family detached houses for sale or rent
including vacation and year-round, promotional and zero-lot-line houses and
remodelings.

Multifamily housing—apartment buildings: Attached housing such as
townhouses, duplexes, triplexes and fourplexes. Multi-building projects including
PUDs and sections of PUDs.

Remodelings must take in the whole structure. Custom additions to a detached house must be tied
into the original design of house. No single room or single apartment remodelings are admissible.
Redecorations are not admissible. Changes must be structural. Photos of both before and after
construction will be required for judging. All categories include modular housing.

Registration: Fee: $50 per entry. Deadline: registration forms postmarked by
midnight, October 30, 1977.

Submission of material: A spiral binder—color coded to project category—will be
sent to each registered entrant in December, 1977. This should be filled with sufficien
photographs and plans to illustrate the design. Detailed instructions will be included
in the binders. Deadline: submissions postmarked by January 30, 1978.

Judging: Will be held on March 2 & 3, 1978 at the American Institute of Architects
headquarters in Washington, D.C. The panel will consist of outstanding architects,
housing industry leaders and editors of Architectural Record and House & Home.

There are two types of awards: First Honor Awards and Awards of Merit.

Winners: Will be notified immediately after judging. Award certificates will be
presented and photos of winning projects will be displayed during the 110th annual
convention of the American Institute of Architects, May 21-24, 1978 in Dallas, TX.

Conditions: Entries must be approved by all parties concerned. The Entrant
represents that he is the sole proprietor of all rights in and to the material,
illustrations and photographs submitted; that such items are free from copyright
restrictions that would prohibit publication by House & Home; that Entrant hereby
grants to House & Home the right to publish such material, illustrations and
photographs at such times and in such manner as House & Home shall determine,
and agrees to indemnify and defend House & Home from any claims arising out of
or in connection with any such publication by House & Home. The Identification
sheet (white) must be signed to validate your entry.

| wish to submit a project in the 1978 HOMES FOR BETTER LIVING AWARDS
PROGRAM. Enclosed is $50 per entry in check or money order made payable to
HOMES FOR BETTER LIVING. | have used a separate form (or photocopy) for e
entry. Please send me my entry material for the following category.
Multifamily hod

Custom-designed house O Merchant-built house O

Architect name

Street, city, state, zip

Project name & location

Entry submitted by Name of one person to whom correspondence should be addressed) (Phone)

Company and address

Check appropriate company category|ies| Builger O Architect O Developer O Owner O




The man who puts in
your insulation is just as important
as the insulation you use.

Your insulation contractor is a front-line
fighter in the energy crisis.

The reason: it's almost always less
expensive to do something right than it
is to do it over. Or have problems after-
ward. And with insulation, the way it's
installed has a lot to do with its
effectiveness.

Consult your insulation contractor
early in your planning. You'll be
impressed by what he knows.

e Like the new recommended insula-
tion thicknesses that may enable you
to install smaller, less costly heating/
cooling plants.

e Like local codes and conditions
under which you may not need to
run ducts all the way to outside walls.

e Like where to put insulation.
Behind pipes, for example, not over
them, to prevent freeze-ups. In plumbing
‘“‘chases’’ to keep cold attic air from
freezing interior pipes!

e Like where not to put insulation,
such as over eave vents which are
crucial to airflow. Or above recessed
ceiling electric fixtures.

e Like how to do the whole job
deftly, swiftly, and with minimum
material wastage.

Once you've used a skilled insula-
tion contractor, we think you'll quickly
agree he's not just a national resource.
But one of the biggest bargains on
your team.

OWENS/CORNING

Owens-Corning is Fiberglas {gLaelV\
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CHANDISING SCENE

CAROLE EICHEN
Carole Eichen Interiors
Fullerton, Calif.

In-vogue

color schemes
increase the
sales appeal
of your models

sk a group of people to name
their favorite colors, and you're
likely to get as many different an-
swers as there are people in the
group.

That’s why the color schemes
you choose for your model-home
merchandising program are so im-
portant. Subconsciously, color is
the first thing prospects are aware
of when they walk into a model. So
you’ll want to stick with schemes
that have the broadest possible ap-
peal.

A good way to do that is to keep
abreast of the latest trends in
home-fashion colors—especially
those that are in vogue with your
particular market. You may not
please everyone’s tastes by using
those colors, but you probably
won’t turn off anyone either. A
negative prospect usually is a lost
sale.

The past. Consider the changes
that have taken place in model-
home decor during the last ten
years.

In the anything goes, hotly com-
petitive late 1960s, bold, punchy
colors were popular. The prevailing
philosophy was to grab the pros-
pect’s attention with brilliant reds,
glossy yellows and bright purples.
(I personally specified tamer
shades in those days, but color

impact still was the merchandising
objective.)

During the early 1970s, builders
began to realize that the mar-
ketplace was psychologically seek-
ing a more restful environment. So
we began to temper shock-value
decor with softer shades.

This was the period when
oranges, blues and earth tones be-
came popular decorating colors.
and when we started to use differ-
ent colors to appeal to men and
women: greens, whites and yellows
(the house-and-garden theme) in
female-oriented models, and
browns, beiges and rusts in male-
oriented themes.

Today. The latest model-home
color schemes are even more sub-
dued, more intimate than those we
worked with a few years ago. The
idea is to achieve a casual. yet
functional ambience that closely
reflects the way most families like
to live.

One objective is to present an
interior atmosphere that the pro-
spective buyer not only enjoys
looking atin a model, but could live
with over the years. That feeling
was missing with the bold-color
decorused ten years ago. Prospects
touring model houses enjoyed the
novelty of eye-catching impact in-
teriors, but few people could imag-
ine living with them.

Pastels—always easy to live
with—are making a strong come-
back in the home-fashion field.
And it appears as though their
popularity will increase. Light
blues, soft coral and mint green are
showing up in both upholstery fab-
rics and wallcoverings. And room
settings featuring these colors are
being published in mass-circulation
magazines like House Beautiful
and House & Garden. Since these
are the kinds of publications that
many new-home prospects read av-
idly, they’ll react positively to
model houses that are decorated
similarly.

For your newest models, there-
fore, you or your decorator should
consider color combinations like
rusts with peach or beiges with
salmon. Both combinations include
the popular earth-tone shades. But
they also have the pastel accent hue
to brighten and uplift the buyer.

The idea is to convey feelings of
warmth and security—emotional
appeals that must be designed into
today's model units.

Nostalgia. A hankering for the
past also is part of today’s home-
fashion scene. So we find colors
that had been shunned by interior
designers for 25 years—turquoise
blue, emerald green and deep ma-
roon. for example—suddenly mak-
ing a resurgence. The reason: Hav-
ing romanticized the 1920s and
1930s for a few years, we now are
feeling nostalgia for the 1940s and
1950s. The success of films like
New York, New York is a good
barometer of the reawakened ap-
preciation of those decades.

That doesn’t mean that today’s
model houses are designed as
museums summoning up images of
the way homes were decorated
years ago. We suggest the past, not
duplicate it. For example, furniture
used to be the focal point of aroom.
Today, furniture is merely part of
the total presentation. And we
make our bold statements through
patterns that run the gamut from
small geometrics to large floral
prints. The effect is somewhat like
a tapestry.

The present infatuation with the
1940s is evident in other ways: It’s
presently fashionable to blend rat-
tan furniture with heavy up-
holstered chairs and sofas. But to
make this combination work, the
rattan must be slim and graceful—
not the bulky bamboo used in the
old Humphrey Bogart-Peter Lorre
films of that decade.

Today'’s pastel floral patterns
look ‘*smashing’” when they’re
used to cover cushions on rattan
furniture. The design statement can
be cool and tropical—and not
necessarily limited to decor for
projects located in resort areas.
This theme works with almost
every product and in every price
range.

Summing up, color and pattern
can be subtle or strong stimuli that
penetrate the prospect’s subcon-
scious. If the stimulus is too strong
and assaults the senses, chances
are it will be rejected. If it gently
imbeds itself in the mind it will be
accepted and remembered favor-
ably.
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The average homemaker
does 400 Ioads ”of Iaundry a year

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 100K 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 competitor's houses. Over 25 years of Consistent Service To Builders

GENERAL @B ELECTRIC
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GET THE FACTS ON IHE PEUrLE nv v v ee
IN MANUFACTURED HOUSING

CMR Associates Inc. publishers of <
THE BLUE BOOK OF MAJOR HOMEBUILDERS® DU [

ANNOUNCES ,

The all-new '77-’78
Housing Industry Research Report

THE RED BOOK OF HOUSING MANUFACTURERS © FD

Over 24
Size: 8
Tax-D

HOMEBUILDERS SEEK AND FIND
A “BETTER WAY"” TO OVERCOME THE INCREDIBLE

ORDER YOUR COPY NOW

The Industrialized Housing Industry is big, complex, and hidden .|

RISES IN ON-SITE LABOR COSTS

The most persistent problem facing homebuilders in
recent years is the rising cost of on-site labor. More and
more builders are boosting profits as well as maintain-
ing schedules by finding a "Better Way“—factory-
made components.

Many housing experts believe that the industry is
pricing itself out of the market. But many smart home-
builders are finding a "“Better Way” to fight rising
costs—they use factory-made components. You'll find
hundreds of details on over 1,000 companies that are
involved in this "Better Way" of homebuilding today in
the All-New RED BOOK of Housing Manufacturers.

In just the last few years, builders have seen dramatic
breakthroughs in productivity due to greater use of in-
dustrialized methods in construction, standardization
of construction and enormous improvement in the tool
industry. Thus, more and more housing components
are manufactured at off-site locations.

is hidden among thousands of firms, big and small. These co
panies, spread all over the country, produce a wide variety of hou
ing products. Some—like those who produce mobile homes or pri
fab houses are easily identified. Others like homebuilders w
manufacture their own components, require a marketer of buildi
products to be-constantly looking for new information. Industri

ized housing is too big and too complex to be surveyed with
quick glance. THE RED BOOK OF HOUSING MANUFACTURE

has been designed to provide you with the detailed marketing r
search data you need. It will uncover the ‘‘hidden’’ aspects of i
dustrialized housing for you.

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

In your hands the RED BOOK becomes a useful tool for prospec
ing, selling sampling, mailing, marketing, merchandising, researc
ing and analyzing your position in this big segment of the housi

industry

These are just a few of the many profitable ways you can use t
RED BOOK  In fact, just one good contact, can easily repay yo
investment. {
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YOUR SATISFACTION GUARANTEED

r—-—————————-————-———-—-———————————— —— = _—

CLIP AND MAIL TO: CMR Associates, Inc. 1559 Eton Way e Crofton, Md. 21114

SHIP'77-'78 ORDER FORM
YES, RED BOOK

A TAX-DEDUCTIBLE BUSINESS EXPENSE
| understand every sale is cover-

ed by your money-back, "no-

NOTE: e RED BOOK pri
totally tax-deductible. It is a
price to pay for such extensiv
keting research. Most firms cou
afford to undertake a gatheri
this marketing information.

In your hands the RED BOOH
become a money-making tog
prospecting, selling, samplings,

strings-attached,” 15-day full re- e 2 — — ing, marketing, merchandising
i searching, and analyzing your
fund D”Y"ege- o tion in the Homebuilding/Housir
Also—if | send my check now, L — dustry up-tfrend.
you'll pay shipping and postage Send your order today!
charges. Firm i - _
Price: $94.50 eq. s
Pckhess = = O Builder O Archited
0 Manufacturer @
Payment enclosed to save [ Ad Agency/Consultant [ :::cn:n
postage & shipping charge City R [J Finance 0 Ind/Com
(] siltm O Library O Govemn
® () Bid Matrls Sales/ O Other
s e e S e Distributors
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\' " Renaissance™ is here. The brand-
7 “new glazed ceramic tile that
- creates walls of such drama —
~ other materials seem dull and
y g — repetitive by comparison.

y N In Rgﬁaissance. eve':y tile is
& i unique in color and pattern. So
= the overall design is as original
’ : as a work of art. And just

as enduring.

Renaissance outlives syn-
thetic materials in every way

L e because it’s real ceramic tile. So
S > the color and pattern won’t fade.
L And with normal wear, the tiles

won't scratch or stain.

Renaissance comes in a variety of
colors and sizes (shown: 44" sqs. 703
Rn. Copper). And Redi-Set" pregrouted
systems. Or for use with a colored
grout. To find out more, visit any
American Olean Color Center or
Showroom or write to us at: 2413
Cannon Avenue, Lansdale, Pa. 19446
for free information and actual color

chips of Renaissance. e S

It’s the natural thing "1’ merican

Olean
tO US@.™  ADvuondNownd Gypsum Compony
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THE
N%LEE-FAMII.Y

It's fime to
home in on
your
markefs

For two years the single-family market has
been big, beautiful and booming. With condos
and rentals still depressed, single family has
taken up the slack and created a healthy
housing industry.

But this boom can’t go on forever. Costs
are pushing up prices much faster than
incomes are rising. Interest rates are
climbing. And some of the hottest single-
family markets in the country are slowing
significantly.

What does this mean? It means that single-
family builders can no longer count on their
product selling itself. They’re going to have
to do what the struggling condo builder has
done—target their markets much more precisely
and build houses specifically for those target
markets.

That’s what you’ll see on the following
sixteen pages: eight single-family houses
whose sales successes stem from their strong
appeal to clearly defined buyers.

—JOEL G. CAHN and JUNE R. VOLLMAN

Sea View, a zero-lot-line development in Newport Beach, Calif.
For a look inside a Sea View unit, turn the page.
H&H/housing 10/77 59




SINGLE-FAMILY SCENE CONTINUED

A semi-formal
house

for a mature
family market

To the established families that compose this
market, the way rooms relate to each other is
highly critical—especially in one-story
houses where interfamily privacy is hard to
come by.

First, these families usually entertain
rather formally, so they need a spacious and
secluded area for that purpose. In this plan
the living/dining room (top photo, facing
page) is isolated at the private end of the
house, where it can be open to the outdoors.

Second, these families often have older
children still living at home. For informal
family activities they need space that is sepa-
rate from the formal area. Here, a family
room (lower photo, facing page) is tucked
behind the dining room and is readily shut off
from the rest of the house by closing the entry
hall and kitchen doors (see plan).

Third, these families require as much sep-
aration as possible between master and sec-
ondary bedrooms. In this plan they're on
opposite sides of the house.

This zero-lot-line house has two atriums.
One is private for the master suite. The otheris
situated off the secondary bedrooms and
kitchen/family room, where it can be used by
the entire family.

This 2,365-sq.-ft. house is one of five mod-
els at Sea View, a 167-unit project in Newport
Beach, Calif., which sold out six months after
it opened late last fall. There were 46 sales of
this model at prices ranging from $137.,000 to
$229,000 depending on lot location.

Builder: Broadmoor Homes Inc. of Tustin,
Calif. Architect: Morris Lohrbach & As-
sociates. Interior designer: Lois Harding &
Associates.
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SINGLE-FAMILY SCENE CONTINUED

-
A 4-in- plan
move-ups
There’s only one first-floor layout in this
traditional colonial. But there are four
different second-floor options—each geared
to differing buyer tastes.

“We could have offered four separate
models,” says Jim Graham, sales manager
for the builders, Columbia Homes of
Hinsdale, I1l. ‘‘But this way, we save on
customizing costs and still permit buyers to
pick a plan and amenities tailored to their own
specifications.”

Three of the four layouts have four
bedrooms; the fourth has three larger
bedrooms and an oversized master bath.

Interestingly, the most popular layout is
Plan C—the biggest (1,164 sq. ft.) and most
expensive ($1,500 more than the basic
$84,900 price). Buyers, according to Graham,
are attracted to the extra-large master
bedroom, formed by pushing its rear wall out
over the extended family room downstairs.

In plan A, the second-floor hall is open to a
two-story entry foyer (photo, facing page).
The big compartmentalized master bath in
Plan D features a dressing area, walk-in
closet, double vanities and step-down tub.
Both layouts are 1,080 sq. ft. and sell for $500
above the basic price. Plan B, also with 1,080
sq. ft., is the standard, no-frills variation.

Room arrangement on the 1,164-sq.-ft. first
level is straightforward and uncomplicated,
hence easy to furnish. The extended family
room (see plan) forms an L-shaped exterior,
creating extra interior space and additional
backyard privacy.

“‘Buyers are comfortable with the plan,”
says Graham, ‘‘because it’s so similar to the
kind of home many of them lived in when
they were children.”

The house is one of nine models offered by
the builder in Willowchase, a planned
150-unit project being developed on a 50-acre
tract in suburban Naperville, Ill. While the
plan has just been introduced there, it has
sold consistently at other Columbia-built
subdivisions nearby.

Architect: Johnston Associates, Park
Ridge, III.

62 H&H/housing 10/77




B ——

Below: Two-story en-
'y, as seen from sec-
nd-floor hall in plan A.

Right: Rear elevation,
howing how house
boks when built with
asic (1,080 sq. ft.)
edroom space




SINGLE-FAMILY SCENE CONTINUEL

A double-duty

- i &
growing families
These move-up buyers need space for their
children and for entertainment. This
3.903-sq.-ft.. two-story plan satisfies both
requirements.

Two distinct entertainment centers are
provided on the first floor—a formal adult
area centered on a sunken conversation pit
and an informal children’s section in a huge
(281 sq. ft.) dead-ended family room.

And some buyers have opted for a third
center outdoors; they’ve asked
Berger/Berman Builders, who are offering the
plan, to connect the two first-floor decks
(bottom photo, far right, facing page).

“The result is an ideal outdoor eating and
recreational area that runs continuously
around two sides of the house and has easy
access to the kitchen.” says Porter Wilson,
marketing director for the Rockville, Md.,
builders.

Much of the first floor is designed around
the conversation pit and a dramatic two-story
stone fireplace it shares with the living room
(top photo, facing page). The formal dining
area overlooks this space. The entry foyer
faces it. And the main hallway connecting
family room and garage moves around it.

The family room has its own fireplace and
sun deck. “*We knew people would spend a
lot of time there,”” says Peter Berman, a
principal in the development company, *‘so
we gave it as much volume as we could and
tried to make it as self-contained as
possible.™

There are four oversized bedrooms
upstairs. Secondary bedrooms are situated
above the family room to insulate sleeping
children from adult activity areas below.

The plan is one of four offered by the
builders at Persimmon Tree, a 92-unit project
on 46 acres in suburban Bethesda, Md. It has
accounted for about one-fourth of the
project’s sales to date.

Architect: Cohen and Haft. Holtz Kerxton
& Associates, Silver Spring, Md. Interior
designer: Rosemary O'Neill Lawless,
McLean, Va.
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ARDO E. LATOUR Above: Living room and
conversation pit as seen

from entry foyer.

Below: Extended rear deck.
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SINGLE-FAMILY SCENE CONTINUED

A multi-purpose
house for

a broad-based
family market

The wide appeal of this house stems from a
floor plan that adapts to a variety of family
situations. Specifically:

On the first floor, the kitchen and family
room (lower photo, facing page) are wide
open to each other so young mothers can
supervise their children’s play. At the same
time, this informal living space is well sepa-
rated from the formal dining room and se-
cluded living room (see floor plan) so parents
and older children can entertain simultane-
ously without infringing on each other’s pri-
vacy.

On the second floor, one secondary bed-
room is backed against the master suite so it
can serve either as a nursery—if the owners
are a young family—or as a master-suite
sitting room for older families.

A bonus room, one of the most popular
features of the house, sits over the garage. It
is separated from the rest of the second-floor
space by a bridge that overlooks the living
room (top photo, facing page). The isolation
of this bonus space makes it ideal for a home
office, a studio or hobby room, a rumpus
room or gym, or an extra bedroom—actually
a separate apartment—for an older person
living with a young family.

This $85,000, 2,575-sq.-ft. house is one of
six models being offered in the single-family
section of Willow Creek, a Denver puD that
will also include townhouses and rental units.
Ten houses with this plan have been built and
sold since spring—with sales being limited
only by a local water-tap moratorium. The
house was built and designed by the Writer
Corp. of Englewood, Colo. Interior designer:
Judy Writer.
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Above: Living room,
looking toward entry
and kitchen.

Left: Family room,
looking toward kitchen
and eating nook.

TTANMNE XOIA SOLOHd
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SINGLE-FAMILY SCENE CONTINUED

An open pian
for move-up
empty-nesters

Most of the buyers had previously moved
down to condos and townhouses; now, they
are moving up again.

“They all wanted more room,”’ says Hank
Yusem, whose Yusem Properties of Boca
Raton, Fla., is building this three-bedroom
ranch. ‘*So they’re delighted with a plan that
makes 2,150 sq. ft. look like 4,000.”

Wherever possible, Yusem has dispensed
with walls and opened up living spaces. Liv-
ing, dining and family rooms all flow into
each other; they are defined only by changes
in floor surface and wall covering. The result-
ing feeling of spaciousness satisfies an impor-
tant buyer requirement—a large area in which
to entertain.

The plan includes a number of California-
spawned features. There is a step-down con-
versation pit off the vaulted living room (bot-
tom photo, facing page). Entry is through an
enclosed, trellised and landscaped courtyard
that extends up to a deeply recessed front
door. And lots of wood is used for ceilings
and walls.

Large glass sliding doors and windows
open the family room (top photo, facing
page) and living room to the rear patio. A
backyard pool is optional at $8,000 to $10,000
extra, and thus far 70% of the buyers have
taken it.

This is one of four plans offered by the
builder at Escondido, a planned 270-unit proj-
ect being developed on 90 acres in Boca
Raton. It is the bestseller—accounting for 35
of 68 sales to date in the 114-unit first phase.
(It is also the top-priced plan, selling for
$82,500, with a four-bedroom alternative
priced at $85,000.)

““The house is so popular that we’ve had to
increase our elevations from three to five to
get enough architectural variety in the first
phase,”” adds Yusem.

Architect: Quincy Johnson & Associates,
Coral Gables, Fla. Interior designer: The
Childs/Dreyfus Group, Chicago.
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Above: Family room as
seen from living room

Left: Conversation pit
as seen from living

room.




SINGLE-FAMILY SCENE CONTINUED

A compact house
for the
second-time
buyer

These buyers usually are young, two-
income families. They have one or two chil-
dren and they are moving up from starter
houses to homes like this. Even though there
are only 1,819 sq. ft. in this house, there’s a
room for just about everything such a family
wants. For example:

e A highly efficient kitchen arrangement—
between the dining and family rooms (top
photo, facing page). One end of the kitchen is
wide open to the family room; the other end is
screened from the dining room by a wall and
shoji-like door. So either casual or formal
meals can be served with equal ease.

® A spacious glass-walled living room
(lower photo, facing page). It works in tan-
dem with the dining room for formal enter-
taining. And it’s well isolated from noise that
might be heard from children in the family
room.

e A zoned bedroom wing. It’s laid out for
master suite privacy. And the fourth bedroom
is designed so it can be closed off from the
others and used as an office, den or other
adult retreat. (All but two of the 36 families
who bought this house opted for the den.)

Besides plenty of space, the house offers
luxury features that signal upward mobility.
There’s a wet bar and snack counter in the
family room; the living room includes a con-
temporary freestanding fireplace; and the
master suite bath has a built-in planter and
Roman tub.

This house—priced from $56,000 to
$66.,000—is one of four models at The Ridges
in Walnut, Calif. The 158-unit development
was sold out four months after it opened early
this year.

Builder: Southern Development Co. of
Walnut. Architect: Hales/Langston. Interior
designer: Robert Minnix.
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SINGLE-FAMILY SCENE CONTINUED

-
An atrium house
for a frustrated
move-up mark
The market is made up of affluent,
sophisticated families who are bored by
run-of-the-mill housing. Typically, they
already have ample space in their present
homes. So unless they find something
special, they’ll stay put or go the
custom-house route.

Here—in a basically standard ranch
plan—the something special is a tall, skylit
atrium, which is the focal point of the living
area.

The atrium is visible as soon as prospects
walk in the front door (see plan). So it
provides the entry impact that’s so important
in appealing to this market. It also dramatizes
the formal and informal entertainment areas
(photos, facing page) by adding glamour and
excitement to the rather conventional layout
of those spaces.

The atrium is an effective space
divider—visually separating the living, dining
and family rooms.

The $110,000 house is competing
successfully with custom houses in the
$150,000-plus range: ‘*This market would
rather move right in than go through the
time-consuming process of building a custom
house. So they’re prime prospects for a
subdivision house with a lot of splash,’ says
David Olson, vice president of marketing for
the builder, Witkin Homes Inc., the Denver
division of U. S. Home Corp.

The 2,650-sq.-ft. ranch is one of five
models being offered at Shenandoah, a
125-unit development that opened in Aurora,
Colo. in April. Fourteen units with this plan
have been sold and sales at the project are
running six months ahead of production,
Olson says. The house was designed by
architect Randolph H. Curry & Associates.
Interior designer: Sandy Blake, Blake
Designs.
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Above: Dining room,
as seen from living
room.

Right: Family room,
looking toward dining
and living rooms.




SINGLE-FAMILY SCENE CONTINUED

These couples are used to privacy; they
want to be able to get away from guests—or
even from each other. This two-bedroom
house gives them plenty of opportunity.

e The master suite, with private sun deck,
is isolated in a second-floor loft.

® The den/study option is out of the way in
a rear corner of the home.

e And the guest bedroom is situated as
far as possible from the living area.

**But if buyers are older and don’t want to
climb stairs, they can just as easily live in the
first-floor bedroom area and use the loft for
guests,”’ says Betsy Godfrey, president of
Baywood Design & Construction, Orlando,
Fla,, the builders of the house.

The sunken and vaulted great room (photo,
facing page) replaces the traditional living
room, formal dining room and family room.
While this 431-sq.-ft. room is new to the
Orlando market, it has appealed to couples
with grown and gone children or young
marrieds who are not planning a family.

The living area looks rearward. Sliding
doors and windows open both the eating area
(bottom photo) and great room to the rear
patio, Bathers in the master bath’s sunken
tub can also look through sliding doors to the
upstairs deck and beyond.

**And there’s an especially dramatic view
from a master suite balcony that overlooks
the great room below and faces its almost
all-glass rear wall,”” says Betsy Godfrey.

Baywood has built more than 50 homes in
the Orlando area since its formation in July
1976—mostly on spot lots in single-family
projects. The house shown here is one of four
such designs completed or under
construction. The basic plan has 1,922 sq. ft.
and sells for $64,000 without the lot.

Architect: Hans Tolar, Orlando.
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Left: Kitchen eating area
looking out to rear patio.

Facing Page: Great room,
as seen from upstairs
master suite balcony.
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Heresan
In-fown oasis

empty nesters

Parkview Terrace in Long Beach, Calif. wasa
condominium with a marketing problem. It
was centrally located—a plus—but it was
bounded on three sides by 25 to 30-year-old
houses, many in need of repair.
Yet the project’s 84 units sold out in six
months at prices from $52,000 to $79,000.
The reason? Parkview Terrace is an oasis
(photo left).
“Our marketing approach was to make
' 24 people forget where they were the minute they
. (3 walked in,”” says Michael Engle, vice presi-
A dent of C. Robert Langslet & Son Inc., the
builder. **Buyer resistance to the rundown
neighborhood was overcome because the
project was so attractive and so private.”
What's more, the builder put enough units
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In-city site holds 24 detached and 60 mid-rise units on 4.3

acres. Land plan with heavily landscaped central
areas is by Don Brinkerhoff, Lifescapes Inc., Santa Ana.
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on the 4.3-acre site to keep prices ina
range local empty nesters could af-
ford.

The builder didn’t put together this
highly saleable package without diffi-
culty, however.

There was trouble with zoning.

Builder Robert Langslet’s site, a
former college campus, was zoned
three ways. Half the site fronted on a
main street and was split between
multifamily and commercial parcels.
The rest was zoned for detached or
duplex. And the city fathers in-
sisted that the single-family character
of the side streets be maintained.

The solution: Twenty-four de-
tached units were planned for the rear
section of the site, as were a recrea-
tion building and swimming pool.
Then 60 units were pushed into a
mid-rise building on the multifamily
and commercial areas (site plan pre-
vious page).

There was trouble with siting.

This unconventional product mix
posed a question: Should the site be
wo separate projects, single family
plus a mid-rise condominium?

Saleability was the determining fac-
tor in the decision to keep it whole.
““We wanted to provide recreational
amenities for the mid-rise buyers as
well as for the buyers of the detached
units,”’ says Engle.

There was trouble with outparcels.

Four homeowners whose lots cut
into the site had refused to sell, so the
24 detached units had to be arranged
around two outparcels. However, the
resulting T-configuration turned out
to have its advantages—it provides
two natural access points to the proj-
ect from side streets.

Finally, there was trouble with
marketing.

The problem: The unappetizing
neighborhood. It called for a threefold
solution.

Solution #1: Landscaping. The
builders preserved more than 80 irre-
placeable trees. Some, weighing up to
40 tons, had to be boxed and moved at
a cost of about $50,000. Others, the
three-story-tall ficus trees in the mid-
rise courtyard, for example, had to be
left, and units were built around them.

**Some of the subs just weren’t used
to dealing with a situation like this,”
reports Engle. “‘They had to be
supervised constantly to prevent
damage, even though there was a
clause written into their contracts
making them liable for any plantings
they injured.”

Were the cost and effort worth it?
*“Those mature trees make the project

a lot more marketable,”” Engle says.
Solution #2: Orientation. This rem-
edy, from land planner Don Brin-
kerhoff of Lifescapes Inc., called for
all the units to be oriented inward to
common areas even more lushly land-
scaped than the rest of the project.

For instance, from its underground
garage, the mid-rise building is en-
tered via a glass-walled elevator,
which provides a view of a central
courtyard. Instead of a streetscape,
one sees tall ficus trees and jacaran-
das, flowers and a Mexican-style
fountain (photo facing page).

Likewise, the long, narrow de-
tached units were all faced away from
the side streets. The entries and out-
door living spaces were oriented to
the recreation area, which is styled
after the Mexican plazas of Cuer-
navaca. There’s an upper-level tiled
galleria from which pathways lead
down to foliage-screened conversa-
tion areas. The free-form swimming
pool is sunken and surrounded by
greenery (photo previous page).

Solution #3: Security. A 24-hour
security system helps isolate
Parkview Terrace from its neigh-
borhood. A stuccoed block wall cir-
cles the project. An intercom and
closed-circuit TV function from the
mid-rise’s lobby, and electronic con-
trols operate the gates.

The buyers attracted by this combi-
nation of landscaping and security
were, as expected, empty nesters,
and they went for the detached units
first. Since most were moving out of
single-family homes, this offered the
least disruption in life style.

The units are 1,404-sq.-ft., two-
story houses. They have a single,
large living area that’s suited to
buyers who no longer need separate
activity areas for adults and children.
Prices range from $62,000 to $79,000.

The mid-rise building contains two
basic floor plans. Both are two-
bedroom flats, but one is somewhat
larger and is always an end unit. When
either unit is on the top (third) floor, a
loft open to the living room is added.
Prices: between $52,000 and $79.000.

The end units went quickly and,
contrary to the experience of many
builders, the second-floor flats sold
with little difficulty. The reason, ac-
cording to Engle:

““We planned the courtyard land-
scaping so it was most effective from
the second floor, and we put the
furnished model there too. As a result
sales evened off between ground-
floor, second-floor and top-floor

units.”” —BARBARA BEHRENS GERS

BR

T
Bestseller in mid-rise building was this 1,426-
sq.-ft. plan, which is always an end unit. It
features a large, open living area (photo above)
and an entry off a central courtyard (photo
right). Architect for this building: Roger Peter
Porter, Long Beach.

Front-door patio (photo above) is feature of all
detached units. Two-story, 1,404-sq.-ft. unit
includes an upstairs master bedroom and bath
with roman tub. Adjoining den overlooks living
room. Detached-unit architect: Emil Benis,
Newport Beach, Calif.
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who called the tune

e a widely varying mix in Orange, Los Angeles, River-
an Bernardino and Ventura Counties. And their needs
dimeaspeophmemselvee the 8ia says. Here's what
nt prospects look like:
hey're affluent: Prospects earn about $26,700 a year.
than half have full or part-time working wives. Most
ncome families earn at least $30,000.
hey aim high: This year's average buyers are shopping
$70,000 home that's worth 2.2 times their income.
ed sales range: $50-$65,000 (24%), $65-$80,000 (28%),
00,000 (20%). Only 16% want under-$50,000 homes,
y due to this market's lack of lower-price housing.
ey'rein a hurry: 25% are ready to buy immediately, 39%
h a year (or sooner if present homes can be sold).
'hey’'re experienced shoppers: 75% already own a home

e A

and 83% have owned one before. Of present owners, 30% are
seeking a second home, 24% a third, 13% a fourth and 16% a
fifth or more.

® They prefer single-family housing: 56% of the current
homeowners live in detached units, 17% in attached. Some
40% of all renters also live in attached or detached single-
family housing.

® Most prospects (87%) are married. Although two-adult
households are still predominant, 15% have three live-in
adults and another 7% have only one. Less than half of them
(46%) are childless—63% never nested, 37% empty nesters. Of
those with children, 22% have one, 22% have two and 10%
have three or more.

e And—43% of today’s potential buyers are also in the
market for used housing.

h statement best describes the present energy situation?

B

AGE OF HEAD OF HOUSEHOLD

ok % & 55i]
o M sl

22% 20% 24%

% 4 © 8

15% 188

king 2-3 years ahead, how would you

ribe the energy situation?

AGE OF HEAD OF HOUSEHOLD

25- 35 45
34 44 54

44% 43% 46%
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typical 1,500-sq.-ft. house. And another 31%
are ‘‘somewhat willing’’ to meet the addi-
tional cost. Indeed, only 17% of the buyers
vetoed the proposition—including 29% of
those shopping for below-$40,000 homes (Ta-
ble D).

The message: As income and purchase
prices rise, so does the prospect’s willingness
to spend on energy extras.

Another Bia finding: Given the choice of
reducing the total window area, thus cutting
construction costs, or putting in thermal win-
dows, and increasing costs, buyers in the
outdoor-oriented state of California will take
the windows (Table E).

There’s a small caveat for builders, how-
ever. Despite the positive response to
thermal-pane windows, the study cites the
need for an ‘‘educational’’ effort to promote
their better insulation benefits. It also rec-
ommends that the windows be offered as
optionals.

If builders take the right marketing ap-
proach, says the BIA, 35% to 65% of all
homebuying prospects can be expected to
buy thermal glass.

Buyers’ resistance stiffens when it comes to
costly solar heating systems. Only 20% are
“very willing’’ and 22% *‘somewhat willing™’

to pay $4,000 more for a solar space-heating
setup (Table F).

If offered as an option, however, these
products give the builder an exclusive feature
for the one in five prospects who are ready to
buy a solar system. And, with buyers worried
about coming energy problems, the addition
of pre-plumbing and other preparation work
for future solar systems should help new-
home sales, the BIA says.

Rising home prices:
Labor gets an unfair share of the blame

Prospective buyers blame today’s higher
prices on the costs of labor and materials—
even though the two aren’t rising as fast as
other costs and, in fact, now account for a
declining share of the total housing cost.

A surprising 26% of the prospects single
out higher labor costs as the most important
cause of rising home prices; another 18% cite
increased materials costs (Table G).

However, homebuyers do seem to have an
idea of some of the other influences at work
in today’s market.

The study shows, for example, that 20% of
the prospects think speculative buying (a
problem peculiar to Southern California) is

the main cause of rising prices. Interestingly,
TO PAGE 84

Know your buyer prospects

That’s what the BiA study is all about.

Beaming in on the ultimate consumers, it
asks: Are they moving up, down or to the
side? What are their needs? And what are
their main concerns about buying?

The answers provide a rare look at how
consumers approach the housing market.
More important, they give the builder much
helpful information about how to sell this
year’'s homebuyers.

The B1A study reflects the buying at-
titudes of 1,100 prospects, all interviewed
during a single weekend in April. They
were asked 33 questions about topics rang-
ing from housing design and prices to en-
ergy and government regulations. The re-
sults are shown in 36 tables.

In addition, much of the study’s data on
specific buyer preferences has been keyed
to relatively narrow segments of the mar-
ket.

This research technique, still compara-
tively new to housing, splits the market into

various sub-sections, each based on the
demographic traits which influence the
homebuyer’s style of living.

The BiA study uses 14 of these
segments—e.g., young and adult singles,
marrieds with and without children, empty
nesters/never nested, divorcees/widows,
etc. And it gives a rundown on the design
implications for each group.

Also included in the 64-page report are a
copy of the survey questionnaire for
builders who want to use it themselves and
a brief description of how they can compare
their own survey results with the BIA'S
data.

Copies of the study are available to
members of the National Association of
Home Builders for $150, and to nonmem-
bers for $250. Contact: Orange County
Chapter, Building Industry Association of
California Inc., 2001 E. Fourth St., Suite
224, Santa Ana, Calif. 92705. Tel.: 714-

547-3042.
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n a choice of thermal-pane windows or one-third less window space at a $1,000
ng, which would you choose?

INCOME (in thousands) } : PRICE RANGE OF INTEREST (in thousands)

. $15- $20- $30- $40 Und. $40- $50- $65- $80- $100+
5 20 30 40 $40 50 65 80 100

75% 74% 76% B5% 66% 75% 72% 76% 78% B86%

20 18 26 Dol W8

- ERICE AANGE OF INTEREST (in thousande)
Und. $40- $50- $65- $80- $100+
$40 50 65 80 100

20% 18% 19% 19% 22% 24%

Which of these costs, in your opinion, has been the
number one cause of rising home prices?

——PRICE RANGE OF INTEREST (in thoysands)
Under $40- $50- $65- $80- $100+
$40 50 65 80 100

22% 20% 23% 14% 18%  16%
28 a5 B 2 2

Table H
What effect have environmental regulations had on new home prices?




for our money

only 10% blame *‘increased builder profits.”’

Although environmental regulations aren’t
seen as the major cause of price rises, 44% of
all buyers believe that official delays and red
tape have *‘significantly increased’” housing
costs (Table H).

And builders should take pains to see that
this level of awareness is raised, says the BIA.
Reason: If prospective buyers are made to
understand that such regulations result in
higher prices, they’ll be more apt to take an
active stand against local no-growth/slow-
growth policies.

Verdict on the houses:
Good, but. . .

Prospects were also asked to rate different
features of the model homes they had just
seen (Table I).

Almost 70% gave an overall rating of excel-
lent to good. In analyzing such results, how-
ever, builders are advised to focus on the
rating extremes of excellent and poor. Be-
cause, says the BIA, unless a prospect con-
siders the project excellent, chances are he
won'’t buy.

[s the home a good buy for the money? For
this critical evaluation, 15% of the prospec-
tive buyers came up with a value rating of
excellent—an average the BIA considers nor-
mal for the industry.

Thus, if a specific project gets a rating
that’s significantly higher than this, the study
says, it has some price elasticity. Translation:
The builder can raise his prices without hurt-
ing sales.

Conversely, a project with much less than a
15% excellent-value rating is probably in
deep trouble. But, notes the BIA, the builder
may not have to cut prices; perhaps he only
needs to do a better selling job.

Buyers who were dissatisfied with the
model homes they visited also had their day
in the critic’s chair.

To pinpoint negative attitudes (Table J),
the BiA polled those who simply would not
consider purchasing any of the houses they
saw—31% of all prospects. By far the most
frequent complaint was that the houses were
too expensive (31%); the next objections
were poor value (14%) and the houses were
too small (14%).

In a word, notes the BIA, the No. 1 fault in
today’s new housing—whether real or in the
eyes of the buyer—is its lack of value.

—BILL MULLIGAN
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Table J

What is your major objection

to these homes?

Too expensive

9 PRICE RANGE OF INTEREST (in thousar]

$40- $50- $65-
50 65 80

$80-
100

21% 30% 39%

34%
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Microwave ovens are the fastest-selling major
bpliance. So, offer your customers the GE Built-In

ven in cooking today.
It also has a P-7® self-cleaning conventional
ven as the lower oven. Self-cleaning ovens are the
pe of conventional ovens most popular with con-
Limers.

With the Built-In model, you can add the Glass
eramic Cooktop and Exhaust Hood to make a truly
bectacular display of cooking equipment in your
itchens. For this, home-shoppers will stop.

All GE ovens, cooktops and exhaust hoods are
acked by Customer Care® service, which means

licrowave Cooking Center, the most exciting kind of

Give your kitchen the selling magic of GE microwave.

we have Factory Service Centers covering over 800
cities, plus more than 5,000 franchised servicers
across the country. Many are listed in the Yellow
Pages.

For further information, contact a GE Contract
Sales Representative through your local GE Major
Appliance Distributor.

GE has the Automatic Chef Control,
on Microwave Cooking Center models,
the feature which cooks by tem-
perature and shuts off the oven \(_..ozme
when food has been cooked to X

s =y
the desired serving temperature. u "
Over 25 years of consistent service to builders.

GENERAL @D ELECTRIC

Circle 85 on reader service card




Both you and your clients will put
this rich edmon of VACATION HOUSES
to th 2 best of uses—to glean inspiring
and practical ideas from it! Bursting with
exterior and interior photographs (black
and white and full color), site plans, floor
plans, and such specifics as cost range,
this beautiful sourcebook shows you and
discusses 62 of the very best new designs
architects have come up with for vacation
sites in the United States since the first
editionin 1970. As many as 43 of these
were Record House Awards winners.

Each of the houses you'll visit is
provocative, stimulating, idea-filled. All
together, the?l offer concrete answers to
a considerable variety of sites, dreams,
desires, needs, and budgets. They will
not only help prospective owners to
crystalize their unformed notions, but
will give you, the architect, a springboard
for exchanging with clients specific
verbal and visual ideas about approach
and appearance, feeling and form.
They're the best of the best from the
pages of Architectural Record!

Here are tHe top successes—for
all climates, terrains, tastes

Wooded hideaways, lakeside cabins,
country cottages, meadow-framed farm-
houses, studios by the sea, slopeside
chalets, dune nesé mountain aeries,
private oases within planned communi-
ties—they're all here! And they're all
models of intelligent, sound develop-
ment—economically, architecturally,
and ecologically.
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Second edition

The Architectural Record Book of

& Vacation Houses

Selected by the editors of Architectural Record

256 pages, 9 x 12 inches, more than 300 illustrations

See 62 of today’s most exciting vacation houses and how architects
are turning America’s “let’s-get-away-from-it-all” dreams

into living realities. . .

Keep your eye on today’s
trends, philosophies, styles
in America’s ‘‘second homes”’

What kinds of second houses are
people dreaming about? What do they
want and expect from that home away
from home—whether it be a summer
stopover or a year-round vacation haven?
Often what the owner wants is a combi-
nation of opposites. Privacy and more
involvement and activities with family.
Elegance and ease. Simplicity and ex-
citement. Formality and casual day-to-
day living. But whatever they want, what-
ever the mood, these designs display an
amazing degree of sensitivity, percep-
tion, freshness, and inventiveness. And
whatever the individual site, whatever
the individual taste, the designs promote
full enjoyment of life and nature—and a
deep experience of the site itself.

Practical talk for the
practicing architect
Inspiration and stimulation aside,

stress is also placed on such practical
topics as costs, methods, and materials.
Construction budgets range from under
$ 12,000. (Jpper brackets include a

“mini-hotel” for a family of twelve!
Hundreds of techniques are explained.
For achieving dramatic effects and visual
surprises. For accommodating a wide
variety of activities. For applying eye-
deceiving devices that can expand or
contract space. For creating environ-
ments that are at once bold, quiet,
sophisticated, and rustic! There are also
ideas that are easily repeatable in several
different versions!

weom o MAIL THIS COUPON TODAY FOR 45-DAY FREE EXAMINATION == = == mn wm

ARCHITECTURAL RECORD

1221 Avenue of the Americas
New York, New York 10020

Please send me VACATION

HOUSES, Second Edition (002337-9),

end of that time | will remit $17.95,

plus local tax, postage, and handling,  §iqe
or return the volume without obliga-
tion. This offer good only in the U.S.
and subject to acceptance by McGraw-

Hill. books in 15 days for full refund if not completely satisfied

]
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: for 15 days' free examination. At the  City
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1
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Name 1
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Street Address 1
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Zip .

SAVE MONEY! If you remit in full with this order, plus local tax, [l
Mc-Grew Hill pays all regular postage and handling costs. Return 1
I
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We deliver! That way we keep our
romises and doors from being broken.

Raynor knows how important satisfaction . one haul delivery
timing and coordination are on And. because a load is carefully packed by our
any construction project own people, the chances of damage are kept to
That's why we're as concerned @ minimum
with delivering our product as It's this extra concern for quality that's made
we are with building it. We have Raynor a brand you can depend on for residential,
our own fleet of semi's on the commercial and industrial doors made of wood,
road all the time on regular pre-scheduled runs.  aluminum, fiberglass or steel.
lOur distributors and customers know that when Call us for more specifics. 815/288-1431. Or write
we're headed their way they can depend on us Raynor Manufacturing Company. Dept. HH,

being there on time. It's the shortest distance Dixon, IL 61021, for the name of the Raynor

between our shipping dock and customer factory-trained distributor/installer near you

Circle 87 on reader service card
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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 of accounts by territory
Target productive calls for salesmen
Support regional sales managers

Make public relations calls on builders
Introduce new products and materials
Select sample areas for market research
Encourage dealers, distributors & salesmen
Prepare direct mailings

Survey product use

Keep marketing managers informed

Architects & Engineers

Market your professional services
Locate Blue Chip developers by city
Evaluate the status of prospective clents
Determine a builder's housing mix

Builders & Contractors

Demonstrate your standing in the industry
Judge the performance of competitors
Compare operations in your peer group
Check the movement of key personnel
Pinpoint activity in specific markets

Spot trends in major Metro areas

Acquire timely statistical market data

Planners & Consultants

Provide chients with imely marketing data
Questionnaire  key people in key firlms
Keep a finger on the Pulse of the market

Make sound marketing and management decisions

Detect market patterns and trends
Save big money on your research budget

Get comprehensive statistics unavaillable elsewhere

Realtors & Developers

Select companies interested in development
Locate joint venture partners

Spot multi-family builders

Locate potential land buyers in Metro areas
Find successful builders for current projects

Estimate land requirements by type of construction

Contact potential clients for services

Investors & Lenders

Discover companies previously unknown
Develop new target accounts for services
Sell real estate 10 major builders

Learn names of key execulives

Appraise company stength in the market

Double-check names for credit purposes
Measure market penetration
Find acquisitions

Judge strength of earnings & level of operations

Implement bonding program for builders
Isolate multi-tamily operations
Define commercial industrial activities
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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

Over 500 Pages
Size 8%." x 11"
Tax-Deductible

1 SHIP 1977 BLUE BOOK
| YES’ AS INDICATED BELOW

To recover lost ground in 1977, you need all the help you can get. The Blue Book
Major Homebuilders gives you all the help you need with all-new marketin
intelligence on your best possible prospects, customers and clients

The Blue Book tells you who they are, what they're building, where they'r
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 fo!
The new State Selector guides you straight to any state for major builders yo
should be looking for. And page-by-page Market Tabs locate major builders yo
want to know in any City or Metro area

But names alone are not enough. The Blue Book gives you telephone number
and addresses of key executives both at headquarters and branch offices

Still not enough when you need to know what these important prospects ar
thinking and doing. That's why The Blue Book also fills you in on their constructio
methods areas of operation type of organization single- and multi-famil
production in the last four years, plus plans for 1977 sales prices and rent
ranges participation in government housing programs other busines
activities and sources of income. Even more: their land requirements, mone
requirements and sources of financing

With The Blue Book in your hands, you're now ready to talk business with th
nation's most active builders. Contact! Call up, call on or write to these heavy user
of building products, materials, services and equipment for a deal that helps bot
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 t
use for profit. It's a nationwide research report organized and packaged to provid
ready contact with some 3,000 key executives at 1,000 building locations in all 5
states. It's the problem-solver you need to save wasted time and effort—no les
aggravation—of trying to contact builders turned over and out by the disastrou
upheaval of the past two years

Your best bet is the National Edition offering a complete collection of all th
major homebuilders possible to locate during many months of extensive, expensiv
research packaged for easy use. But if your interests focus on one or two region
The Blue Book offers four regional editions to accommodate your need to kno
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., Il
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 goo
contact is all you need to repay your tax-deductible investment in the 1977 Blut
Book of Major Homebuilders—now available through the order blank below

THE BLUE BOOK OF MAJOR HOMEBUILDERS*
CMR Associates, Inc

1559 ETON WAY

l O Bill me 0 Bill tirm CROFTON, MD. 21114

PECIAL PRE-PUBLICATION PRICE*
OPayment enclosed to save postage & shippingcharge ;75:0 S-N onoe‘:as 'RCEACé?VEO E
PUBLICATION DATE: JANUARY, 1977 BEFORE DECEMBER 31, 1976 *

National Egiion (No of copres $94 50
Enclosed s my check (or money order) for § Nortneast Egition (No of copies }$34 50
payable to CMR Associates, Inc Book(s) to be MidwestEaition (No ofcopies 1834 50
shipped prepaid with guarantee of full satisfac- South Edition (No ofcopies — 1834 50
tion or 15-day full refund privilege on return of owestEdnion (No olcopies —— 1834 50

Blue Book

NAME TITLE

ADDRESS

Please Cnheck One

CITy

STATE 2P

A TAX-DEDUCTIBLE BUSINESS EXPENSE

l FIRM
-
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30 pages, 9 x 12,
ore than 500 illustrations

dited by Walter F. Wagner, Jr., AlA.
ditor, Architectural Record

r

N,/
el
Hill'

Visit these 68 exceptional, idea-
filled houses. Each designed and built

to fit its own unique surroundings.

Uncover the uncommon in this visual odyssey highlighting some of the most out-
standing, trend-setting houses to appear on the pages of Architectural Record.
You'll see 68 original, livable, and convenient homes . . . superlative creations of
space and mood and each custom designed for its own particular site.

One of the most striking features is the book’s lavish illustrations. A variety of
exterior and interior photographs let you see hundreds of rooms, specific archi-
tectural details, floor plans, furnishings, and decorations.

This finely bound compendium of idea-filled homes illustrates the critical relation-
ship of a house to its site, explains how and why houses must be related differ-
ently to different sites and shows how this relationship results in better homes.

You'll use this book for browsing and to stimulate your own creativity. To see how
various design elements can be cleverly and dramatically put to specific advan-
tages. And to be inspired to develop a unique design for a house of your own.

ARCHITECTURAL RECORD HH10/77
1221 Avenue of the Americas, New York, N.Y. 10020

Please send me GREAT HOUSES (002314-X) for 10 days’ free ex-
amination. At the end of that time | will remit $16.95, plus local tax,
postage, and handling, or return the volume without obligation. This
offer good only in the U.S. and subject to acceptance by McGraw-Hill.

Name
Address
City

State Zip

SAVE MONEY

Remit in full with this order, plus local tax, and McGraw-Hill pays all
regular postage and handling costs. Return book in 10 days for full
refund if not completely satisfied. 23K225-4005-3 |
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Kitchens
Kitchens
Flooring
Flooring
Electrical
Electrical
Electrical
Security
Security
Plumbing/Piping
Plumbing/Piping




[No longer is radiant heating restricted to supplemental
eating applications—these ‘*Aztec’” heaters are efficient
enough to serve as a primary heat source. The reason: a
silicone coating that increases surface area, so more heat is
oiven off while surface temperature stays at a safe 200°F.

The radiant panels heat cold objects directly, just as the
sun does. (Conventional convection systems heat air,
hich in turn warms objects.) Because there are no fans or
lowers, maintenance is low. What's more, the air isn’t
dried out and dust isn’t stirred up.

“Aztec” panels are more economical than electric
baseboard heat. Only 750w of radiant panels are needed for
every 1,000w of baseboard, and they can be installed on
walls or ceiling, so nofloor space is lost. (See photos above

Radiant panels provide practical electric heat

left and far left.)

The panels, which are as easy to install as lighting
fixtures, come in a variety of shapes from 15"x22" to 2'x8’,
and in all voltages. They are offered for surface-mount,
T-bar and recessed installation. Wattage varies with unit
size, from 200w to well over 1,000w.

Two 750w units will heat an 11'x12' space; an additional
500w would be needed to heat a 13'x14" room. They're
most efficient when placed near exterior doors (photo left)
and above windows, where they offset heat loss.

The 2'x4" decorative panel shown above (it’s the **pic-
ture’” above the couch) is a 750w plug-in model intended
for space heating. Aztech International, Albuguerque,
NM. Circle 265 on reader service card
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Modular kitchen cabinetry (above) features fronts with solid oak slats in a rich chestnut  Economical portable washer (above) fits i
shade. The front panels, resistant to water, vinegar, alcohol and excessive heat, are an area only 24" wide. The unit, with 6 |
individually rounded at the edges. Contemporary-style cabinets, with easy-to-grip capacity, has normal and permanent pres
handles, have low-maintenance plastic interiors. Poggenpohl usa. Teaneck, NJ. Circle cycles. Sears, Chicago. Circle 201 o
200 on reader service card reader service card
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See-thru oven door (above) is now available = = y

on all Magic Chef gas and electric self- ~
cleaning ranges. A metal shield locks in S
place to protect window during self-

cleaning cycle. Magic Chef, Cleveland,

TN. Circle 202 on reader service card . Y ‘\

Stainless steel bar sink (below) has spacious
sink compartment with two plastic-lined
storage wells on one side. Convenient unit
also can serve as secondary kitchen sink.
Elkay, Broadview, IL. Circle 203 on
reader service card

——
|

*ChefBlok™ cabinetry (above) has doors with a butcher block motif created by random
| length pieces of solid mixed hardwoods edge-and-end glued together. Durable, low-
|  maintenance cabinets have stain-resistant, easy-to-clean inside surfaces. Cabinets come
| fully assembled and prefinished. Matching vanities are available. International Paper,
1 Portland. OR. Circle 204 on reader service card
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Your remodeling customers
want to save energy.

The hest replacements for their
old gas appliances are new
energy-saving gas appliances.

as is the efficient energy. maximum heat fron n
! . most efficient :E.» major e Gas ranges with a I E
238! B hat does awary witt r
1se considerably less of our country's energy e Gasdryers with a ot
esources than mparable types of appli that eliminate the pilot light and
RS NN WD TR ISR T Homes will keep on getting gas.
odern gas equipment saves energy. The Federal Power Commission has specified
| ice. Now more tha o ith o

Conserve gas. AdALERR" A

card

Circle 93 on reader service




Built-in dishwasher (/eft) ha
three energy-saving cycles in
cluding ‘*Natural Dry.” Thi
cycle omits the expense of thd
heating element for the drying
of dishes. Modern Maid, Chat
tanooga, TN. Circle 208 o

reader service card

Textured steel range hood (be
low) comes in six colors. Unit
in 30" or 36" width, has quiet
operating fan.~Hood come
ducted or non-ducted. Miami
Carey. Monroe, OH. Circld
| 209 on reader service card

“‘Built-In Sleeve Kit”’ permits
conversion of any Hotpoint
countertop microwave oven to
a wall unit (above). The kit is
designed for use where
counter space is limited. Hot-
point, Louisville, KY. Circle
205 on reader service card

Faucet spray head, '‘Rinse-
Quik’’ (left), is made of
abrasion-resistant Delrin. The
black unit with chrome trim is
suitable for a variety of clean-
ing chores. Modern Faucet,
Los Angeles. Circle 206 on
reader service card —

Countertop microwave oven, “MPP 218" (above), has ultramatic  Three-door refrigerator/freezer (above) features ‘*Energy Saver
touch control panel. The 15"x223%"x17%" unit has power selector ~ Switch’” which reduces energy consumption. Unit features 12.83
with settings for warm, simmer, low, medium, roast and high. cu. ft. refrigerator section and 8.2 cu. ft. freezer. Automatic ice
Oven has *‘Observador’’ black glass door. Caloric, Topton, PA. maker and juice can dispenser are included. White-
Circle 207 on reader service card Westinghouse, Pittsburgh, PA. Circle 210 on reader service card
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L-P introduces

‘economy
you can

At Louisiana-Pacific, we've developed

a new exterior grade particleboard
floor system. It's a combination
subfloor/underlayment panel with
sealed tongue and groove or
square edges. Measure it. From
edge to edge, Redex is a full net
48" across the face.

And that’s just for starters.

Redex also lays down faster,
saving costly manhours and it
eliminates the need for additional
subflooring or underlayment. In
fact, if you lay your next floor with
Redex, you can save up to 30%
over a conventional 2,000 square
foot area.

When normal joist spacing is
used, you'll end up with a floor
stiffer than plywood, ready for
carpet or vinyl roll goods, warp resis-

tant. check free and with a solid core.

Plus, Redex is an excellent substrate

™

for lightweight concrete aggregate for
apartment and townhouse construction.
Then there’s Redex for the roof. Up on

top, if it's Redex tongue and groove,
you can forget blocking and clips.
You don’t need them. And for sof-
fits, Redex surface is smooth —
paintable smooth.

One more thing. Redex is
warranted and meets FHA, ICBO,
BOCA and Southern Building
Congress specifications as well
as Underwriter Class 3 Fire

Code requirements.
So if you've been looking for a little
economy you can stand on, see
your supplier. For additional infor-
mation, contact Louisiana-Pacific,
PO. Box 6124, Santa Rosa, Cali-
fornia 95401 — (707) 528-6680.

: LIP Louisiana-Pacific

Circle 95 on reader service card




Unglazed ceramic tile, **Georgetown Blend™” (above), is suitable for use on interior floors
and walls, exterior walls not above the first floor level, vanity tops and countertops. The
easy-to-install 8"x4" tiles may be arranged in a variety of patterns. The top and perimeter
surfaces are irregular, creating a handcrafted effect. American Olean, Lansdale, PA.
Circle 211 on reader service card

No-wax vinyl asbestos floor tile, "*Octa-
vian'' (above), is part of the '‘Brite 'N
Shiny”’ line. The 12"x12" units come in six
colorations. Kentile. Brooklyn. NY. Cir-
cle 213 on reader service card

Herringbone teak parquet (above) is suita-
ble for both residential and commercial
applications. Pattern size is 24"x26".
Bangkok, Philadelphia, PA. Circle 212 on
reader service card

Vinyl asbestos floor tile, "“Octrelle™
(above), features subtle shading and a
travertine embossment. Tiles come in four
colorways. Azrock. San Antonio, TX.
Circle 215 on reader service card

Prefinished flooring, ‘‘Colony Plank™
(above), features no pegs, making it easy
to install. Oak flooring is %" thick. Mem-
phis Hardwood, Memphis, TN. Circle 214

on reader service card
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Hardwood flooring (above) features
tongue-and-groove design. The 6"x6"
squares come in six shades of wood and
can be finished on the job. Flooring is
installed without nails. The parquet floor-
ing is suitable for commercial applications.
Penn Wood, East Berlin, PA. Circle 216
on reader service card

Cushioned vinyl flooring, **Coral Springs”’
(above), has a low-maintenance, no-wax
surface. Available in 6’ and 12’ widths,
easy-to-install flooring comes in five col-
ors. Flooring retails for $7.95 a sq. yd.
Congoleum, Kearny, NJ. Circle 217 on
reader service card

Solid oak parquet tiles (above) come with
padded foam backing, adhesive backing
or no backing. The 12"x12" easy-to-install
tiles feature tongue-and-groove design
and come in light, medium and dark oak
fimishes. Hartco, Oneida, TN. Circle 218
on reader service card




Jerald R. Jones talks with
Mrs. Dean Huebert, a

T A luxury condominium
demands quality throughout.
[ specify Whirlpool heat pumps!

“The Villas at Crestview is one of the most exclusive condominium housing develop-
ments in the country. As the developer and builder, I've supervised every detail of
construction and personally approved every contractor’s bid.

“When I specified heating and air conditioning, my first concern was for total
energy efficiency. That's why the Whirlpool split-system heat pump was my number one
choice. I knew I could count on Whirlpool products for quality, and on my local
WHIRLPOOL Heating and Cooling Products dealer for reliable installation and
dependable service.

“As a long-time builder of custom single-family
homes, I've had a lot of experience with almost all of the

= big names in the heating and air conditioning industry.
3 But when I'm up in that six-figure home price range,
WHIRLPOOL Heating and Cooling Products meet and
exceed my toughest specifications.”

Ask any builder who specifies WHIRLPOOL Heating
and Cooling Products. Or ask us in Nashville at (615)
744-( )450.

Whlrlp

HEATING & COOLING

Jerald R. Jones
Builder/Realtor
Wichita, Kansas

ool

PRODUCTS

Circle 97 on reader service card 97
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Cushioned vinyl flooring, **Villa Madero™
(below), features a bold geometric design.
Offered in white, red, orange, beige and
brown in 6’, 9’ and 12’ widths, low-

maintenance flooring has a **Dura Polish™
wear layer. Mannington Mills, Salem, NJ.
Circle 219 on reader service card

Textured ceramic floor tiles, “*Octogon”
(below), have surface irregularities that
create an individualized look. Part of the
“Franciscan Terra Firma' group, tiles
come in 16 natural colors including tans,
browns, a blue, a green and black. Inter-
pace, Los Angeles. Circle 220 on reader
service card

Perma-Grain® parquet flooring (above) is
available with eased edges that minimize
the effect of irregular subfloors and
simplify installation. The flooring is made
of genuine hardwood impregnated with a
colored acrylic. ARCO/Chemical, Phil-
adelphia, Pa. Circle 221 on reader service
card
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Modern abstract design carpeting, “Inca’ (above), is an 80% wool, 20% nylo
axminster. The heavy-duty floorcovering, suitable for use in high traffic areas, i
available in a 12’ width. Carpets International, New York City. Circle 222 on reade
service card

N : ; ; i %;

i M \ e

Rib-textured commercial grade carpeting, Autobahn™ (above), is tufted of Allie
Chemical’s Anso-X soil-hiding nylon. The easy-to-maintain, durable floorcoverin,
carries five-year wear and lifetime anti-static warranties. Hollytex, Century City, C
Circle 223 on reader service card

. i :

Cut-and-loop plush carpets, *“Walk Softly™ (above left) and “‘Island Estates™ (abov
right), have a softly sculptured look. “*Walk Softly"" is a **Super 4'" soil-hiding, ant
static floorcovering available in 16 colors. “‘Island Estates’ is a patterned carp
offered in 14 multi- and tone-on-tone colorations. J. P. Stevens, New York City. Circl,

224 on reader service card




Plen-Wood system
uts construction and energy costs
of solar homes.

When Al Throckmorton saw the energy-saving potential of the WWPA Plen-
ood system, he was quick to incorporate it into his plans for five new solar homes
nder construction by Frontier Development Co. in Nevada. The Plen-Wood system
s based on a simple concept: the entire underfloor crawlspace is used as an
nsulated, air-tight plenum chamber for distribution of warm or cool air through
loor registers.

Throckmorton, an industrial engineer and solar heating consultant to builders,
ave these reasons for using Plen-Wood:
‘It's a better, more efficient system than
onventional ducted systems. For one
hing, it’s easier to balance. And because
f its efficiency, we can use smaller solar
ollectors, which helps keep these homes
“ompetitive with conventional systems”

The Plen-Wood system also cuts con-
truction costs “...saving $400 to $600 per

Airis drawn through collectors (A) and distributed by fan (B) to either rock-

hon]e com pd r()d t() d U(‘t(’d I n Stal lat l()H S” filled storage unit (C) or through plenum to house registers. On cloudy days

and at night, heated air is drawn from storage unit and, if necessary,
supplemented with heat from furnace (D).

Throckmorton is working on plans for
115 more homes. To conserve energy, he'll
ontinue to tap the limitless power of the
solar system. With his own solar system.
nd Plen-Wood.

¥

Al Throckmorton. President, Sunheat Solar Systems

SEENEIEENEEEEENEENEENENEENENEENEEEEEERER
Gentlemen

| want technical assistance. Have your
representative call
Send me your free Plen-Wood System Manual

et complete details on the
len-Wood system. Send the
oupon or write WWPA. Spend a

ew minutes now, and you’ll save NAME
lot of money later. FIRM PHONE
ADDRESS

(v 11 A - - . - 7\P

VV/\ Western Wood Products Association
WP
/. Dept. HH10/77 , Yeon Building, Portland, Oregon 97204
iGNNI ERENENENIENEENERNENREAEEEREN!

One of a series by members of the American Wood Council

Circle 99 on reader service card H&H/housing 10/77 99




| Portable circuit interrupter
(above) provides ground fault
protection for power-tool us-
ers. Convenient UL-listed de-
vice has standard male plug
3M, St. Paul. MN. Circle 245
on reader service card

Plastic outlet box (/eft) 1s de-
signed for use with metal wall
studs or wood. UL-listed unit
is of high-impact Noryl® plas-
tic. Slater Electric, Glen Cove.
NY. Circle 246 on reader ser-

vice card

e

Decorative wall plates, the "*Switchables™ (above), feature two-
piece construction. Twelve inserts and six classic or contempo-
rary frames can be interchanged to form 72 possible combinations
of color, design and style. American Tack & Hardware. Monsey.
NY. Circle 247 on reader service card

100 Hsrimousing 1077

“*Turbinette Power Brush”’
fabove) is an
‘Vacuflo™ built-in cleaning
systems. Air-driven rotating
brush cleans carpet nap. H-P.
Louisville, OH. Circle 248 on
reader service card

accessory to

| o

Weatherproof plate (right) ac-
cepts GF1 receptacle. Die-cast
aluminum unit with silver-gray
baked enamel finish has self-
closing cover. Eagle, Long Is-
land City. NY. Circle 249 on

reader service card e

Matte-finished nylon hole plugs (above) are suitable for closing
wiring outlets and unwanted openings. Plugs come in 20 different
sizes ranging from 3/16" to 2”. Heyman, Kenilworth. NJ. Circle

."“—“ on re (1([( r service «( u‘/'xi

Economical load regulator (above) limits electric usage during
peak periods. The system peaks by deferring a second priority
load when a first priority load is energized. Unit is easy to install.
Sangamo Electric. Springfield. IL. Circle 251 on reader service
card




Tomorrow’s

truly energy efficien
home needs today’s

new ga

%

Energy-efficiency means conserving energy and
saving money. That's important to every family
building a home today, and that makes it impor-
tant to you.

Helping people achieve energy-efficiency in
their new homes is part of the builder’s job.
People respect your knowledge and listen to your
advice. So when they're considering appliances.
tell them about the new breed of energy-efficient
gas appliances available today. They're up to 50%
more efficient than the ones offered just five years

S appliances.

ago, with features like pilotless ignition, better
insulation and improved heat transfer.

For the big household jobs—cooking, heating,
drying clothes and heating water—gas is the most
efficient energy there is. And people will appre-
ciate your telling them that, because it means
they’ll be saving money for years to come.

True energy-efficiency means making the best
possible use of our energy resources. Today's gas
appliances do just that.

To state it simply:

New gas appliances are good for your economy!

Gl

GAS APPLIANCE MANUFACTURERS ASSOCIATION

Circle 101 on reader service card
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House & Home
Carole Eichen’s new book of
interior design ideas to make your

model homes and a
sell and rent faster

156 pages
50 color phntographs
100 drawings

103" x 103"
$24.95

Next best to having Carole Eichen on your design staff is Carole
Eichen’s new book of design ideas on how to decorate for your par-
ticular segment of the market. Step-by-step, Carole walks you through
the complex process of design decisions leading to that single telling
moment when the prospect says, “Yes, I like it. I'll buy it.”

Drawing from long years of experience, Carole tells not only why,
but also how to put more sell into model homes and apartments.

Her best-selling designs are presented in clear-cut text illustrated with
fifty large, full-color photographs, each accompanied by before-and-
after schematic diagrams moving your mind from the design prob-
lem to the design solution to the ready-to-sell results.

HOW TO DECORATE MODEL HOMES AND APARTMENTS
explains the key factors to be considered in creating best-selling inter-
ior designs for

* Dens

* Sewing Rooms

+ Sales Offices

» Patios & Balconies

* Master Bedrooms

* Children’s Bedrooms
* Family Rooms

* Built-ins

» Kitchens

» Bathrooms

* Living Rooms
* Dining Rooms

Presenting an array of interior design ideas adaptable to your own
condominiums, rental apartments and single-family homes, this mas-
terful guide also gives you special insight on the major elements of
residential design: color, lighting, built-ins and accessories.

SClivo

partments

Carole Eichen, prominent interior de-
signer for the housing industry and Con-
tributing Editor to House & Home.

Builders and developers turn to Carole
Eichen—President and Chief Designer
of Carole Eichen Interiors—for decorat-
ing ideas to match their market for con-
dominiums, rental apartments and sin-
gle-family homes.

Carole is one of those rare people who
know people. With an uncanny sense of \
merchandising, she designs model homes and apartments in the
mirror-image of what homebuyers are really looking for.

HOW TO DECORATE MODEL HOMES AND APARTMENTS
also details the design decision-making process involving fundamen-
tal judgments on

* How to match interior decor to your markets,

* How to make interior design costs pay for themselves,

» How to keep abreast of current decorating trends,

* How to bring your models in on schedule,

» How to plan for effective model maintenance,

* How to coordinate salesmen with the marketing team, and

* How to put it all together for total impact.

Equally important to the workings of successful interior design are
Carole Eichen's suggestions on what builders should expect of de-
signers . . . what designers should expect of builders . . . how to draw
up a good contract with the interior designer . . . how to control
schedules, deadlines and the countdown for installations.

Inexpensive ways to avoid costly mistakes, budgeting do’s and don’ts,
and matching design to your market parameters are other practical
aspects which make this new book an effective working tool for sell-
ing condominiums, rental apartments and single-family homes suc-
cessfully in any locale at every price level.

Builders and developers who have profited from Carole Eichen’s
services would readily agree that your model homes and apartments
will never look quite the same after you get your hands on this prac-
tical book of successful interior design ideas. Order the book today and
add Carole Eichen’s expertise to your own experience in selling homes.

Yes!

Send me
Carole Eichen’s new book on

Enclosed is check for $24.95 payable
to House & Home Press.

Mail this coupon with remittance to:

House & Home Press
1221 Avenue of the Americas
New York, N.Y. 10020

YourName___

FirmName___ e e
Mailing Address .
Gl _State

HOW TO DECORATE MODEL HOMES AND APARTMENTS

" CONTENTS
PREFACE: ABOUT THE AUTHOR 7
INTRODUCTION: A PHILOSOPHY OF DESIGN 8

FUNDAMENTALS

‘ <
MAJOR ELEMENTS
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n vacuum, 'SV 1500"" (@bove), provides dust-free opera-

e easy-to-install system utilizes a remotely located power
Servac Vacuum Systems, Santa Clara, CA. Circle 242 on
r service card

ng flush receptacle (be- Qwik-Gard® GFSR (below)is a
features crack-resistant shallow UL-listed receptacle
face with corrosion- which can be installed in a
cupronickel parts. UL- 1%"-deep outlet box. The
unit is available in 20 unit, in ivory or brown, comes
in eight NEMA config- in 15- or 20-amp standard or
ns. Leviton, Little Neck, modern design. Square D,
Circle 243 on reader Lexington, KY. Circle 244 on
e card reader service card

| ENERGY CONSERVATION
Send for this I = ‘
FREE folder on & S |
ENERGY CONSERVATION | .
through innovative 1
wood framing

techniques.

Another example of
TECO's ""CONCEPT
APPROACH" to building
efficiency!

5530 WISCONSIN AVENUE
WASHINGTON, D. C. 20015

PHONE 202 / 654-8288

Circle 102 on reader service card

For wood paneling...
stains, waxes, seals
in one oeeratlon

&~

-
Lhud
e -

California Home; Designer: Russell Forester, LaJolla, Cal.; Cabot's Stain Wax on woodwork

Cabot's STAIN WAX

Time was when wood finishing was o long, arduous task. Today, Cabot's
Stain Wax does the job in a single application. This unique “three-in-one" "
finish, svitable for all wood panelling, brings out the best in wood, enhancing
the grain and producing a soft, satin finish in your choice of thirteen colors
plus black, white, and natural, When a flat finish is
desired, use Cabot's Interior Stains.

| Samuel Cabot Inc.
| One Union St., Dept.1030 Boston, Mass. 02108
i Send color card on Stain Wax & Interior Stains

Send full-color Cabot handbook on stains

Circle 103 on reader service card H&H/housing 10/77 103




announcement is neither an offer to sell nor a solicitation of an offer to buy
s. The oftering is made only by €
New York, r

$50,000,000
U.S. Home Corporation

10% Notes due 1987

Price 100%

(plus accrued interest)

ay be obtained in any Stat
nay lawfully offer these sect

Whilte.WeId( &iiz Co.
Bache Halsey Stuart Shields I Blyth Eastman Dillon & Co.
Drexel Il;lrrc;rhl:rrr:tidambert Goll(;;;;l:.rgzzghs & Co.
Hornblo:vr;l,)s;é:’ks. Noyes & Trask E. F. Hutton & Company Inc.
Kidderlhﬂ(:ggg?igrg E‘(;d Kuhlr'llc%gﬁlr)mli‘:dCo. Loeb Rhoades & Co. Inc.
Merrill Lynch, ﬁioerr)(je‘: Fenner & Smith Paine, Webbne:).r Jfrckesdon & Curtis
Reynolds Sec:xritiés rll;‘: Smith Barney,I Harprisat%‘pham & Co.
Wertheim & Co., Inc. lnmi;::r}eWittert iz Co.
neorporate

August 24, 1977

b'aaall R pe—,

Advertising
The market-place of housing.

SELLING OPPORTUNITIES
AVAILABLE

REGIONAL SALES MGRS.

We offer a complete line of pre-bilt modulars,
panelized components and custom houses,
apts, condos and town houses in lowa and all
surrounding states. Top earnings for an
experienced pro. Bob Sandler, Pres., Sandler-
Prebilt Homes, 5390 2nd Ave., Des Moines,
I1A50313.

Black in blue.

Settling the West was often an unsettling experience

Fortunately, the cavalry was there to save the day whenever things got a
little too rough

And many of those gallant men in blue were black men

For instance, the 10th Cavalry, famous for daring and bravery, was a
predominately black cavalry unit. They helped tame the West. And gave a

young America room to grow. You can help America grow today by

buying U.S. Savings Bonds at work, through
> 2 - <05y,
the Payroll Savings Plan 5 < .
Y 4 -~ 4
That way, a little will be set aside from y ( st =
e

each paycheck to buy Bonds. Automatically
So join the Payroll Savings Plan
You won't be blue, with your financial

furure in the black =
. stock ™
In America.

104 H&H/housing 10/77

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-5685, House & Home.

BROCHURE

Amer. Painting (Serving Invest Props.) Phone
(312) 359-0993 or 773-2861. ER. Road, Box
584, Medinah, IL 60157

PLAN BOOK

Plan Book—101 Affordable Custom Designed
Homes—One Design per page, 9" x 12", Spiral
Bound, Color Cover, features actual photo
reduced home builder plans of constructed split
entries, split levels, ranches, A-Frame, 1-1/2
and 2 stories, townhouses, 936 to 2500 Sq. Ft.,
Solar Adaptable. Excellent Sales Portfolio. Indi-
vidual plans available from $10.00. Send
$25.00 to Arthur Everett Smith, Architect, Box
71120, Pittsburgh, PA 15213,

BUSINESS OPPORTUNITIES

Leading dome manufacturer is actively seeking
Builder/Dealers and Representatives to follow
up thousands of leads from National Magazine
editorials. Unique, energy efficient, non-com-
petitive, and dynamic. %ontact Mr. Peter G.
Tobia at (609) 443-4440. Geodesic Structures,
Inc., P.O0. Box 176, Roosevelt, New Jersey
08555.

Send New Ads To:

HOUSE & HOME
P.O. BOX 900
NEW YORK, N.Y./10020




What you need from your lender can be
as different as apples and oranges.

More than money?

Sometimes you need more than money
to help your careful plans bear fruit.

You might need sound engineering
advice. You may have to call upon a skilled
settlement representative, bring an expert
appraiser into the picture, or even summon
financial and money market professionals to
solve unforeseen cash difficulties.

Who puts it together?

Even then, you could be faced with the
problem of coordinating all these different
services—unless your lender is First
Pennsylvania.

Extra hands for the harvest.

Because First Pennsylvania comple-
ments its bankers with seasoned real estate
professionals, we have the experts you
need. Already on staff. We also have the
full resources of one of the country’s largest
banks to draw upon.

The end of the runaround.

And. most importantly, we tie every-
thing together by giving you just one loan
officer to deal with. So you're not shunted
from person to person when your questions
demand fast answers. And when you need
advice in connection with your loan appli-
cation on site selection, appraisal, engineer-
ing. or financing, you get it. With just one
call. To just one person.

First Pennsylvania has already helped
developers reap successful deals through-
out the United States. If you find your
lending needs running from apples to
oranges, why not give us a call? You can
phone Chris Terlizzi at (215) 786-8150.
Or write.

Real Estate Financing
l First Pennsylvania Bank

Philadelphia. Pennsylvania 19101

Trust & investment management m Real estate financing
Correspondent banking s Cash management
International banking m Business banking services

©1977 First Pennsylvania Bank »» Member F D | C

e r service card
Circle 69 on reader service ca S 1077104A
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Whether you've already made your fortune or just
hope to, making sure your money works for you the
way it should is a matter of facts. Reliable facts
boiled down so you can take them in fast and put
them into action when you're ready.

McGraw-Hill's Personal Finance Letter is all facts.
Spelled out to help you make your money grow. Facts
we dig out from every area of financial opportunity
through our editors, specially trained investigafors
and a worldwide network of blue chip advisors.

As a result, every one of the McGraw-Hill's Personal
Finance Letters that comes to you every two weeks
brings you sound, tested advice and strategies

Signature

Mail to McGraw-Hill's Personal Finance Lefter
21 Avenue of the Americas

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

1 048 H&H/housing 10/77

aimed at helping you make your dollars mul
Eight fast-reading, fact-filled pages cover sucht
as the economic outlook, stocks and bonds, re
tate, taxes (tips for saving). insurance ideas,
and retirement planning, how to save whe
spend, and a lot more you can use to make th
of a little money or a lot

But right now, we want you to look into the fa
McGraw-Hill's Personal Finance Letter — witho
ing a cent. You'll find details of our free trial sub
tion offer below. Check it out and mail the co
today. That way, you'll get your money working f
faster Chances are you can't afford not to!

1 Please starta trial subscription for me to McGr
Hill's PERSONAL FINANCE LETTER. I'll check out the
two issues you send me. If | decide | can't use it, ll

cancel” across the bill you send me. Otherwise, I'll s
vou a check for $49, the tax deductible price of a
vear's subscription. If at any time | decide | no lo
want Personal Finance Letter, | can cancel andrecei
full refund for the unexpired portion of my subscripti

-
zl‘ﬁ McGraw-Hill's PERSONAL FINANCE LETTER
[ Hil . Money strategies for the '70s ’




-THERM

The only fireplace that completely satisfies today’s demands
for energy conservation and heating efficiency!

Now...when escalating costs and
fossil fuel shortages are causing
nationwide concern

Now...when standard fire
places. which waste 90% of their
heat up the chimney. are consid
ered expensive luxuries .

Now...when even conven
tional circulating fireplaces that _
use room air for combustion are
only marginally efficient . ..

The Martin OCTA-THERM
Uses Outside Air For Com-
bustion and Provides Up
To 42,600 BTU's Per Hour
Of Additional Heat!

Because it uses outside air

for combustion (Patent Pending). |

q

W LISTED

Outside combustion air

.

the new Martin OCTA THERM
draws almost no room air
(already heated at some expense)
up the chimnev.
and performs
with maximum
efficiency in
today's well
sealed energy

conserving homes (where
standard fireplaces won't even
draw!). A fuel-and-money-saving
heating appliance. the

OCTA THERM makes
any home more desirable.
more saleable!

Features:

= Capable of circulating
supplemental heat to 3
rooms through direct

A

S

S

Circle 107 on reader service card

ducts. OCTA- THERM's 4 intakes
and 4 outlets increase versatility
and efficiency.

« Zero Clearance. May be sup-
ported and surrounded with
standard building materials.
combustible or not.

= Optional Fan Packages
Available. For improved heat
distribution.

Get full information on the

revolutionary new OCTA THERM
now. Write:

BUILDING PRODUCTS DIVISION
PO BOX 128 FLORENCE. ALABAMA 15630

¥ Since 1905.America has wa



Rent a PD80, PD.Q.

This fast, odorless,
instant on-off, 110-volt

"

nates capital invest-
ments and long-term

PD8O0 is the most popular
copier for quality and
convenience in engi-
neering reproduction. =

It pays off two ways:
1) in draftsmen’s time
saved; 2) in an attractive
rental plan that elimi-

commitments.

Send for complete
information. Or call
your nearby Bruning

sales office. Bruning,
1834 Walden Office
Square, Schaumburg,
Illinois 60196.

BRUNING

DIVISION OF
® ADDRESSOGRAPH MULTIGRAPH

Circle 108 on reader service card

-
ATTACH LABEL HERE

: Please give five weeks notice before change of address
Changlﬂg becomes ecffective. Attach mailing label here and print
your new address below. If you have any question about
vour your subscription, include address label with your letter

: MAIL TO
address? | .. & Home - ks
House & Home, P.O. Box 430, Hightstown, N.]. 08520

your name

your mailing address

city zip cod

your firm name

firm address

city zip cod

type of business

your title or position

108 H&H/housing 10/77

TO ENTER OR EXTEND YOUR SUBSCRIPTION, want
CHECK HERE:
0 NEW (] ONE YEAR $15.00 your
[J RENEWAL ] THREE YEARS $32.00
MAIL REMITTANCE TO own
House & Home, P.O. Box 430, Hightstown, N.J. —_——
08520—Rates Apply to U.S. & Canada Only— SlleCflpthﬂ?

LECTRICAL

|

Multiple outlet strip (@above)
features eight outlets, an on/
off switch and a built-in cir-
cuit breaker. Durable, UL-
listed unit measures 49" long,
2" wide and 1%2" high. SGL
Waber Electric, Westville, NJ.
Circle 239 on reader service

Meter socket (above)
signed for use with resid
underground distributio
tems. The unit and ¥
trough provide weathey
metering and ample rog
slack in the cables. A
Manchester, NH. Circ

card on reader service card
““MaxiVac’’ built-in cleaning system (below) carries dust a
away from the living area. Versatile, convenient system |
recirculation or *‘blow back.”” Ward, Dallas, TX. Circle
reader service card




This is not just an
oven. It's a self-
contained full size
cooking system. A
Micro-Thermal oven
above and conven-
tional oven below
that are both self-
cleaning

Three microwave
power levels for flex-
ibility depending on
the type of job the
upper oven is doing.
Defrosting is made
easy

Micro-Thermal upper
oven can be operated
with microwave and
conventional cooking
modes simulta-
neously even while
the lower conven-
tional oven is in op-
eration, adding up to
three simultaneous
cooking methods.

|

T

e

All control and tempera-
ture dials, including
digital clock are located
on one easy-to-read
lighted control panel

Ceramic insert to
hold small dishes in
the center rack of the
roomy porcelain
Micro-Thermal oven.

The CMT-20 patented
built-in exhaust sys-
tem ventilates the
ovens automatically
during the cleaning
process. May also be
operated indepen-
dently during con-
ventional cooking.

For information and
complete warranty
details, contact
Thermador, .,
5119 District &
Boulevard,
Los Angeles,
Calif. 90040

Thermador

The elegant difference

Circle 109 on reader service card




YOUR HOME

AND FAMILY

Intruder detection device,
“*Gard Site”’ (@bove), is radar
operated. The compact unit
can detect movement within a
40’ radius. UL-listed unit has
built-in battery charger. Cas-
ady, Torrance, CA. Circle 225
on "(’(l(/(’l' service ('(lrl/ )

Ultra-violet lamp, Blak-Ray®
(right), helps identify stolen
equipment. Invisible ink mark-
ings show up under the light.
Portable unit weighs only 42
Ibs. Ultra-Violet Products, |
San Gabriel, CA. Circle 226 |

on reader service card {

Multiple-security lock pair
(above) is for double door en-
tries. The functioning unit
(right in photo) has a dead-
locking latch and a 1” throw
deadbolt. A turn of the inside
knob releases both locks.
Amerock, Rockford, IL. Cir-

cle 229 on reader service card

} Lockset combination (left) fea-
| tures a thumb-latch entrance
handle, a key-actuated lock
and a panic-proof inside trim
mechanism. Entrance handles
come in 12 styles. Dexter,
Grand Rapids, MI. Circle 227

on reader service card

Garage door opener, “Genie
GS-450"" (below), features
Sequensor™, a computer con-
trol that operates the door ac-
curately and quietly. Alliance,
Alliance, OH. Circle 228 on

reader service card

1 10 H&H/housing 10/77
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Smoke and fire detector,
Earli-Gard® (above), is a solid
state ionization-type unit. U
to six direct wired units can b
interconnected to sound simul-
taneously. Unit has universal
mounting bracket. Square D,
Lexington, KY. Circle 230 on
reader service card

Thru-door viewers are buil
into **Arnistocrat’’ door knock-
ers (left). Brass-finished
knockers come with mounting]
hardware. Wide-angle units
are available in two sizes
Leigh, Coopersville, MI. Cir
cle 231 on reader service card|

Early-warning smoke detector]
(below) is a self-contained unit
with its own sensor and signal
horn alarm. The plug-in device
needs no batteries. The eco
nomical unit is easy to main
tain. Waldom, Chicago. Circle
232 on reader service card
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COLONIST

over wood?

1. Detail

Colonist, the die-formed
door, has a carefully exe-
cuted wealth of detail
that exactly duplicates
the appearance and
character of wood stile
and rail doors. Cove and
bead, grain and joint de-
tails are all sharp, clear
and realistic. Only
Colonist does what a die-
formed door should do:
look like the real thing,
capturing all the pure
aesthetics of original
Colonial design.

2 Durability

Colonist is not like a
wood door in one re-
spect: Colonist is tough-
er. Since it's die-formed
from a single sheet of
hardboard (which is 50%
denser than wood), there
are no joints between
the stile, moldings, pan-
els and rails to separate
through hard use or with
the passage of time. So
Colonist is in fact better
thar. a wood door.

Circle 111 on reader service card

3. Price

Despite these superior
features, Colonist faced
doors sell for about half
the price of wood stile
and rail doors. So any
way you look at it, with
quality in mind...choose
Colonist.

For the names of quality
door manufacturers
using Colonist, write:
Masonite Corporation,
29 North Wacker Drive,
Chicago, lllinois 60606.

Colonist and Masonite
are registered
trademarks of
Masonite Corporation.

MASONITE

CORPORATION

iy




Colorful indoor lock (above)
can be used for both passage
and privacy locking. Unit can
be installed without alteration

Photoelectric smoke detector
(below) is battery operated.
Unit is open on four sides so
smoke can enter from any di-

rection. Nutone, Cincinnati,
OH. Circle 234 on reader ser-
vice card

to existing holes. A.C.

Meneses, Van Nuys, CA. Cir-
cle 233 on reader service card

Security entry control system, ‘' Entraguard/MP** (above). utilizes
existing phone lines. Operated by a microprocessor, the system
offers a range of monitoring options. Marlee, Los Angeles. CA.
Circle 235 on reader service card

Interchangeable cores (/eft)
can be used in all types of
cylinders. The core, which is
removed by a customized con-
trol key. permits quick lock
changes. All types of locks can
be master-keyed into one sys-
tem. This is suitable for resi-
dential and commercial build-
ings with high turnovers. Best
Lock, Indianapolis, IN. Circle
236 on reader service card

Long-range electric eye detection system (above) protect
indoor and outdoor areas. The unit will trigger or dial an alarm if
beam is interrupted for 50 milliseconds. Mountain West
Phoenix, AZ. Circle 237 on reader service card

Steel-encased locking system (above) secures doors on all four
sides. The door lock features four to six deadbolts which are
driven deep into the door frame. Mul-T-Lock, New York City.
Circle 238 on reader service card




'The best building products
are under one roof.

Champion
Building Products

Before you start your next
bb, look under our roof. You'll see
e built a reputation for ourselves
ong builders, by providing a wide
hnge of fine building products.
And our philosophy is this:
he more products we have, the more
ays we can prove how good we are.
lecause when you're happy with our
hib-flooring, you're a lot more likely
b come back for our roofing.
We're not only big enough to
ffer a lot of fine products. We're big
ough to get them to you, fast.
hrough our 111 Distribution Centers
ross the nation and our thousands
f Headquarters/Champion Building
roducts Dealers.
Along with an impressive list
f products, you'll get a long list of
kperienced people. In research and
evelopment at our Champion
uilding Products Technical Center,
b maintain our high standards. And
sales, to make sure you always get
nowledgeable answers to your
uestions.
We're proud of all the out-
anding products and all the
pendable service we offer the
uilding industry under our new
ame: Champion Building Products.
You've known us for a long time as
S. Plywood.)

Ours.

oply®
Hardboard
Hardboard Sidings
PF-L® Sidings
Particleboard Underlayment
Weldwood® Paneling
Weldwood® Sidings
Con/Cast®
Fiberglass Building Insulation
Asphalt Roofing

If you're not familiar with us
yet, contact your local Champion
Building Products Sales Office for the
name of your nearest Headquarters/
Champion Building Products Dealer.

He has many of the products
you'll need under your roof,
under his roof.

@ Champion Building Products”

Champion International Corporation
© Champion International Corporation, 1977

Circle 113 on reader service card H&H/housing 10/77 1 1 3
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Sewage ejector system (above)
can pump into a sewer or
septic system above the ground
level. Unit uses two small
motors instead of one large
one. Genova, Davison, MI.
Circle 252 on reader service
card

Water purifier (/¢ft) improves
the waste and odor of tap water
and removes common pollu-
tants. Easy-to-replace car-
tridge purifies up to 1,000 gals.
of water. RainSoft®, Elk Grove
Village, IL. Circle 253 on
reader service card

Centrifugal pump (above),
weighing only 31 Ibs, pumps
up to 9,000 gais. per hour.
Convenient unit has self-
lubricating seal which protects
crankshaft extension. Stow,
Binghamton, NY. Circle 255
on reader service card

(

i IRy CHE!

Cold water sediment filte
(above) removes rust, sand
and other dirt particles fro
home water. Double-lengt
unit is designed for use wit
34" pipe connections. Filterite
Timonium, MD. Circle 256 o
reader service card

Anti-siphon vent device, *'Ven
Chek’" (left), allows plumbing
fixtures to drain efficientl

without an independent out
side vent for each fixture. Uni
is easy to install. Bristol, Bris
tol, IN. Circle 257 on reade
service card

Effective with the January 1978 issue

a change in the name of House & Home to

The new name more clearly identifies

the field served by the one magazine

dedicated to delivering useful information

and ideas to all those who plan, build,

and manage housing with a view to helping

Americans achieve a better life through

better housing at prices they can afford.

1 1 4 H&H/housing 10/77




Stunning windows are no accident, but you may think
it's easier to visualize one than to buy it. The secret
is to get acquainted with the company that

Wll makes more custom and modified standard
en you nee windows than anybody else. Most of the

windows we sell are right

& [ ]
breathtalqn%qwmdows,
#
ng I e
hungs or one breathtaking divided lite bay.

out of our catalog, but we
windows with the same

SI | I speed and efficiency. Most
], non-standard jamb widths, etc., go out

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

ey e rea ” count on Marvin for hundreds of double

Write or call for literature and complete

en Ou are details. Marvin Windows, Warroad, MN 56763.

Phone: 218-386-1430.

Circle 115 on reader service card




They’ll remember you
for a long ti.

Patriot Pine

Modulus I

Leesport

1 16 H&H/housing 10/77

Clarion

When the party conversation turns to “who built your
home”, make that memory a pleasant one with a little
extra attention to that most important room . . . the
kitchen. That’s where the fast, 4 to 5 week production
on Quaker Maid’s CUSTOM LIMITED GROUP can
help keep your reputation shining. Built with all the
quality aanurabiIity Quaker Maid is noted for, the
CUSTOM LIMITED GROUP offers four distinctive door
styles with a wide variety of cabinets, storage and
decorator features . .. over 560 items in all. Your
choice, from Quaker Maid’s entire selection of
exclusive hardware and beautiful colors and wood-
tones, literally puts the finishing touches to memorable
kitchens that will have homeowners referring their
friends to you. For more information on turning happy
memories into profits, contact Bill Follett, V.P. Sales.

e CUSTOM UM"ED group by

| ua RerTNaid

aTAPPANJIVISION-Serving the heart of the home
RT. 61, LEESPORT, PENNSYLVANIA 19533  215-926-3011

Circle 116 on reader service card
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rnseal™ fittings (above) are
br use with polyethylene pipe

underground sprinkler sys-
bms, sump pumps and swim-
hing pools. Units come in
kandard sizes. Microdot,
roadview, IL. Circle 258 on

Washing machine hookup
(above) features one-piece
construction, making it easy to
install. Economical ABs plastic
unit comes in a range of dec-
orative colors. Lyons, Dow-
agiac, MI. Circle 259 on reader

bader service card

service card

Aqua-Pure Lime-Aid Water Conditioner’’ (above) contains pure
hite cellulose fibers which filter dirt, rust particles and other
blids from water. Easy-to-install conditioner prevents corrosion
nd scale build-up. AMF Cuno, Meriden, CT. Circle 260 on
bader service card

A A A A AL
vy YYvyvyy
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[nergy-saving hot water generator (above) produces free hot
ater using reclaimed heat generated by a heat pump. Unit can
e attached directly to the heat pump (as shown) and measures
nly 6"x124"x17". Friedrich. San Antonio, TX. Circle 254 on
ader service card

shower area at no more than the cost of a tub or open-
base receptor. For Compotite is less in price than any
other shower pan material. Beautify your baths, up-
stairs laundry rooms, and other wet-areas with ever-
lasting ceramic tile based on Compotite. Give her the
tile she loves!

Compotite

Shower Pan

P.O. Box 26188
Los Angeles, California 90026
Phone: (213) 483-4444

Circle 123 on reader service card

Buy“HowToBean
Operative Home Builder”
at pre-publication savings.

Only $29.50.

Early this year, the New Ventures School, conducted by Housing
Capital Corporation, an SBIC subsidiary of The National Housing Partnership,
drew industry-wide attention and acclaim. Out of that school came housing's
first comprehensive handbook: How To Be an Operative Home Builder. This
400-page text includes chapters on market analysis, site selection and pur-
chasing, building techniques, scheduling, subcontracting, purchasing, finan
cial planning, merchandising, accounting techniques, joint ventures, and
many more. It is full of hard facts and sound advice geared to help today's
builder achieve profits

h————————-————-—————ﬂ

Please send me my c fer al the special pre-publica

for $35

BlBYI0! e iee—

Address

City State
Zip Phone

Mail to: “Handbook”

;I'The National Housing Partnership
1133 Fifteenth Street, N.W. Washington, D.C. 20005

h—-—-———————-——————d

H&H/housing 10/77 1 1 7




Booklets on up-to-date bathroom product

Bathroom accessories are depicted in a
four-color catalog. Included in the booklet
are descriptions and illustrations of solid
oak toilet seats and medicine cabinets,
oak and brass towel racks, a cane front
hamper and a clawed-foot bathtub. Three
bathroom settings using the accessories
are also shown. Heads Up®, Santa Ana,
CA. Circle 300 on reader service card

Low flush toilet brochure describes unit
which uses only two quarts of water per
flush. Booklet, which includes diagrams,
gives installation techniques, operating
specifications and overall performance
data for the two models featured. Mic-
rophor, Willits, CA. Circle 301 on reader
service card

Polycarbonate antique mirror, Tuffak®,
is introduced in a packet of two pam-
phlets. Installation tips, in addition to
facts about the reflective surfacing sheet
material, are outlined. A chart provides a
guide to thermal and humidity expansion
allowances. Rohm and Haas, Philadel-
phia. Circle 304 on reader service card

and illustrated in a four-page, four-color
brochure. Vanity specifications are also
given for the five different models fea-
tured. International Paper. Longview,
WA. Circle 302 on reader service card

Bathroom products—toilets, urinals.
showerheads and faucets—are described
in a four-page four-color pamphlet. Form
for calculating potential dollar savings
through use of the water-saving units is
included. Water-Guard, Kohler, Kohler,
WI. Circle 303 on reader service card

Two-handle faucet brochure features two
kitchen models and two lavatory models,
as well as a tub/shower fitting. The four-
color leaflet also includes a description of
the faucet's ‘‘Bradseal’’ cartridge and
long-term limited warranty against drips
or leaks. Bradley, Menomonee Falls. WI.
Circle 307 on reader service card

Upholstered bathroom seats are depicted
in a four-color leaflet. Over 100 embroi-
dered, hand-appliqued and decorative
padded seats are illustrated. The seats are
available in a wide range of colors, pat-

“Papillon Antique Brown’ and "W
Seagull.” The flyer also includes fact
the seat construction. WorldWide, Mi
FL. Circle 306 on reader service card,

Water-saving closet tank is described

four-color information sheet. The unit
lifetime non-corrosive materials, has *
lent Fill-N-Flush.” Brochure gives
mensions, diagrams, features and p
formance data. Geberit, Michigan C
IN. Circle 305 on reader service card

Custom-built vanities are the subject (
four-page, four-color brochure. Six sty
from traditional to contemporary,
shown in a range of finishes. Photogra;
also illustrate versatile vanity comb
tions in sizes from 54'" to 72''. Copq
Nappanee, IN. Circle 308 on reader §
vice card

Bathroom designs are depicted i
four-color booklet. Bathtubs, toilets
lavatories, in a range of shades,
shown in room settings. Vanities
faucets are also included. Univer
Rundle, New Castle, PA. Circle 309

Traditionally-styled vanities are described terns and textures such as “*Cane.”” reader service card

s s"; =-’.
FREE ' - . = |
—~ 1S 0 2 v/

E]
DiAZiT CATALOG
offering prices and specs on the i
most complete line of tabletop

WHITEPRINTERS (blueprinters),
including the AMMONIA-FREE
DiAZiT. TRAN eighteen.

CALL TOLL FREE

800-334-6641 (cxceptN. C)
OR WRITE

”iAZI.T Company Inc.
U S Route 1
Youngsville, N. C. 27596

The NEW Amrponia—Free

DiAZIT..... .

Route US. 1. Youngsville. NC. US A 27596 Tel 919/556-5188

DiAZiT TR/IN

L eighteen—/

Circle 118 on reader service card
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F — DIAMOND Interior Finish does it all in a
or t e qu,c est way day . .. completes walls and ceilings from
two to six times faster than any other

to quality walls, monolithic-surfaced wall finish! It goes on

in one coat; dries white and hard, ready

take the for next day painting, wallpaper, or fabric.

Handsome enough to use as-is! Sure

= speeds up your move-in schedule!

“o vern’ght express.'” Designed for residential use, DIAMOND

Interior Finish is hand-applied 1/16-inch

thick over IMPERIAL® Gypsum Base. It

can be troweled smooth or textured. The

surface is exceptionally durable and
highly abrasion resistant.

We've prepared new literature describ-

ing this low-cost, quickly-applied product.

For your copy, please send us this coupon.

Get the quick
move-in picture now!

United States Gypsum
Dept. HH-107

101 S. Wacker Drive
Chicago, lllinois 60606

Please send more information on Diamond Interior Finish to:

Name. —

Company_____ =

Address

UNITED STATES GYPSUM | -

BUILDING AMERICA . " _Zip

Circle 119 on reader service card H&H/housing 10/77 1 1 9




ADVERTISERS INDEX

Pre-filed catalogs of manufacturers
listed above are available in the

Sweet's Catalog File as follows:

G General Building (green)

E Engineering (brown) .

I Industrial Construction (blue)
L Light Construction (yellow)
D Interiors (white)

A

H

P

Alliance Mfg. Co. . HFBL Application.........ooovviviuirnnes 52 G-I PPGIndustries .....coecciveiensoresvoven 31
Jack List and Associates, Inc. L Bomeywell, IBC. oo soivivsisivenvovevonens 13 Ketchum, MacLeod & Grove, Inc.
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D Martin Industries ........oo0oeereerrenns 107 G TECO (Timber Eng. Co.) .....ovvvuinnnns 103
Delta Faucet Co. ....... S e 15 Eric Ericson & Assoc. Adv. Hickerson Agency
Griswold-Eshleman Co. Marvin WInGows . ....ccoouveeesnnencans 115 G-L Thermador.......ccooovennneianans A
Dinxit Company, BBC. « ccovsvoosssconsssss 118 Discovery Designs Adv. A Norris Industries Co.
Neste Associates GL-D Maaomlte Corp. « o sovesnsoossnonssanses 1m Norris Communications
Distinctive Appliance Inc. ........voeuuns .43 Kubiak Carpenter & Assoc. Inc. Ticor Title Insurers................. ey
Gaskins Creative Communications Merillat Industries, Inc..........covvuvnens 19 Abert, Newhoff & Burr
G-1 Dow Chemical US.A. ...ooovvvvirnanen 32,33 Creative House
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Carr Liggett Advertising, Inc. U
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Ricks-Ehrig, Inc.
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F R. Joseph Harrill and Farr, Inc. w
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Intermedia, Mnc. Norris Communications
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Young & Rubicam International Inc. Kerss, Chapman, Bua & Norsworthy, Inc. Doremus & Company
I cicoic:weipivicimimsns saivins oo Wainini s i 6 G-E-I-L-D Owens-Corning Fiberglas ............. 39,5 G-L White Westinghouse . .................. 37, 38
Meldrum & Fewsmith Inc. Ogilvy & Mather, Inc. Wells, Rich, Greene, Inc.
Advertising Sales Mgr.:
Stephen D. Blacker ADVERTISING SALES STAFF
Business <.
Vito D:;’I £ ATLANTA 30309 BOSTON 02116 CHICAGO 60611 CLEVELAND 44113 DENVER 80203 DETROIT 48202
Marketing Services Mgr.: Jack Moran Allen Gilbert Charles M. Crowe, Jr. Milton H. Hall, Jr Dave Watson Milton H. Hall, Jr.
Heary G. Hardwick 1175 Peachtree St. McGraw Hill Bldg. Thomas McElhinny 55 Public Square 123 Speer Blvd., #400 1400 Fisher Bldg.
Promotion Mye.: (404)892-2868 607 Boylston St. 645N. MichiganAve.  (216)781-7000 (303)837-1010 (313)873.7410
g (617)262-1160 (312)751-3700
Frank Eberle (212) 997-2556 HOUSTON 77002 LOS ANGELES 90010  NEW YORK 10020 PHILADELPHIA 19102 PITTSBURGH 15222  SANFRANCISCO 94111
Send advertisements and box John Strong Donald Hanson Allen Gilbert David A. McElwee David A. McElwee Richard R. Butera
number replies to: House & Dresser Tower 3200 Wilshire Blvd. 1221 Avenue of Three Parkway 2 Gateway Center 425 Battery Street
Home P.0. Box 900, New York, 601 Jefferson Street South Tower the Americas (215) 568-6161 (412) 391-1314 (415)362-4600
NY 10020 (713)659-8381 (213)487-1160 (212)997-6925

1 20 H&H/housing 10/77




y [AINLESS

aste King, stainless refers to many things. First,
e quality stainless steel we use for our dishwasher

today. Stainless refers to the flawless performance
of our Waste King Stainless Steel Dishwasher. And,

. It makes them the most durable ever. And our
less warranty, the strongest warranty available

finally stainless reflects our reputation, which we’ve
built over the past 21 years.

Removable stemware
cradles protect delicate
glassware

2 rows of cups fitinto Plate cushions spaced Removable racks allow
removable rack to prevent chipping pots and pans on either
shelf

{ y
[/ d/4 /£
falbm S
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The Waste King 911 dishwasher is an
engineering triumph...

Waste King Disposo Drain reduces
the need for hand rinsing.

The upper and lower washer arm
system provides each basket with
complete unrestricted water coverage.

Each tank is double-wrapped with
Waste King's sound conditioning
Hush-Coat and a thick blanket of

fiberglass for quiet operation.

The Waste King Stainless Steel
Dishwasher. . . the complete
dishwashing system.

lasfe Hing

= The elegant difference.

Circle 121 on reader service card

For information and
arranty details, write

Waste King 4|
t 5119 District Blvd. 2¢
Los Angeles, CA "
90040 7




You knew we could

open garage doors...
but did you know we could

close sales?
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automatic garage door opener systems
...by Alliance

The garage door picker upper becomes the sales picker upper!

A Genie automatic garage door opener system in the garage tells potential
home buyers a lot about you . . . and a lot about the house. It shows your concern
for their comfort and convenience. And it says that you use nothing but the best
when you build. Only Genie offers CRYPTAR" Il DIGITAL CONTROLS, the 3000-
code, personal card-select system designed for added security and protection.
And Genie offers SEQUENSOR™, the unique new ‘“‘computer-controlled brain’ that
provides solid state reliability and quiet, error-free operation. Choose from three
decorator-designed models, all complete with automatic lighting, automatic
reverse if the door contacts an obstruction while closing, external limit switches
and thermal overload protection. Call your local Genie dealer for complete details.

Opens the door . . . turns on the light . . . lets you drive right in!

The | Manufacturing Co., Inc., Alliance, Ohio 44601

A NORTH AMERICAN PHILIPS COMPANY
®

Maker of the famous antenna rotator... Alliance Tenna-Rotor "’ “TV's Better Color Getter!”

® Cryptar ® Genie are registered trademarks of The Alliance Manufacturing Company, Inc € 1976 The Alliance Mfg. Co., Inc.

Circle 122 on reader service card
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" Conserving waterand energy-

with Moen.

e

“While everyone else in the plumbing industry “imatically save’the energy it takes to heat it.

was talking about water and energy conser-
vation, Moen was busy getting down to the
basics andidoing something about it. We
developed and patented the Flow-Rator " that
is now stafidard on all new Moen faucets. It
automatically controls the water flow for a
water savings of up to 25% over conventional
aerators.on single-handle faucets. Flow-Rator
equipped shower heads limit flow to 3gpm
for water savings of 50% or more over conven-
tional shower heads. Fuel costs are reduced,
too —when you save on hot water, you auto-

~Moen single-handle faucets also remember
“youg favorite temperature so not a drop is
::%gbecause you don't have to make
justmenfs. Combine the common sense of
«corfservation with the beauty of Moen faucets
and sinks. This way, you can

give your customers everything MOEN;
they basically want. And more. g

v,

For details, see your Moen f’ir r?

Ohio 44035.

Circle 125 on reader service card

i

man. Or contact Moen, a £
Division of Stanadyne, Elyria, ‘M}



Why Kwikset finishes
take long showers.

If you spent 96 hours being drenched in a 95° F salt water fog, yo
would look, at best, like an aged prune. After the same kir
treatment, the finish on a Kwikset lockset looks just the wa
supposed to look: Beautiful.

Salt-spray exposure is just one of half a dozen tests administered ¢
Kwikset's quality control people to ensure the durability of the fini
on all Kwikset products.

These punishing tests, combined with a special process which coats
the metal with an invisible armor of durable enamel film r
assurance that Kwikset products will give years of lasting b
well as security

Locksats are
pelted with sand
particles to
insure abrasion-
resistance of
the product’s
finish

selected at random from production lines, are sub)j
to as much as 200 hours of punishing salt-spray ;
not only for finish quality but for
functional analysis as w

Hard pencil lead is
pushed into and across
the coated lockset
surface to test
___mar-resistance

something

Kwiksets
done

for you

lately;

Consistent
standards of
plated finishes
are controlled
by microscopic

examination

hwilvet loduwets anericas Largest Selling Residential Locksets
E‘j KWIKSET SALES AND SERVICE COMPANY
= A subsidiary of Emhart Industries, Inc., Anaheim, California

Clircle 126 on reader service card




