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• 
• 

HOOD-FANS . . FOR F R E S H C L E A N AIR IN T H E K ITCHEN 

E X H A U S T F A N S . . T O G E T RID O F G R E A S Y COOKING O D O R S 

DOOR CHIMES . . FOR A C H E E R F U L E A R F U L A T T H E DOOR 

INTERCOM-RADIO . . A S T E P - S A V E R FOR B U S Y H O M E M A K E R S 

BUILT-IN S T E R E O MUSIC . . IN E V E R Y ROOM O F T H E HOME 

E L E C T R I C H E A T E R S . . FOR A "TOASTY-WARM" BATHROOM 

BUILT-IN FOOD C E N T E R . . FOR 6 BUILT-IN A P P L I A N C E S 

ales-Minded" Builders Glamorize 



M A K E S 

T H E B I G D I F F E R E N C E I N W I N D O W S 

R O W and L I F - T - L O X nrc rcRintorcd trnrtc-marks 
of the H O W Sales Company 

Home buyers are a lot more critical than 
they were a few years ago. They expect 
more than just sound construction and 
good value. They search for the extra 
features that will insure added beauty 
and a bonus of livability. 

Because R - O W Removable Wood 
Windows l i f t out for easy cleaning and 
painting, they can be demonstrated as a 
functional extra. They help you con
vince the prospect that your homes are 
indeed beautifully designed for living. 

Equipped with LIF-T-LOX 
balances, they operate smoothly 
and easily. Yet, these windows 
cost you no more than other 
quality units. Build in extra 
value and extra sales appeal 
by using first line, first choice 
R O W Windows. 

R-O'W S A L E S CO- • 1365 ACADEMY AVE. • FERNDALE 20, MICHIGAN 

R O W SALES C O . 
1 3 6 5 A c a d e m y A v e . , Dept. H H - S 6 0 
Fernda le 2 0 , Mich. 

Please send me the Home Planners bosk, "67 Homes for 
Town and Country." These Convenient-Living homes feature 
beautiful exteriors and practical floor plans by famous 
dcsignei Richard B. Pollman. Ton cents (10c) (in coin) 
is enclosed to cover part of your cost. 

Name_ 

Address. 

City State. 
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Saves you $300 to $700 per home 
Today's insulating siding is a whole new concept of 
attractiveness and value, to builder and home
owner alike. 
Brilliant new colors and textures give you the in
dividuality and variety that sell—handsome stri
ated and wood-like grains, decorator-styled brick 
and stone designs that blend extraordinarily well 
with other exterior materials. 

The savings you realize per home will build an extra 
room or allow more promotional features. They'll 
lower the sale price substantially, or provide a bet
ter margin for you. 
Manufactured to meet FHA requirements for ap
plication over insulation board, wood sheathing ply
wood or gypsum . . . today's insulating siding is 
your finest value in building materials. 

•Send for chart showing comparative costs of 14 exte
rior wall materials. Find out how effectively you can 
employ Insulating Siding for dormers, additions, gables, 
etc. 

NO " L O O K A L I K E S " H E R E ! Hand
some new textures and colors allow amazing 
variety. No painting or staining for builder or 
owner. 

Fast one-man installation 
No painting, staining 
Reduces fuel bills 
Insulates against summer heat 
Harmonizes with other building materials 
Greatest value of any sidewall material 

Insulating Siding A s s o c i a t i o n H H - 5 • 
1201 Wanlcegan K<l.. G l c n v i e w . IIHnoia . 
P h o n e : P A r k 4-7700 ' 
Plcnw iiiiiil application instructions and c o h I rhar l to: 

N A M F. ! 

COMPANY. 

A D D R E S S -

CITY .ZONE. 

• Builder • Architect 

S T A T E . 

• Contractor • Other 

I N S U L A T I N G S I D I N G A S S O C I A T I O N 
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NOW YOU CAN HAVE ALL THE 

QUALITY FEATURES OF A FINE 

HOTEL-MOTEL LOCK AT THE 

LOWEST PRICE EVER OFFERED. 

Kwikset's new hotel-motel lock is easy to 
install, w i t h just three precision-made 
components. I t provides dependable 
5-pin tumbler security with the conven
ience of an occupied room indicator to 
eliminate disturbing the guests. By push
ing the interior button, a red indicator 
protrudes f r o m the exterior knob to 
show room is occupied. This locks out all 
keys except the emergency master key. 

For added safety and security, the exte
rior knob is always locked and the inte
rior knob is always unlocked. 

With each hotel-motel lockset, Kwikset 
supplies a brass instruction plate, three 
guest keys w i t h an area f o r mark ing 
room number, a shut-out key (which 
locks out all guest and service master 
keys), an owner's emergency key, and 
master keying, all t h i s . . . a t no extra 
charge. 

Other Kwikset "400" Line models are 
available for hotels and motels, including 
communicating, bathroom, closet and 
keyed closet locksets. These are available 
in Bel A i r (model illustrated) or Stand
ard design in choice of finishes. 

kwikset locksets 

America's largest selling 
residential locksets 

Kwikset Sales and Service Company 
A subsidiary of The American Hardware Corporation 

Anaheim, California 



Holiday Homes 
g i v e s 

Big southwest builder sold on Flintkote's service, support 
and the quality of Flintrock gypsum wallboard. 
Charles R. Swain, Vice-President of "Holiday Homes", Houston, Texas, puts it this 
way: "The people in the Flintkote organization are very eager to assist the builder 
and contractor in the many problems of production and sales. Never in my experience 
have I dealt with a company that afforded me such consumer educational assistance." 

Flintkote products set well with Mr. Swain's subcontractor too: "The subcontractor 
who installs our Flintkote FLINTROCK® gypsum wallboard prefers FLINTROCK 
to our previous wallboard." 

Looking for an "extra" in service... in quality of product? Follow the lead of Charles 
Swain of "Holiday Homes" and scores of builders like him. Switch to Flintkote. 
Complete particulars available by writing to THE FLINTKOTE COMPANY, 
Gypsum Products Sales Office, P.O. Box 8127, Dallas 5, Texas. 

Shipment of Flintrock gypsum wallboard. Part of the complete Flintkote line of Gypsum Board products. 

a b u i l d - u p ! 

FLINTKOTE 
America s Broadest Line 

of Building Products 
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< 3 - B 

D U c t 

M S 

T o ! 
So say builders who 

capitalize on the powerful 
sales appeal of new "prefab" 

glass fiber duct. 

HERE'S WHAT YOU CAN TELL 
YOUR PROSPECTIVE BUYERS: 

. . . . "G-B Duct cuts fuel bills because it's 
made entirely of insulation." 

. . . . "Every foot of G-B Duct contains mil
lions of sound absorbing cells. This means 
there's no "whooshing" noises in your air 
conditioning system. You won't even be 
able to hear your furnace go on and off." 

. . . . "Because G-B Duct carries hot and 
cold air equally well, you can add air con
ditioning later without additional ductwork." 

. . . . "G-B Duct is encased in a vapor bar
rier sleeve that positively prevents moisture 
condensation—there's no maintenance or 
repair because G-B Duct will not deteriorate 
. . . ever!" 

YOUR CONTRACTOR WILL T E L L YOU: 

. . . . "We can install G-B Duct in half the 
time — often at less cost than insulated 
metal duct." 

. . . . " S o simple to install there's no mar
gin for error — and for all practical pur
poses, homeowner complaints and callbacks 
are eliminated." 

. . . . "Permanent in every way—will last as 
long as the house itself." 

SEND FOR SAMPLE MERCHANDISING KIT 

For complete product information, plus a 
sample G-B Duct merchandising kit, which 
includes a two-color display sign and c u s 
tomer folder, write today. 

258 WEST 10 ST. , KANSAS CITY, MO. 
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N A U T I L U S 

N O - D U C T H O O D 
C H O S E N F O R N E W 

  

   

 
    

 

 
   

   

             

Architects for Indiana's first high-rise F H A 
approved cooperative apartment—the distinc
tive 98 unit Cold Springs Manor in Indianapolis 
—selected the N A U T I L U S N O - D U C T H O O D to 
insure odor-free air in each of the beautiful 

—-~ " " ^ j ^ ( all-electric kitchens (see inset). They—like 
architects and builders everywhere—know that 

^ the N A U T I L U S is the modern, efficient and low-
J M ^ ^ * ¥ ^ c o s t way bo banish cooking odors, smoke and 

grease without expensive ducts or vents. With an extra-large 
Activated Charcoal Filter and Grease Filter, it's the best-selling, 
most wanted and most efficient hood you'll find. 

The N A U T I L U S adds extra sales appeal to homes and apartments 
. . . and, because it goes up in minutes, saves time, money and 
trouble for you. That's why leading builders and architects all 
over the country are designing the N A U T I L U S into their newest 
homes and apartments. 

Gel the full NAUTILUS ifory; - ] 

MAJOR INDUSTRIES, INC. H H " 5 

505 N. laSal le St. 
Chicago 10, III. 

Please tell me how the NAUTILUS NO-DUCT HOOD can 
profitably fit into my plans. 

Name. 

Firm 

Address^ 

City _Zone_ .State. 

n a u t i l u s 
N O - D U C T HOOD* 

8 H O U S E & H O M E 



Van-Packer chimney flue is fire
clay tile lined. Rigid, non-corro
sive construction assures easy 
installation and long life. 

Van-Packer Chimneys come com
pletely packaged in labeled 
cartons. Everything provided, in
cluding flashing and cement. 

Rugged asbestos-cement housing panels of Van-Packer chimneys 
are embossed to look like real brick. Much more rigid than metal 
housings, they won't ever rust, can't stain or streak the roof. 
Colored housings have Butyl finish to preserve original beauty. 
Lasting beauty and durability make these chimneys well worth 
the few more minutes they take to install than lightweight types. 

Van-Packer Chimneys are UL Listed for all 
fuels and all home heating plants, including in
cinerators. Flue withstands 2100° F. 

See "Chimneys — Prefabricated" in the Yellow Pages, 

or write for Bulletin RS-79 

Attractive Flintkote-Van-Packer Chimney won't stain roof 

FLINTKOTE Division of The Flintkote Company 
Manufacturer of America's Broadest Line of Building Products 

3 0 Rocke fe l l e r Plaza, N e w Y o r k 2 0 , N.Y. • PLaza 7 - 5 5 0 0 
In the West: Pioneer D iv is ion , The Flintkote Company, Box 2218, Terminal Annex, Los Angeles, Calif. • In Toronto, Ontar io : The Flintkote Company of Canada, Lid. 

M A Y 1960 
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KEWANEE'S FAST IHSTALLA TION 
STEEL DOOR FRAMES WILL SAVE 
YOU LABOR TIME (tyoiw) 

 
 

 

 
 

 

 
KEWANEE 

PLASTERITE 
Quick 3-piece installation. Nail holes on flanges of 
frame spaced 7 inches aport—provide secure an
chorage. Galvanized finish protects metal frame 
from wet plaster. Full range of sizes to fit standard 
13/t" and 1 V*" doors, over 2 x 3" or 2 x 4" studs. 
Swing, sliding and folding doors . . . cased openings. 

KEWANEE 

UNIVERSAL KWIK FIT" 
For Swing, Sliding and Folding Doors. Jamb, stop 
and trim formed into a complete steel frame. Fits 
snugly over drywall. Nail only at baseboard posi
tion. Shipped prime coated with oven baked-on 
enamel, ready for finish painting. Sizes for Vt", Vi", 
Vt" and 3A" laminated drywall . . . standard interior 
door dimensions. 

(Made undor U.S Pat. No». 2 ,660,272; 2 ,835,933 and Canadian Pat. No. 563,915. ) 

Both Kewanee steel door frames feature low "first" costs and a trim, modern appearance. Easily adapted to 
pre-fit doors—available for use in low-cost, pre-hung units. Shipped mortised and punched, and with 
mitered corners . . . ready for fast installation. Handy packaging—complete frame packed in individual 
carton to protect against damage in transit or at job site. Clearly marked with size and installation details. 
See your dealer or . . . 

W R I T E F O R S T E E L D O O R F R A M E L I T E R A T U R E 

e w a n e e 

UNIVERSAL 
"KWIK-FIT" 

Contour edges . . . 
looks like ranch 

trim 

PLASTERITE 
Note simplicity 

of line 

5 6 0 F U L L E R A V E N U E • K E W A N E E , I L L I N O I S 

ALSO NEW 

K E W A N E E 

M A S O N R Y 

D O O R F R A M E S 

All welded unit frame 
(Write for details) 

10 H O U S E & H O M E 



NI SELL 

1960 is a buyers' market with competition 

for the well-informed buyer's dollar greater 

than ever. To meet this competition, builders 

are looking for sales and merchandising 

aids and ideas that attract prospects, that 

dramatize quality features in their homes. 

Here's how mang builders get sales and merchandising help 
M A Y 1960 



American-Standard offers 

BUILDER SALES MAKER 
GUIDE & BLUEPRINT 

FOR SALES are packed with new ideas, sales 

aids and services that form a complete merchandis

ing program for any builder. Such help includes: 

Newspaper Advertising Mats—Radio and TV Spo ts -

Direct-Mai I Pieces—Open House Publicity—Sales-

Tra in ing Helps—Home Trade-In I n f o r m a t i o n -

Kitchen Planning—Bathroom Decorating. 

H Woo'" 

SELL-
A-HOME 

PROGRAM makes use of a Polaroid 

camera to take pictures of the quality fea

tures of your home. A picture can be given 

your prospects to remind them of your house 

. . . to act as a silent salesman as the prospect 

recalls the various models he has seen . . . to 

help him decide on your house. 

12 H O U S E & H O M E 



 

MORE THAN 94 
AMERICAN-

STANDARD REPRESENTATIVES, salesmen and 

advertising specialists are available to help you set up and run 

complete sales campaigns.Their help is FREE. 

AMERICAN-STANDARD MERCHANDISING WINS TOP NAHB AWARDS 
During the last two years American-Standard merchandising helps have 
won numerous awards for their help to the building industry. Among 
these the NAHB and The Producers' Council gave their coveted First 
Prize for Merchandising Aids and two Special Presidential Citations to 
divisions of American-Standard for their help to the industry. 

•funi o f f the prvnnZ 

MARKET GUIDE 
FOR HOME BUILDERS T h i s 
brand-new study shows a builder how to 
plot population shifts and growth patterns, 
industrial-development trends, zoning pos
sibilities, schools, transportation, sewer 
and service needs of any area. This type of 
plan never before has been available to all 
builders. This unique, comprehensiveguide 
can help you determine the home-building 
market—present and future—can help you 
develop an area more profitably. 

To sell your houses faster, write for more informa
tion on how to get BUILDER SALES MAKER GUIDE 
- B L U E P R I N T FOR SALES — SELL - A • HOME PRO
GRAM and MARKET GUIDE FOR HOME BUILDERS. 
Write: AMERICAN-STANDARD, Dept. H. H., 39 W. 
39th Street, New York 18, New York. 

M A Y 1960 13 



A M E R I C A N - S T A N D A R D M O N T H L Y R E P O R T 

 

 

W H A T ' S N E W F R O M 

A M E R I C A N - S T A N D A R D 

UNt-PAK packaged kitchens 
by Youngstown Kitchens are specially designed for 
builders. Each UNI-PAK sink and storage cabinet 
forms a "package" that saves you much of the work 
of kitchen planning and cabinet grouping. One UNI-
PAK can replace two to four standard base cabinets. 
All doors and hardware come completely assembled 
and mounted. Choice of White, Monterey Beige, or 
Honeywood, the mar-resistant wood-fashion laminate. 

7/— 

New Ledgewood lavatorg combines 
the beauty of smooth, modern style with the durabil
ity of enameled cast iron. The ledge-back design 
provides the convenience of space for toiletries that 
prospects look for, as well as wall protection against 
splashing water. The New Ledgewood is available in 
popular 19 x 17" and 22 x 19" sizes. Thick coating of 
easy-to-clean enamel in white or glowing colors. 

Church seat and cover snap 
off, without removing hinge posts, 
for easy cleaning. Seat No. 300 is 
smartly designed and has a stream
lined cover. Both of high-impact 
plastic in white and colors. 

Two new oil furnaces, Up f low and 
Downflow, are factory-assembled and wired, with 
burner installed ready to hook up and start up. These 
competitively priced compact units (as low as 60") 
cover a wide range of winter air conditioning instal
lations. New heat exchanger extracts maximum heat, 
gives you a strong fuel-economy story to sell. New 
De Luxe "Mercury-Round" thermostat anticipates 
heat requirements, is standard on all belt-driven 
furnaces at no extra cost. 

For morv information write to: 

A I R C O N D I T I O N I N G D IV IS ION 
4 0 West 4 0 S t . . New York 1 8 . N. Y . 

C . F. C H U R C H DIV IS ION 
Box 4 7 1 , Holyoke, M a s s . 

P L U M B I N G AND H E A T I N G DIV IS ION 
4 0 West 4 0 S t . , New York 18 , N. Y . 

Y O U N G S T O W N K I T C H E N S D IV IS ION 
Universi ty S t . N.E. , W a r r e n , Ohio 

AMERICAN RADIATOR & STANDARD SANITARY C O R P O R A T I O N 

1 4 H O U S E & H O M E 
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a l w a y s o p e r a t e s m o o t h l y , n e v e r s a g ! 

T h e r e ' s a K - V d r a w e r s l i de f o r e v e r y t y p e i ns ta l l a t i on — 
f r o m l i g h t w e i g h t t o heavy du ty . W r i t e f o r c o m p l e t e c a t a l o g . 

      

No. 1150 under-drawer slide No. 1390 lightweight full extension drawer sl ide No. 1600 sel f -c losing drawer sl ide 

No. 1200 extension drawer slide No. 1400 heavy duty extension drawer sl ide No. 1700 heavy duty full extension drawer slide 

K N A P E & V O G T M A N U F A C T U R I N G C O M P A N Y , G r a n d R a p i d s , M i c h i g a n 
Manufacturers of adjustable shelf hardware, sliding and folding door hardware, closet and kitchen fixtures, Tite- Joint Fasteners and Handy Hooks for perforated board. 

M A Y 1960 |5 



For every room . . . on-grade 

For every room . . . above-grade 

For every room . . . below-grade 

Split-level to skyscraper, 
opens resilient 

For evory b u i l d i n g . . 
i n d u s t r i a l , r ^ i d e n t 

roved far superior to non-flexible vinyl by 
independent laboratory t e s t . . . yet only pen-
lies more per tile. That's brand new Amtico 

rinyl Plastex Flooring . . . a unique combina
tion of vinyl and polymeric resins . . . puts 
Amtico quality vinyl on floors at a price never 
before possible! 

For kitchen* . . . and every location on.grade 

. . far greater long-run economy. so easy to mai 
^9 

in tain. 

re resilient and comfortable to walk on. 

handsome through leized pattern. 

. can be "cold-cut" with no heating needed. 

12" tiles. 

16 H O U S E & H O M E 



For offices . . . ond every location obove-grode 

Amtico Vinyl Plastex 
flooring revolution! 

   . ond every location below-grade 

F i r s t with the> Pirn 

VINYL PLASTEX 
FLOORING 

American Biltrite Rubber Co. 
Dept. HH-50, Trenton 2, N. J. 

P l e o s e s e n d c o m p l e t e F R E E set of A m t i c o V i n y l P lostex s a m p l e s 
a n d i n f o r m a t i o n . . . f o s t ! 

B E R C O M P A N Y N o m e . 
T r e n t o n 2 , New J e r s e y 

Showrooms: 295 Fifth Ave.. New York • 13-179 Merchandise Mart. Chicago 
368 Home Furnishings Mart. Los Angeles • 560 Pacific Ave., San Francisco 

3602 Dallas Trade Mart. Dallas 
In Canada: American Biltrite Rubber Company Ltd.. Sherbrookt. Que. 

Showroom: 500 King St. W.. Toronto. Ontario 

A d d r e s s . 

C i t y . Z o n e . .S ta te 

M A Y 1960 17 



Flush block cei l ing blends wel l with other m a s o n r y . Lonq unbroken spans . 

S A F E , ECONOMICAL F L O O R AND R O O F S Y S T E M S 

f r o m t h e w o n d e r f u l n e w w o r l d o f B L O C K 

Fi r e safe floor and roof systems of concrete block deliver safety first 
where safety counts—in homes, schools, hospitals and industrial build

ings. Combines beauty and practicality. Construction is faster. Provides 
natural insulation against changing weather conditions. Assures better 
acoustics. Can be painted or left exposed. Your local n c m a member can 
give you complete information on the types of systems available. 

N A T I O N A L C O N C R E T E M A S O N R Y A S S O C I A T I O N 1015 W I S C O N S I N A V E . , N.W., W A S H I N G T O N 7. D .C. 

The booklet "Principles of Warm 
Air Floor Panel Heating" de
scribe! how heating systems are 
particularly adaptable to con
crete block floor and roo' sys
tems. For your copy, write us 
direct, enclosing 20c to cover 
postage and handling. 

S p e e d y erection immedia te ly forms a dry work ing a r e a 
for other t rades , cuts building costs . 

Recessed block cei l ing de l ivers a handsome exposed beam 
a n d acoust ica l block pattern. 
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"Easy Living" with Reynolds Aluminum 
Two-thirds of America's new home prospects are second-time or third-time 
buyers. What they want now is the least in upkeep, the most in Easy Living. 
And that's what you give them in houses built with rustproof, rot-proof, 
warp-proof Reynolds Aluminum. 

You give them better heating and air-conditioning at lower cost with heat-
reflecting aluminum—including foil insulation and aluminum ductwork, plus 
tight-closing aluminum windows and doors. And your houses are stand-outs 
for beauty . . . with long-lasting baked-on colors on siding, shingles, soffits 
and fascia, gutters and downspouts. 

Reynolds promotions —led by the "House of Ease"—have proved the sales 
power of aluminum. The F H A , in a recent bulletin, recognizes that aluminum 
materials can reduce both maintenance and operating expense, and that 
these savings may make it possible for a purchaser to qualify for a larger mort
gage. Whatever your price class. . . you profit by this program. See further 
details on the back page. Reyno lds Metals Company , Richmond 18, Virginia. 

This two-page spread appears with appropriate consumer copy in June HOUSE BEAUTFUL. 
Reynolds advertising support also includes full color ads in all the home-planning magazines 
and frequent commercials on the Reynolds network television shows: "BOURBON STREET 
BEAT," "ADVENTURES IN PARADISE," on Monday evenings and "ALL STAR 
GOLF, "on Saturdays ...ABC-TV. 

 



whatever your 
price class, 

tract size 
or method 

of operation... 

Reynolds "House of Ease" program is for homes in upper price 
brackets. I t provides for the use of an extensive aluminum building 

1*™wit prndnrt.fi "package " "House of Ease" builders and hundreds of others are 
profiting by featuring in their homes "House of Ease" products made with 
Reynolds Aluminum. You, too, can get the extra sales appeal of aluminum plus 
savings in installation and call-backs with proven products such as siding, 
soffits, windows, gutters and downspouts. 

I n addition, Reynolds and the Lumber Dealers Research Council have 
developed a new line of "Independence Homes" featuring a complete package 
of aluminum building products. Architect designed and engineered for the 
Lu-Re-Co system, these homes will be backed by sustained national advertising 
and a powerful promotion program. Plans and all materials and components 
are available from your local Lu-Re-Co dealer. 

For complete information on these programs, mail the coupon below, today. 

REYNOLDS^ ALUMINUM 

R E Y N O L D S M E T A L S C O M P A N Y , R i c h m o n d 18 , V i r g i n i a 

I a m in teres ted in boost ing s a l e s a n d prof i ts wi th the E a s y Liv ing a d v a n 
t a g e s of a l u m i n u m . P l e a s e rush me full d e t a i l s of the p romot ion c h e c k e d : 

• " H O U S E O F E A S E " • " I N D E P E N D E N C E H O M E S " 
( $ 2 0 , 0 0 0 a n d up) (full p r ice r a n g e : 9 0 0 to 1 ,765 s q . ft.) 

N a m e : 

Firm: 

Address:. 
City: State: 
I b u i l d a p p r o x i m a t e l y houses per y e a r , in $ p r ice r a n g e . 

Homes like this "House of Ease" drew large crowds to 
the Twinbrook Hills development of Vista Homes, Inc., 
in Hamilton, Ohio. Fred Estep, General Manager, re
ports substantial sales increases with more than 90% of 
the buyers choosing models featuring an aluminum ex
terior. He also reports savings of at least $20 per house 
on aluminum siding, due to the baked-on paint finish 
and reduction of call backs. 

http://prndnrt.fi


BUCKSHOT SPATTFo n 
A T T E R PATTERNS 

m i l • • • • • • • • • • • • • • • • 

 
    

  

A D I S T I N C T I V E L Y C O L O R - K E Y E D T I L E 

F o r Walls, Floors . . . Interiors and Exteriors 

In An Unusual Selection Of BUCKSHOT SPATTER 
PATTERNS And New BUCKSHOT BLENDS 

Here is an outstandingly different, cushion-edged tile in Modern 
Decorator Patterns suitable for any installation, any decor... 
and can be Mixed or Matched as preferred. Use VICO BUCKSHOT 
anywhere a high-quality, easy-to-install, durable, and popular-
priced Tile is required. We recommend its use in Kitchens, Back 
Splashes, Recreation Rooms, Living Rooms, Dining Rooms, En
trance Areas, Bathrooms, etc wherever originality in design, 

color and expression is desired. 
VICO BUCKSHOTS are available in 2 ft. by 1 ft. square sheets of 
1 inch tiles... all cushion-edged and paper-backed. Trims are 

also stocked. 

Contact your local Distributor for Samples, Prices, Color 
Literature and further information, or write direct to: 



  

The difference between this 
is often (fiss) American Welded Wire 

X A / H E N you use USS American Welded Wire Fabric for 
* * all concrete areas for the homes you build, you give 

them a definite sales advantage over houses without this 
important quality feature. Walks, patios, driveways and 
basement slabs will wear better, look better, and last longer 
when they're reinforced with USS American Welded Wire 
Fabric. And your customers know this . . . they know to 
ask before they buy "is it reinforced?" 

Put this sales-pulling advantage to work for you. Use USS 
American Welded Wire Fabric in all your concrete work. 
Tell your prospects it costs only about a penny a day on 

the mortgage life to insure protection and appearance of 
concrete around the average home . . . that reinforced 
concrete will be in good condition even after the mortgage 
is paid. USS American Welded Wire Fabric adds 30% to 
the strength of concrete. It is made of cold-drawn steel wire 
and is prefabricated for quick, easy installation. It's available 
in a wide variety of styles and sizes. For more information, 
see your building supply dealer, or write to American 
Steel & Wire, Dept. 0187,614 Superior Avenue, N.W., 
Cleveland 13, Ohio. 

USS and American are registered trademarks 
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and this 
Fabric for concrete reinforcement 

Buyers will ask, 

/ 0 m > K American Steel & Wire 
U Q S ) Division of 

United States Steel 
Columbia-Geneva Steel Division, San Francisco, Pacllic Coast Distributors 
Tennessee Coal & Iron Division, Fairfield, Ala., Southern Distributors 
United States Steel Export Company, Distributors Abroad 
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T O P 
I T O F F 
W I T H 

T E X T U R E 

 

Handsplit cedar shakes have a texture and a thickness all their own. Virtually 
any home design—topped with the texture of handsplit cedar—takes on the 

dimension and stature of a custom property. The hand-hewn character of this 
extraordinary roofing puts quality up where it is obvious, apparent, unmistakable. 

Too, a roof of thick cedar shakes provides extremely effective insulation . . . is 
unaffected by hail, wind or blistering heat. . . and will outlast the very sheathing 

it protects. In every respect, handsplit cedar shakes reflect quality. 
And quality, today, is what sells houses! 

R E D C E D A R 
S H I N G L E B U R E A U 

5510 White Building, Seattle 1, Washington 
550 Burrard Street, Vancouver 1, B . C . 
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At least twice a 

B e r r y ' s S e r i e s 6 0 " S u b u r b a n " 
protects your reputation as a quality builder 

 

  

  

Features new textured surface, 
new dune-colored primer requir
ing only one coat of paint (even 
white) . . . saves installation and 
call-back dollars, too. 

Whenever your customer uses this door, 
you please him with its handsome, 
rugged appearance and effortless gliding 
operation. He's pleased, too, by other 
Suburban features. Deep horizontal " V 
grooves and finely textured surface 
deaden noise and increase strength with
out adding weight. Pre-assembled hard-

day. 

ware reduces on-the-job labor costs and 
virtually eliminates callbacks. 

See the Series 60 Suburban and other 
one-piece and sectional models by Berry, 
world's largest manufacturer of residen
tial garage doors. Remember, a Berry 
Door usually costs less, because installa
tion is so quick and easy. And you're 
protected by Berry's five-year guarantee. 
Contact your distributor or write: Berry 
Door Corp., 2400 E . Lincoln, Birming
ham, Mich. In Canada: Berry Door Co., 
Limited, Wingham, Ontario. 
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L-M Permaline-The ONLY Fibre Pipe 

 
3ilabte in sizes 2 to 8 inches, lengths 5, 8, and 10 

feet for faster installation. Also in Perforated for 
septic tank beds, and land and foundation drainage 

1 
b y W . M . B L O O M 

Product M a n a g e r , F i b r e Produc ts 

L ine M a t e r i a l Industr ies 

This L-M Permaline 50-Year Guarantee 
Protects You, and Your Customers 

L - M Permaline Bituminous Fibre Pipe is a 
product o f outstanding quality. Here is a time-

tested fibre pipe of proved excellence. 
Millions of feet of fibre pipe are now installed, and have been 

in service for years and years. Thousands of wholesalers, plumbers, 
builders, and home-owners are now enjoying the benefits of the 
excellent quality of L - M Permaline Pipe. 

Because of this long-lived, dependable quality, we are now 
guaranteeing L - M Permaline Fibre Pipe and fittings for 50 years 
—when properly installed in a house-to-strect sewer. This guar
antee is backed by the 50-year reputation of Line Material, and 
by the vast resources of the McGraw-Edison Company. 

This guarantee has been made possible only because of the loyal 
and able cooperation of the competent plumbers who have 
made certain that Permaline Fibre Pipe was properly installed. 

This 50-Year Permaline Guarantee Provides: 
A written guarantee to the home-owner of product quality and 
performance. 

I f at any time within 50 years o f installation the pipe should 
fai l . Line Material will make ful l payment of material and labor 
costs incurred in the repair o f a legitimate claim. 

The requirements for the guarantee are simple. A t time of 
installation the contractor or builder must f i l l out a guarantee 
application form indicating the location and to whom the guar
antee is to be issued. 

The installation must be made by competent craftsmen, in a 
workmanlike manner, in accordance with the installation recom
mendations from the ASA Plumbing Code A40.8-1955, and 
must be approved by the plumbing inspector as conforming to 
the local code. 

For complete details contact your L - M Fibre Pipe Wholesaler 
or Line Material Industries, Milwaukee 1, Wisconsin. 

L I N E MATERIAL Industries 
M c G R A W - E D I S O N C O M P A N Y 



 

    

WE CAN MAKE THIS OUTSTANDING 
50-YEAR GUARANTEE, BECAUSE: 
1 • Material and Workmanship 

of L-M Permaline Fibre 
Pipe and fittings are of 
highest quality 

Joints of L-M Pcrmaline 
Fibre Pipe and factory-
machined tapered linings 
will not leak when properly 
installed 

3 a Joints of L-M Permaline 
Fibre Pipe and fittings arc 
root-proof 

Am L-M Permaline Pipe and 
fittings are not damaged 
by temperatures normally 
encountered in sanitary 
systems 

5 - Ground movement will not 
fracture L - M Permaline 
Fibre Pipe or fittings 

6* Earth and surface loads 
commonly encountered in 
domestic sanitary systems 
will not crush L-M Perma
line Pipe and fittings 

L-M Pcrmaline 
Pipe and fittings 
are not affected 
by bacteria or 
micro-organisms 

L-M Permaline Pipeand fit
tings will not deteriorate 
under the influence of wa
ter, household wastes, de
tergents, domestic drain 
cleaners, or soil acids or 
alkalis 

L-M Pcrmaline Pipe and 
fittings are not affected by 
electrolysis, galvanic cor
rosion, or tuberculation 

1 0 . Cinder backfill will not cor
rode L-M Permaline Pipe 
or fittings 

1 1 . L-M Permaline Pipe and 
fittings will not crack or 
shatter from normal han
dling during installation 

LINE MATERIAL INDUSTRIES, Fibre Product* Division 
Mi lwaukee 1, Wisconsin. 

Please send mc information on L-M Permaline Pipe 
and the 50-Year Guarantee. 

HH-50 

N a m e . 

Ti t le . 

C o m p a n y . 

Address _ 

City 

Type of Business: 
• Plumbing Wholesaler 
["I Plumbing Contractor 
f~l Consulting Engineer 

S t a t e . 

• Architect 
• Builder 
• Other 
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Now! YORK Heating and Cooling Units 

York Decorator-Styled 
Year-Round Units 

Flatter any room! Compact. Remote 
heat exhaust section. 

York Furnaces That 
Provide For Cooling Later 

Exclusive Silver " V " Burners. Gas 
or oil fired. Smart modern styling. 

mi 
1 1 

a C j i 9 
Eye-Catching Thermostat 

for Dialing the Climate 

York Heat Pumps That Use 
Only Air and Electricity 

They heat and cool entire house. 
Do not require living space. 

York Add-On Units For Use 
With Warm Air System 

Use same fan, filter and ductwork. 

York Cooling Systems For 
Use With Any Type Heat 

Self-contained units fit in attic, crawl 
space or thru wall. Easily installed. 
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C O N T R O L " ! 

NO S T I F L I N G H E A T IN S U M M E R ! 

Make It Easier to Offer than Ever! 

YORK Units Enable Florida 
Builders to Offer Year-Round 
Comfort At No Increase in Home Prices! 

These builders substituted 
for conventional space heater. Single unit heats 
and cools entire house...ehminates need for 
chimneys, flues, porches, and screens. 

This is just one example of York economy! There are other 
York Year-Round Units to match every space and budget 
requirement. I f desired, you can install only the heating 
system now and let the buyer add cooling later. Same fan, 
filter, and ductwork can be used to save up to 34 the cost 
of installation. York units are built together to work to
gether. They occupy minimum space... easily installed in 
playroom, utility room, closet or basement. 

Full details on York's Residential Line in 
Sweet's Light Construction File (Builders) 

Y O R K C O R P . . S U B S I D I A R Y o r B O R G - W A R N E R C O R P . 
1 7 ( 0 W I S T G R A N T L E Y R O A D . Y O R K . P A . 

BW BO RC* W A R N E R 
R E S E A R C H & ENGINEERING 
MAKE IT B E T T E R 

BACKED BY POWERFUL 
ADVERTISING BARRAGE! 
York will dramatize the appeal of 
year-round comfort in the largest 
ad campaign in its history. N a 
tional magazines, newspapers, T V , 
radio, billboards, direct mail. 

COMPLETE BUILDER MERCHANDISING! 
A whole collection of posters, giveaways, brochures, 
displays and other pieces to sell advantages of year-
round comfort to every home prospect! Many of the 
pieces also help builder to direct traffic, amuse chil
dren, protect floors. 

W R I T E F O R D E T A I L S I H H 5 

General Sales Manager 
Packaged Products Div. 
York Corporation 
York, Pennsylvania 
Please rush full details on York's 1960 line of Residential Heating 
and Cooling Units, and Builder Merchandising "Package" . 

A i r C o n d i t i o n i n g , H e a t i n g , R e f r i g e r a t i o n and I c e - M a k i n g E q u i p m e n t 
P r o d u c t s f o r H o m e , C o m m e r c i a l a n d I n d u s t r i a l I n s t a l l a t i o n s 

NAME-

A D D R E S S -

C I T Y .ZONE. -STATE-
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N E W E S T R C A W H I R L P O O L 

built-in cooking 
add a roomful of reasons for prospects 
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centers 
to buy homes 

T H E O V E N S . . . 
give you a big selection to please every buyer . . . every 
budget. New dramatic architectural styling. New, ex
clusive t ime and flavor-saving automatic conveniences 
. . . and, every oven is designed for the quickest, easiest 
cleaning ever. Electric ovens available in 17" and 24" 
models; gas in 17" models. Choice of pink, yellow, copper 
porcelain enamel finish or brushed chrome. 

T H E S U R F A C E U N I T S . . . 
provide the advanced yet realistic features women want. 
Automatic surface cooking, bui l t - in griddle, space-saving 
Th in top* design, no-spill edges, i n f in i t e heats, top -
mounted controls and exclusive Dispos-A-Bowls* for 
quicker cleaning. A model for every budget, available 
i n p ink , yel low, copper porcelain enamel f i n i s h or 
brushed chrome. 

F A S T , E C O N O M I C A L 
I N S T A L L A T I O N . . . 

no time-wasting complicated problems . . . each uni t 
installs quickly, easily. Also, you deal w i t h just one 
dependable source who is eager and able to give you 
valuable planning and merchandising assistance plus 
the quick del ivery y o u l i ke . A n d , the na t i ona l l y -
accepted, heavi ly-promoted RCA w h i r l p o o l brand 
name quickly tells prospects you've bu i l t the finest 
quali ty into your homes. 

A n d , y o u c a n o f f e r g a s o r e l e c t r i c . . . 
to satisfy any buyer. Simply tell your prospect to choose 
the RCA w h i r l p o o l units she likes best in gas or electric. 

*Tmk. 

Your family will love our family of home appliances 

Produch of WHIRLPOOL CORPORATION St. Jowph, Michigan 

Use ol Irodemarki /*A and KCA ouihoriied by trademark o w n Radio Corporation ol America 

Built-in Bar-B-Kewer 
Special low radiant 
heat seals in natural 
juices, gives meat 
barbecue-like flavor. 

Thermostatic top unit 
Maintains exact heat 
setting; makes every 
pot or pan an 
automatic cooker. 

Infinite cooking heats 
Infinite-heat controls 
let your prospects dial 
any heat f rom 
simmer to high. 

Automatic Ka-Bob 
Automatically slow-broils 
delicious shish-kabobs 
to a golden brown 
on all sides. 

Removable oven door 
Eliminates tiresome 
stretching when 
cleaning oven interior. 
L i f t s on and off easily. 

Thintop design 
Enables drawers to be 
placed directly under 
electric range top. 
No waste space. 

Mail coupon for ful l details 

Contract Sales Division 
Whirlpool Corporation, St. Joseph, Michigan 

Please send me complete information on the 
new RCA w h i r l p o o l built-in ranges. 

HH-5-0 
1 

Name- Title. 

Firm Name-

Firm Address-

City .Zone-

County. .Stale-

It's easier to sell RCA WHIRLPOOL equipped homes! 
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TBu/Wer s a v e s u p t o 
$ 8 5 p e r h o u s e 

W i t h 7&fiGffeA'r'Dc<c£' 
Strong . . . durable . . . Transite eliminates 
costly concrete encasement 

More and more builders are coming 
to realize the profit opportunity in 
perimeter heating-cooling systems 
. . . and the additional savings when 
Transite Air Duct is used. 

One example is Herbert Kendall, 
New Jersey builder. He credits per
imeter heating—and the elimination 

of costly basements-as a major rea
son why he can market his $17,000 
homes for less than $10.50 per sq. ft. 

Mr. Kendall also says that Tran
site® Air Duct alone saves him up to 
$85 per house in concrete and place
ment of it! 

In perimeter heating-cooling sys
tems - Transite Air Duct saves in 
both time and material. It needs no 
encasement . . . can be laid directly 
on the prepared bottom. Transite 

also won't float. . . needs no special 
supports or anchors. Just position 
ducts and pour concrete. Transite 
won't crush, dent or deform. Tran
sited light weight and 10' lengths 
make installation still easier. Fit
tings can be made right on the job. 

Send coupon today for your free 
copy of the Transite Air Duct Data 
Kit. It contains specifications, instal
lation methods—even testimony from 
builders about dollar savings. 

J O H N S - M A N V I L L E 
B O X 1 4 ( H H - 5 ) , N E W Y O R K 16 . N. Y . 

P R O D U C T S 

Transite reduces your concrete costs sub
stantially. I t needs no encasement... can 
be laid directly on prepared bottom. 

Gentlemen: 
Kindly send me a copy 

of the Transite Air Duct 
Data K i t . 

Name. 

F i r m _ 

HH-5 

Address. 

City. .Zone State. 

L 
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A M E R I C A ' S M O S T D I S T I N G U I S H E D L O C K B R A N D 

Standard duty STAINLESS STEEL lock trim now ready 

for immediate delivery for light commercial buildings 

and moderate-priced homes. A r e a l . . . 

 

   

You know the advantages of Stainless Steel. And now 
Schlage offers these advantages in residential standard 
duty trim-

• Beauty with durability 

• No maintenance, no lacquer to wear, 
low upkeep 

• Corrosion-resistant, non-tamishable 

• In Tulip design lock trim and standard 
residential escutcheons 

Whatever your lock needs, seek the answer F I R S T 
FROM SCHLAGE! 

S C H L A G E 
CYLINDRICAL LOCKS 

Schlage Lock Company Display Rooms in 

San Francisco — 2201 Bayshore 

Los A n g e l e s - 3 4 6 7 W. 8th St. 

Chicago —Merchandise Mart 

New York —Empire State Bldg. 

Vancouver, B.C.—1290 Marine Drive 

M A Y 1960 



r 

BUILDER AFTER BUILDER ACCLAIMS THE 
SELLING POWER OF B & G Hydronic H E A T I N G 

A few of three thousand projected homes in which 
B&G Hydro-Flo Heating is installed. 

Builder is using B&G Hydro-Flo Heating 
in one hundred homes like this. 

14,000 people jammed through this home to 
see how Hydro-Flo Heating made 

the basement completely usable. 

  
     

  
A typical example of a top quality 

split-level home equipped with a 
B&G Hydro-Flo System. 

•HYDRONIC HOMES" SALES 
PROMOTION FOR BUILDERS 

A comprehensive program of ideas 
and sales helps for utilizing the out
standing and exclusive advantages of 
hydronic heating. There's no obliga
tion in getting all the facts—write 
today. 

The builders of the homes illustrated here have realized that to 
attract today's critical home buyers takes visible extra value... 
demonstrable extra quality! 

A "hydronic" B&G Hydro-Flo Heating System does just that 
...adds a genuine quality touch... assures the buyer that he is 
getting more value for his money. It's a matter of record that 
this forced hot water heating system is proving a sales clincher! 

No other equipment can offer so 
much immediate comfort or so 
many possibilities for more gra
cious living in the future. The B&G 
Hydro-Flo System endows a home 
with all the essentials of good heat
ing... the right quality of heat... 

U' ffliiii r*~ ^Bt operating economy...and long-
H lived equipment. 

^ B f i y f I W/ *M It's cleaner heat—doesn't soil 
^ walls and draperies. It's quiet heat 

—no fan hum. If desired, the same 
boiler that heats the house can be 
equipped to furnish year 'round 
hot faucet water. Summer cooling 
and snow melting equipment can 
be included —when building or 
later. And the B&G Hydro-Flo Sys
tem can be easily zoned for the 
ultimate in heat control and fuel 
economy. 

H y d f G - F a G SYSTEM 
B E L L & G O S S E T T 

C O M P A N Y 

Dept. G E - 1 0 , Morton Grove, Illinois 
Canadian Licensee: S. A. Armstrong, Ltd., 1400 O'Connor Drive, Toronto 16, Ontario 
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Compact new 2!4 ton Air Conditioner and 
furnace take less than 3!4 sq. ft. 

Q U I C K F A C T S : Economical Model 562 makes air conditioning practical for your 
lower cost homes. Adequate, dependable cooling for homes from 1100 to 1600 
square feet is assured by famous Bryant full-rated capacity — 30,000 Btu hr., 
A R I certified. Your Bryant dealer has all the facts on this new compact Bryant 
uni t . Call him in early in the planning. Factory trained people wi l l help him 
engineer and layout the best, lowest cost heating air conditioning system for your 
homes—and supervise the installation. And you can depend on him for good service 
and meeting your building schedules. Call him today. Bryant Manufacturing Co., 
Indianapolis, Indiana • Bryant Manufacturing L t d . , Toronto, Ontario. 

WATER H E A T I N G 
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H A L L - M A C K ® 

B A T H R O O M 

1 A C C E S S O R I E S 

  

Concealed Toilet 
Paper Holder. 

Revolving hood 
protects, covers 

paper, lifts 
at the touch 

of a finger. 

 

Relaxation Unit 
luxuriously 
practical — 
recessed for 
toilet paper, 
cigarettes, 
ashtray, 
magazines. 

I n HALL-MACK's complete selection of bathroom accessories, 
you'll find many unique, practical ideas such as those shown here. 
Pioneered by H A L L - M A C K to meet specific needs, they're 
designed to provide extra convenience and beau ty . . . to add 
the touch of luxury that means so much. 

Blending easily wi th any decor and styled for every budget, these 
quality, gleaming accessories spell customer satisfaction. The bath you 
design, sell, or install today — in modest abode or palatial setting — 
w i l l always have the best when you specify H A L L - M A C K Accessories. 

• • • • • • • •• • • • • • • ••• 

Concealed 
Lavatory Unit. 

Revolving door 
hides soap, 

tumblers 
and brushes. 

H H - 5 6 0 

| Please send your F R E E color booklet of new bathroom ideas. 

HALL-MACK COMPANY Division of TEXTRON INC. 
1380 W. Washington Blvd., Los Angeles 7. California 

N a m e . 
(PLCASC PRINT) 

Address. 

City .Zone. .State . 

Sold by leading plumbing, tile and hardware dealers everywhere 
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Floor: VA6' squares, c.e., Black. Wall: Scored Design SD-4, 365 Cr. White. Counter: 2 3 / i 6 ' x Wii". Deep Blue, White and Medium Green. Pit: Murray Quarry Tile, Canyon Red. 

Living Room Floor: Scored Design SD-4, 362 Cr. Black. Side Wall: 2 s / i 6 " squares, c.e., Sand Gray Textone. Color Plate 117. 

T o w h e t a h o m e - b u y e r ' s a p p e t i t e - u s e colorful, care-free ceramic 

tile to give a glamorous and inviting new look to your homes. Nothing matches the rich 

effect of tile, the extra touch of luxury it adds-and for so little extra cost. The wide 

selection of American Olean tile colors, textures and patterns offers you endless possi

bilities for distinctive decorative treatments that will make the homes you build 

stand out from the crowd. For other examples of ways tile 

A M E R I C A * O L E A N T I L E C O M P A N Y — E X E C U T I V E O F F I C E S IM9 CANNON A V E . . L A N S D A L E . P A . F A C T O R I E S : L A N S O A L E . PA. . O L E A N . N. Y . . L E W I S P O R T . KY. • MEMBER: T I L E COUNCIL OF AMERICA. PRODUCERS' COUNCIL . 

A S U B S I D I A R Y OF NATIONAL GYPSUM COMPANY 

with Ceramic Tile". 

can help sell homes, write for Booklet 451, "Color Planning    
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B O R G - W A R N E R S B E T T E R L I V I N G K I T C H E N 
F O R 1960. Norge 's new Never -Fros t refrigerator e n d s 

, the n u i s a n c e of defrost ing forever—even in the f reezer 
^ * . s e c t i o n . In Norge 's built-in wall oven , you c a n broil and 
^ "T f— bake at the s a m e time. T h e cook is a lways in c o m m a n d 

with the C u s t o m Contro l P a n e l of the Norge^counter-
top range . Br ighten ing this workaday world is c o l o r -
coord ina ted , too, In the s p a c i o u s I n g e r s o l l - H u m p h r y e s 
s ink . A n d a York air condi t ioner and K o o l S h a d e s u n 
s c r e e n s keep the kitchen comfor tab le , ' round the c lock 
and ' round the ca lendar . 



BY BORG-WARNER 
A report on the far-reaching ways 

in which a dynamic corporation helps 
enrich the lives of millions 

The modern refrigerator has made a museum piece 
out of the old-fashioned icebox. Heating a home once 
involved manual labor, now requires only the touch 
of a thermostat. Gone are legs on bathtubs. Hand 
fans of yesteryear have given way to the fingertip-
controlled air conditioner. And down are many 
clotheslines —replaced by automatic dryers. 

Who wrought the revolution? The divisions and 
subsidiary companies of Borg-Warner Corporation 
helped importantly by developing new and better 
home equipment. 

The Norge refrigerator was first with adjustable 
swing-out shelves—first wi th an automatic ice cube 
maker, in both gas and electric models. The first 
successful home air conditioner went down in his
tory with the York name on i t (1935)—leadership 
evident today in York's new Heat Pump that warms 
and cools by using only outside air and electricity. 
The three newest ideas in residential pkimbing fix
tures are all products of the Ingersoll-Humphryes 
Division. The original multiple-layer aluminum foil 
insulation is Al fo l , and the original solar screening 
is KoolShade—both products of Reflectal Corpora
tion, a B-W subsidiary. 

Rest on laurels? Never. A t the Roy C. Ingersoll 
Research Center in suburban Chicago, Borg-Warner 
is forever designing, testing, analyzing—creating 
equipment destined for homes of the future. 

f » 4 
T h e 7 H a t s of B o r g - W a r n e r . . . (top) national 
d e f e n s e ; oil , s teel and c h e m i c a l s ; (middle row) 
agr icul ture; industr ial mach inery ; aviat ion; (bot
tom) the automotive indust ry ; home equipment . 

BORG-WARNER 
I t ' s a b e t t e r p r o d u c t w h e n B o r g - W a r n e r m a k e s it 

Borg-Warner Corporation • 200 South Michigan Avenue • Chicago 4. Illinois 

C O L O R M A G N I F I C E N C E is yours 
in B -W's Ingersoll-Humphryes cast 
iron, steel and china residential plumb
ing fixtures. Available in six pastels, 
including three 1960 House & Garden 
Magazine selections, plus white. 

A S I N G L E O P E R A T I O N washes, 
rinses, fluff-dries in Norge's gas or 
electric Washer-Dryer Combination 
(also washes or dries separately). 
One setting washes synthetics safely; 
another gets denims perfectly clean. 

A M I D S U M M E R N I G H T ' S R E S T 
is assured in a bedroom cooled by 
"library quiet" York air conditioning, 
install-it-yourself window model or 
central system. Dial choice of comfort 
level; York maintains it automatically. 

L I F T F O R L I F E . York Comfort Center 
heats and humidifies in winter, cools 
and dehumidifies in summer—purify
ing air electronically. Two flames of 
gas-fired furnace heat more efficiently 
than one—yet do not use more fuel. 

S U M M E R C O M F O R T : KoolShade 
sunscreen by B-W's Reflectal Corpo
ration blocks sun's hottest rays (note 
contrast where door is open I), keeps 
porch, house up to 15% cooler, glare-
free—yet permits complete visibility. 

B U I L D I N G O R R E M O D E L I N G ? 
Reflectal's Alfol Aluminum Foil Insu
lation is clean to work with, easy to in
stall. Reflects summer heat out, makes 
homes 15^ cooler—ref lects winter 
heat in, cuts fuel bills as much as 35%, 

Also serving homeowners is the B-W Acceptance Corporation, with offices in 
principal cities, which finances appliance purchases to suit your budget. 

WHAT BORG-WARNER MEANS TO YOU! 
Many B o r g - W a r n e r products contribute essent ia l ly to your wel l -be ing . 
T h e preservat ion and preparat ion of food, for example . O t h e r s add im
measurab ly to comfort and secur i ty , like heating and cool ing of your 
h o m e . Sti l l o thers , s u c h a s automat ic w a s h e r s and d r y e r s , free the 
homemaker for more happy m o m e n t s with her family. A state of wel l -
be ing , an air of secur i ty , an a t m o s p h e r e of h a p p i n e s s — t h e s e , then , are 
the " b y - p r o d u c t s " of p roducts made for the home by B o r g - W a r n e r . 



W O O D G R A I N 

R U B B E R P L A N K S 

another exclusive style in 

K E N T 

F L O O R S 

. . . e s p e c i a l l y d e s i g n e d to c r e a t e 

an a t m o s p h e r e of natural w o o d 

in c o m b i n a t i o n with the quiet lux

ury and s u p e r i o r w e a r i n g qua l i t i es 

of r u b b e r f l o o r i n g . A v a i l a b l e 

p la in , or p r e - p e g g e d at f a c t o r y in 

c o n t r a s t i n g c o l o r of your c h o i c e . 

F o r c o l o r s e l e c t i o n , c a l l your K e n -

tile R e p r e s e n t a t i v e for s a m p l e s , 

or c o n s u l t S w e e t ' s F i l e . 

In New Y o r k , v is i t the K e n t i l e 

F l o o r s S h o w r o o m : S u i t e 3119, 

31st F l o o r , E m p i r e S t a t e B u i l d i n g , 

3 5 0 Fifth A v e n u e . 

S P E C I F I C A T I O N S S ize : 4 " x 3 6 " . 

Th icknesses: . 0 8 0 " and Vt". 
* » * * 

Woodgra ln Planks also available in Sol id 
Vinyl . Woodgra in Ti les (9" x 9 " ) available 
In Sol id V iny l , Vinyl Asbestos, Rubber, 
and A s p h a l t 
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FHA ponders how to tap a big new source for mortgages 

F H A is studying how to let individuals buy and own F H A mortgages. Up to now, 
F H A rules have prohibited this. The big reason is that mortgage servicing is so 
complicated arid exacting. I t involves prompt collection, not only of principal and 
interest but also of insurance and taxes and mortgage insurance premiums, keeping 
accounts and making reports, keeping funds in escrow and paying them out for 
the designated purposes, and prompt action i n case of default by borrowers. I t 
would be foolish to assume that private individuals could perform this task. I t is 
hard enough, even in professional hands, so that F H A wil l approve only corpora
tions with at least $ 100,000 capital to do business with the agency. 

Now, industry groups (notably N A R E B and M B A ) are pressing F H A to let 
approved mortgage companies service F H A loans for the account of individual 
holders. Both realtors and mortgage men think a big new source of mortgage 
money could be tapped this way. Realtors think the deal would help the sale of 
used houses because sellers would take back an F H A insured mortgage rather than 
pay the discounts now necessary to sell one to any individual lender. 

Realtors are attacking provisions in Rep Albert M . Rains' ( D , Ala.) "emergency 
home ownership bi l l ' to take similar action. The Rains' proposal is "impractical," 
realtors contend, because it would force individuals to fu l f i l l exacting mortgage 
servicing requirements, "the breach o f any one of which could result in the 
termination of the protective FHA insurance." 

Should mortgage bankers get into land loans? 
Mortgage men pondering a profit-squeezed future should mark these words from 
President John Austin of T. J. Bettes, the nation's largest mortgage banking firm 
($140 million originations, $1.2 billion servicing in 1959): "We must expand 
our capital facilities for the builder. I t is our responsibility to provide all the facili
ties of residential financing, including land development." Austin told a recent 
meeting in Houston that mortgage bankers cannot operate at a profit any more 
just on originations and servicing fees. So far, Austin has announced no moves 
to get into land development and land loans, but one is imminent. 

Will FHA have to ration repair loans? 
Unless Congress acts fast, FHA may have to start rationing home improvement 
loans under its Title I program soon. F H A Commissioner Julian Zimmerman 
warns that the agency's $1.75 billion loan ceiling will be exhausted in June or 
July at its current rate of use. " I f legislation is not enacted early in the year, i t 
will be necessary for F H A to impose some type of control on the home improve
ment program," he warned the Senate housing subcommittee back in February. 
Congress has taken no action so far, but this month the subcommittee will begin 
hearings on a catch-all housing bill that is expected to include a new lease on life 
for F H A fixup loans. The Administration has repeatedly asked Congress to remove 
the ceiling on Title I authorization completely. 

WASHINGTON INSIDE: The rif t between 
FHA and NAHB reached a new intensity of 
bitterness last month, but then began to mend. 
The row started when builders carried their 
fight against FHA's single, national Minimum 
Property Standards (replacing a hodgepodge 
of 28 regional standards) all the way to Con
gress last year. It deepened last fa l l when 
FHA Commissioner Zimmerman refused to 
cut FHA down payments as the 1959 Housing 
Act permits. Lately, efforts by organized 
builders to stop the Apri l 1 imposition of 
nationwide lumber grade marking widened the 
r i f t to a visible chasm. Zimmerman was 
particularly incensed that top NAHB leaders 
tried to go over his head politically to get the 
April 1 deadline postponed. When that failed, 
some builders approached other trade groups 
for support in turning more heat on the puis
sant FHA chief. They were rebuffed. This 
apparently precipitated second thoughts in
side NAHB. By late April , both Zimmerman 
and NAHB President Martin Bartling were 
saying—in effect—that they felt things were 
"on the mend." 

Look for some new urban renewal policies 
to emerge soon from a top-level joint FHA-
URA committee that has just been set up by 

Commissioners Zimmerman and Walker. I t 
meets weekly to thrash out joint problems, 
such as why FHA Sees 220 and 221 programs 
aren't producing more housing, or whether 
URA policies are pushing local public agen
cies in the right directions. Committee mem
bers have been told to sidetrack anything else 
they are doing to help make FHA-URA pro
grams mesh better. 

Opponents of the Kennedy-Thompson bill 
to permit construction site picketing, or
dered reported out unchanged by the House 
labor committee, ruefully admit it will be 
hard to stop once cleared by the House 
rules committee, and "should go through the 
Senate like greased lightning." . . . Top of
ficials at HHFA, firmly convinced that a 
national remodeling industry is essential to 
making rehabilitation work in urban renewal, 
are quietly working behind the scenes to 
spark an organization of genuine rehabilita
tion contractors that will provide its nucleus. 
The reason: "There are four organizations in 
the field (NAHB, NERSICA, Home Improve
ment Council, Home Improvement Products 
Assn) and none of them is doing enough," 
says one official, toward creating the needed 
class of operators. NEWS continued on p 44 
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HOUSING MARKET: 

HOW FHA AND C O N V E N T I O N A L DOWN P A Y M E N T S NOW C O M P A R E 
APPRAISED 

VALUE 

$ 6 , 0 0 0 
7 , 0 0 0 
8 , 0 0 0 
9 , 0 0 0 . 

1 0 , 0 0 0 . 
1 1 , 0 0 0 
1 2 , 0 0 0 
1 3 , 0 0 0 
1 4 , 0 0 0 
1 5 , 0 0 0 
1 6 . 0 0 0 

OLD F H A LAW NEW F H A LAW CONVENTIONAL 
AMT . i % AMT . a % AMT. a % 

$ 2 0 0 3 . 3 $ 2 0 0 3 .3 $ 1 , 2 0 0 2 0 . 0 
2 5 0 3 .6 2 5 0 3 .6 1 ,400 2 0 . 0 
2 5 0 3.1 2 5 0 3.1 1 ,600 2 0 . 0 
3 0 0 3 .3 3 0 0 3 .3 1 ,800 2 0 . 0 
3 0 0 3 .0 3 0 0 3 .0 2 , 0 0 0 2 0 . 0 
3 5 0 3 . 2 3 5 0 3 . 2 2 , 2 0 0 2 0 . 0 
4 0 0 3 .3 4 0 0 3 . 3 2 , 4 0 0 2 0 . 0 
4 0 0 3.1 4 0 0 3 .1 2 , 6 0 0 2 0 . 0 
5 0 0 3 .6 5 0 0 3 . 6 2 , 8 0 0 2 0 . 0 
6 5 0 4 .3 6 0 0 4 . 0 3 , 0 0 0 2 0 . 0 
8 0 0 5.0 7 0 0 4 . 4 3 , 2 0 0 2 0 . 0 

1 ,100 6 .5 8 0 0 4 . 7 3 , 4 0 0 2 0 . 0 
1 ,400 7 .8 9 0 0 5.0 3 , 6 0 0 2 0 . 0 
1 ,700 8 .9 1 .200 6 .3 3 , 8 0 0 2 0 . 0 
2 , 0 0 0 10 .0 1 , 5 0 0 7 .5 4 , 0 0 0 2 0 . 0 

APPRAISED 
VALUE 

OLD F H A LAW 
AMT. i % 

2 1 , 0 0 0 2 , 3 0 0 11.0 
2 2 . 0 0 0 2 , 6 0 0 11 .8 
2 3 , 0 0 0 2 , 9 0 0 12 .6 
2 4 , 0 0 0 3 , 2 0 0 13 .3 
2 5 , 0 0 0 3 , 5 0 0 14 .0 
2 6 , 0 0 0 3 , 8 0 0 14 .6 
2 7 , 0 0 0 4 , 5 0 0 16 .7 
2 8 , 0 0 0 5 , 5 0 0 19 .6 
2 9 , 0 0 0 6 , 5 0 0 2 2 . 4 
3 0 , 0 0 0 7 , 5 0 0 2 5 . 0 

NEW F H A LAW 
AMT. » % 

1 ,800 
2 . 1 0 0 
2 , 4 0 0 
2 , 7 0 0 
3 , 0 0 0 
3 , 5 0 0 
4 , 5 0 0 
5 , 5 0 0 
6 , 5 0 0 
7 , 5 0 0 

8 . 6 
9 .5 

1 0 . 4 
11 .3 
1 2 . 0 
1 3 . 5 
16 .7 
19 .6 
2 2 . 4 
2 5 . 0 

CONVENTIONAL 
AMT. a % 

4 , 2 0 0 
4 , 4 0 0 
4 , 6 0 0 
4 , 8 0 0 
5 , 0 0 0 
5 , 2 0 0 
5 , 4 0 0 
5 , 6 0 0 
5 , 8 0 0 
6 , 0 0 0 

2 0 . 0 
2 0 . 0 
2 0 . 0 
2 0 . 0 
2 0 . 0 
2 0 . 0 
2 0 . 0 
2 0 . 0 
2 0 . 0 
2 0 . 0 

1—97% of 1st $13,500 of appraised value; 85% of next $2,500; and 70% of 
excess value to maximum mortgage of $22,500. 2—97% of 1st $13,500 of 
appraised value; 90% of next $4,500; and 70% of excess value to maximum 
mortgage of $22,500. 3—80% of appraised value. 

FHA cuts down payments 
New terms will provide biggest boost 
in big $15,000-$28,000 price bracket 

FHA has finally cut down payments to the full extent permitted by the 1959 Hous
ing Act. 

The action cuts down payments the most in the big $15,000-$28,000 bracket 
where most builders price their homes. It reduces the 15%-down bracket to 10% 
and extends the bracket from its old $13,500-516,000 range to $13,500-$ 18,000 
of appraised value. 

When the law went on the books last fall , FHA Commissioner Julian Zimmer
man insisted cutting down payments would do little good in a worsening mortgage 
market. But in early Apri l , top housing chief Norman Mason, the HHFAdministrator, 
disclosed FHA was "considering" the move now that the price of mortgage money 
seemed to be heading down. 

Here's what it means to builders and realtors: 

• A $15,000 house can be sold for $50 less down payment ($600 instead of $650). 
And it can be sold for $2,400 less down payment than with an 80% conventional 
mortgage (see table above). 

• A n $18,000 house can be sold for $500 less down payment ($900 instead of 
$1,400). And it can be sold for $2,700 less down payment than the $3,600 required 
with an 80% conventional loan. 

• Above the $18,000 level, Congress' traditional discrimination against quality 
begins to be felt again. But an FHA loan will still beat the down payment required 
with an 80% conventional mortgage on homes priced up to $28,000. And it will 
beat the down payment requirement with a 90% conventional mortgage on houses 
priced up to $22,000. 

The cut in down payments underscores a big shift in attitudes since FHA started 
in 1934 by insuring 80% loans with a 15-year term. Before FHA, homebuyers had 
to make an average 47% down payment and pay off a 6Vi% loan in IVi years. 
The next big cut in down payments came after the recession of 1937, when housing 
slipped badly. In '38 Congress approved 90%, 25-year loans. Some thought this 
approached heresy, but by 1948 homebuyers' performance had proved so sound 
that Congress eased terms to 95% and 30 years. Ten years later, when down pay
ments were shaved to 3%, there were hardly any raised eyebrows. 

But the most important difference in the new cuts is that, unlike earlier ones, 
they do not affect the lowest price bracket, and thus ease a discrimination against 
quality that was not in the law when it was written. As costs of building have 
increased, they have forced the bottom-bracket house in the 1940s into the middle 
bracket in 1960—just the one where down payments are now cut. 

Housing in March showed up better than expected. Private starts held to their 
seasonally-adjusted February level of 1.115.000 a year. Crowed Norman Mason: 
"This indicates the upturn in housing has begun." (For details on March starts 
figures, see p 83.) 

LOCAL MARKETS: 

B o o m i n g p a r a d i s e f o r c o - o p s 

Hawaii: "You don't need an alarm clock in 
V uikiki these days. The sound of the pile 
drivers is enough." Half-wry, half-proud, 
this observation by a resident of Oahu sums 
up housing's newest boom (permits in Feb
ruary totalled $15 million, a fantastic 250% 
gain over the same month in 1959). 

For alert builders and promoters, Hawaii 
has become a paradise where a small outlay 
of cash can be parlayed into a fortune over
night. Buyers queue up so rapidly to hand 
over down payments, even before a cinder 
block is laid, that one banker observes: " A l l 
you need here is a roll of plans under your 
arm and an idea." 

But paradise can have problems. The big 
one is scarce land. The federal and state 
governments plus 60 private owners hold a 
staggering 89% of the land in the state. And 
what there is to be had in fee simple is 
costly ($3 a square foot in choice Oahu 
residential districts up to $25 a square foot 
or more in Waikiki—if you can get i t ) . 

As a result of the land shortage and the 
fact that regulations are minimal, the build
ing boom has taken a unique turn here: much 
of it is co-ops built mostly on leaseholds. 
Explains Kepokai Alul i , 36, whose pioneering 
of co-ops has made him a millionaire: " [ 
figured land was so scarce, why not subdivide 
the air." 

But leasehold land is not cheap. In 1953. 
Bob Murchison and Paul Truesdale leased 
hind back of Waikiki for $2 a sq ft, sub
divided and subleased for $3 to $3.50 a sq 
ft as it stood. Today the land is appraised, 
conservatively, at between $20 to $25 a sq ft . 
Land (well back from the water) that leased 
for $2 an acre in 1940 is valued at $30 today. 

Helping to promote the co-op boom is the 
brisk tourist trade. Co-ops have become a 
favorite form of investment for everyone 
from stenographers to executives. Their goal: 
renting the apartments at a profit to vaca
tioners. Others buy with an eye to resale 
later. Says Developer-Builder David Benz: 
"Profits of from $5,000 to $10,000 on the re
sale of a $30,000 apartment are not unusual." 

Oklahoma City: Builders call unionization of 
bricklayers last autumn the No. 1 reason why 
the cost of building a house is up anywhere 
from 3% to 7% this year (depending on 
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what builder you talk to) . Unionized brick
layers not only cost more but produce less, 
chorus builders. 

Extreme cold and unusually heavy snow 
and rain have kept potential buyers home 
this winter, but builders are optimistic des
pite slow sales so far. The market for 
$11,000-$ 12,000 homes seems glutted. In 
one area, more than 100 homes in that price 
bracket are completed and unsold. Upshot: 
many builders are moving into the $13,500-
$16,000 bracket—from both above and below. 

In design, the trend is away from ginger
bread—the rage two years ago. Most popular 
now are provincial and what is known lo
cally as "modern rustic." There is even a 
tilt toward contemporary. 

they bought the house on the strength of 
FHA representations that it was sound, they 
were entitled to damages, they said. 

FHA attorneys argued that lawsuits against 
a federal agency for misrepresentation, negli
gent or intentional, were barred by Sec 2630 
(h) of the Federal Tort Claims Act. 

Federal Judge Albert V. Bryan ruled in
stead that when the 1954 Housing Act re
quired FHA buyers to be given a "written 
statement of the FHA appraised value of the 
property,"* it also imposed on FHA the duty 
of making "an appraisal with ordinary care 

and diligence." Therefore, the judge ruled, 
FHA's responsibility is the same as that of a 
private appraiser. The FHA appraiser was 
negligent, the court held, and so F H A is 
liable. The court placed the value of the 
house at $16,000, and so awarded the Neu-
stadts $8,000—the loss "they have suffered 
as a direct result of the negligent appraisal." 

The governnment is appealing to the Cir
cuit Court at Richmond, Va. 

* T h i s was intended to give homebuyers a gauge 
of whether the price was fair. 

Ren! Walter Bennett H&H staff 

Typical FHA new house: 
$14,329 on $2,362 site 
Rising land prices forced the average FHA 
home buyer to pay $139 more for his site 
in 1959 than he did in 1958—$2,362 com
pared to $2,223. Thus, reports FHA, land 
accounted for 16.1% of the overall value of 
the property as against only 15.4% the year 
before. 

Here's how the typical new FHA buyer 
of a single-family house compared for the 
two years: 

I t e m 1959 1958 

Income $6,912 $6,575 
Value of home $14,329 $14,207 
Mortgage $13,293 $12,697 

(93.5% (91.5% 
of value) of value) 

Average mortgage term 28.8 years 27.3 years 
Average mortgage payment . . . $98.08 $96 
Monthly housing expense. ...$123.21 $120.87 
Ratio of housing expense to 

income 20.5% 20.4% 

The area of the typical new home was 
about the same—1,095 square feet—and six 
rooms with VA bedrooms was still the aver
age. For existing homes, the value was $12.-
914 last year ($136 more than in 1958) and 
the typical mortgage was $11,755. compared 
to $11,325 in 1958. 

Average age of new home buyers was 33 
and existing home buyers 33.9—almost un
changed from 1958. In 1939, by contrast, the 
average new home buyer was 36.2 and the 
existing home buyer, 40. 

Court gives buyer damages 
in negligent FHA appraisal 
Federal district court in Alexandria, Va. has 
just dropped a bombshell on FHA by ruling 
that a negligent FHA appraisal entitles the 
misled buyers of a used house to recover 
$8,000 damages from the housing agency. 

Housing experts fear—if the decision is 
sustained on appeal—that it will open the 
way for a rash of suits against FHA from 
disgruntled homebuyers. It is the first time 
FHA has been liable for serious defects in a 
house which its appraisal failed to disclose. 

M r and Mrs Stanley S. Neustadt bought a 
used home in Alexandria, Va., in Julv 1957. 
They paid $24,000 (with an $18,800 FHA 
mortgage) for the home after finding it had 
been appraised by the FHA for $22,750 and 
that the appraiser reported its condition good. 

But, said the Neustadts, after they moved 
in, they found the condition of the house 
anything but good: the foundation was so 
faulty that the house was worth not more 
than $13,000. Their suit accused the FHA 
of careless and negligent appraisal. Because 

C O N D O N S W E E T P A I N T E R NORTHUP N Y E 

FHA shakes up its top command, 
names second deputy commissioner 
The biggest personnel shuffle in its top ranks in years has just brought F H A a new 
deputy commissioner and a new assistant commissioner. 

The moves constitute the most decisive action taken yet by Commissioner Julian 
Zimmerman to create a top management team to carry out his policies. Moreover, 
the F H A commissioner had what amounted to a green light f rom The White House 
to make the changes he saw fit. 

When Zimmerman succeeded Mason as 
FHA boss in January 1959, Mason took with 
him to the overall housing agency so many 
key aides that Zimmerman says he felt as 
though he "inherited a country store." Among 
them: Walter Rosenberry, now deputy 
HHFAdministrator; Lyman Brownfield, now 
HHFA general counsel; Edith Gilbert, now 
assistant to HHFAdministrator Mason; and 
Agnes Cummings, who handles liaison with 
HHFAdvisory committees. 

Now, Zimmerman has made these changes 
in FHA's top echelon: 

• Named Lester P. Condon, 38, former FBI 
agent who for the last five years has been 
director of HHFA's compliance division, as 
deputy commissioner for operations, a new 
$17,500-a-year post. Condon, whom Zimmer
man came to know and admire during his 
year-and-a-half as HHFA general counsel, 
will take over supervision of some of FHA's 
toughest areas: operations and technical stan
dards. 

Deputy Commissioner Cy Sweet becomes 
deputy commissioner for administration. He 
will supervise property management, mort
gage servicing, examination and audit, and all 
of FHA's multifamily housing programs. 

• Shifted his top troubleshooter, Assistant 
Commissioner William A. Painter, from plans 
& programs to operations succeeding Dan 
Minto, who is leaving to return to the Pacific 
Coast. Minto, before he became FHA director 
in San Francisco, was a suburban auto dealer. 

• Named Graham Northup who impressed 
not only FHA but the industry when he 

launched FHA's Certified Agency Program, to 
succeed Painter. Northup, 34, the son of 
H. R. "Cotton" Northup, veteran executive 
vice president of the Natl Retail Lumber 
Dealers Assn, has been an FHA staffer since 
July 1957. 

In the shakeup, Mary Cleverley, a Mason 
appointee as special assistant to the FHA 
commissioner for elderly housing, moved to 
Mason's HHFA to take on a similar role. 
She is succeeded at FHA by former Sen. 
Gerald P. Nye (R, N.Dak.), 67, a Washing
ton management consultant since 1945. 

Mrs Cleverley raised official eyebrows by 
an interview in Milwaukee in which she told 
reporters that a well organized group of 
"suede shoe operators" posing as experts in 
housing for the elderly have "duped" union 
and church groups in 11 cities into becoming 
nonprofit sponsors of such projects. She said 
the men operated under "one headquarters in 
Washington, D.C." and have been under gov
ernment investigation for more than a year. 
None of the projects they promoted have been 
built, she added. She told newsmen that the 
investigation was centered on "fairly substan
tial sums" allegedly collected in advance "by 
these people from other unsuspecting persons 
who would have been involved in the building 
and equipping of the projects." The cities in
volved, according to Mrs. Cleverley: Los 
Angeles, Albuquerque, Las Vegas. Phoenix. 
Philadelphia. St Louis, Boston, Richmond. 
Va., Newark, N.J., Washington, D.C. and a 
city in Alabama. 

At mid-month, indications were that more 
personnel changes were still in the works at 
FHA. NEWS continued on p 46 
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Housing's stock issues click with market 
Nearly all have sold out so far; 
investors find some grow quickly 

How is housing faring in its rush to the stock market? 
Early returns, on 11 of 35 issues proposed by building, land, and realty invest

ment firms in the past six months, indicate that the answer is "very well." 
Of stock issues of 11 firms which have been approved by SEC and placed on the 

over-the-counter market, seven are selling at or above the issue price. Only four 
have sagged below issue price, but in three of them the issues sold out, were con
sidered successful as capital-raisers. The firms and how they are doing: 

NAHB Past President Nels Scverin's Palo-
mar Mortgage Co is performing just as ex
pected, says Vice President Robert L. Black. 
The company issued $750,000 in debentures, 
$440,000 in common stock at 5]/2% last De
cember. The issue rose at one point to 7 bid, 
VA asked, was selling at last quote at 5Vs-
6%. Debentures were 107-110. As of Feb 
29, earnings were 21c per share on the 
311.850 outstanding. Says Black: "This is a 
blue-chip stock. We don't have any gold 
in the cellar, but we have a steady income 
of at least $60,000 a year if we don't do 
another thing over the next ten years but 
service the accounts we've already sold. I 
can remember when we were tickled to 
make that much in one year." 

Laguna Niguel Corp, formed last year to 
buy and develop the 7.021-acre Rancho 
Niguel in South Orange County on the Pacific 
just 48 miles from Los Angeles' Civic Center, 
issued 900,000 units (one share class A, one 
class B) at $10/unit. I t is selling at 12-13. 
President is Industrial Realtor Gerald W. 
Blakely, who also heads the Boston realty 
firm of Cabot, Cabot & Forbes. Laguna 
Niguel plans first development of its tract 
this spring, expects to produce a planned 
community of 25.000 people over 10 to 15 
years. First lots, in prime areas, wil l go for 
$10,000 to $12,000. 

Kratter Corp of New York, (headed by 
Realty Investment Man Marvin Kratter) 
which numbers among its many big area 
holdings the Ebbets Field site of one of 
Brooklyn's newest proposed middle-income 
housing developments, offered holders of its 3 
million common shares a chance to buy pre
ferred shares on a 1:3 basis. It found response 
"unusually heavy." Of 1.3 million shares 
offered, 1.18 million were taken up. The 
company's common, issued at 10 in April 
'59, is now traded at about 2V/2. And last 
month the corporation raised its monthly 
dividend for the fifth time—from 7c'/share 
in June '59 to 12c1 effective in June 1, this 
year. 

Northern Properties Inc of New York City, 
formed to develop land in New York's boom
ing suburban areas, offered 150,000 shares in 
November at 5, promptly shot up to more 
than double that. Current price ranges near 
12%-13. Says President John Marqusce, who 
is vice president of the New York State 
builder chapter: "I t is because Northern 
Properties has a substantial interest in the pro
jected development of the Breezy Point Penin
sula." This V/2 sq mi tract of sand and 
resort bungalows is on the Atlantic Ocean at 
the west tip of Rockaway Peninsula, one of 
the last relatively undeveloped sites in New 
York City. Bought for $17.5 million cash, it 
is, says Marqusee, "one of the largest and 

most unique parcels that has become avail
able for . . . a single organization in the past 
decade." Other recent Northern Properties 
purchases include Drexelbrook, a $12 million 
apartment community in Philadelphia, and 
the $15 million Levitt House apartments in 
Whitestone, Queens, N . Y.—since renamed 
LeHavre Apartments. 

Garden Land Co of Pacific Palisades. Calif. 
—no newcomer to the stock market—was 
originally formed when plans fell through 
in the early 1930s for a botanical garden in 
3.500-acre Mandeville Canyon in exclusive 
Brentwood. Except for occasional plot sales, 
it remained inactive but held the land until 
1954. Then it began developing building 
sites. Its latest issue, 150,000 shares of com
mon at 6'4, provided cash to buy a building 
company with land holdings, plus 200 acres 
in nearby Yorba Linda in Orange County 
from its own president. Joseph W. Drown 
(price: $1.2 mill ion). The issue was a sell
out, is still traded privately at 6VA, but is not 
quoted over-the-counter. Says a Garden Land 
official: "We're aiming to get listed on the 
American Exchange." The company currently 
has 1.4 million of 3.5 million authorized 
shares outstanding at $1 par. Though it has 
never paid a dividend, over-counter trading 
on earlier issues shows a rise from 4 to 814 
between April and November of last year. 

Sire Plan of Tarrytown, N . Y., one of a 
chain of realty investment corporations con
trolled by Albert Mintzer's Sire (for Small 
Investors' Real Estate) Plan Inc. has sold out 
its offer of 16.500 units of combined deben-
tures-and-preferred-stock at 100 to raise in
vestment funds to by the 215-unit Sleepy 
Hollow Gardens Apartments in Tarrytown. 
The stock, offered as a long-term investment, 
is not being traded, but held for income. 
Dividends for the first six years will be tax 
free as a partial return of capital. 

Consolidated Development Corp of Pom-
pano Beach, Fla. sold 140.000 shares of 
common at the offering price of 5. with 
trading currently at 4-6. But with its develop
ment of Golf View Harbour in Boynton 
Beach (975 homes at $16,000 to $25,000) 
underway (with funds from the issue) the 
company expects to boost sales from $200,000 
in '59 to $1 million in '60. 

I t is one of 45 publicly held land com
panies in Florida, about half formed in the 
past two years. Most report increased sales 
and earnings but generally their stocks show 
prices close to, and sometimes under, the 
initial offering. 

Even companies whose stock has sagged 
have generally had success in initial sales. 
Some of them are unwilling to talk about 
why the price of the stock has declined. 

Levitt & Sons, whose chief stockholder, 
William J. Levitt, offered 600,000 shares at 
10 is now traded at 6V»-6y2. Its under
writers, Ira Haupt & Co, blame the "general 
tightening in the stock market," plus the 
company's still-pending lawsuit in New Jersey 
involving alleged violations of the state's 
antidiscrimination laws (see p 87). But the 
entire offering sold at the offering price, says 
Haupt. 

Eichler Homes Inc of Palo Alto, Calif., 
one of the earliest to seek public money to 
finance homebuilding, offered 30.000 shares 
of 6% convertible preferred shares at 10. 
Last fall, the stock was called and the hold
ers converted to common. Some 75,000 shares 
of common were offered at 7VH, and all were 
subscribed. President Joseph L . Eichler re
ports that the stock, which is on a 10c" 
quarterly dividend basis (the company also 
recently paid a 2% stock dividend) is now 
traded over-the-counter at 6V4-6%. 

Midwestern Financial Corp of Boulder, 
Colo., a publicly owned S&L holding com
pany (and currently the only one, of 12 
which have offered S&L issues since Great 
Western Financial Corp broke the ice in 
1955. to be domiciled outside California) 
blames a spate of S&L holding company 
issues in January, plus a "general softening 
of the market" for its slip from 834 asked 
to a latest quote of 7^-7%. But it, too, 
sold out its 250.000-share offering on the 
first day of issue. Says Executive Vice Presi
dent John L. Tracy: " I f we had been ready 
last November we could have got as much 
as 11. Next time we'll have some 1,500 
stockholders to go to. We are convinced that 
you do better when you go into the public 
market. You get much more favorable 
terms." 

Mutual Investment & Trust Corp of 
Tucson is keeping mum about how its $525,-
000 issue, registered in February, is doing. 
Al l President J. D. Ford wil l say is that it 
is going "as expected." Offering price was 
3*/2 with sales on a no-broker basis. The 
company, which will make land investments, 
says it is still "exploring opportunities, and 
has made none yet." 

The stock rush continues to grow into 
The Big New Trend of housing manage
ment. Among new issues proposed in the 
last month: 

Crawford Corp. Baton Rouge, La. will 
move into the booming Southern shell house 
market with part of funds to be raised in a 
proposed sale of 100,000 shares of stock. 
W. Hamilton Crawford, chairman, president 
and director of the long-established prefab 
firm (which accounted for 2 1 % of prefab 
sales last year in the five-state area where it 
has dealers), who controls 96% of the firm's 
common stock and 93% of its class B com
mon, will offer another 100,000 shares. The 
company will also reduce part of its $5 
million bank debt, acquire land for develop
ment or resale to dealers, and make construc
tion loans to dealers with the funds. 

Crawford plans to reach for a bigger 
market (possibly with more manufacturing 
and finance facilities). It plans to make 
shell house packages. Through three sub
sidiaries the firm is also active in land de-
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velopment and sale of homes. It is the de
veloper of New Orleans' Ponchartrain Park, 
one of the biggest Negro tracts in the South 
and one of the best anywhere in the US 
(H&H, April '55$. 

Kavanagh-Smiih & Co of Greensboro, 
N.C. (W. Griswold Smith, chairman), will 
expand its land development activities with 
projects in Asheville and the Piedmont sec
tion of North Carolina, after sale of 
145,000 shares at 5—already approved by 
SEC—is completed. The company built 482 
houses in the first ten months of '59, a total 
of 1,254 over the past four years, is active 
in all phases of land development, building, 
and sales through eight subsidiaries (one a 
realty f i rm) . It is building in 13 subdivisions 
in North Carolina and Georgia. 

All-Stale Properties Inc of Floral Park. 
Long Island (Herbert Sadkin. chairman and 

PREFABRICATION: 

Why doesn't prefabrication have a bigger 
share of the housing market? Ten years ago, 
prefabbers predicted they would have 25% 
of it by now. Actually, they have only 
about 10%. 

This problem—and what to do about it 
—was the No. 1 concern of the spring meet
ing of the presidents' council of the Home 
Manufacturers' Assn last month in Cat Cay, 
W.I . 

To get more market the 32 prefab execu
tives agreed, they need these nine things: 

1. More value in the house package. 
Said President A l Hildebrandt of Kingsberry 
Homes: "We add about $200 of real value 
to the average house package. The rest is 
$2,000 to $4,500 of basic materials. It's very 
difficult to grow on that kind of margin." 

Said President Clarence Wilson of Wilson 
Homes (who was elected new HMA presi
dent—see p 78): "We have to increase the 
package value with more mechanicals, more 
finishing, perhaps even a floor and founda
tion system." 

2 . More plant capitalization. Says Gerry 
Mefferd of Modular Homes: "We're not 
capitalized enough to industrialize for large 
and rapid growth. The Johns-Manvilles and 
the Flintkotes are going into components and 
could take over from us." 

Says Hildebrandt: "Profits are too slim 
in home manufacturing to attract capital to 
help us speed our growth. Our initial capi
talization per worker is usually less than 
$200. The basic materials manufacturers are 
capitalized at $2,000 and more per worker." 

3. More research work. Said President 
Jim Pease of Pease Woodwork (new HMA 
vice president): "There is a crying need for 
research in all housing but particularly in 
home manufacturing. Other industries may 
spend up to half of their gross dollar volume 
on research and development of new and 
better products." 

4. More trained personnel. Said President 
Lawson Lester of Lester Bros: "There are 
not enough experienced people in all our 
companies put together to form a big new 
prefab company. In other industries you 
could form a new company tomorrow by 
going around and hiring good men." 

president), which built the "typical Ameri
can Home" for the 1959 US Exhibition in 
Moscow, wants to let present stockholders 
buy 870,132 shares more. It would use about 
$2 million to pay debts, the balance for work
ing capital in its land developments (for 
building its own houses and for resale to 
builders) in Long Island, Florida, Maryland, 
and Kentucky. 

United Financial Corp of Inglewood, 
Calif. (William H. Ahmanson, chairman), 
which owns stock in two S&Ls there, and is 
in turn controlled by California S&L Giant 
Howard Ahmanson (his Home S&L Assn of 
Los Angeles is the world's largest) wants to 
return capital to its investors. It proposes $6 
million of stock and debentures, with $5 mil
lion of the proceeds to be distributed to pres
ent stockholders (who will turn in 500,000 
shares for cancellation). 

Said President Horace Durston of Ameri
can Houses: "This may be the biggest rea
son why we don't grow faster." 

5. More accent on the low-cost house. 
Said Eugene Kurtz of Inland Homes (Re
tiring H M A president): "We are inalterably 
dedicated to the low-cost market and believe 
that those who abandon it take a strong 
chance of losing their business." 

Agreed NAHB President Martin Bartling, 
who attended the council for three days: 
"The home manufacturers' biggest opportu
nity is in this low end of the market where 
your economy in pre-fabricating techniques 
can beat many conventional builders." 

6 . More money for mortgages. The con
sensus: "We would much rather have a 
long-range answer to a long-range problem 
like creation of a central mortgage bank 
than any F N M A special support programs." 

Said some presidents: "Our acceptance 
corporations are worth the trouble because 
they sell house packages, but they really 
don't pay their own way." 

7. More land with the package. The con
sensus: "Land is the No. 1 problem in our 
business." Eugene Kurtz' land acquisition 
program at Inland is a model for the in
dustry. Kurtz pointed out that he raises 
money in a 4-to-l ratio of debentures to 
stock. The money costs him 16% for land 
financing so he charges the dealer a 10% 
fee plus 6V2% interest. 

8. More product quality. The consensus 
echoed NAHB President Bartling, who noted: 
"60% of US families today have homes. 
This means that families are going to be 
fussier about the homes they buy. You will 
have to accent quality to get this 1960 buy
ers' market. It's an entirely different market 
than the sellers' market we had in the 50's." 

9. A clearer picture of the customer. 
Said Gene Kurtz: "I t costs $1,000 to set 
up a new dealer so the dealer has to have 
a potential of 15 houses a year." The con
sensus: "The customer in the future will be 
far more professional—a tract builder. But a 
strong minority dissented." Said one: "Our 
customer in 15 years may well be the cus
tomer in a development like Pete Knox's 
Peachtree City (see col 5 ) . " 

 

 
 

 

 

 

  

P E T E K N O X ' S P E A C H T R E E C I T Y 
For efficiency, start from scratch 

Will building a 'new city' 
permit 3 0 % cost savings? 
How can a builder cut the cost of good new 
housing by 30%? 

Prefabber Peter Knox's answer is: build 
a whole city from scratch, and so dodge not 
only localism's familiar shackles (archaic 
codes, municipal red tape, zoning strait-
jackets) but also use municipal tax-free 
bonds to finance community facilities at low 
interest rates. 

Knox, president of Knox Corp, Thompson, 
Ga.. a National Homes subsidiary, is setting 
out to prove his case by building a new city 
(20,000 houses, 100,000 pop.) on 15,000 
acres of jack pine and cotton patch 22 mi 
from Atlanta. 

Operating on such a giant scale, Knox 
says he can sell a better house for $7,000 
than he now offers in Atlanta for $10,000. 

" I can make an 18% profit on the $7,000 
house instead of a questionable 7% on the 
$10,000. I f I can build a $7,000 house, I 
can serve the needs of three-quarters of the 
working people of Atlanta instead of serving 
only one-third of them," predicts Knox. 

Knox and his partners (including James F. 
Riley, Joel H . Cowan, and Julian Roberts) 
have already won a charter for Peachtree 
City, from the Georgia legislature. Their 
Peachtree Corp will be licensed by Peach-
tree's municipal government to eliminate need 
for building permits, local fees, plumbing 
and electrical inspections. So they expect to 
keep developed-lot costs down to $400 each 
instead of Atlanta's minimum of $2,000. 
They plan to cover the entire area with a 
single abstract of title and to close sales in 
their own offices on their own forms. 

To cut financing costs, Knox hopes to 
cover the entire 15,000-acre tract with a 
single indenture which will support collateral 
trust bonds or debentures for financing 
houses, shopping centers, industries, recrea
tional facilities, schools and churches. 

Overhead costs will be cut by concen
trating building operations. Says Knox: 
"There is a whale of a difference building 
20,000 houses in one community instead of 
in 200 communities in 20 states. We may 
set up an efficient little plant in the heart 
of the community so that our 20,000 de
liveries would be an average of 3 mi instead 
of 300 mi ." The 20,000 houses scheduled 
for Peachtree City comprise about 8% of 
Atlanta's estimated requirements in the next 
20 years. 

Initially, plans call for 2,000 homes, plus 
an industrial park, and a 450-acre lake. 

NEWS continued on p 51 

Top brass analyze what they need 
to grab bigger slice of the market 
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Y O U H A V E Y O U R CHOICE OF T H E S E N E W H O N E Y W E L L I N D O O R T H E R M O S T A T S 

D i a m o n d Jubi lee 
Model of the famous 
Honeywell Round. 

48 

Completely automatic 
Honeywell Electric 
Clock Thermostat. 

Honeywell Day-Nite 
Round with automatic 
temperature pickup. 

Honeywell Year-Round 
for both heating and 
cooling applications. 

Honeywell Electric 
Clock Thermostat for 
heating and cooling. 

Deluxe thermostat for 
single and two-stage 
heating and cooling. 
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go for their own private 

WEATHER FORECASTER 

New Honeywell Indoor-Outdoor 
Control S y s t e m puts magic in 
quality homes for a s little a s *49 

Home buyers w i l l be fascinated by the way this new Indoor-

Outdoor Control System actually forecasts the weather for 

their home. N o w you can promise them heating and cooling 

comfort they've never known before. 

Show them the outdoor thermostat that senses a change in 

wind, sun and temperature, and signals an early warning to the 

indoor thermostat. Then explain how the indoor thermostat 

lowers or raises room temperature accordingly. Assure them 

they'll never notice a change in the weather because the system 

w i l l automatically compensate for i t . 

Previously, systems like this cost up to $200, and were well 

worth i t . N o w you can put this valuable feature in your homes 

for as little as $49.95. It 's also simple to install. I t uses ordinary 

low-voltage wir ing. And there are no relays or other extras 

to bother about. 

See how Honeywell's Indoor-Outdoor Control System helps 

you sell homes. Plan to install i t in the next homes you build. 

And get free promotion materials f rom your nearby Honeywell 

office to help you attract prospects. For additional informa

tion, call your Honeywell office. Or write Honeywell, Dept. 

HH-5-96, Minneapolis 8, Minnesota. 

H o n e y w e l l 
H 

NEW H O N E Y W E L L 
W E A T H E R STATION 

Another home sales feature. At last, you can 
have visual evidence o f quality air condi
tioning in the living area o f your homes. 
And prospects wil l love the way this sm; 
master control panel puts them in comple 
command of their indoor climaw* A 

they can check in- 4 " 
ndor" -

^ « ot your homes. 
r . „us wil l love the way this smart 

master control panel puts them in complete 
command of their indoor climate. At a glance 
they can check indoor humidity and both 
indoor and outdoor temperatures. At a touch 
they can pre-set day and nighttime tempera
tures to change whenever they wish. There's 
a barometer to help them forecast weather 
changes. And special lights to warn them o f 
a clogged filter and other minor disorders 
they can correct themselves. 

C O M F ^ V V v E u 

„ r O R T - Z O N I N 6 
Impress quality-home buyers with comfort 
that's zoned to match their way of living. 
Show them how zone control divides their 
home into comfort zones. Point out the 
thermostat in each zone that provides heating 
or cooling to that zone according to its own 
individual comfort needs. And explain that 
they can be comfortably warm in the living 
area and pleasantly cool in the sleeping area 
both at the same time. Only zone control 
assures maximum comfort per square foot. 

Ask your contractor to install matched 
Honeywell controls on your heating and air 
conditioning systems. They are built to work 
together, providing maximum safety, com
fort and economy. And they are backed by 
colorful national advertising in Better Un~ 
and Gardens, House & Gara»~ 

ful and Sunset 
House J*0"* 

SINCE 1833 

V E A i i 
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Commercial Loans i n v o l v e m o r e t h a n r e a l p r o p e r t y 

a n d m o n e y . F r o m t h e b i r t h o f a b u i l d i n g idea i n t h e 

m o r t g a g o r ' s m i n d , t o t h e c o m p l e t e d s t r u c t u r e i n use, 

t h e good C o m m e r c i a l L o a n r e q u i r e s c o n s t a n t supe r 

v i s i o n b y a n e x p e r i e n c e d s e r v i c i n g agen t . A n d b e y o n d 

t h a t , t h r o u g h o u t i t s t e r m , t h e m o r t g a g e i t s e l f de

m a n d s p r o f e s s i o n a l a t t e n t i o n t o p r e se rve a n d keep i n 

ba lance t h e bes t i n t e r e s t s o f m o r t g a g o r a n d m o r t g a g e e . 

Since 1 9 2 1 , t h e p r i n c i p a l s o f Mortgage Associates 
h a v e o r i g i n a t e d , selected, n e g o t i a t e d a n d s e r v i c e d a 

s u b s t a n t i a l v o l u m e o f C o m m e r c i a l L o a n s o f a l l t y p e s 

a n d sizes. W e r e p r e s e n t m o r e t h a n 7 0 d i v e r s i f i e d 

i n v e s t o r s , o f w h i c h 2 6 a r e m a j o r i n s t i t u t i o n s . W e 

w e l c o m e i n q u i r i e s f r o m m o r e m o r t g a g e e s a n d m o r e 

m o r t g a g o r s , t o w h o m o u r complete m o r t g a g e finance 

se rv ices m a y pos s ib ly be o f ass is tance. 

 

Sterling H. Albert, M.A.I. 
Senior Vice-President 
Commercial Loan Division 

Henry R. Wallace 
Assistant Vice-President 
Commercial Loan Division 

Daniel J. Bartz, M.A.I. 
Assistant Vice-President 
Commercial Loan Division 

MA/60/5 

M O R T G A G E A S S O C I A T E S , INC. 
A Service of Character, 

Managed by Men of Imagination 
125 E. Wells St. • Milwaukee 2, Wis. • BR 6-6633 
Branches: Wisconsin — Appleton / Madison / Racine; 
Minnesota — Rochester/St. Paul; Illinois — Elgin; 
Missouri —St. Louis 

typical Commercial Loans completed or in 
process through Mortgage Associates 

1. Market Men's Mutual Insurance Co., Milwaukee, Wisconsin 
Loan: $200,000 
Owner: Market Men's Mutual Insurance Co., Milwaukee 

2. Holiday Inn Motel, Wauwatosa, Wisconsin 
Loan: $715,000 
Owneh M H I, Inc., Madison, Wisconsin 

3. Biscayne Annex, Miami Post Office, Miami, Florida 
Loan: $2,225,000 
Owner: Havring Realty Co., Milwaukee 

4. 1526 North Prospect Apartments, Milwaukee, Wisconsin 
Loan: $3,600,000 
Owner: 1626 Corporation, Milwaukee 

© Ezra Stoller 
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News 
MORTGAGE MARKET: 

Decline in discounts spreading; 
price ease expected to continue 
The cost of mortgage money is still falling. For the second month in a row, 
discounts on F H A and V A loans have shrunk and conventional interest rates 
have edged down. 

Ten of the 16 cities surveyed by H o u s e & H o m e reported higher prices for 
F H A minimum down immediates last month. Taking the last two months 
together, 12 of the 16 have reported price improvement. Five of the cities in 

the last survey quoted FHAs at XA point higher than a month 
earlier. In the other five, discounts either shrank at the bottom 
edge of the quotation or firmed at the top of the spread. 
In the two-month span, prices have gone up, and hence dis
counts down, from Vi to Wi points. Six cities at midmonth 
quoted V A no-downs at Vi point to 1 point higher than in 
April. In two months, the price gain in the still limp V A 
market also has ranged up to Wt. points. 

As can be expected when mortgage money begins to ease, some lenders are 
easing up on terms and property requirements. Sample: some who formerly 
favored 10%-down loans at 25 years now are taking 5% down at 30 years. 

U o u s e 
| | o m e 

e x c l u s i v e 

Most striking improvement for FHA im
mediates with minimum down payment is Los 
Angeles, where prices moved up from 94-95'/̂  
to a straight 95Vi—a rise of V/t points from 
March's 94. Boston savings banks are buying 
out-of-state FHAs at 95-96, compared to the 
previous 95-95Vi. Most buying is at 95Vi. 
Oklahoma City and Jacksonville moved from 
95-96 to 95Vi-96V4. Newark gained Vi point 
to 97. 

In San Francisco, which was 95-95Vi, the 
quotation is now a flat 95Vi—the price at which 
Metropolitan Life has been pegging the top 
edge of the market and a IVi point improve
ment from March's bottom edge of 94. Houston 

firmed up at 96 from April's 95Vi-96. Phila
delphia edged up from 97-98 to 97Vi-98. In 
Detroit, FHAs remain at 96-96'/:, but the bulk 
of the business has moved up to the top figure. 

For VA no-downs, Washington went up Vi 
point to 94. Los Angeles reported 91-91Vi and 
a much more active market, compared to last 
month's limited 90-91 and March's 90. Cleve
land went from 91 to 91-92. Boston savings 
banks arc buying at 91-92 (with most business 
at 91 Vi) compared to last month's 91. Houston 
settled at 92 from the previous 91Vi-92. Atlanta 
moved from 91 to 91-92 but with activity still 
limited. Only Detroit bucked the trend, drop
ping to 92 from 92-92Vi. 

MORTGAGE BRIEFS 

C u r b o n S & L d i v i d e n d s 

The Federal Home Loan Bank Board has 
thrown a block in front of soaring S&L 
dividend rates. 

A new regulation requires all insured S&Ls 
to amortize income over about seven years 
from fees, discounts, commissions, and other 
charges. The regulation which takes effect 
next Jan I , was triggered by Beverly Hills 
(Calif.) S&L's action to boost its dividend 
rate from 4Vi to 4Ya%. Last year, Beverly 
Hills led West Coast S&Ls to 414%. 

And the board is pondering whether to 
clamp a flat dividend ceiling on S&L divi
dends. 

Here's how the new amortization regula
tion will work: S&Ls must amortize income 
from fees and charges for a period matching 
the life of the loan or not less than the 
average life of the institutions installment 
mortgage loans. Regulations (not yet issued) 
may require S&Ls to compute the average 
life of their loans on the basis of the last 
few years. This would make the average 
life from five to seven years. The effect 
would be to cut to 1/5 or 1/7 the income 
from the fees available to the S&L during 
the year it gets them. S&Ls may pay in 
dividends only what they earn, so the new 
rule may force some S&Ls to cut their 
dividend rates. 

The regulation, which does not specify 
how much an S&L may charge by way of 
fees, applies to all such income in excess of 
2% of construction loans and 1% of all 
other loans. 

How much of S&L gross comes from 
fees? Experts say it varies from 2% where 
nominal charges are made for appraisals and 
loans up to 12% on the West Coast where 
S&Ls charge big fees to support their high 
dividends. 

Other ways to curb S&Ls are under study 
by the HLBB. One proposal is to raise the 
liquidity requirement (the funds the S&L 
must keep in cash or government bonds) 
from 6% to 7% of capital. Executive Vice 
President Norman Strunk of the US S&L 
League contends this would affect only about 
300 small S&Ls among the HLBB's 4.600 
members; most S&Ls already have 10% to 
15% liquidity. Another possibility: restrict
ing the percent of its funds an S&L can put 
out in riskier—but higher yielding—construc
tion loans. 

C a n a d i a n h o u s e r s s e e k U S c a s h 

Canada is getting set to give US mortgage 
men new competition for lenders' dollars. 

The plan involves converting Canadian 
National Housing Act mortgages into bonds 
that also carry Canadian government back
ing. Because Canadian interest rates run 
about 1% higher than US rates. Canadian 
housing men figure the scheme may entice 
as much as $250 million a year of new mort
gage money into the dominion. NHA mort
gages are currently 63A% vs 5%% for 
FHAs. 

First deal was arranged last month be
tween Partner Disque B. Dean of the New 
York City bond house of Eastman Dillon 
Union Securities and Toronto Lawyer John B. 
Campbell of Campbell, Rogers & Lyon. A cor
poration established for the purpose. Corpo
rate Trust Deeds, applied for $4 million worth 

continued on p 54 

Conventional interest rates are dropping slowly. Atlanta S&Ls have trimmed 
rates from 6-7% to 6-616%. St. Louis S&Ls are down from 6-7% to 6-6.6%. 
In Oklahoma City, commercial banks and insurance companies dropped from 
6-614 % to 6-614% and S&Ls from 6v /4-61/2% to 6-6^%. In San Francisco, 
S&Ls shaved last month's 7.2-7.6% to 7.2-7.25%. In Newark, N. J . , 6% is 
still standard, but a few S&Ls are lending at 53A%. In Jacksonville, commercial 
banks and insurance companies went up from 6-614% to 6-616%. 

Discounts will continue to ease during the next 60 to 90 days, predict 
most mortgage men; but they expect the drop to be small. 

"The supply of paper for delivery in 30 to 90 days is rapidly drying up." says 
Vice President Robert M. Morgan of the Boston Five Cents Savings Bank. 
"Future business looks as though it will be at a higher level [ie, smaller dis
counts]." To fill mounting orders from savings banks, pension funds, and insur
ance companies, some mortgage bankers are diverting loans that were headed 
for FNMA. Executive Vice President Robert E . Morgan of Los Angeles' Col-
well Co says, for example, that his firm switched $3.5 million of mortgages 
to private investors. FNMA figures show that offerings peaked at 11,503 in 
January, fell to 10,431 in March. Continued decline is expected. 

F H A prices may go up another point, forecasts Executive Vice President 
Hector Hollister of Frederick W. Berens Inc, Washington. D.C. Boston's Bob 
Morgan agrees prices will probably rise this month and next. But he warns: if 
offerings increase substantially, discounts may go up again in July. 

The Treasury and industry probably won't be competing hard for investors' 
money until autumn. 

Although the Treasury's 414 % 25-year bond issue—the first long-term issue 
since April 1959—met a lukewarm reception (only $370 million of the $500 
million offering was taken), prospects are that the Treasury will end the fiscal 
year with a substantial surplus, may not be back strongly in the borrowing 
market until later this year. Business is good but not booming, so corporations 
seem to have enough internal funds for plant expansion and other needs. 

Come fall, the picture may change, particularly if the Treasury has to borrow 
heavily in the short-term market. Its troubles with its long-term issue have left 
"liberal" legislators unmoved in their opposition to giving the Treasury any 
leeway around the archaic 4% % interest ceiling on long-term bonds. 
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JOHN DAYTRIM-PRE-CUT, 

C o n t i n u o u s M o l d i n g s . . . L e n g t h s U p T o 2 4 Fee t ! 
Precision-cut joints so tightly fitted and glued that they're 
stronger than the wood itself—and invisible when painted — 
make this new Hines product possible. 

Lengths up to 24' fit wall to wall in almost any room, end 

the need for cutting and fitting shorter pieces to make a long 
molding, reduce labor costs. Made of the same clear Eastern 
Oregon Ponderosa Pine used in John Day Trim, Hines 
Continuous Molding is entirely free of knots, pitch seams 
and other defects. Comes satin smooth, ready to finish. 
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T R I M 1 SETS 
F O R P O O R S 
A N D W I N D O W S 

 
PACKAGED AND PERFECT! 

T h i n k how these advantages w i l l save y o u t i m e and money . 
P R E - C U T : Y o u buy o n l y w h a t y o u use, avo id the cos t ly waste 
o f m a n y feet o f l e f tover s . Comes i n s tandard w i n d o w a n d 
door sizes w i t h a l lowance f o r m i t e r i n g . N o t i m e lost w h i l e 
y o u sor t t h r o u g h a pile o f r a n d o m lengths fo r the r i g h t piece. 
P A C K A G E D : W r a p p e d i n heavy k r a f t paper a t t h e m i l l , 
J o h n D a y T r i m is free o f d i r t , s ta ins and n icks w h e n you ' r e 
ready to use i t . Since each package is c lear ly labeled as a 
ve r t i c a l or ho r i zon t a l w i n d o w set or as a door set, y o u r 
m a t e r i a l schedu l ing is g rea t ly s i m p l i f i e d . Saves t i m e a n d 
reduces y o u r ma te r i a l losses. 

P E R F E C T : S l o w - g r o w t h Eas t e rn Oregon Ponderosa P ine is 
no ted fo r i t s so f t e r t ex tu re . I t ' s easy to m i t e r and f i t , sands 
and saws s m o o t h l y , resists s p l i t t i n g . N o d r i l l i n g necessary. 
J o h n D a y T r i m is 1 0 0 % clear, has no defects , f a r exceeds 
Wes te rn P ine Assoc i a t i on g rad ing rules. E v e r y i n c h usable. 
Comes w i t h s a t in s m o o t h surface t ha t ' s easy t o f i n i s h . 
A v a i l a b l e t w o ways : T y p e " N " f o r a l l n a t u r a l f inishes, T y p e 
" P " f o r p a i n t and enamel finishes. 

Save up to 20% w i t h T y p e " P " T r i m , w h i c h costs less be
cause i t is b u i l t up by precis ion j o i n i n g f r o m selected pieces. 

S e n d f o r f r e e s a m p l e s t o d a y 
J u s t C a l l o r W r i t e t h e M a n f r o m H I N E S 
Sawmills at Hines, W e s t f i r , Dee a n d Bates , O r e g o n . O t h e r plants: 
P lywood, W e s t f i r ; H a r d b o a r d , D e e ; Millwork, B a k e r a n d Hines, O r e g o n . 
Engineering & Development Division, Hood River, O r e g o n . 

' I 

Edward Hines Lumber Co . D e p t . 1 0 5 
200 S. Michigan Ave., Chicago 4, III . 

Please send me complete information a n d samples of: 

I—| John Day 
L_J Pre-

Name_ 
cut Trim 

New Precision 

Company. 

n N e 

[H] Both 

oined Millwork 

Address. 

City. .Zone. State. 
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of NHA-insured mortgages for a group of 
builders working on projects of low-rise 
apartments, row houses and some one-family 
sale homes for Toronto Industrial Lease
holds. The corporation then issued $4 million 
in corporate trust deeds yielding 6%. East
man Dillon placed the issue with U S in
stitutional buyers. 

For the time being, the bonds will not 
be offered on the open market. CTD is 
aiming at the bond departments of big life 
companies, banks, and other institutions who 
want to avoid tax and withholding problems 
—two big barriers to US investment in 
Canada. 

Campbell, who devised the mortgage-bond 
plan, says he worked five years to eliminate 
stumbling blocks. One of the toughest was 
to work out an instrument with enough built-
in and subordinated protection to compensate 
for exchange rate fluctuations and extra fore
closure expenses. 

The exchange hedge is a contract between 
a Canadian and a US company to pay off 
on each other's obligations at an agreed 

mean rate. The deal was worked between 
Campbell's corporation and a US firm 
which has bigger Canadian obligations than 
it has Canadian income. Foreclosure losses 
are covered by paying only S80 for each 
$100 of mortgages to set up a reserve fund, 
with the remaining $20 being issued in subor
dinated debentures, which are also readily 
marketable. 

ABA maps new mortgage plan 
Can the housing industry get out of the bind 
caused by politically pegged FHA and VA 
interest rates? The American Bankers Assn 
has come up with one promising proposal: 
a conventional mortgage with national mar
ketability. 

Private enterprise must improve the flow 
of money to housing or face more govern
ment intervention. ABA men warn. One 
answer, they say. is a conventional mortgage 
with more marketability, mobility, and liquid
ity. This could tap great new sources of 

mortgage money like pension funds and indi
vidual investors. 

Whenever money has grown scarce, the 
rigid interest ceilings of FHA and V A mort
gages have driven investors away from hous
ing. At the same time conventional mort
gages, with interest rates free to adjust to 
the economy, have shown a comparatively 
even growth even though they lack the 
strong secondary market open to government-
backed loans. 

An ABA committee is studying how to 
set up an organization to market conven-
tionals nationally. One possibility: a private 
stock corporation which would buy the mort
gages in the secondary market, then issue 
bonds in varying denominations. The bonds 
would be backed by the entire portfolio, 
not by any particular mortgage. This would 
hurdle the biggest problem in the ABA's 
view: separating the investor from the per
sonal aspect of the conventional loan. 

Predicts one banker: "Some form of 
marketing convcntionals nationally will be a 
reality in the next two or three years." 

California second trust deed boom: will it explode? 
   

 
C O N C E R N O V E R U N E T H I C A L P R A C T I C E S by some home builders and developers was voiced by Los 
Angeles HBA President Ray K. Cherry (r) at a special legislative hearing on trust deed shenanigans. 
He told Assemblyman Richard T. Hanna ( 1 ) that the HBA supports efforts to protect home buyers. 

California is having a major scandal over 
secondary mortgage financing. 

The virtual disappearance of no- and low-
downpayment FHA—and especially VA-loans 
has helped spawn a boom in second trust 
deeds (mortgages are rare in the Golden 
State) that apparently dwarfs anything in US 
history. Some lenders estimate 60 to 70% 
of California's new homes (some 120.000 
units-a-ycar) are now sold with second trust 
deeds. Estimates of the dollar volume run 
up to $500 million a year. 

Two developments pinpoint the troubles: 

ft. Pick man Trust Deed Corp. one of a dozen 
"Ten Percenter" investment firms dealing in 
discounted seconds, went into bankruptcy. 
The San Francisco company is short more 
than $582,000 of $5 million put up by 1.400 
investors. The state real estate commissioner 
accuses it of fraud and misrepresentation, 
specifically: inflated appraisals, failure to keep 
books, sale of trust deeds on non-existent 
property. 

2. A State Assembly subcommittee turned up 
some headline-making financial shenanigans 
in five tracts of $14,000 homes in Orange 
County near Los Angeles. Some 65 families 
who "bought" homes under a contract of 
sale later found themselves saddled with sec
ond ;md third trust deeds they didn't know 
about. Some totalled up to $2,000 more than 
the value of the property. One family put 
down $6,100 on a $15,150 house, found that 
it would cost them $19,800 to get clear title. 
Many. too. faced foreclosure because their 
monthly payments made to the sellers never 
reached the lending firms. Officials estimate 
that 1.000 southern California home buyers 
may be caught in such a plight. 

Charges of violating the state professional 
and business code were filed by the district 
attorney's office against construction and real 
estate firms involved in the tracts. Key figure 
in the operations: Arthur Gordon Eldred. 
who served 2}4 years in prison for trust deed 
fraud, bounced back into the mortgage busi
ness after his release in 1957. 

Assemblyman Richard T. Hanna (D, Gar
den Grove) who headed the subcommittee 
probe, observed that an unscrupulous seller 
retaining title under a sales contract could 
load a property up with trust deeds as he 

saw fit. Upshot, warns Hanna: home buyers 
are being placed in a position where they can 
not refinance or acquire title and many in
vestors are buying trust deeds backed up by 
nothing. "Some mortgage practices in the 
state," cries Hanna. "amount to floating crap 
game operations." (He points out. however, 
that "most legitimate brokers and real estate 
agents have conducted their financing under 
the most rigid regulation.") 

Who are the Ten Percenters? 

The Ten Percenters are a new breed in the 
investment field. But in the short span since 
1954 when a dollar-minded contour-chair 
promoter named David Farrell founded the 
first one. Los Angeles Trust Deed & Mort
gage Exchange, they have become a big fac
tor in California's real estate market. Far-
rell's company, reputedly the largest, has been 
doing $5-miIlion-a-month business with 8.000 
customers. 

The Ten Percenters are so called because 
they offer to investors the promise of a 10% 
return on their money. The theory is simple. 
The firm buys second trust deeds from build
ers and house sellers at discounts of 30 to 
40% or better. It then sells them to investors 
at just enough less than face value so that, 
with the interest, the yield is the 10%. The 
firm makes its profit from the difference be
tween the high discount at which it buys and 

the lower discount at which it sells. 
The lure of a 10% return has brought a 

torrent of investors' money. This, in turn, 
has created pressure to find deeds to fill the 
demand. The investment companies, con
tends Assemblyman Hanna. do a $150-mil-
lion-a-year trade and some are filling the 
demand with, "rather questionable paper." 
And investigators expect to find other com
panies (as in the accusations against the 
Pickman concern) trafficking in deeds backed 
only by thin air. 

Said an attorney for the Securities & Ex
change Commission: " I don't think financing 
of this nature has ever been approached on 
this scale, even in the 1920s." 

Legal loopholes 

The remarkable growth of the Ten Percent
ers has been helped by the fact that they are so 
new they have virtually escaped government 
regulation. The law isn't clear on whether 
trust deeds are securities or mortgages. Con
sequently, neither the State Division of Real 
Estate nor the State Division of Corporations 
has succeeded in asserting control over the 
Ten Percenters. The issue may be settled by 
a federal suit brought by the SEC against 
Farrell, contending that he is dealing in se
curities without a registration statement, en
gaging in fraudulent promotion and does not 
have adequate assets to cover his obligations 
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to investors. Farrell says: 1) he is solvent 
and 2) he is not subject to SEC regulation, 
anyway, because the deeds are not securities. 

How S&Ls figure in the deal 

Behind these legal struggles lies another prob
lem that is becoming conversational Topic A 
in the mortgage lending business: freewheel
ing appraisals by some S&Ls (many of them 
state-chartered stock companies). Builders, 
unable to absorb the steep discounts involved 
in second trust deeds and still make a profit, 
jack up their prices. S&Ls obligingly appraise 
the houses at the higher figure. One lender 
estimates that a $15,000 home is often over
priced $1,500 to absorb such discounts. Or, 
take the case of a $20,000 house. For a buy
er with $3,000 to plunk down, that's the 
price. But if he wants to buy the house with 
nothing down, the price becomes $22,000 
with a second trust deed for $5,000. The 
builder sells the trust deed for the $3,000 and 
the only loser is the buyer who is $2,000 
deeper in debt. 

For the freewheeling S&Ls, going along 
with the builder's markup helps bring in 7.22 
to 7.26% interest on construction loans and 
a 6-point discount on the first mortgage 
(which carries 1% interest and a 1% fee). 
And to make sure that there are buyers, some 

S&Ls have been lowering qualifying standards 
to a questionable ratio of 3'/i-to-l gross in
come to monthly payments (VA is 4]/2-l, 
FHA almost 5-1; most S&Ls and other con
ventional lenders prefer 5-1 or better). 

Says FHA Director Robert C. Macduff of 
San Francisco: "Any material drop in real es
tate probably would result in panic condi
tions in this second mortgage market." 

Attorney Roger L . Mosher, who represents 
the Pick man firm, blames much of the firm's 
plight on S&Ls. Says he: "S&Ls were always 
ready to overappraise. My client would not 
have been encouraged to perform as it did 
unless there had been overappraisals. In my 
opinion, the behavior of the S&Ls is grossly 
irresponsible." 

Concern over the situation has been voiced 
by California's S&L League, Real Estate As
sociation, and Home Builders Association, the 
Independent Mortgage Bankers Assn (repre
senting some 38 second trust deed brokers 
who have been asking the state to regulate 
the industry). 

Los Angeles HBA President Ray K . 
Cherry—a pioneer in large scale sales con
tract financing in California (HAH Feb '55) 
—told the Hanna subcommittee that sales 
contracts are a normal and legal procedure 
that has helped thousands of people buy 

homes who could not otherwise afford them. 
He backed the idea of framing more safe
guards for buyers, pledged HBA's aid "to 
help eliminate all practices which tend to 
adversely affect the security of home pur
chasers and the home building industry." 

Adds another big builder wistfully: " I 
want to go on this conventional kick because 
it's so freewheeling. But I'm afraid that half
way through, the rug will be pulled out from 
under me by some regulatory action by the 
state government." 

Some moves have already been made to 
close the barn door. The state legislature, 
acting with surprising speed, adopted stop
gap legislation which: 

Prohibits sale of second trust deeds on any 
property if the amount of the deeds exceeds 
the amount of the contract: requires fu l l dis
closure to a contract buyer of all encum-
branches: requires sellers to apply funds from 
the sale to paying off encumbrances first: 
puts buying and selling of trust deeds under 
the state real estate commissioner. 

But industry's headache isn't necessarily 
over. Legislators voted $25,000 to investigate 
the Ten Percenters themselves. And they 
adopted a resolution asking for another probe 
by the state attorney general. 

NEWS continued on p 58 

MORTGAGE MARKET QUOTATIONS 
(Sale by originating mortgagee who retains servicing.) As reported to HOUSE & HOME the week ending April 8, 'GO. 

FHA 5 V 4 s ( S e c 2 0 3 ) (b ) VA 5 l/4S Conventional 
loans 
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Mkt *y 

New Constr 
M i n i m u m Down* 
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Immed F u t 

uction Only 
1 0 % or more down 
20-25 year 
Immed F u t 

Existing • 
Min Down 
25 year 
1 mmed City 

F N M A 
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Mkt *v 

New Constr 
No down 
30 year 
I m m e d F u t 

uction Only 
5% or more down 
20-25 year 
I m m e d F a t 

C o m m . 
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I nsurance 
Cos. 

Savings 
banks, 
S & L s 

Cons truc t ion 
loans w 

1 nterest + fee 
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•S% down of first. t1.1,.r,nn; ],',% of next $S,r>00; 30% of halanre. 

S O U R C E S : Atlanta. Robert Tharpe. pres. Tharpe & Brooks Inc; Boston, Robert 
M. Morgan, vice pres. Boston Five Cents Savings Bank; Chicago. Murray Wol-
bach. J r . vice prea, Draper & Kramer, Inc: Cleveland, William T . Doyle, vice 
pres. .Tny F . Zook. Inc : Denver, C .A. Bacon, vice pres. Mortgage Investment 
Co: Detroit. Stanley M. E a r p . pres. Citizens Mortgage Corp: Houston. Donald 
McGregor, exec vice pres. T . J . Bettes Co: Jacksonville, John D. Yates, vice 
pres. Stockton. Whatley. Davin & Co: Los Angeles, Robert E . Morgan, exec vice 
pres. The Colwell Co; Newark. William F . Haas, vice pres. Frankl in Capital 
Corp: New York, John . .a lpcrin . pres. J . Halperin & Co: Oklahoma .City, 
B.B. Bass. pres. American Mortgage & Investment Co: Philadelphia. William 
A. Clarke, pres. W.A. Clarke Mortgage Co: St Louis. Sidney L . Aubrey, vice 
pres. Mercantile Mortgage Co: San Francisco. Raymond H . Lapin . pres. Bankers 
Mortgage Co of Calif: Washington. D C . Hector Hollister, exec vice pres. Fred
erick W. Berens. Inc. 

^Immediate covers loans for delivery up to 3 months: future covers loans for 
delivery in 3 to 12 months. 

^ Quotations refer to prices in metropolitan areas: discounts may run slightly 
higher in surrounding small towns or rural zones. 

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

Footnotes: a—no activity, b—very limited activity, c—commercial banks do very 
little mortgage lending in Texas, d—FNMA eligible, e—S&Ls charging 6-6%% 
plus 2%-31/4 point fees, f—96^ is for downs only, g—bulk at 95%, h—S&Ls 
charging up to 4 point fees, j—for better quality loans only, k—top price from 
life companies only, m—some at 6%, some at fi%. n—bulk at 91%. o—at 5%%. 
w—six months construction loans unless otherwise noted, x — F N M A pays % point 
more for loans with 100^ or more down, y — F N M A net price after % point 
purchase and marketing fee plus 2% stock purchase figured at sale for .'iOr' on 
the SI . 7.—on houses no more than 30-years old of average quality in a good 
neighborhood. 

NEW YORK WHOLESALE MORTGAGE MARKET 
FHA 5V4S 

I m m e d i a t e s : 94'/

2-95''2 

F u t u r e s : 94-95'/2 

VA 5V4S 
I m m e d i a t e s : 90'/ 2-91'/ 2 

F u t u r e s : 90-91'/ 2 

FHA 53/4 spot loans 
(On homes of varying 
age. and condition) 
I m m e d i a t e s : 90-93 

Prices for out-of-state loans, as reported the week 
endir.j Apr 8. hy Thomas P. Coogan, president. 
Housing Securities Inc. 

Note: prices are net or originating mortgage broker 
(not necessarily net to builder) and usually include 
concessions made by servicing agencies. 
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FNMA STOCK 
Month's Month's 

M a r 15 A p r 8 low high 

B i d 55'/4 54I/4 53«/4 5534 
A s k e d 57'/4 56'/4 55'/4 57% 

Quotations supplied by C. F. ChUds & Co. 
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Today's garage —your 
biggest bargain in space 

More and more builders are turn
ing to the profit and sales potential 
so evident in the garage. The reason 
is space—the extra storage, work 
and play space homebuyers are 
demanding. It's space a garage 
provides at the lowest cost per 
square foot. 

It's no secret to you — today's homebuyers want more 
space . . . for privacy, activity, storage. They need more 
space to raise growing families. Unfortunately, this extra 
space in a home also raises the price. 

For a homebuyer, the alternative to this space-price 
problem is to buy an older home, and that's what the major
ity do. For you, the alternative to losing these sales is to 
offer more livable space at less cost, and you can. You can 
develop and sell the extra living space, the extra storage 
space offered in the most neglected area of your home — 
the garage. It's your biggest bargain in space! 

1. The garage is a bargain 
to build. Consider the worth of a garage. In addi
tion to storing the car, it's an excellent place for a home 
workshop, a rainy-day place for children to play, an out-of-
the-sun place for summer barbecues. It supplies room for 

storage of bicycles, lawn mowers, garden tools, and for ac
tivities the house cannot supply. Best, it's a bargain to build. 

Ext ra -use space costs % less to bui ld. If you're an 
average builder, your square foot cost for building a garage 
is only one-third the cost of building the rest of the home — 
$3 to $5 per square foot, compared with $9 to $15. An analy
sis by Len Haeger,' architect, estimates the building cost of 
an attached garage at about $2.00 a square foot. This does 
not include land cost, overhead or profit. Compared on the 
same material-and-labor-only basis, the cost of a three-bed
room home is $6.72 per square foot. It adds up to this: you 
can build 300 to 400 square feet of extra space in your homes 
at approximately one-third of the square foot building cost. 

W h a t about d o w n p a y m e n t ? Down-payment-wise the 
garage is still a bargain to sell, especially for homes priced 
near $15,000 without garage. The down payment of a $15,000 
home with F H A financing is $705. You add only $260 for a 
double garage evaluated at $1200. The total down payment 
for this more livable, more salable home would still be less 
than $1000. Even for a home costing $16,000 - a double 
garage adds only $360 to the down payment. 

Builders who have recognized the sales significance of 
the garage testify that the average homebuyer can and will 
put down an extra $200 to $300 for the space he needs in a 
garage. One of the first things most new homeowners do 
is add a garage. In fact, a study of 1957 Chicago area 
building revealed that the number of permits issued for 
garages was approximately two-thirds of those issued for 
new homes.-
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E x t r a usabi l i ty ups FHA e v a l u a t i o n . Not only is a 
garage cheaper to build per square foot, but also it gets an 
even higher evaluation when offered as multi-use space. A 
builder in Ohio reports his garage evaluation was increased 
from $950 to $1060 when he used Overhead Door Corpora
tion's "Convertible-Garage-Room" plan to make the garage 
more attractive as livable space. He gained $110 in evalu
ation for only $40 cost. 

2. The garage is bargain 
space homebuyers want 
and need. Buying and building trends favor 
the garage. Surveys show the garage, competing with car
ports or built-in features, is the heavy favorite with home-
buyers. A study made by P R A C T I C A L B U I L D E R ' 1 found 62% 
of homes now being built include a garage. A survey by the 
National Association of Real Estate Boards4 reveals that 
53% of realtors believe a garage to be a strong influence 
in the sale of a home. In a study made by A R C H I T E C T U R A L 

R E C O R D 5 architects cited the low-cost extra space offered by 
a garage as one of the important reasons for garage pop
ularity. Of course, a substantial share of this preference 
for extra space in the garage has grown with the increase 
in non-basement construction. 

E x t r a s p a c e is essent ia l in non-basement homes. 
The total space in the average three-bedroom home just 
doesn't offer enough storage space, work space, play space. 
H O U S E A N D H O M E reported" recently that, according to the 
Small Homes Council, The Cornell Kitchen Study, and the 
mortgage department of Metropolitan Life, F H A standards 
require less than half the storage space needed by most 
young families. 

Trend f a v o r s 2-car g a r a g e . The fact that homebuyers 
favor the garage as the solution to their space problem is 
underlined by the trend to the two-car garage. Surveys 
show only 15% of families actually have two cars, yet 61% 
of garages being built are two-car or larger.3 For one-car 
families, the double garage means ample room to open the 
car door, easier loading and unloading; it offers space for 
storage and play; it adds structural size that enhances the 
appearance of their home. 

3. Unique " O V E R H E A D 
DOOR" ideas open garage 
for work, play . Overhead Door Corpora
tion has taken the lead in developing plans to help you sell 
this bargain space as multi-use space. One especially excit
ing idea is the "Convertible-Garage-Room"— a garage that 
converts in seconds to a livable room. Al l it takes is a second 

1— Consultant to FHA, Na t i ona l Housing Center, T ime-L i fe , Inc. • 2—Study by Bell Savings 
and Loan Association of permits issued, Met ropo l i tan Chicago orea , 1957 • 3—Garage door 
study, August, 1959 • 4 -December , 1959 issue, " H e a d l i n e s " • 5—Garage and carport study, 
September, 1954 • 6 - M a y , 1959 issue • 7 - U n i l e d Slates Interv iewing Co rp . , March , 1959 

" O V E R H E A D DOOR" to replace the blank back wall (or side 
wall) to open the garage to bright, inviting living space. 

Garages using this sales-provoking idea have been built 
all over the country, winning a tremendous response from 
space-hungry homebuyers. 

" C o n v e r t i b l e - G a r a g e - R o o m " a d d s m u l t i - u s e 
s p a c e a t lowest cost. Before designing the "Convertible-
Garage-Room," Overhead Door Corporation engaged a 
market research company to interview homebuyers on 
their need for extra space.7 This research revealed that 
seven out of 10 homebuyers want and need the multi-use 
space a "Convertible-Garage-Room" offers. It also showed 
that over half of those interviewed would pay $400 and 
more for this feature. Yet a "Convertible-Garage-Room" 
adds less than $100 to the cost of a conventional two-car 
garage. Materials and labor saved in the backwall make up 
most of the cost of the second door. 

4. The " O V E R H E A D 
DOOR"—your biggest 
bargain in satisfaction. 
Ideas that make the most of the garage multi-use space are 
endless. And they are practical, thanks to the high product 
quality and reliable service included in every " O V E R H E A D 

DOOR" installation. You're guaranteed that the " O V E R H E A D 

D O O R " will fit tightly against weather and intruders, that 
it will open easily. There are no call-backs. If trouble should 
develop, it will be efficiently handled by the same factory-
trained expert who installed the door—your local " O V E R 

H E A D DOOR" distributor. 

Style, too, is an important part of the sales appeal you 
get with famous " O V E R H E A D D O O R . " New 1960 models are 
available with a wide selection of flush, panelled, and 
carved doors to give you distinctive design as a valuable 
sales closer. 

See y o u r "OVERHEAD D O O R " distr ibutor. Get the 
full story on the tremendous sales potential in extra living 
space. Your " O V E R H E A D DOOR" distributor has full informa
tion on the "Convertible-Garage-Room," including plans, 
bills of materials, and color sketches; also builder sales 
tools that include wall banners, newspaper ad layouts, col
orful handout idea booklets and publicity releases. Look 
for your distributor in the white pages under " O V E R H E A D 

DOOR," or write to Overhead Door Corp., Dept. HH-5. for 
new idea booklet, "Discovered — Extra Living Space." 

Overhead Door Corporation, General Offices: Hartford City, Indiana— 
Manufacturing Distributors: Cortland, N.Y.; Hillside, N.J.; Lewistown, 
Pa.; Nashua, N.H. — Manufacturing Divisions: Dallas, Tex.; Portland, 
Ore. — In Canada: Oakville, Ontario. 

THE . 
the original 

upward-acting 
sectional door 

M A D E O N L V B Y 

O V E R H E A D D O O R C O R P O R A T I O N 
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News 

VIEWS ON THE NEWS: 

A dangerous plan for planning housing 

By Gurney Breckenjeld 

This month. Sen John Sparkman's housing subcommittee 
will begin hearings on his new bill to establish a "National 
Housing Goal." The bill, introduced in the Senate on April 
18, is one of the most deceptively high sounding—but actu
ally sinister—pieces of housing legislation to come before 
Congress with serious sponsorship in years. There are two 
reasons: 

2 . The bill would put the federal government into the 
business of deciding how many houses and apartments ought 
to be built each year and, 

2 . It would order the Executive Branch to take positive 
action to try to reach that goal. Here is Sparkman's own 
description of how it would work: 

"The President [would be required] in furtherance of the Na
tional Housing Goal to transmit an annual report to Congress 
containing recommendations indicating, 1) the minimum number 
of housing starts which would be undertaken during the following 
year or two years; 2) the manner in which the federal government 
proposes to assist in achieving the number of starts specified; 3) 
legislation which may be necessary to achieve such starts " 

The housing industry, which normally considers the junior 
senator from Alabama a friend, will probably be nearly 
unanimous in condemning Sparkman's handiwork. Consider 
what such a law would involve. Even though the statistics 
on starts are so bad that nobody really knows within about 
25% how much housing is started (see p 83), H H F A would 
have to decide how many housing units should be built in, 
say, 1962. So it would have to decide what kind of units 
should go up—ranch houses or tall apartments, co-ops or 
trailers, at what price and where. If the government is serious 
about trying to make its planned goal come true, it will 
obviously have to use allocations of credit or materials, 
(whichever is in shorter supply, and maybe both) and 
priorities to get the job done. If history is any guide, there 
would be frequent shifts in policy; these always characterize 
official planning. (Remember the Wilson Wyatt days when 
the housing expediter kept changing the rules so often about 
the use of 2x3s and 2x4s, and how many nails could be used 
in prefab stud walls? Only small wood mills could keep pace 
with the rule-shifting—and not much prefab housing was 
built.) 

So far, as both the Korean War defense housing program 
and the laughable shortfall of housing planned under FHA 
Sees 220 and 221 show, the government is incompetent to 
direct how much housing should be built where. A Demo
cratic Administration and a Republican Administration have 
tried. Both have failed. 

But. if the Sparkman bill becomes law, this is what H H F A 
(or a Department of Housing) will have to try to do again. 

The Sparkman bill also contains three other provisions 
which should provoke less controversy. But even these are 
reasonably impractical. Items: 

Research: HHFA would be told to begin studies on how to 
improve residential construction without increasing costs. The trouble 
here, as almost everybody in housing already knows, is that the 
industry isn't using the myriad ways it already has devised to build 
better for less. And many of the roadblocks, like union make-work 
rules, archaic and conflicting local codes, inefficient and costly 
materials distribution, are impervious to federal regulation. 

Design: FHA would be told to encourage "advanced design and 
technology" in housing to cut costs, provided this did not "sacri
fice quality or livability." This merely directs FHA to do what it has 
lately been trying to do—not completely successfully but with en
couraging results—of its own volition. 

Farm housing: a long dormant direct loan program from the 
Housing Act of 1949 would be revived for ten years starting July 
I , 1961. It would involve $50 million a year in direct farm housing 
loans, plus another $20 million for nursing along defaults and $10 
million a year for repairs to farm houses. 

What prompted Sparkman to propose such a scheme? 
Some see the work of committee staffers who believe the 
government should establish social priorities, and who decry 
how much the US spends on pink telephones and Easter 
hats. (So do I , but a federal housing strait jacket would only 
substitute a bigger evil for a troublesome one.) 

Sparkman himself has expounded his ideas in a talk to 
the Mortgage Bankers Assn in March—a talk which strikes 
many housing economists as revealing startling ignorance of 
how housing works. Said the senator: "Until annual housing 
production goals are agreed upon by industry and govern
ment, the home building and lending industries cannot hope 
to enjoy stability and orderly growth." Nothing could be 
further from the truth. In the last 15 years, the chief source 
of instability in housing starts has been F H A and VA, whose 
violent fluctuations are largely governed by the political 
freeze on interest rates imposed by Sparkman and like-
minded legislators (Dec '56, News). 

Sparkman spoke, too, of a "need for, a market for, and 
resources adequate for at least 16 million new non-farm 
housing units" in the decade beginning next year. Actually, 
revisions of housing starts, now being fine-specked by Cen
sus, may show we are already building 1.5 million units a 
year. But if the industry were force fed to jump its output 
33% from 1.2 to 1.6 million units, the result would be infla
tion in land and construction costs and a shortage of mort
gage money that would lead to more demand for subsidized 
(i.e. inflationary) government lending programs. 

Sparkman's is the wrong cure for two separate but real 
diseases. 1) the high and rising cost of land and housing 
and 2) 11.5 million substandard housing units still occupied 
by families in the world's richest country. His plan would not 
only take a long step toward wrecking the private housing 
industry. It also dovetails with the larger plans of self-styled 
"liberals" for substituting federal planning for individual 
choice throughout the economy—because "we aren't grow
ing fast enough." This is the path away from freedom, toward 
unlimited government. 

The issue (which F o r t u n e has called the "half-hidden 
issue" of the '60 election) will not be fought over housing 
alone. As Economist Ezra Soloman sees it: "Our trouble is 
not that we can't grow in output, but that we can't grow in 
the kind of output we seem to want. If only we confine our 
demand to commodities and manufactured services, we 
could have terrific growth and no inflation. But our appetite 
for this category of output is limited. As a nation, we want 
education, medicine, baby sitters and houses in bigger and 
bigger proportions. But technology or custom or both have 
not permitted mass output methods, and demand keeps 
pressing on a limited supply. So these prices keep going up." 

Adds Chairman Raymond Saulnier of the President's Coun
cil of Economic Advisers: "The economy is not like a mail 
order house which sets its sales targets for the year ahead. 
The national policy which must be geared toward achieving 
targets gets too inflexible. Are those who advocate goals 
going to be satisfied with just the GNP? They are not. 
Pretty soon they will be setting targets for personal consump
tion and then for housing. And this kind of business would 
be a long step toward a system of central economic plan
ning, of goals like a five-year plan." 

NEWS continued on p 63 
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Every Kelvinalor Kitchen Has A Sales Plus 
No Others Have! 

THE SALES PI.I S l \ REI RICER 1TORS 
is Fabulous Foodaramu, world's only foot/keeper 
UOn deluxe refrigerator and upriiihl freezer all 
in one cabinet {and it's only II" wide). 

It's not a gadget or gimmick. It's a basic product improvement that makes every 
KcKiuator Appliance do it^ jolt better. In ranges, tlx- Pin- i> throw-away alumi
num oven linings that eliminate oven cleaning drudgery. / / / tcashcrs, it's an 
automati<- pre-scruhhing cycle that ends hand pre-scrubbing, and Deep Turbulent 
wnw4iiBfg action that is so gentle it won't tear a paper napkin. tlisliuashcrs. 
it s true multi-cycle dishwashing, including automatic soak anil pre-rinse cveles. 
That's W h\ a K c l \ inalor kitchen work* barder to help J on sell houses—w hether 
you install only a built-in range or a complete kitchen. Send for full details toda\. 

There's a Sales Plus for Yon in /wery Appliance 

Disposers 

Made by 
Division of A m e r i c a n Motors Corp . , Detroit 32, Mich igan 

Rejriiterators • Electric Utilities • Automatic Washers • Clothes Divers • Home Freezers 
Room Air Conditioners • Dishwashers • Electric It titer Heaters • Dchittnidijiers 



    
  

  
    

This popular, new Nu-Wood 
acoustical tile Style B-l has 
a colorful crossed-stick pat
tern— informal i ty for any 
room in the house. 

Nu-Wood M i c r o - P e r f 
acoustical tile with rich 
gold fissure design. 

t h e s o u n d 

a n d l o o k 

o f q u a l i t y . . . 

Nu-Wood 
ACOUSTICAL TILE 
Sound-condi t ioned th roughou t ! A major 
a t t ract ion in today's qua l i ty -bu i l t homes. 
A n d sound-condi t ion ing is easy—inexpen
sive, t o o — w i t h the complete line o f N u -
Wood acoustical tile. Here are styles de
signed by noted decorators—eye-appealing 
and ear-appealing—to sound the qual i ty 
note in every room, to every style-and-
sound-conscious home buyer w h o visits 
your model homes. 



you trade up to quality 
when you offer 

Nu-Wood ceilings 
Because they add features more and more families are 
coming to expect in better housing—smart decoration 
plus noise absorption —Nu-Wood acoustical ceilings 
are an important quality feature. Easy to apply, Nu-
Wood tile are cleanable and paintable. See these tile at 
your lumber dealer's...get merchandising help. Wood 
Conversion Company, Dept. 236-50, First National 
Bank Building, St. Paul I , Minnesota. 

Random and Regular pattern Nu-Wood acoustical tile, shown 
here, are ideal choices for family rooms, kitchens, hobby 
rooms or remodeled porch rooms. The finish is a light-
reflecting white. 

Nu-Wood Micro-Perf tile, with 
its distinctive fissure pattern, 
comes in tones of gray, beige, as 
well as the new gold. 

Nu-Wood Constellation pattern 
tile has efficient, needle-like per
forations in a swirl pattern. 

NU-WOOD pre-decorated tile 

  

For attic rooms...basement rooms—any room where beauty, 
brightness and added insulation are assets, these Nu-Wood 
ceiling tile are an excellent choice. Illustrations show Nu-Wood 
decorator tile and Nu-Wood Sta-Lite" tile. 

   
  

 
 

 



Values you can see! 

RIMCO "VENT" WOOD WINDOW UNITS 
Hidden Values are wonderful . . . Rimco '"Vent" Wood Window Units have 
those, too. But you and your customers also like to see features. Rimco has 
Visual Values like: accurate tight construction: full anodized aluminum weath-
erstripping to guard against all weather conditions; choice of three positive-
action underscrcen operators; self-storing screens with non-glare wire and 

W O O D W I N D O W U N I T S 

V 

gold-lone aluminum frames; insulating glass or regular glass with separate 
Insulating Panel. 

Sash swing past horizontal for easy cleaning of the outside from the inside. 
Choose from a wide range of operating and fixed sizes for hundreds of 
combinations. 

Tell your clients about Hidden Values like: Selected Ponclerosa Pine pro
tected by deep-penetrating Woodlife preservative applied by the Dri-Vac 
controlled process; accurately machined components; wood bead glazing; plus, 
the A . W . W . I . "Seal of Approval." 

Ask your Lumber Dealer for more information on the complete Rimco line 
of quality Wood Window Units or write Department "B" . . . 

Rimco "Vent" in combination with Rimco "View" Picture Units 

R O C K ISLAND M I L L W O R K COMPANY 

F A C T O R Y D I V I S I O N 

R o c k I s l a n d , I l l i n o i s 

D E S I G N E D AND E N G I N E E R E D BY ROCK ISLAND MILLWORK COMPANY • H E L P I N G B U I L D A M E R I C A FOR OVER 90 Y E A R S 



News 
LEGISLATURES: 

NY tries another gimmick to ease 
middle-income housing shortage 
In New York State, housing grows yearly more enmeshed in the political arena 
as Republicans and Democrats alike vie for new ways to undo the imbalance 
perpetuated by rent control—without attacking the heart of the problem. 

This year, chief focus at Albany was on the state's controversial supply of middle-
income housing (everybody agrees there isn't enough of it, but almost nobody 
agrees on why, or what ought to be done). The legislature approved creation of 
a state housing finance agency to make direct loans for middle-income construction. 
The money will come from S500 million of income-tax-free state bonds. 

This use of state credit to ameliorate a 
problem largely caused by rent control was 
suggested, oddly enough, by Gov Nelson 
Rockefeller's 13-man task force of lenders 
and builders who studied the "middle-income 
housing problem"—which is chiefly felt in 
New York City. 

Its chief drawback, say critics, is that the 
plan will not create anv new mortgage money 
—just make it scarcer for everyone else while 
offering it at subsidized interest to a lucky 
few. 

The state agency will also take over the 
fading, five-year-old Mitchell-Lama housing 
program. It offers builders who limit profits 
to 6% a package of 90% state loans for 50 
years at VA%, plus 50% local realty tax 
exemption. The program loaned $50 million 
but only started eight projects before it ran 
out of money last September. A $100 million 
bond issue to give it new life had already 
been approved by the voters. But before using 
it Rockefeller tried another gimmick, on the 
advice of his task force. 

This was establishment of the Limited-
Profit Housing Mortgage Corp. I t was de
signed to woo another $200 million from pri

vate investors by offering two-thirds partici
pation in Mitchell-Lama mortgages—thus 
stretching the limited usefulness of the bond 
issue but still offering mortgages with the 
state's money at less than their market rate. 
The actual rate would be a product of com
bining the state's low fixed interest with the 
market rate on the private lenders' money. 

This plan has fallen far short of its goal. 
(It raised only $60 million, and never ap
proved a project for participation.) Most 
lenders see their participation more as a do
nation than an investment. The state has gone 
ahead to sign up four more projects for 8.053 
units, $45 million in mortgage funds, with 
contracts promising to lend the full amount 
if the private lenders do not come through. 
The housing division expects to use the $100 
million by the time the new agency is ready 
to operate. 

Governing the new agency will be a five-
man board, including the state's housing 
commissioner. budget director. finance 
commissioner, and two members to be named 
by the governor. Bonds will be offered to 
individuals, union and other pension trusts, 
and other investors. Because of their tax-free 
advantage, they are expected to attract funds 
at rates that will permit loans to investors at 
4% to 5%. The agency will be self-support
ing—a la FHA—through a x/i% premium 
on its mortgages. This will also provide re
serve funds and enough to repay an initial 
state loan of $2 million, which will provide 
for a year's debt service in advance. Bonds, 
to be marketed at $100 million a year, are 
backed not by state credit but a "statement 
of intent" by the legislature to back them in 
case of default. 

The $500 million is expected to generate, 
at 90% of total value, some 37,000 units of 
middle-income housing, assuming an average 
investment of $15,000 per unit. On the last 
four contracts signed by the state division 
of housing under Mitchell-Lama, per unit cost 
averaged $14,450. ranged from $13,684 to 
$17,900 depending on land cost. 

New York legislators also took a stand 
on these areas of concern to housing: 

Mortgage money: New York City sav
ings and commercial banks and S&Ls may 
now establish a limited number of branches 
in suburban Westchester and Nassau Coun
ties. This ends a five-year log jam on efforts to 
rewrite the 25-year-old banking law. Its sup
porters hope the law is a forerunner of state
wide branch banking. Because of New York's 
standing as a pacesetter in banking legislation, 
it will be at least a boost for similar laws 
elsewhere, notably Illinois, Massachusetts, 
Missouri, and Wisconsin. The new branch 
permissions are expected to have little effect 
on out-of-state lending, but may well, say 
state banking officials, increase available 
mortgage money. They expect some thrift 

money which has been deposited in subur
ban commercial banks (which have used it 
for consumer finance and other short-term 
credit) to shift to thrift institutions. Some of 
this might go out-of-state, but they hope the 
bulk will stay at home as the big-city insti
tutions become more broadly rooted in local 
areas, less nationally oriented. 

Loan-to-value l imits: The ratios for 
mortgage lending by the state's few remaining 
private bankers on improved property were 
boosted from 66 to 75%. Banks and trust 
companies get the same boost, except they 
may lend up to 80% if the improvement is a 
one- or two-family residence. 

Conventional loans: A new law eliminates 
a requirement for a special reserve fund on 
90% one- and two-family house loans made 
by mutual savings banks and changes the 
law so that now they may lend up to 90% 
anywhere within the state, up to 80% out-of-
state but within 50 miles of their offices. 

Community faci l i t ies: Builders may now 
use their own capital to install and operate 
sewage systems where none exist (instead of 
providing septic tanks or waiting until town 
lines are extended) and then later sell to a 
town. 

Zoning: Communities now may not change 
zoning on a tract where a builder has asked 
approval of a plat covering it. Towns with 
both zoning ordinances and a plan board are 
restrained from such changes for three years 
after the application. Towns with one or the 
other are restrained for two; towns with 
neither are restrained for only one. 

Design: Now. dwellings up to 1.500 sq f t 
(exclusive of basement, garage and attic) can 
be built without an architect's signature on 
the plans. The old limit was 1.200 sq f t . 

Racial segregation: Gov Rockefeller's 
"urgently requested" anti-bias law was de
feated. It would have banned racial discrimi
nation in all private housing except develop
ments of less than ten houses and owner-
occupied one- and two-family houses. This 
leaves on the books New York's pioneering 
(1956) law barring discrimination in puh-
lically assisted housing in groups of ten or 
more units. 

Urban renewal: Lawmakers passed a num
ber of bills to help New York City fight 
slums. One lets the the city consolidate its 
slum-fighting programs under a single city 
department, as recommended by the Panuch 
report {April, News). Another authorizes cen
tralization of relocation functions in the city 
department of real estate. Others permit city 
loans and realty tax exemptions to encourage 
remodeling of slums by their owners. 

C a l i f o r n i a c r a c k s down on 
s m o g - m a k i n g auto e x h a u s t s 

California has adopted the first statewide 
smog-control law in history in an effort to 
abate the nuisance that is, among other 
things, hurting realty values in Los Angeles, 
San Diego, and San Francisco. 

The law. result of a 10-year study in the 
state, singles out auto exhaust as the culprit. 
It makes smog-control devices mandatory for 
all new cars within a year after two such 
devices—a half-dozen are now in experi
mental stage—have been approved by a con
trol board. Used cars have three years to 
comply. The devices must meet stiff per
formance standards published last December: 

cont'd on p 75; NEWS cont'd on p 66 

N Y ' s m o d e l b u i l d i n g c o d e 
g e t s a n o t h e r y e a r of l i fe 
New York State's model building code, a 
clear, simple performance standard called 
one of the best in the nation, has been given 
another reprieve by the state legislature. But 
the extension is cold comfort to the code's 
supporters. It replaced another bill to re
establish the code commission, which created 
the code, as a permanent, independent agency. 

The code again got a starvation budget: 
$146,498, down $1,500 from last year's and 
less than half what was allotted the commis
sion before it was abolished in an economy 
wave last year. 

The commission was established in 1949 to 
bring order out of the wasteful chaos of the 
slate's varied and conflicting local building 
codes. Its first product, in 1951, was a refresh
ingly uncomplicated performance code for 
one- and two-family homes. Since then, a 
multi-family code and a comprehensive code 
have been issued. Under state law any com
munity can adopt them simply by reference 
(ie. passing an ordinance referring to them) 
—thus avoiding costly legal printing. The code 
is supplemented by a constantly revised 
manual issued by the code staff. So it avoids 
growing obsolete. 

When the code commission was abolished 
last year, its functions were transferred to 
the stale division of housing, with a drastic 
cut in staff (from 38 to 15). Since then, 
though handicapped by lack of funds and 
manpower, the stall has continued its No. 1 
job of testing new materials for conformance 
to the code, and technical counseling of the 
326 communities (out of 1.567) in the state 
that use it. In the last year, 34 new cities 
embraced the code despite total elimination of 
ticld men to promote it. 

M A Y 1960 63 



Weyerhaeuser special quality features make 
4 Square Lumber and Plywood a "best buy" 

• Quality controls 
• Special processing 
• Continuous research for 

product improvement 
• Long-range planning 

Quali ty in lumber can best be deter
mined by the following four queries: 
1. Does i t retain dimensional stability? 
2. Does i t maintain structural strength? 
3. I s i t su r faced c lean, square and 
smooth? 4. Does i t work easily, thus 
saving construction time? You can be 
sure Weyerhaeuser 4-Square Lumber 
and Plywood Products wil l consistently 
meet your requirements, grade for grade, 
on all of these standards of quali ty. 

Quality in lumber doesn't jus t happen! 
Neither, for that matter, does leader
ship. A manufac turer , mot iva ted by 
i n t e g r i t y , is c o n s t a n t l y s t r i v i n g to 
achieve maximum qual i ty in existing 
products, seeking through research to 
develop new products, and field testing 
to at tain better product ut i l izat ion. Such 
are the continuing goals of everyone in 
the Weyerhaeuser organization. 

The achievement of these goals might 
easily be cited in three instances where 
Weyerhaeuser's qualitative motivat ion 
brought to the building industry top-
quali ty products. 

To make good siding even better 
Weyerhaeuser science leads again . . . 
wi th a unique "raincoat" treatment that 
lines the surface cells of wood w i t h a 
water-repellent material. Result: Weyer
haeuser 4-Square W a t e r - R e p e l l e n t 
Treated Siding that lasts longer, requires 
far less paint, and prevents "wick ing . " 

To give you consistently better 
lumber products 

Weyerhaeuser 4-Square K i l n - d r i e d 
Lumber is scientifically pre-seasoned in 
giant kilns where skilled workmen, using 
advanced methods and equipment, keep 
precise control over temperature, hu
mid i ty , and flow. Result: lumber that is 
stronger, smoother, better i n every way. 

 

To bring you a new concept in 
lumber manufacturing 

F r o m Weyerhaeuser research came 
special glues, special m a n u f a c t u r i n g 
techniques . . . and a new idea. Result: 
Weyerhaeuser 4-Square Nu-Loc . . . a 
superior lumber product made of select, 
kiln-dried lumber pieces, end- and edge-
glued into boards made to desired longer 
lengths and wider widths. 

From Weyerhaeuser mills and plants 
throughout the Pacific Northwest flow 
the primary products of the log . . . 
t i m b e r s and l u m b e r i n a l l w i d t h s , 
lengths and patterns for home, farm, 
commercial and industrial construction. 

From other plants, long ribbons of veneer 
are unwound f rom the log, clipped to 
grade and size, dried, cross-banded and 
glued under tremendous pressure to form 
plywood panels for an endless variety of 
uses. Through progressive research and 
development, Weyerhaeuser mills and 
processing plants are converting more 
and more of the log into better lumber 
products. 

Behind this famous brand name are 
many resources . . . tree farms, modern 
mills, precision machinery and experi
enced personnel. Long range planning 
for the protection of growing trees, the 
harvesting and mil l ing of mature t i m 
ber, and the planning of timber re-growth 
is an industrial drama of gigantic action. 

The qual i ty features available in all 
Weyerhaeuser 4-Square Lumber and 
Plywood Products make them a "best 
buy." For fur ther information, write: 
Weyerhaeuser Company, Lumber and 
P lywood D i v i s i o n , D e p t . 55, F i r s t 
National Bank Bldg., St. Paul 1, M i n n . 

H O U S E & H O M E 



Quality Sells! Home-buyers recognize it 
in Weyerhaeuser 4-Square Lumber and Plywood 

M e e t i n g today's demand for qual i ty construc
tion calls for careful evaluat ion of y o u r most 
basic product—lumber . 

Q u a l i t y in lumber doesn't j u s t happen! B e 
h i n d the 4-Square b r a n d is a n absorbing a n d 
interest ing s tory of product integrity . E x t e n 
s ive research, constant development, a n d sk i l l 
of m a n u f a c t u r e resul t in lumber a n d p lywood 

products of outs tanding q u a l i t y — p r o d u c t s i m 
m e d i a t e l y a c c e p t a b l e b y a b r a n d - c o n s c i o u s 
market . 

T h e s e qual i ty features are i m p o r t a n t to y o u , 
too! T h e b r a n d , 4-Square, assures these ex tra 
advantages of dimensional s tabi l i ty , s t r u c t u r a l 
strength, workabi l i ty , a n d a finished job y o u 
are proud to offer a consuming publ ic . 

Weyerhaeuser Company 
L u m b e r a n d P l y w o o d D i v i s i o n 
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MATERIALS & PRICES: 

FHA reveals abuses that triggered grade-marking rule 
Evidence of wholesale cheating on lumber quality is why F H A made grade mark
ing a nationwide requirement, the agency has revealed. 

The rules became effective April 1 over vigorous objections from organized build
ers who 1 ) first tried to talk F H A Commissioner Julian Zimmerman out of them 
and 2 ) failing, went over his head politically to try to force him to back down. In 
doing so they may find they have assaulted a buzzsaw. 

The rules require the grade mark of an 
approved inspection agency or specie asso
ciation on all framing and board lumber used 
in FHA houses. Originally, they were imposed 
for all construction started after April I , 
then were amended to affect all construction 
built on commitments issued after Apri l 1 
by FHA. 

Zimmerman had hoped to avoid impugning 
the industry by disclosing what investigations 
by FHA and lumbermen confirmed a few 
buck-hungry operators were doing, say FHA 
men. But renewed cries from builders, en
couraged by what they thought was a back
down in FHA's position when the order was 
modified, have led FHA to back ;ip its case 
for the rules. (The modification, it says, was 
no retreat—just an effort to avoid any brake 
on housing starts.) 

Will it boost prices? 

Main point in the builders' case against 
the rules is that they will unnecessarily raise 
the price of lumber and hence of houses. Cost 
of grading and marking lumber mhht add as 
much as $9/mbf cost, or $90 per 10,000 bd 
ft house, they contend. 

Nonsense, replies FHA. Cost of merely 
adding grade marks to lumber of given qual
ity should be "negligible"—no more than 
$1.50/mbf. The lumber industry seconds this. 
Some mills now setting up to grade mark for 
the first time say even from scratch the 
operation costs only 30<4/mbf. Mills that have 
been marking part of their output already say 
it will cost them even less. Inspection agencies 
are offering to inspect and mark existing 
stocks in lumber yards for $l-$2/mbf. 

FHA is convinced that builders' screams 
are at least in part inspired by the fact that 
many of them will , for the first time, have to 
use (and pay for ) the kind of lumber the 
rules say they should have been using all 
along. "The wails of anguish," says Zimmer
man, "arc coming from those who have been 
buying substandard lumber. This is the only 
way to stop i t . " 

FHA has required grade marking at 12 of 
its insuring offices for more than a decade. 
In some cases, reputable builders nnd lumber
men joined to request the rule because of 
quality abuses. In all cases, it produced " im
mediate improvement in quality of lumber." 
FHA reports. Now. it says, reports show that 
it is necessary everywhere. Examples: 

• In Atlanta, where grade marking has not 
been required up to now. FHA inspectors 
working in teams with men from the Southern 
Pine Inspection Bureau, found 60 of 88 
houses contained inferior and/or scant (ie, 
short in size) lumber. " I t had." says an FHA 
report, "become a common practice to market 
to these builders scant lumber at reduced 
rates so builders could . . . offer an equally 
good looking house of inferior basic material." 
But nothing could be done here to make sup
plier make good for lack of a rule. FHA 
could only refuse to insure the homes. 

• In Tennessee, another case shows that 
even the grade-marking requirement is little 
enough protection. Here, an FHA inspector 
rejected a shipment of studs bought by four 
builders as unfit. The next time he saw the 
lumber it had "grown" its own Western Pine 
Assn grade marks. Investigators found the 
builders had complained to the lumber dealer 
who brought the material in and sold it as 
acceptable. He in turn obtained a WPA stamp 
from a logger friend to mark the lumber. 
The culprits were caught and forced to make 
good because Tennessee had the grade mark
ing rule. 

Pattern of pelf? 

Singly, such cases mean little, but "there 
isn't an area where we haven't had problems," 
says Zimmerman. FHA reports similar cases 
in such busy areas as Long Island and Wash
ington. D. C. 

FHA sees two main advantages in its rules 
to rectify the situation: 

1. Most FHA inspectors are not trained to 
distinguish between grades in all species which 
may be used in a house. This was why the 
Atlanta case arose in the first place. The 
marks give them an easy identification that 
could have prevented the trouble there by 
letting them detect the inferior wood before 
it got into the house. 

2 . Without grade marking, says FHA "it is 
next to impossible to trace defective lumber 
to a supplier. When lumber is grade marked, 
a producer will hesitate to mark it improperly 
because he knows it will be traceable to him." 

MATERIALS BRIEFS 

Cost push seen from labor 
Is building's seven-month plateau of near-
stable costs about to end? 

Some experts warn that it is. The big 
reason is that labor costs, responsible for 
most of the pressure on overall housing costs, 
will exert "substantial" pressure this summer. 
On top of this, plumbing and cement have 
both shown hikes in recent months, and even 
the wavering lumber market is beginning to 
recover after a bad start. How builders con
trol these costs will pretty much determine 
how fast their new business increases this 
year. 

The lumber rebound, largely due to re
duced production during spring thaws in 
British Columbia and a pickup in orders as 
weather improves in some big building areas, 
showed in a $67-$68/mbf price for key std 
& btr green fir 2x4s. The price was up from 
$66 last month, but still behind the $72 at 
this time last year. But lumbermen are cau
tious about the future. Heavy production 
during good weather in the woods, fat inven
tories in dealers' yards, and the lag in hous
ing starts makes them fear a soft market. 

Ironically, some of the builders' woes are 
evidently caused by abuses they had nothing to 
do with. HOUSE & H O M E correspondents have 
found evidence that at least some lumber 
cheating is in mills and lumber yards. They 
take advantage of builders' ignorance of 
grades to sell lower quality lumber as higher 
quality. Depending on the specie, this could 
make a difference of $7-$10/mbf from one 
grade to the next. 

Says one lumberman in Memphis, a major 
marketing center for ungraded "peckerwood" 
lumber from small mills: "Not one builder 
in 50 knows No. 2 from No. 4. I wouldn't be 
surprised to find the builders will learn they're 
saving money with grademarked lumber. Some 
of the independent truckers (who sell this 
lumber] have been having a field day with 
them." 

And in Portland, another says: "[Grade 
marking] will halt some of the upgrading after 
lumber leaves the mill . . . make sure build
ers aren't paying for something they aren't 
getting." 

Support from lumbermen 

In contrast with builders' feelings, most 
lumbermen favor the FHA rules as one way 
of ending abuses. 

Backing up FHA's position, the Southern 
Building Code Congress voted to make grade 
marking mandatory in its building code—for 
all construction. The SBCC claims its code 
is used by 800 municipalities in 13 southern 
states. 

Zimmerman notes that the grade marking 
rules do not mean FHA won't listen to in
dustry arguments that it is requiring too-high 
lumber grades for houses. "This doesn't raise 
the question of property standards." he says. 
"Are we requiring too high a grade of lum
ber? Or too many studs in a wall? Let's talk 
about it ." But he seethes at the suggestion he 
should wink at abuses of established stan
dards in the interests of "smart politics." 

Other price moves: 

• Armstrong Cork announced a 5% cut in the 
net wholesale price of its Temlok sheathing in 
W and 25/32" thicknesses, effective immediately. 
• Congoleum-Nairn announced cuts in two lines 
of inlaid vinyl floor coverings—24% for Flor-
Evcr Deluxe and 17% for Concept '70 brands. 

Appliance sa les drop 

Slow housing starts, bad spring weather, and 
after-effects of the steel strike are causing a 
slippage in appliance sales. 

Major gas appliances, down 10% for the 
first two months from the same period last 
year, will probably show a 5% drop for the 
first quarter when all returns are in, says the 
Gas Appliance Mfrs Assn. Similarly, major 
electrical appliances are down nearly 2% 
for the first two months from the correspond
ing period in '59. 

But both industries arc steadfastly predict
ing a better year overall than last. Gas men 
say their sales should be up 8%, and Natl 
Electrical Mfrs Assn foresees a 3% rise over 
'59, which was the biggest year since '50. 
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News 

Another nick at transit cars 

The much-de bated institution of transit lum
ber shipping has been given another shove 
toward oblivion by the US Supreme Court, 
but it is far from dead. 

The high court upheld an Interstate Com
merce Commission order forbidding the 
Union Pacific Railroad from offering transit 
shippers free 15-day holdovers on its sidings 
without demurrage. The UP must now clear 
its sidings. The order does not directly affect 
seven other roads which have filed tariffs 
with ICC specifying the delayed service, as 
UP had not. 

Last fall . TCC suspended all such service 
but granted the seven roads an indefinite ex
tension pending further study. The extension 
is still in effect. Meanwhile, it ordered UP to 
stop its service as discriminatory. 

Now. insiders say, the high court has 
thrown the whole transit problem back in 
ICC's lap. Presumably, UP could apply for a 
tariff provision making its delayed shipments 
legal. But this would raise the whole question 
in a way that could spur ICC, hostile to 
transit shipping, to end it for all roads. 

Transit shipment is how lumbermen use 
the railroads as free warehouses on wheels, 
by deliberate delay or roundabout routing. 
This offers mills with limited storage capacity 
and capital to keep production up by shipping 
lumber unsold in hopes a wholesaler can find 
a buyer before the cars arrive. 

Depending on the season, lumbermen say 
that from 10% to 30% of all framing and 
sheathing lumber from the Western fir region, 
the nation's largest producer, may be shipped 
transit. 

Big mills, which deal only with firm orders, 
decry the practice. Transit cars are often 
dumped at distress prices, unsettling the price 
structure. But supporters of transit shipments 
say they are essential to steady operation of 
small mills which turn out a substantial (no 
figures are available) amount of the Western 
specie area's lumber. 

Wage boost worries lumbermen 

Southern lumbermen are worried about possi
ble effects on their industry of proposals 
before Congress to hike the federal minimum 
wage to as much as $1.25/hr and extend its 
coverage. Items: 

• Hardwood plywood producers in the South 
estimate the hike would raise their payrolls 
by as much as 25%, and so boost cost of 
their product by 8%—enough to price it out 
of the market. 

• Southern Pine producers, whose 15-state 
area produced a quarter of the nation's soft
wood lumber last year, says the proposals 
would crimp their productive capacity. The 
reason: elimination of a present exemption 
for small logging operations (12 men or less") 
could force a sizable segment of the industry 
out of business, remove incentives for sound 
forestry by small woodlot owners. I f the fu l l 
wage increase is passed, it will affect 80% 
of the region's labor force, make wage in
creases in the past four years total 66%%. 

Depending on which bill survives of the 
60 on this subject before Congress, a good 
many lumber dealers and homebuilders could 
be affected, too. Though most of their 
workers are above the minimum, they might 
be covered by overtime provisions requiring 
time-and-a-half for all employes for over 
40 hrs/wk. NEWS continued on p 70 

for assured protection 
against termites and decay 

 

W o l m a n i z e d 

PRESSURE-TREATED LUMBER 

offers freedom of design... 
freedom to build with wood-
anywhere 

Wood, the most versatile and flexible of all building 
materials, takes on still other dimensions of application 
when it's WOLMANIZED® pressure-treated lumber. Myriads 
of simple yet intriguing uses unfold themselves to the 
builder . . . offer extra pluses that mean so much to pros
pective buyers . . . yet cost so little to do. 

Original treatments—both in basic structures and in sup
plementary carports, lanais, work sheds, decks and stair
ways—appeal to and attract prospects . . . make it easier to 
convert them in active customers who buy your homes. 

The cost for this protection and added flexibility? Sur
prisingly little—2%, or even less, than the cost of the 
completed home. 

Find out about WOLMANIZED pressure-treated lumber 
now and where to use it to give assured protection against 
termites and decay. See the yellow pages of your telephone 
directory or write direct for the name of the WOLMANIZED 
lumber producer nearest you. 

for: 
• foundation pott* 
• tills 
• joists 
• sub-flooring 
• sleepers 
• headers 
• stairs 
• decks 
• door frames 
• window frames 
• fascia 
• gutters 
• board and batten siding 

Send for bulletin on Wolmanized 
pressure-treated lumber 'which 
gives complete details and speci
fications and supply sources. 

W-80 

 W O L M A N P R E S E R V A T I V E D E P T . 
Koppers Company, Inc., Wood Preserving Division 

7 5 3 Koppers Bldg., Pittsburgh 19 , Pennsylvania 

• • I 
n l m a 

Live, Work, Build Better u i th W"0 O 
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BullDog's 

NEW DUPLEX 
The only space-saving breaker 

1. S P A C E S A V E R . New Duplex Pushmatie^ breaker puts 2. D O U B L E P R O T E C T I O N . Duplex is the only 2-in-l breaker 
two breakers in the space of one single breaker. You get that gives coil-magnetic short-circuit protection, as well 
more electrical circuit flexibility with smaller panels; as thermal overload protection, for each circuit. Provides 
and 15- and 20-amp capacity, in any combination. identical, independent coil protection in each pole. 

» 
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3. O N E B O L T E D C O N N E C T I O N . Duplex provides a single 4. P U S H B U T T O N C O N V E N I E N C E . Only Duplex Pushmatic 
positive bolted connection to bus bar. Electrical contact has pushbutton convenience. Pushbutton pops up, can 
is under constant pressure, won't work loose, won't be identified instantly by sight or touch. Y o u reset it 
overheat. Installation is quick and easy. with a push of the finger. Simple, fast, foolproof! 

Bul lDog Electric Products Division, I - T - E Circuit Breaker Company, 
Box 177, Detroit 32, Michigan. I n Canada: 80 Clayson Rd., Toronto, Ont. 

Export Division: 13 East 40th St., New York 16, N . Y . 

IB U L L D O G E L E C T R I C P R O D U C T S DIVISION 
l - T - E C I R C U I T B R E A K E R C O M P A N Y 

® 
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For losers, useless deductions For sick dries, a new approach For balky agencies, a firm line For sound renewal, square miles 

Builders hear how URA is pushing rehabilitation 
Last fall, when URA Commissioner David 
Walker announced a new get-tough policy 
designed to make urban renewal pay off 
faster with less spending (Nov. News), a 
top item in his program was a shift in em
phasis from total redevelopment to rehabili
tation and conservation. At NAHB*s Third 
Annual Building Industry Congress on 
Urban Renewal last month, builders and re
newal workers heard what URA has done 
since to spur rehabilitation which is lagging 
because 1) lenders shy away f rom it, 2) 
there are too few qualified contractors to do 
the work, and 3) URA's lower echelons are 
habit-bound toward clearance to end blight. 

Leonard Czarniecki, director of URA's re
habilitation and conservation branch, told the 
meeting in Washington, D.C. of three major 
steps: 

1. URA is publishing a new series of kits 
of technical aids for rehabilitation to teach 
local renewal officials how to be more effec
tive at preventing slums and repairing them 
before they reach the point of no return. 
The kits delve into such items as how to 
make neighborhood analyses to spot incipient 
blight, coordination with FHA on Sec 220, 
221 and repair loans, eligibility requirements 
for rehabilitation areas, organizing neighbor
hoods to conduct such programs. Primarily 
designed for official use, they are also 
available to builders and contractors who, 
URA hopes, will use the information to prod 
local agencies into action. 

2 . A campaign to wean cities from trying 
rehabilitation in areas which are too far 
gone. Instead of dividing sick housing into 
clearance and non-clearance areas. URA is 

trying to get cities to sec that some areas, 
which cannot or should not be cleared at 
once, may be too far gone to attract lenders 
to finance rehabilitation. These should be 
considered "holding" areas for future clear
ance. Cities should try to 1) bring habitable 
buildings up to code minimums, 2) demolish 
clearly hazardous structures, 3) provide some 
public facilities in line with future plans for 
the area. 

There should be, says Czarniecki. a system 
of priorities in which areas are designated 
as 1) conservation, no renewal treatment, 2) 
conservation, moderate renewal treatments, 
3) conservation, extreme renewal treatment, 
4) deferred clearance and 5) clearance and 
redevelopment. By such refined planning 
Czarniecki says, cities should create a cli
mate in which private lenders will finance 
under F H A Sees 220, 221 for rehabilitation 
and so ease the load on Fanny May special 
assistance. 
3 . To carry out these ideas, URA is 
appointing five-person rehabilitation staffs in 
its seven regional offices. At the top will be 
a conservation and rehabilitation officer re
porting directly to the regional director. 
Others; a code specialist, a rehabilitation spe
cialist, a training aide, and a clerk stenogra
pher. 

The need for more private financing in 
rehabilitation is underscored by Fanny May's 
limited capacity to carry the load. Tn Sec 221 
relocation housing alone, counting up projects 
already in the works, Czarniecki can see 
$800 million worth of loans. But Fanny 
May has only about $200 million available in 
its special assistance funds to buy 221 mort
gages. And the likelihood of the Administra

tion asking Congress for the balance—or 
using it even i f Congress gave it — is 
miniscule. 

Why lenders shy away from rehabilitation 
in single buildings in a sea of blight was 
outlined by Vice President William Wittausch 
of Chicago's First Federal S&L. Studies of 
equivalent properties in neighborhoods of 
varied location and quality show that these 
two elements alone can make a value differ
ence of $16,000 regardless of the price of 
the home, he noted. So a $14,000 home in 
an average neighborhood might bring only 
$6,000 in a blighted and poorly located one, 
or as much as $22,000 in an attractive neigh
borhood in a good location. 

"So the value of a property can be im
proved or increased almost as much by 
changing the neighborhood—what the city 
does to it—as by what the individual owner 
can do to i t ," he says. "And so too the 
character of the neighborhood can offset the 
value of almost any improvement in his 
property that the individual owner makes." 
Lenders wil l continue to shy away from 
rehabilitation for this reason unless they are 
assured their good money will not be swal
lowed up in blight, he predicts. To speed 
the job, he suggests cities acquire whole 
neighborhoods for rehabilitation purposes, 
just as they now acquire them for redevelop
ment. 

"Our studies indicate that a square mile 
is the minimum unit which can be usefully 
treated this way," he says. Such an approach 
would then give "rehabilitation contractors 
the same kind of freedom that redevelop
ment contractors have—and that home build
ers developing suburban tracts now have." 

Builders tell how bureaucracy tangles renewal 
Why aren't more homebuilders using their 
skills to help urban renewal move faster? 

More and more this question plagues offi
cials who say that many more builders must 
participate i f renewal—both redevelopment 
and rehabilitation—is to succeed. This is par
ticularly true, they add, in the smaller cities 
where the bulk of renewal is going on and 
where—unlike the big cities' high-rise proj
ects—the low-rise construction suits home-
builders' experience with frame housing. 

At NAHB's Third Annual Building In
dustry Congress for Urban Renewal, two 
Philadelphia builders who have ventured into 
the field offered some concrete answers: 

1. The turtle pace of renewal can catch un
wary builders in costly official delays. 

"You almost have to work in a different 
concept of time," says Builder Harry Mad-
way, a veteran of six years in renewal. 
" A builder who has paid for his land can 
be vulnerable to delays with his capital tied 
up." Madway tells of waiting for months while 
FHA and the Philadelphia parkway commis
sion disputed which way his Park Towne Place 
apartment houses should face. "One wanted 
it one way, the other the other. We said, 
'We'll build them any way vou want them: 
just tell us.'" Although Madway was awarded 
the redevelopment contract for the project in 

1954, he did not break ground until '57, 
mainly because of such delays. 

2 . Unclear ground rules can catch the un
wary builder in a crossfire of conflicting 
requirements among public authorities. 

Builder Norman Denny told how the Phila
delphia police department, "an agency that is 
not on the list of agencies you usually 
should check with," held up completion of 
his row-house project in the city's Southwest 
Temple redevelopment area. "The redevelop
ment authority decided wc should put a per
imeter wall around the houses to shut out the 
slums that were across the street." he said. 
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News 

FHA hires renewal specialists 
to speed rehabilitation loans 

"We Figured we could put up a 5' wall for 
around $1007house, and we were ready to 
go ahead. Then the police department, which 
has to chase criminals through that area, 
decided it didn't like the idea. They went 
back and forth for ten weeks over i t . " 

The only solution to this kind of problem, 
says Denny is to "get all the agencies you 
will have to work with together in one room 
at one time and thrash out all the ground 
rules at once." 

3 . Capricious or unreasonable rules can 
chop profit out of projects in huge chunks. 

When his wall was finally built, said 
Denny, "FHA decided that we could not 
attribute the value of the improvement equally 
to each house." The reason: FHA requires 
any improvement whose value is to be cred
ited to a house to be on the lot itself. "So. 
they would only allow it on the outside 
houses of the development, and we ended up 
with some $2,000 per house more valuation 
than we could use on the outside houses, and 
nothing on the inside ones." 

In another instance. Denny said he tried 
to speed operations by volunteering to install 
water and sewer mains in the project at his 
own cost. "Usually builders are assessed $9 
per front foot for these improvements." he 
said. "So we figured the first $9 would cost 
us nothing, and on the basis of our suburban 
experience, we thought we could do it for 
about $200 to $250 per house." 

But when the city's specifications were 
offered for bids, "we found the lowest from 
a qualified subcontractor was $1,100/house." 
The reason: city engineers specified diameters 
for mains that began and ended in the de
velopment that 1) allowed for future devel
opment that would never take place and 2) 
for extensions to new areas that did not 
exist. They also required a depth of 12'—5' 
deeper than Denny placed mains for sub
urban building. After negotiations, "we got 
the cost down to $350 per house, and we 
hope to get it even lower." says Denny. He 
admits he made one mistake—figuring ditch
ing costs on working with earth instead of 
the rubble and foundations that underlay the 
cleared area. 

4. Costs of bidding on projects they may 
never get are too high for many builders. 

"Our Society Hi l l presentation cost $35.-
000." said Madway. "And others cost as 
much as $50,000. Even though it was a $60 
million development, that's a sizable invest
ment. Builders should look very closely at 
their chances and exercise strict budget con
trols. Since there can be only one winner, the 
losers may find they have sizable tax deduc
tions they may not need." Ironically, he 
noted, even the winners' costly plan is often 
not used in the final project. 

5. Ultraconservative lenders and FHA eval-
uators often ignore the future of renewal 
areas, value projects on the basis of the 
slums that still surround them. 

"We are building 1,200 houses in the 
slums." said Denny. "We have a terrific plan. 
But FHA looks at the houses in the area as 
i t is today. So where our cost is $1,750 to 
develop a row-house lot. FHA will value it 
at only $1,350. Right away, we are behind 
$400 in our appraisal, and unless we can 
make it up somewhere else, the buyer must 
put up an extra $400 cash. And FHA sits 
back on the sidelines." 

Despite such experiences, both builders 
said they would continue in renewal. 

FHA is taking a step long urged by some 
renewal experts to make its role in fighting 
slums work better. It is divorcing processing 
of rehabilitation loans from its regular staff, 
giving the job to a new crew of rehabilitation 
experts. 

Initially, the new setup will apply only in 
25 big-city insuring offices—which generate 
the lion's share of rehabilitation business 
under much-criticized Sees 220 and 221. 

The problem up to now. as critics see it, 
has been that most FHA architects, apprais
ers and examiners are so imbued with the 
classic FHA approach to valuation they are 
unable to translate the renewal concept into 
mortgage commitments big enough to make 
projects work. For example, they often down-
value fixup jobs because of the neighborhoods 
involved even though the law requires FHA 
to assume completion of neighborhood re
newal plans in its commitments. 

The 25 new rehabilitation experts will be 
"specially qualified to evaluate and process 
rehabilitation cases," and will report to both 
the chief underwriter and the iocal director, 
says C. O. Christenson. deputy special assist
ant for urban renewal to FHA Commissioner 
Julian Zimmerman. 

After nearly a year of battling, the Univer
sity of Chicago has finally succeeded in 
opening the nation's first Sec 220 co-op re
habilitation project—a single six-fiat building. 

The project, in Chicago's celebrated Hyde 
Park-Kenwood renewal area (Jan '59, 
News), was begun as a demonstration to 
encourage use of Sec 220 by area residents. 
But it quickly became a cause celebre in 
battling FHA foot-dragging on renewal. 

By last month, it had reached such propor
tions that Mayor Richard Daley of Chicago 
was needling HHFAdministrator Norman 
Mason over what he complained was FHA's 
inability to come to grips with 220 process
ing. And Mason, talking to newsmen after 
a conference with a dozen mayors (including 
Daley), dropped the remark that FHA Com
missioner Julian Zimmerman had been ex
cused from the huddle early "so he could go 
home and work on his programs." 

The university bought the 40-year-old 
property for $38,500, put $54,000 in remodel
ing into i t , to extend its life an estimated 
40 years. 

First trouble came when Julian Levi, di
rector of the University-sponsored South East 
Chicago Commission, discovered that FHA's 
Washington office had never issued regula
tions for using the six-year-old 220 program 
as co-op, though stoutly maintaining availa
bility of insurance for such 90%, 30-year 
loans (at 514%) it specifies. This led to 
more trouble over FHA valuation methods. 

"They insisted on figuring income as if 
it were a rental property—disallowing 7% as 
a vacancy factor—but figured expenses for 
a co-op," he says. "Furthermore, they limited 
their mortgage commitment on the basis of 

The rehab experts will not be meant to 
merely expedite cases through "all the other 
rigmarole, but to do it without all the 
other rigmarole entirely," Christenson told 
builders at NAHB's urban renewal confer
ence. Rehab sections will handle all phases of 
processing, so that " i f you happen to have an 
evaluator who is conservative, or even resist
ant, he isn't in the picture at all." Whereas a 
normal Sec 203 loan might go through four 
sections (the main ones: architectural, evalua
tion, mortgage, credit), rehabilitation loans 
will go through only one. 

Normally, rehabilitation specialists will be 
hired from outside the present staff at from 
around $7,000 to $10,000 a year but offices 
with "budget problems" will use existing staff. 

Most offices will operate with a single man, 
he says, but some that expect big business 
right away may hire more. New York City, 
for example, will have a four-man section: 
Baltimore two. Other cities affected: Hart
ford; Buffalo: Newark; Philadelphia; Pitts
burgh; Birmingham, Ala.; Memphis; Chicago: 
Indianapolis; Detroit; Cincinnati; Cleveland; 
Columbus, Ohio; Milwaukee; St Louis; Dallas; 
Los Angeles; San Francisco; Portland, Ore.; 
Seattle. 

the income instead of the market value." 
The result: a first commitment for only 
$44,800, far short of 90%. This was raised 
to $58,500 finally—a 63% loan—but FHA, 
convinced the remodeling investment was too 
high, would not move beyond that point. 
"Nevertheless," says Levi, "the First Na
tional Bank bought the loan right away." 
The reason: three one-bedroom and three 
three-bedroom apartments, priced at about 
$13,000 and $18,000 respectively, sold at 
once despite huge downpayments ($5,132.40 
with $109.50 monthly for the one-bedroom 

continued on p 75 

 
 

S O U N D B U T O L D celluloid-collar era six-flat got 
thorough revamping by Chicago Architect Eric 
Friis, who ripped out partitions, eliminated maid's 
room, added ultra-modern kitchens, baths. 

FHA gives guinea pig rehabilitation 
project 63% loan — after a long fight 
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BUILDING PRODUCTS 

 

Stanley R. Stapleton, Rutenberg vice president for soles, shows pros
pects how Styrofoam is used in wall construction. A "fish bowl" of 
Styrofoam demonstrates its effectiveness as a moisture barrier. 

Rutenberg workmen prepared walls for plastering in two-thirds the 
time required by ordinary methods. Styrofoam bonds directly to wall 
with portland cement . . . plaster is applied directly to Styrofoam. 

STYROFOAM H E L P S S E L L 
Rutenberg Construction Company reports that Styro
foam acting as a combination insulation-plasterbase 
not only speeds construction—it keeps walls dry, 
cuts heating and cooling costs 20-25%. 

I n and around Clearwater, Florida, where Rutenberg 
Construction Company is the largest home builder, hu
midity is a problem, and there's a preference for solid 
masonry construction. "Thanks to Styrofoam," says 
Daniel Rutenberg, the company's executive vice president, 
"for the first time in Florida, we can offer customers a 
completely dry house and one in which heating and 
cooling costs will be cut by as much as 25%. And the 
response to these benefits from home-buyers in the 

Clearwater area," he adds, "has been overwhelming." 

One inch of Styrofoam* is bonded directly to the con
crete block walls of Rutenberg homes with portland 
cement mortar. Wet plaster is then applied directly to the 
Styrofoam. Styrofoam provides a permanent moisture 
barrier because water and water vapor do not penetrate. 
Since Styrofoam eliminates furring and lathing, there's 
no air space where condensation can occur—no wood 
framing to rot. Also eliminated are problems of blistering 
wall paint, mold, mildew and musty smell. And with 
Styrofoam, workmen make a wall ready for plaster in 
two-thirds the time required by conventional methods. 

T h e permanent insulating efficiency of Styrofoam also 
holds down heating and cooling costs. Rutenberg homes 

H O U S E & H O M E 



ident of Rutenberg Construction Company, in front of th lodel home. 

500 NEW FLORIDA HOMES 
offer an electrically-operated heat pump that both heats 
and cools as weather dictates. A study by the Florida 
Power Company of a Rutenberg home with Styrofoam 
wall insulation indicates that heat pump operating costs 
(in a normal year) would run $243.81 without Styrofoam 
and $195.68 with i t—a savings in electricity 
of almost $50 yearly or 20-25% over homes 
with no wall insulation. 

For more information about Styrofoam, 
contact the Dow sales office near you. Or 
write T H E DOW C H E M I C A L C O M P A N Y , Midland, 
Michigan, Plastics Sales Dept. 1612BP5. 
• D O W S R E G I S T E R E D T R A D E M A R K F O R I T S E X P A N D E D P O L Y S T Y R E N E . 

 
  

Other Dow Building Products 
R O O F M A T E * — R i g i d , l i g h t w e i g h t i n s u l a t i o n fo r b u i l t - u p r o o f s 
— s e r v e s a s o w n m o i s t u r e b a r r i e r . 'Trademark 

S A R A L O Y 1 4 0 0 — D u r a b l e , e l a s t i c f l a s h i n g m a t e r i a l t h a t ' s 
cut to s i z e r ight o n t h e j o b , c o n f o r m s to i r r e g u l a r s h a p e s . 

S C O R B O R D (pa tent a p p l i e d f o r ) — P r e - s c o r e d , r ig id i n s u l a 
t ion tha t " s n a p s of f" fo r e a s y i n s t a l l a t i o n a r o u n d f o u n d a t i o n 
p e r i m e t e r s , u n d e r s l a b s . 

P O L Y F I L M " — H i g h - q u a l i t y p o l y e t h y l e n e f i l m fo r u s e a s a 
v a p o r b a r r i e r , t e m p o r a r y e n c l o s u r e s . 

See "The Dow Hour of Great Mysteries" on NBC-TV 

T H E DOW C H E M I C A L C O M P A N Y • M I D L A N D . M I C H I G A N 
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"Over $1,000,000 in home sales first three weeks . . . the Guaranty Seal is the most convincing tool in establishing buyer confidence." 
- M I L T O N KIFFERSTEIN, Builder of Edgetmter, 750 liome community, San Diego 

"In this highly competitive area we will have a genuine selling edge in our forthcoming Good Housekeeping promotion . . ." 
— ARTHUR WYLER, Builder oj Bonneville, 500 liome community, Orlando 

"The Guaranty Seal quickly helped us establish the quality and value of the products we built into our homes . . . sold fas t !" 
- A L A N L l N D Y , Builder of Inglewood Park, 600 hmries, Philadelphia 
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News 

90% loans: grim jest 
or publicity stunt? 
continued from p 71 

units, $7,106.40 down with $150.19 monthly 
for the three-bedroom units). 

Looking ahead. Levi says: "You now have 
an amphibious animal that's no good on 
land or water. I f these are co-ops, income 
should be figured on a co-op basis and value 
should be tied to what it will sell for, not a 
mythical rental income." He points out that 
new town houses across the street "sell for 
$22,000 with fewer square feet than these 
$18,000 units." 

This is one of the milder comments that 
Lawyer Levi has uttered during his running 
squabble with FHA officialdom. Last fal l , at 
the annual convention of the Natl Assn of 
Housing & Redevelopment Officials, he 
asserted: "Sec 220 for rehabilitation financing 
is a grim jest. We are advised of frustra
tion and failure in [FHA] district office after 
office over the country. Tn the meantime 
publicity about 90% financing continues to 
be cranked out, although everyone concerned 
realizes that this advertising is on a par with 
the Hollywood press agent's characterization 
of each feature picture as colossal and gigantic 
. . . Area after area is being certified for 220 
financing. The certificate apparently is a 
hunting license and an invitation to commit
tee meetings, rather than a serious document 
. . . So long as 220 for rehabilitation is 
rendered unworkable because of this impasse, 
direct municipal and federal expenditures in 
support of urban renewal are being wasted." 

Levi promises to keep the heat on FHA. 
He has filed applications in six more Sec 220 
rehabilitation co-ops in Hyde Park. Chicago's 
FHA office is bucking the problem to Wash
ington. 

PUBLIC HOUSING: 

Suit balks effort to build 
project faster, cheaper 
A taxpayers' suit has torpedoed Philadelphia 
Builder Joseph Singer's attempt to prove that 
private enterprise can build public housing 
in half the time, two-thirds the cost, of hous
ing built under public contract (Dec. News). 

I t has not only halted construction in 
Singer's project, which he planned to sell to 
the Philadelphia Housing Authority, but it 
has frozen the finished houses pending a judg
ment, so that he cannot even sell them on the 
private market. 

Singer's experiment began last July, when 
he bought six acres of land from the Phila
delphia Housing Authority for its appraised 
value of $129,000. He expected—as did the 
authority—that he would have 98 row-house 
units on the site in nine months, when it was 
agreed he would sell them back for $11,750 
per unit. This compared to 18 to 24 months 
and $17,000 per unit (both including site 
costs) when the Authority built equivalent 
units under contract. 

But in October, officers of the Summerdale 
Civic Assn filed a suit charging that 1) be
cause state law allows the authority to sell 
its land only when it is "not needed for the 
purposes of the act." the authority could not 
legally buy it back: and 2) since the law 
requires all transactions over $500 to be on a 
public bid basis, the purchase would be 
doubly illegal. 

Singer, who halted site development when 
the suit was filed, already had 17 houses 
started on one acre. By December, he had 
them finished. But courts work slowly. By 
last month, interest on his land and con
struction loans was mounting too high. So 
Singer made plans to sell the units for 
$11.990—on the private market. Because the 
suit challenges the legality of the land sale. 

Singer needed agreement from the plaintiffs 
and the court to sell the houses. The plain
tiffs gave it. but the court refused. "This of 
course penalizes us further and hurts us finan
cially." says Singer. Despite the mess, he 
feels his point is proven: "The rate at which 
we were building showed we could have fin
ished the job easily in the time schedule, and 
within the estimated price." 

Study shows how to cut 
costs but not quality 
How good should people who live in public 
housing have it? A new $60,000 study of 
high-rise projects in New York City"* sug
gests that tax-subsidized public housing ten
ants enjoy benefits that people who pay their 
own rent in many middle- and upperclass 
apartments in the city do not have. 

The study by the Pratt Institute school of 
architecture is part of an effort by the New 
York State Division of Housing to find ways 
to cut the mounting burden of public housing 
(Oct '57 News.). 

The Pratt study concentrates on economies 
of layout, design, and construction. It con
cludes that the cost of public housing can 
be slashed drastically without significant loss 
of comfort and livability. How? 

1. Eliminate one bedroom from many 
apartments by using the living room also as 
a sleeping area. Says the study: "The result
ing savings are substantial—in the order of 
$1,000 per dwelling unit: i f done for all 

continued on p 89 

•METHODS OF Rr.DUCING THE COST OF PUBLIC 
HOUSING, a research report of the School of 
Architecture of Pratt Institute. 139 pn. Pub
lished under a grant from the Dow Chemical 
Co. Available free from Dow's Plastics Mer
chandise Dept. Midland. Mich. 

CODES: 

Builders get new help in drive 
to unify rules, and so cut costs 

More money for Cal-Vet; 
easing in usury laws 
continued from p 63 

the law sets aside $500,000 for testing them. 
Only loophole is a home-rule provision that 
lets fresh-air counties exempt themselves from 
the regulation i f they meet state air-purity 
standards. 

The lawmakers also moved against abuses 
of second trust deeds (see p 54). And they 
approved a $400 million bond issue, sub
ject to a June 7 referendum, to provide more 
funds for the state's Cal-Vet home loan pro
gram, which uses the state's credit to float 
tax-free bonds, lends the proceeds at under-
thc-market interest rates. 

Mi s s i s s i pp i now requires real estate 
brokers operating in that state to be residents. 
Alien brokers making sales there must, under 
I new law. split fees with natives. The 
state repealed its stamp tax on realty trans
fers. 

Ken tucky , V i r g i n i a and W e s t V i r g i n i a 
have passed laws which operate to exempt 
mortgage fees and charges that might put 
FHA loans in violation of their $% usury 
limits. 

Massachuset ts has broadened its law 
against racial discrimination in housing to 
include mortgage lenders, who now may not 
show bias in setting interest rates, terms, 
duration of the loan, or in any other way. 

Builders are starting a fresh effort to get rid 
of conflicting and outmoded building codes. 

The new builder strategy is to give up 
attempts to leap from scattered local codes 
to a single national code for one- and two-
family houses and concentrate instead on 
wider local adoption of any one of the so-
called regional model building codes. 

This new approach was outlined last month 
at a Washington conference co-sponsored by 
NAHB, the American Institute of Architects, 
and the Natl Society of Professional Engi
neers. The co-sponsorship is significant. As 
NAHB's new building code kit* notes: "The 
greatest results come from the combined ef
forts of these groups." And builders hope the 
Associated General Contractors wil l join 
them in spreading the message across the 
nation. 

The meeting attracted more than 100 
builders, architects, code experts, manufac
turers, officials, and staff men of other trade 
groups, Keynoting it. N A H B President Mar
tin Bartling called "the obsolescence of build
ing codes" a major barrier to using new prod-

*For a copy, write NAHB Construction Dept. 
1625 L St NW, Washington 6, D C. 

ucts, new materials, and new techniques that 
promise to improve housing and keep its 
cost down. 

Model codes have been in existence for 
decades, noted J. S. (Mickey) Norman Jr. 
Houston builder and chairman of NAHB's 
code committee. The fact that they have not 
been adopted widely "shows that something 
is lacking." he said. "The real culprit [is! 
our own industry." But only concerted action 
by all segments of the industry can win 
general adoption, he added. 

Seven model codes are available for adop
tion, it was pointed out by Ward Buzzell. 
NAHB code staffer. Four are published by 
private organizations: the Building Officials 
Conference of America, the Natl Board of 
Fire Underwriters, the Southern Building 
Code Congress, and the Intl Conference of 
Building Officials. The American Standards 
Assn offers the Natl Electric Code and the 
Natl Plumbing Code. The Western Plumbing 
Officials Assn offers its uniform plumbing 
code. And an eighth model code—which 
some experts regard as the best of the lot— 
is offered by the New York State building 
code commission. NEWS continued on p 78 
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build proof 

Priced to fit your needs—with features to help 
you stress quality. Oxford Closet with whirl
pool action-Oxford Lavatory (19" x 17") with 
Dial-ese Trim and direct lift waste fitting with 
aerator-New Fairfax 5' recess tub with seat 
wide enough for sitting. 

PLUMBING-HEATING-AIR CONDITIONING GROUP 
P. O. BOX 780, JOHNSTOWN, PA. 

V A L V E S • E L E C T R O N I C C O N T R O L S • P I P I N G 

P L U M B I N G • H E A T I N G • AIR C O N D I T I O N I N G 
C R A N E 

76 H O U S E & H O M E 



of quality 
at no extra cost 
into homes of 
every price with 
Crane plumbing 

Most people recognize Crane as 
quality luxury plumbing. They be
lieve it costs more and is worth I t . 

Tlw fact is—Crane costs no more 
than comparable plumbing which 
lacks Crane's reputation. 

In this simple truth you have 
one of the most overwhelming sales 
ideas a builder can have. At no 
added cost you can have plumbing 
that gives your entire house the 
reputation of being well built. 

You can use Crane proof of 
quality in homes of every price. 
In every price level, Crane offers 
features you can point to, demon
strate and talk. 

D i a l - e s e c o n t r o l —the m o s t 

nearly leakproof faucet made . . . 
and the nicest to live with. 

Beautiful styling and a long line 
of designs for every home. 

Crane vitreous china . . . made 
with skilled handcraft methods. . . 
with fused-in colors that last. 

Thoughtful engineering for easy 
installation and simple mainte
nance. 

To make your homes more at
tractive . . . for visible proof of 
quality — use Crane plumbing in 
homes of every price. Add noth
ing to costs. Add extra salability 
with Crane. See your Crane dis
tributor for detailed specifications 
on quality plumbing. 

Crane for your very finest homes. Criterion 
Closet with correct posture bowl and seat-
Crown Round Lavatory with Singl-ese supply 
and indirect lift waste fitting with aerator and 
single lever control with Moen unit-Neuvogue 
recess receptor bath with integral corner seat 
and Singl-ese Deviator Trim. 

p r o o f o f a q u a l i t y h o m e 
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PEOPLE: 

Clarence Wilson, St. Louis builder, 
elected president of prefabbers 

Richard Zarembka 

W I L S O N 

Clarence Wilson, the Home Manufacturers 
Assn's new president, is closer to NAHB than 
any prefab president before him. He was a 
charter member when NAHB was founded in 
1943. This year he is serving his second term 
as president of the St Louis home builders. 
His first term was in '45. 

Because of his natural reserve and a 
reputation for running things himself—he has 
been his own boss since 
he was 26—many ac
quaintances call him a 
loner. 

On the other hand, 
he is a born joiner. He 
is a member of the St 
Louis County Chamber 
of Commerce. St Louis 
airport committee, and 
the National Pilots 
Assn. He is on the St 
Louis County Traffic 
Commission and the St 
Louis Air Traffic Con
trol Committee. 

He serves as builder-adviser on the tech
nical advisory committee to FHA. and rep
resents NAHB on the Construction Industries 
Joint Council. He is a member of the Asso
ciated General Contractors, National Assn 
of Real Estate Boards, and the Engineers 
Club of St Louis. 

Busy as all this makes him, Wilson—a 
wiry 50-year-old who looks younger—finds 
time to be a perfectionist with wide interests. 
He is an impeccable dresser, drives a Lincoln 
Continental, wears a chronometer, flies his 
own five-passenger airplane, takes pride in 
his fine cameras and his first-rate hi-fi 
equipment. 

Wilson also operates a 1,500-acre ranch 
near Columbia, where he has a herd of 
500 pure-bred Aberdeen Angus cattle. He 
owns the Angus bull that sired the last four 
Grand National Champions. 

Born in Richmond, Ind. and schooled in 
Texas, Wilson got into construction work 
when he was 18 with Standard Oil of Cali
fornia. In 1936 at the age of 26 and with 
$600 borrowed capital he built the first to
tally air-conditioned house in St. Louis. In 
1940, well established as a conventional 
builder, he started 150 houses in one of the 
first large projects in the St Louis area. 
Wilson's first step toward prefabrication was 
precutting framing for these houses. By 1942, 
he was building precut defense housing. Dur
ing World War 2 he added heavy construc
tion to his war housing work and by 1946 
was the largest earthmoving contractor in 
the St Louis area. From 1946 to 1949 earth-
moving was his almost exclusive interest. 

In 1949, the earthmoving business began 
to dwindle and he shifted his sights to pre
fabrication. In his first five years as a pre-
fabber he developed a number of his own 
subdivisions. Best known of these is the 180-
home Glasgow Village near Chain-of-Rocks 
Bridge. 

By 1955 with his earthmoving business 
practically liquidated, Wilson eased out of 
land development and became strictly a home 
manufacturer selling to dealers. Today Wilson 
Homes Tnc, of which he is sole owner, sells 
in nine states from Oklahoma to Michigan. 
Wilson's plant in Robertson. Mo. is prob

ably as mechanized as any plant of its size 
in the industry. I t is geared to produce as 
many as 2,000 homes per year for shipment 
within 300 miles of St Louis. 

POLITICS: Democrat James H. Scheuer, 
New York builder and redevelopcr, lost his 
bid to run as an independent candidate for 
Congress in Manhattan's 20th District. In
surgent Scheuer, who was defeated by Wil
liam Fitts Ryan, is being talked of now as 
a possible candidate for the State Senate. 
Ralph R. Kaul, Arlington, Va. builder and 
developer has announced his candidacy for 
the Democratic nomination for Congress. 
Kaul. onetime HHFA employe and twice 
elected member of the Arlington County 
Board, would face incumbent Republican 
Joel T. Broyhill, himself a former home-
builder and a veteran of eight years in 
Congress. 

Dick Canavan, 38, a six-year veteran of 
NAHB's Washington staff and, for the last 
two years, director of its construction depart
ment, has quit to become general manager 
of Unibuilt Components, a firm just started 
by Omaha's Decker Enterprises, builders whose 
operations spread from there to the Pacific 
Coast. Research Director Ralph Johnson 
will take over the construction portfolio. 
Stanley Baitz, editor of NAHB's monthly 
house organ, has succeeded Bob Loftus as 
director of information. Loftus quit (April, 
News) to become a public relations consultant. 

LENDERS: Harvey J . E . Milkon, New Jer
sey realtor and board chairman of the City 
National Bank & Trust Co of Hackensack, 
and R. H. Gore Sr, publisher of the Fort 
Lauderdale News and former (1933-34), 
governor of Puerto Rico have formed a new 
mortgage company at Fort Lauderdale, Fla. 
The firm will be known as the Gorc-Milkon 
Mortgage Corp. W. Herbert Welch has re
signed as state FHA director in West Virginia 
to represent Max Karl's Mortgage Guaranty 
Insurance Corp in Ohio and West Virginia. 
Welch is a former legislative liaison officer 
for HHFA and assistant to the F H A com
missioner. 

Carpenters 7 boss guilty 
of contempt of Congress 
Carpenters' union boss Maurice Hutcheson 
faces a year in jail, a $1,000 fine, or both 
as the result of his conviction in federal court 
for contempt of Congress. It is the first 
decision handed down in Hutcheson's mul
tiple troubles with the law (Dec. News). 

The first trouble began in 1957, when he 
was indicted on charges of bribing a state 
official in Indianapolis Ind. The case involved 
a highway right-of-way deal in which, the in
dictment said, he and two other union officials 
bought a piece of land on the proposed 
expressway route for $20,000—and sold it 
within months for a profit of $78,000. 

Hutcheson, appearing before the Senate 
labor rackets committee four months later, 
refused to answer questions about this alleged 
fix on the grounds that 1) it involved him 

as an individual, not as head of the union 
and 2 ) might violate his right to due process 
by prejudicing his still-pending case in 
Indiana. 

Last month in Washington, Federal Judge 
James W. Morris heard the case without a 
jury, decided that Hutcheson's failure to cite 
the Fifth Amendment constituted contempt 
of Congress. Hutcheson is appealing. 

But whatever problems the verdict poses 
for Hutcheson, it poses some big ones for 
organized labor. The AFL-CIO has done 
nothing about his case, unlike that of Jimmy 
Hoffa, expelled with his Teamsters' union 
from the AFL-CIO. One possible reason for 
the federated unions' gingerly approach: be
sides a severe financial loss, expulsion of the 
Carpenters Union from the AFL-CIO might 
inspire a coalition of Teamsters, Carpen
ters, and other ousted unions in a second 
national labor group. The danger loomed in 
1958 when the unions considered action 
against Hutcheson but backed off. 

Archi tects ' convention e lects 
Philip Will president 
A t a sunkissed 92d annual convention in San 
Francisco, the American Institute of Archi
tects elected Philip Will Jr, F A I A , as its new 
president. The tall (6'-3"), 54-year-old Chica-
goan was unopposed. A Cornell graduate, he 
is a member of Perkins & Wil l , a firm noted 
nationally for school design. In the only con
tested elections, James M. Hunter, F A I A , 
Boulder, Colo., defeated L. Bancel LaFarge, 
F A I A , New York, and I. Lloyd Roark Jr, 
Kansas City, for second vice president, and 
Raymond S. Kastendieck, FAIA, Gary. Ind., 
won over Gerson T. Hirsch, Pleasantville, 
N.Y.. for treasurer. Henry Lyman Wright, 
FAIA, Los Angeles, author of influential 
articles on school planning, was unopposed 
for first vice president, as was J . Roy Carroll 
Jr, F A I A , Philadelphia, for secretary. Three 
proposed new membership categories (student, 
associate, professional affiliate) intended to 
broaden the organization's representation, were 
rejected by a voice vote on the convention 
floor. 

RETIRING: C. H. (Chris) Kreienbaum, 65 
steps down as vice chairman of the Simpson 
Timber Co, Seattle, after 40 years as a West 
Coast lumber industry leader. U. R. Arm
strong, 67, past president of the Western 
Pine Assn, retires as president and chairman 
of Halleck & Howard Lumber Co., Denver, 
after nearly 50 years with the firm. S. V. 
Fullaway Jr, 60. secretary-manager of the 
Western Pine Assn. for 30 years, retires to be 
succeeded by W. E . Griffee, 56, of Portland, 
his assistant since 1936. 

DIED: Louis Roydon Hoff, 83, retired vice 
president of Johns-Manville and past presi
dent of the Asphalt Shingle & Roofing 
Institute and the Asbestos Cement Products 
Assn, March 20 in Bronxville. N . Y.; Brad
ford Williams, 62. corresponding secretaiy 
of the American Society of Landscape Archi
tects and editor of Landscape Architecture 
magazine, March 23 in Boston; Oscar Hey-
man, 87, a San Francisco builder and realtor 
for almost 70 years, March 29. in San Mateo; 
Burnham Hoyt, 73, FAIA, former dean of 
the New York University school of architec
ture, and, until he retired five years ago, head 
of a Denver architectural firm, April 6, in 
Denver. NEWS continued on p 83 
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News 
STATISTICS: 

Revised starts figures may show 
US is already at 1.5 million rate 
Census is about ready to upset the whole statistical structure of 
housing figures. 

Starting late (his month—or perhaps June—it will bring out a 
major revision of housing starts. Experts predict it will turn out 
that 200.000 starts a year have been slipping past uncounted. Samuel 
J. Dennis, chief of Census' construction statistics, concedes the dif
ference will be "appreciable." 

The new figures mean that builders, mortgage men. and particu
larly manufacturers will need to re-explore some of today's basic 
assumptions about the $17 billion new housing market. 

Item: more new starts may well mean that repairs and home 
improvement account for less than manufacturers have calculated. 
Why? Estimates in this area are largely derived from what can't be 
attributed to new construction. 

Item: where is the mortgage money coming from to finance all 
those newly discovered starts? In the first place, all of it appears 
to be conventional financing: FHA and VA starts are reported pre
cisely by the two agencies. Does this mean less mortgage money 
is going into existing homes than statisticians have figured? Or does 
it mean mortgage money is coming from sources the experts don't 
know about? 

Item: should the industry raise its estimates of what the much-

cnntinued on p 85 
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H O U S I N G S T A R T S jumped season 
ally in March to 97.000 (93.800 pri
vate and 3,200 public) despite bad 
weather in many areas where winter 
is normally mild. This gain main
tained the seasonally adjusted an
nual rate for private starts at 1,115,-
000, the same as in February but 
down 20.5% from last March's 
1,403,000. 

Private starts, while up 26.1% 
over February, were down 20.6% 
from March 1959 (when a record 
118,100 private starts were record
ed). Public starts were 45.5% 
ahead of February. 

First quarter starts total 249,900 
—243,200 of them private. This is 
17.7% less than the first quarter 
of 1959. 
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F H A A P P L I C A T I O N S On new unils 

rose to 34,218 in March, up 39.1% 
from February but down 26.5% 
from March 1959. Applications on 
new homes — 27,420 — were up 
29.9% from February but down 
29.6% from March 1959. Project 
applications climbed 94.2% from 
February—to 6,798—up 46.6% 
from March 1959. Total new ap
plications for the first quarter were 
80,799, down 24.4% from the same 
period in 1959. New homes were 
off 31%. projects up 23.4%. 

VA appraisal requests in March 
were the same as in February— 
12,868. down 44.5% from March 
•959. First quarter appraisal re
quests total 36,902, down 40.5% 
from the first quarter of last year. 

    
         

J F M A M 

R E S I D E N T I A L B U I L D I N G C O S T S 

fell 0.6 point to 293.4 on Boeckh's 
index in March. Col E.H. Boeckh 
attributes the drop to decreases in 
price of wood products, copper and 
brass and asphalt roofing. Higher 
labor rates will cause costs to rise 
in May or June, he forecasts. 

M A Y 1960 

M A T E R I A L S P R I C E S declined to 
134.5 in March, down 0.5 point 
from BLS' revised February figure 
of 135 and only 0.7% higher than 
March 1959. Greatest drop was in 
the cost of lumber and plywood. 
Heating equipment, building paper 
and board prices also fell. 

E M E R S O N 
E L E C T R I C 

E L E C T R I C H E A T 
g i v e s y o u r h o m e s a 

W A R M 

T O U C H ! 
Emerson Electric Electric H e a t . . . baseboard heaters gently circulate 
heat throughout the room u-ithout a fan . . . Emerson Electric ceiling 
cable assures uniform c o m f o r t . . . Emerson Electric Heaters recessed 
in the wall silently provide clean, safe heat. A f u l l line of electric heat 
bearing the Emerson Electric guarantee of quality. 

Another of Emerson Electric's Finishing Touches . . . pre-sold packages 
of quality electrical accessories. 
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H e a t e r 

B a s e b o a r d H e a t e r 

R a d i a n t H e a t 
C e i l i n g C a b l e 

I n f r a - r e d 
C o n v e c t i o n H e a t e r 

E M E R S O N E L E C T R I C 
BUILDER PRODUCTS GROUP 

p r t y n e E M E R S O N 
S T . L O U I S . M O . P O M O N A . C A L . 

K E V S E R . W V A . 
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There's an exciting 
"first" at 

Levittown 
New Jersey! 

Community Builder Bill Levitt Eliminates 
Rooftop "Antenna Jungle" by Installing 

New Jerrold TV-FM Master Antenna Systems! 
Levittown, N. J . , a community which will have 16,000 
homes with a population of 60 to 65,000 when completed, 
first in the nation to incorporate Jerrold's three-stage 
electronic reception system . . . featuring the new MAGIC-
C A R P E T * ANTENNA. 
The elimination of outside antennas plus "show room" 

P L U G - I N 

Durable and attractively 
designed, require no 
soldering or wire stripping. 

 

For full information on how you can use the new Jerrold 
three-stage electronic reception system send coupon today. ™ 

E L E C T R O N I C S CORPORATION 
The Jer ro ld Building, Philadelphia 3 2 , Pa. 

Jer ro ld Electronics (Canada) Ltd . , Toronto—Expor t 
Representative: CBS In te rna t iona l , New York 2 2 , N . Y. 

reception available from plug-in outlets throughout the 
home makes this new system a most logical built-in fea
ture for any home in today's market. 

Builders of developments of all sizes will find this excit
ing electronic antenna system a fresh new sales feature, 
flexible enough for use in low-cost housing as well as in 
the luxury building field. 

HEW! MAGIC-CARPET ANTENNA 
A true engineering marvel, this new an
tenna simply mounts inside any type of 
roof or attic—it can be quickly stapled 
to the joists. Made of tough cellulose 
fiber sheets imprinted with pure silver, 
the Magic-Carpet* in conjunction with the 
T V - F M amplifier provides "rooftop re
ception" without bulky outside antennas. 

T V - F M A M P L I F I E R 

Powerful unit amplifies antenna signals, de
livers "show room" reception to all outlets. 

'Trademark Patent Pending 

Jerrold Electronics Corp., Builders Sales Division, 
Dept. No. IDS-25, The Jerrold Building, Philadelphia 32 , Pa. 

Gentlemen: 

Please send me complete information on the new home antenna 
system you developed for Levittown, N. J . 

Name 

Company Name 

Address 

City Zone State 

O Please have your representative contact me. 



News 

forecast boom of the Sixties w i l l bring? Or should i i readjust its 
sights to less increase? 

The revisions stem f r o m the surprising finding o f Census' Nat ional 
Housing Inventory in 1956. I t counted some 25% more new units 
between A p r i l 1950 and December 1956—even al lowing f o r differences 
in def ini t ion—than the Bureau o f Labor Statistics had reported as 
starts for the same period. The discrepancy remains unexplained, 
off ic ia l ly . But Census blamed i t on BLS undcrcount i n areas where 
building permits are not required. Last July. Census took over con
struction statistics f r o m BLS and—more important ly—at last per
suaded Congress to vote $471,000 more than BLS got to make long-
sought improvements in the scope, coverage, and accuracy o f the 
figures. Here's what Census w i l l do f o r its new basis f o r counting 
starts: 

t . Get data from more permit-issuing areas. BLS got reports f rom 7,645 
permit-issuing areas, used only 6.600 in its tabulations. Census has uncovered 
2,471 more areas, plans to use all of them at least part of the time. The 
3.000 largest places, which Dennis says are responsible for 90 to 95% of 
all building, wil l be used every month. The remainder wil l be sampled at 
a rate of 500/mo. 

2. Step up field coverage of non-permit issuing areas. BLS used 53 
sample areas, covered a third of them each month with field enumerators. 
Census plans to cover all each month in two ways: 1) knowledgeable sources 
in local government and building will be canvassed for leads on new con
struction, and the leads checked out to eliminate duplication: and 2) 
enumerators will cover the field independent of such tips to obtain another 
cross-check. 

3. Cover unreported work in permit-issuing areas. Dennis explains that 
many areas that issue permits do not necessarily require them for construc
tion. So Census field men will use the same technique as in non-permit 
areas to find new construction, then check back to find if permits were 
obi.lined. Data on unreported work wil l be used to improve reports f rom 
these areas. 

4. Include farm houses and some seasonal and "low-quality" housing. 
Dennis contends the old classification of rural-nonfarm VS farm dwellings 
was hard to define, says this change will make starts figures conform more 
closely to those of the housing census. 

5. Improve aula on construction lag behind permit issuance and on how 
many permits lapse. Performed twice a year by BLS, when it had the 
money, once a year as a rule, and in 1959 not at all, this now wi l l be 
carried on monthly—and in 250 samples instead of the 79 used by BLS. 

When the new series is put into effect. Dennis plans to issue com
parable data f o r each month back to January '59, provid ing a 
substantial overlap. 

CANADA: 

$500 million voted for direct home loans 
but none of it will go to builders 
Parliament has voted Central Mortgage & Housing Corp . $500 
mi l l i on f o r direct loans. But C M H C has decided to put out only 
$150 to $175 m i l l i o n — a l l to home buyers. 

T o the Na t iona l House Builders Assn. the idea o f builders not 
sharing the direct-loan k i t ty is a blow. Money for homebuilding is 
already tightening because the N H A interest rate (63A%) is beyond 
the 6% legal l i m i t f o r the chartered banks but not attractive enough 
to insurance companies who like the 7V4 to they can get f o r 
conventional loans. 

N H B A ' s most optimistic calculations put housing starts this year 
at 100,000 to 110.000. says Executive Vice President John Caulf ield 
Smith. He adds g lumly : "Starts may drop as low as 70.000." This 
contrasts w i t h the government's prediction o f 125.000 starts. Last 
year there were 141,000 starts. 

Cries N H B A President Campbell Holmes: " O f all my 25 years in 
bui lding, this looks like the most d i f f icu l t . " 

Parliament voted the money by amending the Nat ional Housing 
Ac t l imi t on how much C M H C can lend. When the l imi t is reached 
($1 b i l l i o n before the amendment) Parliament must vote more 
money. Repayments ($110 mi l l i on last year) go back into the 
treasury, may not be reloaned. 

Direct loans w i l l be l imi ted to applicants "who w i l l first be asked 
to look at one o f the 82.000 houses now under construction." says 
Works Minis ter David Walker. The income l i m i t f o r applicants w i l l 
range f r o m $5,000 a year f o r families wi th two children up to $5,600 
f o r families wi th five or more children. 

Builders hope that i f the market holds up, Ottawa w i l l once again 
repeat its poli t ical ly popular gesture o f making a special allocation 
of builder loans for winter construction. 

The market is good in most areas, says N H B A . w i t h two to 
three weeks' stock on hand in many places. 

Hal i fax Builder Bernal Sawyer and Winnipeg Builder Graham 
continued on p 87 
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g ive y o u r h o m e s a 

F R E S h 
T O U C H ! 

Ret rac tab le hoods t h a t close flush w i t h cabinet when no t i n use . . . easy 
to clean t i l t i n g : hoods . . . easy t o i n s t a l l , low-cos t , se l f -conta ined hoods. 
Co lo r coord ina ted hoods h a r m o n i z i n g w i t h m a j o r k i t c h e n appl iances. 
A t t r a c t i v e stainless steel, copper ized and s i l ve r i zed f in ishes . 

A n o t h e r o f Emerson E lec t r i c ' s F i n i s h i n g Touches . . . pre-sold packages 
of q u a l i t y e l ec t r i ca l accessories. 

f§5^ 
M o d e l 4 0 0 
Tilt ing H o o d 

M o d e l 5 0 0 
Ti l t ing H o o d 

M o d e l 6 6 0 0 
I s l a n d H o o d 

Mode l 6 8 0 0 
S e l f - c o n t a i n e d H o o d 

Model ' T O O O 
"Bel Aire" H o o d 

M o d e l 8 0 0 0 
"Bel Aire" H o o d 
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BUILDER PRODUCTS GROUP 
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% T H E NAME O R A N G E B U R G AND T H E S I L V E R BAND A R E R E G I S T E R E D T R A D E - M A R K S OP T H E O R A N G E 8 U R G MANUFACTURING C O . 

ADVERTISED IN 

LIFE 
Make sure your homes feature genuine Orangeburg quality. I t helps make the sale 
easier. Means more satisfied customers. So look for the Silver Band to be sure you're 

getting genuine Orangeburg: Root-Proof Pipe for sewer lines from house to street; for run-offs 
from downspouts . . . Perforated Pipe for foundation drains, septic tank filter beds. Over 300 
million feet in use from coast to coast. It's the Brand your customers know. Write for "Tips for 
In stalling," Dept. H-50, Orangeburg Manufacturing Co., Orangeburg, N . Y. 

FLINTKOTE genuine o r a n g e b u r g 
Root-Proof Pipe and Fittings 

ORANGEBURG MANUFACTURING CO., Orangeburg, New York. Division of The Flintkote Company, Manufacturer of America's Broadest Line of Building Materials 
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News 

Loun t both say they are having to turn down prospects because 
loans are so hard to get. Sawyer has cut his crews 7 5 % . " M a n y 
builders in Ha l i fax face bankruptcy." he says. "There are only three 
l i fe companies doing any lending at a l l . " 

Adds Holmes: "The situation is not local. Ask a b u i l d e r — f r o m 
the east or the west—he'll tell you it's really bad. We just don't feel 
as optimist ic as they seem to in Ot tawa." 

C M H C President Stuart Bates has spelled out where the govern
ment ihinks the money f o r the 125.000-start forecast is coming 
f r o m : houses built wi thout mortgages or wi th private unregistered 
loans. 45.000: conventional loans, 35,000; N H A . insurance and trust 
companies. 15,000; N H A , banks, 5,000 and N H A , direct government 
loans. 18.000. Since this totals only 118.000. the 7,000 balance pre
sumably w i l l come f r o m a direct loan program in the f a l l . 

Builders do have one consolation. Their market should get better 
and better. Says Bates: "We have six mi l l i on children in school who 
are going to be in the housing market by 1965." 

HOUSING POLICY: 

House kills 'flexible' FHA budget 
FHA's plea for more f lexibi l i ty in spending its own money to handle 
unforeseen peak workloads has been rejected by the House ways and 
means committee. Thus Congress has acted—as usual—to promote 
instabili ty in what is already the most volati le sector o f housing. F H A 
asked permission to spend 15% more than its field office budget i f its 
volume of business exceeded budget expectations in 1961. Instead, the 
subcommittee on independent offices has writ ten language into the 
independent offices appropriat ion b i l l that would straitjacket one o f 
the few areas where F H A has f lexib i l i ty now: use o f fee appraisers. 

In its report on the b i l l , the committee makes it clear that it thinks 
the S50 m i l l i o n appropriat ion for field offices—just what F H A asked 
fo r—should be plenty to do its job. " I f an emergency should arise, 
staff can be shifted between field offices as i t is unlikely that all offices 
would be affected at the same l ime ," insists the committee. " O r i f the 
situation is total ly unanticipated, additional funds can be provided by 
the Congress." 

F H A has always paid its o w n way ou t o f its own income. But 
since early in the agency's history. Congress has insisted that it get 
legislative approval f o r use of the funds. 

Fee appraisers have given F H A one way of handling sudden work
loads that get too big f o r its budgeted staff. The buyer pays the $20 
fee through the mortgagee, gets the money back f r o m F H A when the 
mortgage application is filed. The practice has been generally confined 
to existing houses, and F H A has not charged the cost against its 
budget but simply paid i t out of income. Fee appraisers are vi ta l to 
F H A ' s Cert i f ied Agency Program—designed to spread F H A into small 
towns where conventional mortgage money is of ten scarce and costly. 

Chai rman Albe r t Thomas ( D , Tex . ) o f the independent offices 
subcommittee has been outspoken in his criticism of fee appraisers as 
an evasion of Congress' supposed authority over spending. The 1961 
bi l l requires that "a l l appraisal and other fees used in administering 
the programs, whether paid by the Federal Housing Adminis t ra t ion or 
the mortgagee, are to be included wi th in the non-administrative 
expenses [field office] l im i t a t i on . " 

Apparent ly in response lo such cri t ic ism, F H A has just to ld its 
field offices to be more careful using fee appraisers. In a letter to 
directors last month . Deputy Commissioner Cy Sweet reminded them 
that fee appraisers should be used only where absolutely necessary. 

For administrative expenses the committee allots F H A $8.45 m i l l i o n 
—$350,000 more than 1960, but a like amount less than it sought. 

SEGREGATION: 

Levitt abandons segregation 
Big Builder Bi l l Levi t t has served notice he figures on losing his fight 
against selling houses to Negroes. Levitt announced that sometime 
this summer he would voluntar i ly sell two houses in his Levi t town, 
N . J. development to nonwhites. 

In February, the New Jersey Supreme Court forbade L e v i t t and 
any other builder selling houses wi th F H A insurance f r o m discr imi
nating racially among buyers (Mar, News). Levi t t is appealing the 
order to the US Supreme Court . Meanwhile , the order is stayed. 

In a statement read by ten ministers f r o m pulpits in the New Jersey 
tract last month , Levit t announced that his decision to sell to Negroes 
springs f r o m a convict ion that whatever the outcome in his pending 
case, housing in New Jersey w i l l eventually be integrated by law. 
He asked that the communi ty f o r m a human relations council to 

continued on p 89 
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A T T I C F A N S 
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C O O L T O U C H ! 
A complete line of Attic F a n s . . . one- and two-speed models 
for horizontal or vertical discharge. Easy to install and quiet 
opera ting... fan frame has rubber channels which rest on wood 
framing above ceiling opening. Available in 24", 30", 36", 42" 
and 48" models. Ball bearing, sleeve bearing and direct drive 
attic fans meet the need for low-cost cooling. 

Another of Emerson Elec-
tric's Finishing Touches... 
pre-sold packages of qual
ity electrical accessories 
that add instant sales 
appeal to your homes. 

D i r e c t D r i v e F a n s Be l t D r i v e F a n s 

E M E R S O N E L E C T R I C 
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Reduce heating and air conditioning 
losses with 

NORTON'S 
COM-A-DOOR 

series 800 door closer 
Norton's Com-A-Door rack-and-pinion 
construction assures positive control of 
combination and jalousie doors, where 
losses can be the greatest. 

The cutaway of the Com-A-Door shows how opening and closing are controlled 
by the hydraulic f luid. The powerful spring assures closing and positive latching. 

The Com-A-Door provides the ultimate in control for residential 
wood or metal combination and jalousie doors. It is designed and 
built by Norton, the world's largest exclusive manufacturer of door 
closers, for builders of quality homes. 

The Com-A-Door features the same rack-and-pinion hydraulic 
mechanism used in all Norton commercial, hospital and school door 
closers. Opening and closing are controlled by the hydraulic fluid, 
not air. Since hydraulic fluids are noncompressible, the door is 
always controlled. This is not true of air closers that must swing 
uncontrolled until sufficient air is compressed. 

The hydraulic fluid controls only the speed of the Com-A-Door, 
not the closing force. A powerful spring operates the rack-and-pinion 
to provide sure closing and positive latching. The entire mechanism 
is sealed in oil, minimizing wear and maintenance. 

Installation of Norton's new Com-A-Door eliminates almost entirely 
the possibility of doors being left ajar or blowing open. You realize 
reduced thermal losses at the door where traffic, especially children-
can place additional loads on heating and air conditioning systems. 

Be sure to get complete information on the Com-A-Door. Mail 
coupon today for Manual CC. 

- - • - -i .... 

NORTON 
D O O R C L O S E R S 

B e r r i e n S p r i n g s , M i c h i g a n 

1009 

NORTON Door Closers. Dept. HH-50, Berrien Springs, Michigan 

Please send me Manual CC on Norton's new positive-control Com-A-Door. 

• Builder • Architect • Other 

Name. J o b Ti t le. 

Company. 

A d d r e s s _ 

City & Zone. .State. 
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News 

assure peaceful integration, offered to work wi th them. 
Un t i l the final determination of his ease, he added, he would accept 

no fur ther Negro applications for houses. Sales w i l l come out o f 
existing files. A n d the two Negroes who started the suit w i l l not be 
among them because, says Levi t t , they are st i l l litigants in the case. 

How to cut public housing costs 
continued from p 71 

dwell ing units, the saving would be about 8% of total construction 
costs." Pointing out that many middle- and upper-income families 
in New Y o r k live under such an arrangement, the study says: " I t does 
not seem unreasonable that tenants o f publicly supported housing 
should, too." 

2 . Cut ceiling height f r o m 8' to 7' 6". This would gain an entire 
story in 15, says the study, and so would save up to 3% of construc
t ion costs. I t wou ld require a change in the New Y o r k State bui lding 
code. Explains Joshua Lowcnf i sh . research chief f o r the Div is ion o f 
Housing: "Even in private houses built to personal specifications you 
find ceiling heights o f 7' 6"." He says he favors increasing the amount 
o f bui lding coverage and el iminating parking areas on public housing 
sites. Says Lowenf ish : " A car in the city is a luxury , and i t seems 
paradoxical that we should encourage luxuries by providing low rents." 

Some of the recommended economics proposed in the study could 
be carried out immediately, according to the report. A m o n g them: 

• Use regular column spacing in construction and more f lexib i l i ty 
in room size requirements (saving up to 3% o f construction cos t ) . 

• Use skip-stop elevators wi th a stop at every th i rd floor (saving 
about $8 per dwel l ing u n i t ) . N o tenant would have to walk more 
than one floor. 

• El iminate basements (which cost more than above-ground con
struction) and put laundry and other facilities on ground floor. This 
would also provide more livable recreation space. 

• Use six-story non-fireproof construction—now widely used in private 
middle-income housing—where possible (saving 10% of present con
struction costs). 

• Use light-steel structure f r aming wi th regular column spacing to 
the max imum height o f around 11 stories now allowed by New Y o r k 
City's bui lding code (saving 2 to 3% of construction cos t ) . 

• Use l i f t -s lab construction (on a building of 14 to 18 stories, 
savings would be 4 to 6% per sq f t cost o f floor slab in place). 

• For partitions wi th in apartments, use plaster on gypsum lath or 
three-ply laminated gypsum board (10 to 25% less than present costs). 
Between apartments, use exposed concrete block or four -p ly laminated 
gypsum board (10 to 20% less). For partitions between apartments 
and public corridors, use exposed concrete block or concrete block 
wi th sprayed-on enamel finish (40 to 60% cheaper). 

• For flooring in public corridors, use vinyl-asbestos instead o f 
asphalt t i le (the higher ini t ia l cost w i l l be amortized in five years 
through lower maintenance costs). In lobbies, use v iny l tile instead 
of quarry ti le ( 6 5 % less cos t ) . In bathrooms, use cement-faced 
concrete block or sprayed enamel on concrete block or plaster (40 
to 60% cheaper) and use asphalt tile instead o f ceramic tile on 
bathroom floor ( 9 0 % cheaper). 

• Use above-floor bathtubs and toilets ($25 less per bathroom) and 
4' 6" instead o f 5' tubs ($35 per bathroom saving through reduction 
in room w i d t h ) . 

Recommendations which would involve changes in codes or other 
laws and in union regulations, or which would have to be approved 
by the Board o f Standards and Appeals include: precast concrete 
box-frame construction, precast concrete sandwich panels f o r the 
exterior walls, prefabricated p lumbing rough-in. 

Some economies such as use o f copper tubing wi th soldered joints 
and loop venting instead o f individual fixture venting are permitted 
by the state bui lding code but prohibited by the archaic New Y o r k 
Ci ty code, the Pratt study notes. 

According to State Housing Commissioner James W . Gaynor . some 
new methods are now in use. Plastic tile which is applied in l iquid 
f o r m to exterior and interior walls is replacing ceramic ti le in a 134-
fami ly project in Peekskill and w i l l lop $18,000 off the building cost. 
A cement-enamel finish in place o f conventional glazed ti le is being 
used in several buildings, and savings could total $100,000 on a 1.000-
f a m i l y project. Other money-saving items in as-yet-limited use: floor-
to-ceiling panel plywood doors which cut installation costs, closet 
doors that work on pivots attached to floors and ceilings, which 
save $20 by el iminat ing frames and fittings, and translucent plastic 
in lobbies and stairways which save on replacement o f broken glass. 
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has f o u n d a w a y 
to s u p p l y 

FINISHING 
TOUCHES 

in p l a n n e d p a c k a g e s 
t o save you m o n e y ! 

A planned package of electrical heating equipment, electrical 
ventilating equipment and all the surface-mounted and 
recessed lighting fixtures that a modern home requires — now 
available to the building trade under a uniform policy of pric
ing, quality control, service and warranty...nationally adver
tised household electrical equipment that provides the Finish
ing Touches in home design . . . a complete package that buys 
and sells easier than any single component of the package. 

E M E R S O N E L E C T R I C 
BUILDER PRODUCTS GROUP 

EMERSON 

S T . L O U I S . M O . 

L A T R O B E . PE1MN. 

ne 
P O M O N A , C A L . 
K E Y S E R . W V A . 

Rittenhouse 
M O N E O V E F A L L S . N . V. 
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Here's how   

Jack Kepler, president, and Roy Cecil, sales 
manager of Oak View, along with Curtis sales
man Ken Brunclik, discuss plans for tailoring 
the I-Q theme to their promotion plans for 
newspaper, radio, publicity, signs, literature. 

2 At Oak View sales training meeting, Ken 
Brunclik tells how the I-Q plan helps to sell 
consumer benefits. 

CURTIS Promotion Plan 

helps Illinois builder boost sales 50% 

There's nothing like a good, sound, believable plan 
to bring in prospects and turn them into satisfied 
home owners. 

So says Jack Kepler, president of the Oak View 
Improvement Company, Lisle, Illinois. And the 
Curtis I-Q concept, based on Individuality and 
Quality, gave him the selling plan he needed. 

A t h o r o u g h 3-step p rog ram 
To get the most out of this unique plan, Mr. 
Kepler set up a well-planned, 3-stage program: 
First, he made sure that Individuality of design 
and Quality of construction and materials were 
easy to see in the many model homes that he and 
his fellow builders put up on one street of the 
1000-home development. No two homes were alike 
—an effect that was easy to create with the variety 
of Curtis door and window designs. 
S e c o n d , he built his entire advertising and sales 

promotion campaign around the I-Q theme. He 
used most of the many ideas for effective promo
tion of all the name-brand products, in addition to 
Curtis, that he found in the I-Q builder's kit. 
T h i r d , with the help of his local Curtis representa
tive, he conducted a series of training classes for 
his salesmen. These extended even beyond open
ing day, with a critique and evaluation of actual 
selling efforts. 

I m m e d i a t e e f fec t on sales 
How did the plan work? Instead of a normal 12 
homes a month, the organization closed an aver
age of 18 a month—half again as many. 

Whether you build a few homes each year or 
count your starts in the hundreds, the Curtis I-Q 
plan is worth looking into—for its dramatic appeal, 
for its adaptability to your operations and for its 
results. Why not send the coupon—now—for the 
complete story. 

 COMPANIES INCORPORATED / CL INTON, IOWA 

Individuality and Quality in 
windows, doors and cabinets 

HOUSE & HOME 



"Individuality and Quality" pay off! 

 

 

 

 

       
     
         

              
    

         

          
      

6 Co-builder and salesman Howard 
Clark puts I-Q to work, pointing 
out product benefits. Note 1-Q 
sticker on Curtis window. 

Curtis Companies Incorporated 
200 Curt in Kuildinfc. Clinton. Iowu HH-5-60 

I'lease scud me mure informal ion about your 
I-Q plan for builders. 

Name. 

Address. 

City . /..).-.• State . 
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NEW WAY 
TO SELL HOMES 

FIRST PRACTICAL AIR PURIFIER MAKES 12-MONTH HOME AIR CONDITIONING POSSIBLE 

The Carrier Automatic Air Purifier brings you a profitable 
new dimension in 12-month home air conditioning. Now, for 
the first time, you can offer home buyers a practical way to 
purify the air they breathe. This remarkable advance . . . 
designed for attachment to forced air heating or cooling 
systems . . . can give your homes a powerful new appeal. 

REMOVES DUST, ODORS, POLLEN. You can interest buyers 
immediately in the way the new Carrier Automatic Air Puri
fier filters the air every 15 minutes in the average home, 
removing many harmful airborne elements and whisking 
away such troublesome odors as cabbage and tobacco. 

MOISTURE CONTROL. The new indoor health and comfort 
you can offer includes freedom from irritation by bone-dry 

air in winter. The Carrier Automatic Air Purifier adds con
trolled moisture to keep humidity at the desired level. 

SELF-CLEANING. Unlike ordinary filter devices, the new 
Carrier Automatic Air Purifier is self-cleaning (see dia
gram). It operates at constant efficiency, without frequent 
changing or cleaning of filters. 

ECONOMY. The Carrier Automatic Air Purifier costs about 
$250, when installed as part of a new central air conditioning 
system in an average home. 

S E E YOUR CARRIER DEALER. You can build the exclusive 
selling power of practical air purification into your homes. 
Look in the Yellow Pages for your Carrier dealer, or write: 
Carrier Corporation, Syracuse 1, New York. 

coots 
lO OU'OOOM 

  

HOW THE CARRIER AIR PURIFIER WORKS. 
Filter is constantly bathed by purifying 
fluid called Carrex which absorbs odors 
and washes dirt into collecting pan. Part 
of the fluid is drained into regenerator, 
where odors are removed and water min
erals are precipitated to keep humidifying 
surface clear. A humidistat controls 
humidity level. 

COMPACT AS A MODERN FURNACE. The 
Carrier Air Purifier (unit on right) re
places the return air duct on a downflow 
furnace, occupies little more space than a 
modern heating plant. 

MORE PROOF OF 

BETTER AIR CONDITIONING FOR EVERYBODY 

C a r r i e r 

EVERYWHERE 
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Advertisement 

c a n y 0 0 

* ~ 0 8 ' e buyer* 

.or your h o n -

the 

T h e answer to this quest ion rece ived favo rab le reac t ion , 

the last t ime w e pr in ted i t . . . ind ica t ing its g r o w i n g impo r 

tance to every home bu i lder . B e c a u s e of th is inc reas ing 

interest , we are resta t ing it here 
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Advertisement 

More buyers qualify for your 
to "Comfort-Conditioned" 

\\ b e n l ull Fiberglas* Insulation is used, I he homeowner-
saves on monthly healing costs. This reduces total monthly 
housing expense and means that a prospect who has lower 
effective monlhlv income can qualify for FHA insured 
mortgages. This means more prospects for your houses. 

Take these two simple steps to qualify more buyers for 
your Comfort-Conditioned Homes: 

I When you make out FHA Form 2005, "Description 
of Materials,'1 clearly point out on Page 4, Item 26. that 
you have used more insulation than FHA minimum 
requirements. 

 I'mnn'nenlly show the total calculated heat loss of the 
dwelling on I he ln-.il inn system layout. 

In line with its announced policy of encouraging the use of 
money-saving quality products, 
FHA will then: 

1 (»ive full recognition for the added insulation. The added 
insulation will contribute toward a higher rating of 
physical security as reflected in Item 41 on Form 2017 
(Architeclural Report). 

2 Estimate the annual cost of heating (Ttem 15 on Form 
2017) to reflect ful l savings resulting from extra in
sulation which will reduce the estimate of monthly 
housing expense. 

3 Determine the reduction in net income requirement 
from a Housing Expense Chart (sample below) which 
shows how savings in monthly housing expense reduce 
net ineome requirements. 

P R O S P E C T I V E MONTHLY HOUSING E X P E N S E 
R E L A T E D TO 

MORTGAGOR'S EFFECTIVE * MONTHLY INCOME 

NATIONAL AVERAGE - ALL JURISDICTIONS 

1955,1956 AND 1957 EXPERIENCE AVERAGED 
(PURCHASE TRANSACTIONS ONtt I 

BASEO ON MORTGAGES INSURED UNDER SECTION 2 0 3 ON OWNER OCCUPIED S INGLE • FAMILY HOMES 

   

t 250 » 300 t 350 

* A r r C R INCOME TAX OEOUCTION 

% 190 S 500 S 550 » 600 S 650 $ 700 S ' 50 i BOO 

E F F E C T I V E * MONTHLY INCOME OF MORTGAGORS 

» 900 $ 950 

"Mortgagor's Effective Month
ly Income: The estimate of the 
amount of dependable income 
(after deduction of Federal In
come Tax) that is likely to pre
vail through the first one-third 
of the mortgage terms." "Pro
spective Monthly Housing Ex
pense: This includes... month
ly payments to principal and 
interest . . . FHA's estimated 
cost of maintenance and re
pair, heating, air conditioning, 
and other utility costs."—from 
FHA 136821-P, "The Housing 
Expense Chart." 
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FHA homes 
standards-

when you insulate 
here's how: 

A letter dated January I960 to all FHA Field Office 
Directors from Assistant Commissioner W. Beverley 
Mason, Jr., will assist in their properly estimating 
operating expense. This is important because over-
e-iimating can exclude a significant number of pros
pects. He states: 

' ' I t is particularly important to recognize the effect 
which . . . insulation . . . and other construction fea
tures may have on annual heating and cooling costs. 

"Builders should be encouraged to take advantage 
of this to reduce total monthly housing expense. 

"The addition of insulation alone over and above 
the FHA minimum can produce (these) results . . . " 

Typical savings and lower income requirements for 
a selection of cities are shown at the right — + r 

E X A M P L E S OF APPROXIMATE SAVINGS AND L O W E R INCOME R E Q U I R E M E N T S B Y C I T I E S 

E s t i m a t e d Amount ($) 
E s t i m a t e d Annua l by which Annua l G r o s s 
Heat ing Opera t ing I n c o m e c a n be reduced 

Ci ty S a v i n g s in 5 to quali fy 

Albany 6 3 4 9 0 
Balt imore 4 4 3 6 0 
Boise, Idaho 56 4 8 0 
Boston 93 1.240 
Buffalo 47 4 1 0 
Chicago 54 540 
Cincinnati 23 190 
Cleveland 31 2 5 0 
Co lumbus 3 3 3 7 0 
Des Moines 31 3 9 0 
Detroit 56 4 8 0 
Grand Rapids 60 4 9 0 
Hartford 96 9 0 0 
Indianapolis 3 4 3 2 0 
K a n s a s City 22 2 1 0 
Milwaukee 63 580 
Minneapolis 50 3 3 0 
New York ( J a m a i c a ) 55 4 4 0 
Omaha 3 8 4 4 0 
Philadelphia 45 510 
Pittsburgh 2 6 150 
Portland, Oregon 2 8 130 
R ichmond 2 6 140 
Salt Lake City 2 6 2 4 0 
Seattle 31 2 1 0 
Spokane 61 6 4 0 
Springfield, III. 3 0 3 5 0 
St . Louis 29 2 4 0 
Washington. D. C . 48 3 2 0 

Note: F igures in table a re based on these C o n d i t i o n s : 
1. 3 0 ' x 4 0 ' ranch house over vented crawl s p a c e . 
2 . Windows and doors 2 0 % of gross wall a r e a . 
3 . Comparison made between 40 B t u h / s q . ft. heat loss in + 2 0 F . and warmer winter 

design temperature a reas : 50 B t u h / s q . ft. in colder a r e a s and 6" Fiberglas in 
ceil ings, 3" in walls and floors. 

4 . Reduction in required income est imated from Median Housing Expense line on 
appropriate chart for each city. 

5 . Mortgagor's effective monthly income taken as $ 4 5 0 . 
6. The added cost of the extra insulation at 5 % % interest on a 2 0 - y e a r mortgage 

was taken into account in computing the above f igures. 

O W E N S - C O R N I N G 

F i b e r g l a s 
Now in its third successful year, the Comfort-Conditioned Home Program 
includes over 1100 builders and 90,000 homes. For complete details on the 
Comfort-Conditioned Home, and how its advertising and merchandising 
program can help you, call your nearest Fiberglas representative. Or 
write, Owens-Corning Fiberglas Corporation, Dept. 67-E, Toledo 1, Ohio. 

*T-M. (Reg. U.S. Pat. Off.) 0-C.F. Corp. 
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Don Barry averages 8 to 10 homes each year . Builds mostly 
on a speculative basis. Price range: $30,000 to $35,000. Home 
sizes average 1,600 sq. ft. Barry homes feature Andersen 
Windows with Welded Insulating Glass. Says Don Barry,"Our 
buyers are happy to say good-bye to storm windows. Two less 
glass panels to wash, too." (Welded Insulating Glass not rec
ommended for installations over 4,000 feet.) 



Here's why 

"Andersen Windows 
have helped me sell 
homes since 1952!' 

says Iowa Builder Don Barry 

Quality windows say, "Quality 
homes." 

Don Barry, Cedar Rapids, Iowa 
builder knows this basic selling fact. 
Says Mr. Barry,"Andersen Windows 
are one of the trademarks of a Barry 
Built Home. Since August, 1952, 
we've used nothing but Andersen 
W i n d o w a l l s with Welded Insu
lating Glass. When buyers see the 
Andersen name they're assured we're 
using quality construction and qual
ity materials throughout." 

Every builder knows it's time-
consuming . . . and hard . . . to ex
plain to prospects concealed con
struction features. But windows are 
exposed. And windows can be operated. 

That's why Andersen Windows 
are so easy to demonstrate . . . and 

sell. When you show a buyer through 
a model home, let him open and close 
the windows. Lock them. Feel the 
solid, weathertight construction. 

Andersen Windows keep right on 
selling, too . . . whether you're aver
aging 5 units a year . . . or 500. 
Homeowners take pride in their 
Andersen Windows, and they tell 
their friends. These comments can 
help establish and maintain your 
reputation as a builder. 

Put Andersen Windows to work on 
your sales force . . . now. Andersen 
Windows are preferred nationally by 
home buyers over any other window! 
Andersen out-advertises . . . out-pro
motes any other window! Check with 
your lumber or millwork dealer. Or 
write Andersen direct. 

 

Versatile design! Unlimited combinations! Says Don Barry, "The flexibility 
of Andersen W i n d o w a l l s allows great latitude in the design of our 
homes . . . pleasing variations without major plan changes." Precision-
milled in select wood, Andersen Windows complement either traditional or 
contemporary design. There is a full range of Andersen Windows. 7 basic 
types . . . hundreds of styles, sizes for every design need. 

j\pderscn\UindoivaI/s 
* W y TRADEMARK OF ANDERSEN CORPORATION 

A N D E R S E N C O R P O R A T I O N • B A Y P O R T , M I N N E S O T A 



 

  

 

 

N E W TRADE-WIND TRIO! 
* Light - "Ventilation - Heat 

% 3-way convenience for bathrooms—in one unit 
* Trade-Wind Model 1101 
This new Trade-Wind unit provides any combination of 

light, ventilation and heat for complete bathroom conven

ience. The beautifully designed chrome and glass grille is 

flush mounted. The lights provide brilliant diffused illumi

nation through Alba-lite glass panels and the louvers direct 

an even flow of concentrated fan-forced heat. 

Five combinations can be selected with a remote wall 

switch, (included with unit): Heater only-Lights only-

Ventilation only—Lights and Heater-Lights and Ventilation. 

An exclusive electrically reversible Axial Flow Fan 

distributes a full 1450 watts of heat throughout the entire 

bathroom instantly. * * * * * * * * * * * * * 

D I V I S I O N O F R O B B I N S 8c M E Y E R S , I N C . 

7 7 5 5 P A R A M O U N T P L . D E P T . HH P I C O R I V E R A . C A L I F . 
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How to add warmth 
and beauty to 

concrete slab homes 
The best thing that can happen to a concrete slab 
is a distinctive floor of Bruce PREfinished Blocks. 
Both the Unit-Wood Block (shown at right) and 
the Laminated Block (below) look warm and feel 
warm. These modern hardwood floors insulate the 
house from slab chill and provide foot-cushioning 
resilience. Blocks can be laid in mastic over con
crete, plywood, or any level surface . . . and the 
Unit-Wood type can be nailed over wood. The 
beautiful factory finish saves on-the-job finishing 
time and expense. Write for color booklet on this 
popular, practical sales feature for any home. See 
our catalog on all Bruce Floors in Sweet's Files. 
E . L . BRUCE CO., 1598 Thomas St., Memphis, Term. 

 

BRUCE 
PREf in i shed B lock Floors 

Unit-Wood Blocks (top photo) and Laminated Blocks (below) 

 

   

   



 

      
     

      
       

     
      

       
 

Now! 3 ways to provide cooling 
and still keep building costs down! 

New Trane Climate Changers heat, cool—or both — 
add salability to your homes at minimum extra cost 

Here are three ways you can offer complete air conditioning 
in the homes you build—and still keep your prices competi
tive. New T R A N E Climate Changer units give you your 
choice of any type of heating—with matched cooling sys
tems. And this is quality air conditioning—manufactured by 
a leader in big building systems—backed by a national sales 
and service organization. 

1 HEAT A N D COOL any type of home with a T R A N E 
combination Climate Changer. Heating unit may be 
gas or oil-fired warm air type. Matched cooling unit 
fits on the furnace. Or install a T R A N E Heat Pump 
that heats and cools entire home electrically with 
one self-contained unit. 

2 OFFER OPTIONAL COOLING by installing just the 
heating unit now—letting the buyer decide on cooling, 
now or later. T R A N E equipment is matched—making 
it easy to add the cooling units. 

3 WITH HOT WATER HEAT, install a Climate Changer 
fan-coil unit. Fits into utility room, attic, basement or 
behind partition. 

Every T R A N E installation is handled by a carefully selected 
engineering contractor. Equipment is installed right — the 
first time! And the name T R A N E on your heating-cooling 
system means full-capacity . . . trouble-free operation. It 
marks yours as a quality home. For facts on Climate 
Changers, call your nearby T R A N E Sales Office. Or write 
T R A N E . L a Crosse, Wisconsin. 

For any air condition, turn to 

TRM1E 
MANUFACTURING ENGINEERS O F AIR CONDIT IONING, 
HEATING, VENTILATING AND HEAT TRANSFER EQUIPMENT 

THE TRANE COMPANY. LA CROSSE. WIS • SCNANTON MFC. OIV.. SCRANTON. PA. 
CI .ARKSVILLE MFG. OIV.. C L A R K 3 V I L L E . T E R N . • TRANE COM PAN T OF CANADA. LIMITED. TORONTO 

»7 U. S. ANO l » CANADIAN OFFICES 

4 For year around air conditioning, install a T R A N K 
Heat Pump that heats and cools home with 
electricity. New water-to-air type fits in util
ity room, basement, or garage. Self-contained 
models for any home or commercial building. 

Needs no water! Compressor and condenser unit 
for T R A N E Climate Changers described above 
is air cooled . . . eliminates water supply and 
disposal problems. Installed outside the home 
or building. Features high capacity, quiet oper
ation and small dimensions. 
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Letters 

A boost for CAP 
f h a ' s c a p (Cert if ied Agency Program) is 
the most progressive step the agency has 
ever taken. I f realtors realized its value, 
they would force f h a to extend the pro
gram . . . Probably the lethargy which 
seems to surround the program evolves 
out o f lack o f knowledge and fai lure to 
realize its latent potential, both' on the 
part o f the realtors and builders and the 
mortgage lenders and f h a itself. 

Rural realtors are having a ball while 
their urban and suburban counterparts are 
doing business as usual wi thout the new 
sales tool which has proven so effective, 
f t is l ikely that neither aba o r mba w i l l 
push c a p as long as residential mortgage 
money stays in short supply, wi th con
ventional mortgages relatively more at
tractive than f h a s . Only enlightenment o f 
realtors and builders, wi th resultant de
mand in Washington f o r extension o f this 
program, w i l l produce any results. 

E . G . C r o c k e t t , president 
Crockett Mortgage Co 
Philadelphia. 

Northern Florida 
Flor ida is a complex state f r o m the Geor
gia border to the fartherest conch on Key 
West and I hope that it w i l l never have 
a " typ ica l " architecture other than a gen
eral approach to the heat problem— 
whether patios, breeze control , martinis, 
or air condit ioning. 

I feel quite strongly about the special 
region in which I l ive. A house in north
ern Flor ida seems to be the same problem 
as a house in the Carolinas or Georgia. 
In northern Flor ida the climate, the ter
rain, and the people are quite different 
f r o m the middle and lower coast regions. 
The integrity needed f o r an honest and 
sensible architecture f o r this particular 
portion o f the state is yet to be f o u n d . 

We have the four seasons here . . . one 
can sense when autumn arrives in an al
most Thomas Wolf i sh way . . . summers 
are alike all over Flor ida , but f a l l , winter, 
and spring are quite unalike. We have the 
largest live oaks in the wor ld festooned 
wi th Spanish moss. We have lazy, murky 
tributaries o f the St Johns winding in and 
out o f wooded areas. 

A n d . above a l l . we have a stable eco
nomic and social situation compared to 
the other metropolitan areas o f the state. 
Jacksonville is a f inancial , insurance, and 
commercial center more like a northern 
city but w i t h all the attributes o f Flor ida 
to act as a catalyst in its development. 
I t is not a tourist center but there are 
itinerants passing through and transients 
f r o m the navy. 

R o b f . r t C . B r o w a r d , aia 
Jacksonville, Fla. 

FHA appraisals vs sales prices 

W i t h over 25 years appraising experience. 
I am now confused w i t h a compound-
complex question originat ing in two sepa
rate items on pages 125 and 129 of the 
January issue o f H o u s e & H o m e . 

What are the values o f Builder Bob 
Schmitt's houses offered in Berea. Ohio 
f o r $14,900. yet appraised by f h a f o r 
$17,500: and o f T o m Perine and D o n 
Huber's houses in Indianapolis being sold 
f o r "$2,000 below f h a appraisal?" 

Wou ld an "expert" please explain these 

FRANTZ 
FILUMA DOOR' 

   

      

New, Smart, Beautiful! 

Strong A l u m i n u m F r a m e . . . 
has overlapping joint between 
sections to seal out weather. 

A l w a y s N e w L o o k i n g • • • 
Light hosing keeps smooth 
surface clear and color bright. 

F R R N 

F I L U M A 

L e t s l i g h t i n . Colorfully translucent, the Frantz 
" F I L U M A " comes in yellow, white or coral. Blends 
beautifully. It diffuses a soft daylight inside the 
garage, eliminating dark areas. 

K e e p s w e a t h e r o u t . " F I L U M A " 4-Section Doors 
utilize sculptured FILON Fiberglass. Guaranteed 
five ways . . . shatterproof, weatherproof . . . nylon 
reinforced for extra strength . . . backed by a light
weight rugged frame of extruded, tempered A l u m i 
num. Fleximatic guide seals top of door against 
header—entirely automatic. Positive overlapping 
joints between sections. 

E l i m i n a t e s P a i n t i n g . Easiest of all doors to 
maintain. Clear-through color, never needs painting. 

A N e w c o n c e p t i n g a r a g e d o o r e n g i n e e r i n g . 
A complete " F I L U M A " Door weighs only Vb as 
much as the same size wood door. Installs more 
quickly, operates amazingly easy. Cannot bind or 
warp. Requires only HV2" headroom. Zinc-plated 
hardware and track, Chrome handle, inside-outside 
latch, fu l l 14 inch r a d i u s curve. Complete range of 
single and double width sizes f rom 8' x 6'6" to 18' x 
7' inclusive. See your lumber dealer today. 

FRANTZ M A N U F A C T U R I N G CO., STERLING, ILL. 

RUSH COUPON for DETAILS TODAY 

Name. 

Firm. 

Address-
Fiberglass - Aluminum 

G A R A G E D O O R S City 

•Patent Pending 

.State. 
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Malt-A-Glide H - O C M / u m « combine ideally 
to form large glass areas and distinctive 
groupings for Unlit and airy living. 

Malta "Town and Country" limits, with 
two fully operating awning-type sash, let in 
more sun... permit up to 100% ventilation. 

As singles, doubles or triples, Malt A-
Magic wood units feature lift-out sash, 
fingertip ease of operation, window 
beauty and convenience. 

A i l 

alta "let-in-the-sun" window designs instantly 
and unforgettably convey to the prospective buyer 
an impression of genuine quality, beauty, modern 
sty l ing. . . and a promise of cheerful living. 

The new Malta "Town and Country" oriel unit, 
for example, gives your new homes all the warmth 
and utility of wood windows-plus slim, trim lines. 
The spacious fixed upper sash and awning-type 
lower sash let in more sun and light. And, there is 
no clumsy center partition rail to spoil the thin-line 
design or obstruct visibility. 

Malta "Town and Country" units give you all the 
features of stacked vents... yet they cost about one-
third less. A n Er ie , Pennsylvania builder stated 
flatly:"! save enough with 'Town and Country' 
windows to include screens and storm sash at no 
cost to the buyer." 

Talk to a Malta dealer today. He's your direct 
ine to faster sales and higher profits on every new 

home you build. 

Supreme Quality Since J 901 

T H E M A L T A M A N U F A C T U R I N G C O . 
M a l t a , O h i o 

W O O D 
W l N D O W S 
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Our electrically heated Homes were so 
successful, we are making our new 

Model Homes Gold Medallion". . . 
says L O U I S F R O S C H , Builder of Lincoln Park development in Indianapolis 

"As a bui lder of custom-built homes in Indianap
olis for several years, I've been on the alert to in
corporate as many new and practical selling features 
into all our homes as we possibly can. 

"Our buyers demand the best looking, easiest to 
maintain homes at the least cost. We found at 
Lincoln Park that the Gold Medallion Homes* with 
electric heating gave them everything they wanted. 
We were so encouraged by the response that we 
built more Gold Medallion Homes in Candlelight 
Village, our newest subdivision. And the General 

Electric equipment in all our homes has given us 
satisfied buyers and the fewest call backs." 

Mr. Frosch discovered that "total electric living" 
combined with "equipped by General Electric" 
was the winning combination that drew more pros
pects and really helped his homes sell faster. 
Y o u r local General Electric Major Appliance 
Distributor has plans right now to help you increase 
the electric content of your home. Call him today. 
It's your first step toward real sales increases 
through the Medallion Home program. 

 
 

Gold Medallion Homes equipped by General Electric are electrically heated . . . 
have at least four major appliances... Full Housepower—ample wiring, switches 
and outlets for present and future needs—and lighting planned for modern living. 

Residential Market Development Operation, General Electric Co., Appliance Park, Ixminville 1, K y . 

7h>gress Is Our Most Important Product 

G E N E R A L H I E L E C T R I C 
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For poured 
concrete 
construction 

M I L C O R 
E-Z POUR 
B A S E M E N T 
W I N D O W S GO 
IN 

One-piece Milcor E-Z Pour Window includes 
prime-coated pouring-form frame and win
dow ventilator of heavy-gauge steel. 

For your convenience and economy 
. . . more than 

4 , 9 7 9 MILCOR Q U A L I T Y 
B U I L D I N G P R O D U C T S 

available from your Milcor dealer 

YOU CAN S TAKE YOUR REPUTA TION ON A MILCOR INSTALLA TION 

...cut your labor costs 
S p e e d I n s t a l l a t i o n — Delivered to job site com
plete, ready for installation — nothing to assemble or 
add. Quickly fastened to form in one-man operation. 

E l i m i n a t e W i n d o w B u c k s — Save cost and in
convenience of cleaning, repairing, oiling, storing, haul
ing. No patching rough edges of openings. No caulking. 

A t t r a c t i v e S e l f - C a s e d O p e n i n g — Neat, 
durable sill and frame, primed with alkyd baked enamel 
— adds another quality feature to your selling story. 

Milcor E-Z Pour Windows can also be used in concrete-
block construction. Made in three standard sizes and 
in frame widths to fit wall thicknesses from 5%" to 10". 
Available through your building supply dealer. Write 
for Milcor Catalog No. 260. 

Milcor Metal Lath 
and Accessories 

Milcor Masonry 
Building Products 

Milcor Roof 
and Siding Products 

Milcor Steel and 
Aluminum Ventilators 

Milcor Rain-
Carrying Equipment 

Milcor Basement 
and Utility Windows 

Member of the Steel Family Jft^J^^^^^j^^J^ 
I N L A N D S T E E L P R O D U C T S C O M P A N Y 
DEPT. E, 4057 WEST BURNHAM STREET • MILWAUKEE 1, WISCONSIN 

A T L A N T A , B A L T I M O R E , B U F F A L O . C H I C A G O . C I N C I N N A T I . C L E V E L A N D , D A L L A S . D E N V E R . D E T R O I T . K A N S A S C I T Y . L O S A N G E L E S . M I L W A U K E E . M I N N E A P O L I S , N E W O R L E A N S . N E W Y O R K . S T . L O U I S 
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New: a touch of 
ancient 
splendor 
to put sell 
in your homes! BRUXELLES, sculptured 

tilt- with new dramatic 
three-dimensional surface, 
acoustical perforations. 

- V 

FLORENTINE, new fissured 
tile with surface icscnihliiiK 
inarhlc, needle-point 
acoustical perforations. 

Acoustical ceilings don't have to look monotonous. To prove it here are two out
standing new tile designs from Gold Bond, showing that acoustical tiles can be 
handsome, too. B R U X E L L E S captures the spirit of Old World elegance: delicate 
tracery of design, linked with warm wheat tones in the background. F L O R E N T I N E 
is a fissured tile resembling the classic fissured surface of Florentine marble. Both 
wood fibre tiles are needle-perforated for acoustical ratings of 75%. 

Plan some of this decorative beauty into your next homes. Your Gold Bond® 
Representative can give you full information—or write Dept. IIII-560 for free 
samples and technical bulletin. 

N A T I O N A L G Y P S U M C O M P A N Y , B U F F A L O 13, N E W Y O R K 

a step ahead of tomorrow Gold Bond 
B U I L D I N G P R O D U C T S 

H O U S E & H O M E 



"Easiest Way to Save 
Money I Ever Saw," 
says Donald Eilertson about 

"Util i ty" grade West 
Coast framing 
lumber, f̂c 

4 

     

   

 

"It's good management to specify and use 
Utility grade framing lumber," says Build
er Donald Eilertson. "By taking advantage 
of the economies offered by Utility dimen
sion and boards, I save a minimum of 
$200.00 on every house job and maintain 
my reputation for quality construction." 

Here is another builder of distinctive homes 
who depends upon the consistent quality of 
West Coast "Utility" grade lumber for a 
profit. You, too, will find "Utility" grade 
saves money in applications such as these: 

Weil Coast Hemlock Douglas Fir 

Floor Joiltl 
2x6 U"o .c . 
2x8 16" o.c. 
2x10 16" o.c. 
2x12 16" o.c. 

^sleeping rooms only 
' -'hr- than sleeping rooms 

Other specific applications for "Utility" grade: rafters for light roof
ing*, flat roof joists*, ceiling joists*, floor joists* ond boards* for 
sheathing, sub-floors and solid roof boarding. 

30 lb. 
ve load* 

7'-2" 
10'-8" 
14'-8" 
17'-0" 

40 lb. 
live loodt 

6'-4" 
9'-6" 

13'-0" 
15'-4" 

^fiWheu used in accordance with FHA Minimum Property Stand
ards for One and Two Living Units, FHA Bulletin No. 300. 

WEST COAST LUMBERMEN'S ASSOCIATION 

1410 S. W. Morrison St., Portland, Oregon 

Please send me your booklet "Where to Use Utility Grade 

West Coast Lumber". 

Name 

Address. 

City. Zone State 
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IN JUST 3 MINUTES 

YOU CAN INSTALL THE GREATEST 

ADVANCEMENT IN DOOR FRAME DESIG 

AVAILABLE TODAY! 

 

THE NEW 

D O O R 
D A N - D 

F R A M E 
(WITH LIFETIME ALUMINUM SILL) 

U. S. Potent No. 2 ,880 /476 
Canadian Patent No. 5 8 2 , 6 9 7 

      
   

    

   

  

E L I M I N A T E S 

• Cutting subfloors 
• Chopping out headers and floor joists 
• Nailing in cripples 

• Rugged Aluminum Extrusions 
Built-in Adjustable Threshold 

K Safety-Walk-Non-Skid Surface 
Nailless Aluminum Weatherstrip 

Pre-cut Aluminum SO! and Threshold 
1 Ideal for All Types of Construction 

W A H L F E L D M F G . C O . 
Peoria, Illinois 

itini n 

> 
W FLOORING J 

. 1 1 

UNDERLAY AND TILE 

 

WAHLFELD MFG. CO. • BUILDER 
Peoria, Illinois Q DEALER 
Please send your DAN-D DOOR FRAME Data: • DISTRIBUTOR 

NAME_ 

COMPANY NAME-

ADDRESS 

Letters 
start on p 103 

variations, and comment o n : 
1. Wou ld market data support the F H A 

appraisals? 
2. I f F H A appraisals reflect current mar

ket value, how and why do these builders 
sell so much below obtainable markei 
price? Or i f housing can be provided at 
these prices, how would comparable prop
erties get higher prices after an informed 
market's competitive comparison? 

Who is confused besides me? Or is the 
only answer the o ld standby that "ap
praising is not an exact science?" 

ALBERT H . CARRIER JR. SRA 
Charlotte, N.C. 

Schmitt is extremely adept at cost-saving 
methods and is recognized nationally as 
an authority on those techniques. By pre-
fabricat ion and other streamlined methods, 
he makes economies which place him in 
a most favorable competitive position. 

Both cost summation and market analy
sis thoroughly support the i - H A appraisals 
in question. The F H A cost estimate is pre
dicated on costs typically encountered by 
operative builders in this area. T o do 
otherwise would penalize efficient builders 
by lower valuations which would be in 
consistent wi th the market, since cost 
establishes an upper l imi t of value. 

I n 1957, a survey o f the resale o f 
Schmitt properties in a subdivision he had 
recently developed showed an average rise 
f r o m the original sales price o f over 
$2,000 in about one year. It is apparent 
that the properties sought their true com
petitive level at time of resale. Projecting 
this market demonstration to the current 
properties and al lowing for closing costs, 
our appraisals appear substantially correct. 

L o w overhead, sizeable cost economics, 
willingness to accept a lesser margin of 
profi t , and personal pride in accomplish
ment combine to induce Schmitt to mar
ket his properties substantially below the 
prices obtainable. His subdivisions gener
ally sell out before construction, arc rela
tively modest in scope, and. consequently, 
can only satisfy a f rac t ion o f the market. . . . 

W I L L I A M H A C K M A N , FHA district director 
Cleveland. 

Hackman's reply is clear, F H A appraisers 
in Cleveland apparently obtained good 
support for the appraisals in question. 

Our Indianapolis office apparently 
handled a s imilar valuation problem in a 
different manner. Their estimate o f re
placement cost exceeded the builder's sell
ing prices. Valuations, however, were 
established at approximately an amount 
equal to the builder's proposed sales 
price plus closing costs. They adopted 
this approach even though this particular 
builder undersells competing builders due 
to his efficient operation and savings re
sulting f r o m his purchasing power. 

Answers to the specific questions set 
for th in The Appraiser appear to be: I ) 
the F H A appraisals in question were sup
ported by market data: 2) the builders 
were able to sell below an obtainable 
market price because of actual savings in 
cost. In both cases, it appc-.trs that the 
efficient builder's operations arc not large 
or broad enough to have much impact 
on other builders' selling prices which 
explains why they have not had to reduce 
prices to meet the competit ion. 

ALFRED W. JARCHOW, director 
FHA Appraisal i& Mortgage Risk Div 
Washington. D.C. 

H O U S E & H O M E 

For complete 
information 

on the new 
DAN-D' DOOR 

FRAME, clip and 
mail this coupon. 



 

EASY TO HANDLE. Mechanic easily connects a length of 6-inch copper tube. More than 16.000 pounds of Anaconda 
Copper Tube, Type M , in sizes up to 8 inches, was used for the sanitary drainage systems. Architect and Engineer: 
California State Division of Architecture. Mechanical Engineer: Division of Architecture. General Contractor: 
Rol>ert E. McKee, Inc. , Los Angeles, Plumbing Contractor: E. O. Nay, Inc. , Pasadena. 

COMPACT COPPER SANITARY DRAINAGE S Y S T E M GIVES 
NEW CALIFORNIA HOSPITAL MORE USABLE S P A C E 

Copper tube sanitary drainage lines in the hospital building 
and administration wing of the new Fairview State Hospital 
at Costa Mesa, California, eliminated wasted space in furred 
areas and allowed ample headroom in the basement. Equally 
important to the project owners, however, was the fact that 
copper tube drainage systems are easier to install, are long 
lasting, require less maintenance than other materials. 

Copper tube was used also for the hot and cold water lines 
and for the radiant heating system. 

TREND TO COPPER "The factors important to us as mechanical 
contractors are the work-saving features o f copper tube. I t has 
proved to be easier to handle, more adaptable to space problems, 
less trouble to test, and as a consequence, faster to install than 
other methods considered standard." B . J. Sabin, Manager, E . O. 
Nay, Inc. . p lumbing contractor on Fairview State Hospital. 

Specify Anaconda Copper Tubes and Fittings — Types k and 
L for water supply and heating lines; Type M and the new 
lighter weight Type DWV for sanitary drainage systems. 
Anaconda wrought and cast solder-joint fittings for pressure 
and drainage applications. Write for Publication C-33. Ad
dress: The American Brass Company, Waterbury 20, Conn. 
In Canada: Anaconda American Brass Ltd., New Toronto, 
Ontario. 6 9 0 7 

CLOSE WORK LIKE THIS is possible only w i t h copper tube. 
Water and drainage lines hup the ceiling, g iv ing ample 
basement headroom. Even in t ight quarters, connections are 
easy to make. Sizes in this photo range f rom %" water lines 
to 4" for drain and vent lines. 

An a c o n d a 9 C O P P E R T U B E 
AND FITTINGS 

P R O D U C T S O F T H E A M E R I C A N B R A S S C O M P A N Y 
Available through plumbing irholcsulcrs 
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NEW HOTPOINT B U I L T - I N S 

MAKE ORDINARY KITCHENS 

Model RU35-A 

Offer the Extra. Convenience 
of Pushbutton Surface 
Cooking:—at no extra 

installation cost! 
Touch a but ton and Ho tpo in t Ca l rod® Recipe 
Heat Uni t s give accurately measured heat f o r 
recipe-perfect meals every t ime. Surface sec
t ion w i t h b u i l t - i n pushbutton controls needs 
only one cut-out . f i t s in a standard 30" cabinet. 

I960 Hotpoint Extra.-Value Oven 
puts extra salespower 

in your kitchen 
NEW lift-off door makes oven cleaning easier and faster 
than ever before. 
NEW ventilation system assures natural circulation for 
better baking on each shelf. 
WIDE Super-Oven lets you cook banquet-size meals. 
OVEN TIMING CLOCK and Minute Timer. 
NEW extra-large Insulated Panorama Window. 
REMOVABLE Calrod® bake and broil units. 
INTERCHANGEABLE Oven Door Panels in Sunburst Yel
low, Turquoise, Coral Pink, Copper Brown, Silver Satin 
and Classic White. 
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AT NO EXTRA COST! 
Today's home buyer expects more for his money 
than an "ordinary" kitchen. And Hotpoint 
Extra Value built-ins in the kitchen take 
even the most moderately priced home out 
of the ordinary . . . and into a sale. 

Compare these 1960 Hotpoint Extra-Value 
built-ins with any others and you'll find only the 
price is ordinary. Hotpoint's extra features 
say "better living electrically" the minute your 
prospects see them. Hotpoint's extra styling 
and design make any kitchen a showplace. 
Hotpoint's extra values mean extra 
salespower for you, extra satisfac tion for your 
customers. For extraordinary results at no extra 
cost, call your Hotpoint distributor today. 

Model DA25-A 

EXTRA CAPACITY 
Hotpoint Dishwasher holds 
complete dinner service for lO 
See these E x t r a - V a l u e Fea tures : 

• T w o washes, t w o rinses 

• C a l r o d " electr ic d r y i n g 
• F r o n t l o a d i n g R o l l - R - R a c k s 
• L i f e t i m e porce la in f i n i s h t u b 

WIN A HAWAIIAN 
HOLIDAY 

in the H O T P O I N T 
M E D A L L I O N H O M E P R O G R A M 

C a l l y o u r H o t p o i n t d i s t r i b u t o r today 
a n d see how t h i s d y n a m i c merchan
d i s i n g p r o g r a m c a n h e l p y o u s e l l 
m o r e homes faster . 

Model MA25-A 

EXTRA powerful 
EXTRA quiet 
EXTRA easy 
to install 
Hotpoint DISPOSALS 
Designed by p lumbers , f o r ex t ra 
e c o n o m i c a l i n s t a l l a t i o n . E x t r a -
s t rong n icke l a l l o y g r i n d i n g teeth 
give y o u added years of ou t s tand
ing pe r fo rmance . 

When you build in Hotpoint,you huild in Public Preference 

A Division of General Electric Company, Chicago 44, Illinois 

E L E C T R I C R A N G E S • R E F R I G E R A T O R S • A U T O M A T I C W A S H E R S • C L O T H E S D R Y E R S • C U S T O M L I N E " • D I S H W A S H E R S 

D I S P O S A L L S • W A T E R H E A T E R S • F O O D F R E E Z E R S • A I R C O N D I T I O N E R S • E L E C T R I C B A S E B O A R D H E A T I N G 
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"a sight better 
on any site". • that's the theme of the big, new 

(USS) Homes 1960 promotion designed to help you sell more 

Steelstyle Homes this spring. In a big, four-color ad in 

"The Saturday Evening Post," readers are told they'll find quality 

housing where they see this sign. 

  

 
   

©Steelstyle Hoi 
IS ADVERTISED IN 

Sfee JIV!P riorr.e-
J M DrMrr 

on MI lilt 

 

T o make this promotion produce sa les , U S S Homes is providing 
to all its dealers a complete new Spring Promotion Kit. Here's what it 
offers: a colorful site sign for use at the job site; newspaper repro art, 
copy suggestions and radio commercials for "custom-made" adver
tising campaigns; and a complete "Saturday Evening Post" promotion 
package consisting of ad mats, a 4-color mailer of the consumer ad, and 
an eye-catching easel display poster—PLUS everything else needed to 
make this Spring promotion the best of all U S S Homes promotions. To 
learn how U.S. Steel Homes Dealers can sell more Steelstyle Homes by 
promoting the theme, "A sight better on any site," send in the coupon. 

United States Steel Homes 

Division of (U§S) 
United States Steel 

TRADTMARK 

Sales Promotion Manager 
United States Steel Homes 
525 Wil l iam Penn Place 
Pittsburgh 30, Pennsylvania 

Yes, I'd like more information on how to sell USS Steelstyle Homes. 

N a m e 

A d d r e s s 

C i t y Z o n e S t a t e 
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E D I T O R - I N - C H I E F Henry R. Luce 

E X E C U T I V E A S S I S T A N T Alber t L . Fur th 

P R E S I D E N T Roy E. I.arscn 

E D I T O R I A L D I R E C T O R Hedley Donovan 

E D I T O R & P U B L I S H E R 

P. 1. Prentice 

M A N A G I N G E D I T O R 

Robert W. Chasteney Jr 

E X E C U T I V E E D I T O R 

Carl Norcross 

A S S I S T A N T M A N A G I N G E D I T O R S 

Gurncy Brcckcnfcld 

John F. Goldsmi ih 

Walter F . Wagner Jr 

A S S I S T A N T E X E C U T I V E E D I T O R 

Edward Birkner 

A R T D I R E C T O R 

Jan V . Whi te 

A S S O C I A T E S 

James P. Gallagher. John L . Gcrf in 

David R. Kerr , Robert W . Murray Jr 

Richard W. O 'Ne i l l . Robert Seaver 

Richard Saunders (Washington) 

C l i f f o r d S. Smith. Paula Trcder. A I A 

A S S I S T A N T S 

Joan D . Finch. Marc ia Frank 

Natalie F. Sicgcl. Cecile G . Steinberg 

Olive F. Tay lor . Jenepher Walker 

C O N S U L T A N T S 

Carl Boester. Miles L . Colean. F A I A 

Thomas P. Coogan. Ruth Goodhue 

James T . Lcndrum, A I A 

Leonard Haeger. AIA. David C. Slipher 

P R O D U C T I O N M A N A G E R 

Lawrence W . Mester 

C I R C U L A T I O N M A N A G E R 

John E . Pflieger 

B U S I N E S S M A N A G E R 

W i l l i a m L . Tay lo r 

A S S I S T A N T T O T H E P U B L I S H E R 

Walter R. Browdcr 

D I R E C T O R O F M A R K E T I N G 

Ar thu r S. Goldman 

A D V E R T I S I N G D I R E C T O R 

Richard N . Jones 
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MERCHANDISING 1960 

130 The most successjul builders are taking a new approach 
to merchandising 

HOMES FOR BETTER LIVING AWARDS 

134 Ten AIA award-winning merchant-built houses 

HOW THE LEADERS MERCHANDISE THEIR HOUSES 

143 Impact is stage managed in Lawson Ridgeway's merchandising 

149 Presentation is the art of stirring emotion, says Harris Goldberg 

155 Walk-in appeal is planned-in for every room by Joe Fielder 

165 Person-to-person selling is still the only way to clinch the sale, 
says John Long 

1 7 I Displays are the heart of Tom Lively's merchandising 

179 Signs solve three basic sales problems for John Hall 

187 Tie-in promotion pulled 69,000 to Charles Huber's I960 openings 

193 Custom selling in a special setting is Fox & Jacobs' 
strategy for the luxury market 

HOW THE EXPERTS CAN HELP 

200 Pageant Realty shows how to boost sales with trade-ins 

206 Jim Hemly of Advertising Counselors of Arizona 
tells how to set up a well rounded ad program 

212 Sales consultants offer tips to better selling 

NEWS 

FHA undergoes top-level shakeup 

Mortgage market: discounts continue to shrink 

What state legislatures have enacted this year 

43 Index to these and other News reports 

DEPARTMENTS 

103 Letters to the editors 

217 New ways to build better 

385 Advertising index 

COVER 

Tom Lively's product display building in Boca Raton, Fla. 
Photo: Sonte. Schworm. Sheldon 

COMING NEXT MONTH 

Fifteen AIA award-winning custom houses 
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Interior of a house built for sale by the C o n j o Valley Development C o and designed by Architect C h r i s Choate. Julius Shulman 

To be successful today—and tomorroiv— 
merchandising must awaken desire 

for something new and better." 
— F r a n k H u r t 

Execu t ive vice president, W a l k e r & Lee, Inc 

130 



M E R C H A N D I S I N G 

has a d i f f e r e n t l o o k t h i s year 

And the change is not just on the surface. 

That is the news from HOUSE & H O M E editors who this spring visited 
active markets in all parts of the country. 

Almost everywhere they found that the most successful builders are 
taking a new approach to merchandising. Almost always when they 
heard complaints about sticky sales, the builder was indifferent to 
merchandising, or was still depending on yesterday's razzle-dazzle 
tactics to sell a house that was nowhere near as good or as attractive 
as it could have been. 

The new approach: throw out yesterday's circus trappings and side
shows and focus attention on the product—on the house. 

The first big reason for the change: 
Millions of families are ready for a better house 

These families are tired of putting up with things they do not like. 

They are tired of not having enough bedrooms, of queueing up for 
baths and running out of hot water; tired of chock-full closets and over
loaded wiring; tired of obsolescent equipment and high repair and re
placement costs. These families want a better neighborhood for their 
children to grow up in; they want room and facilities for more fun at 
home and near home; they want better schools and easier shopping; they 
want today's improvements like weathertight windows, today's ideas 
like indoor-outdoor living, and today's conveniences like built-in 
kitchen equipment and low-cost heating and cooling. And most impor
tant of all, these families are prospering, moving up to a higher income 
bracket. Right now the average American family could qualify F H A to 
buy a house more than 50% better and 50% more expensive than the 
house it is living in today ( H & H , Jan). 

continued 
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Says N A H B President Martin Bartling: " I f we can persuade all the 
people who can afford better houses to trade-up and buy them, all our 
rosy forecasts for the golden sixties will look small indeed." 

The second big reason for the change: 
FHA has made it easier to finance a better house 

F H A has taken three important steps that make it much easier to finance 
the kind of house that tempts present homeowners to raise their stand
ard of housing: 

1. F H A now requires less cash to buy a $15,000 house than F H A required in 
1952 for a $10,000 house. Soon F H A is expected to issue new regulations 
that will cut down payments even more on $15.000-and-up houses, reduc
ing the cash required on a $25,000 house, for example, from $5,000 to 
$3,000. (Details on p 44.) 

2. F H A now normally requires less income to buy a $20,000 house than PHA 
required to buy a $15,000 house as recently as 1957. In fact, you can 
now sell a $15,000 house to a prospect with less income than F H A required 
in 1957 to qualify for a $12,000 house—because F H A now requires not 
one cent more to buy a $12,000-up house with all appliances included 
than F H A would require to buy a stripped-down model of the same house 
with minimum appliances. 

3. F H A now requires substantially less income to buy a more expensive house 
if the higher price reflects the use of quality products that will reduce the 
total monthly housing cost because they reduce the cost of repairs, replace
ments, repainting, and heating. (Details, H&H . Mar.) 

Even more important, F H A — w i t h its new advance commitment for 
trade-in financing—has now given builders and realtors a workable 
program to let today's homeowner use the equity in his present house 
as the down payment to buy a better one. (Details on FHA'S advance-
commitment trade-in program. H & H , Mar. News about how builders 
are capitalizing on the new F H A plan, p 205.) 

So instead of using bands and banners for excitement 
smart merchandisers make the house exciting 

They present it with an out-and-out emotional appeal, an appeal cal
culated to please and delight from first sight, an appeal calculated to 
arouse what Realtor Frank Hart calls "desire for something new 
and better." 

Today's smart merchandisers back up this quick impression with 
reason-why facts: neighborhood advantages, good site planning and 
attractive lots, and demonstrable quality in construction and materials 
and equipment. 

You can recognize the new merchandising by its salesmen who are 
taught to know their product and to demonstrate the features that will 
appeal most to each buyer; by its display areas where community values 
can be dramatized and hidden assets revealed and capitalized; by its 
point-of-sale brand-name tie-ins that use national advertising to help 
sell houses; by the dozens of ideas you will see in this issue, ideas that 
are making yesterday's merchandising tactics as obsolete as yesterday's 
hammer-and-saw technology. (A 56-page casebook of new merchandis
ing techniques begins on p 143.) 
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Says West Coast Sales Consultant Kelly Snow: "Five years from now 
almost none of the selling techniques of the 1950s will be in use . . . 
Everybody is going to learn more about selling than he ever knew 
before. But it's going to be a hot race in every area to see who learns 
the most the fastest. Builders who don't learn won't survive." 

The first and most important lesson to learn from the new mer
chandisers is that 

Everything that affects the sale of the house 
is part of merchandising today 

Plan and design are part of merchandising—often a make-or-break 
part. So is the construction technology that lets you beat your com
petitors' price. So are market research, sales training, the points you pay 
for your mortgage money, the colors you put on the bedroom wall. The 
list is almost endless because just about everything you do makes your 
houses easier—or harder—to sell. 

Yesterday's old-school merchandisers never learned that lesson. They 
looked on merchandising as a kind of gadget or gimmick—separate 
from the rest of the building operation—something that could be turned 
on or off to make any kind of house sell. Today this misconception 
leads to expensive mistakes. In Florida alone you can find too many 
examples of builders who probably would still be in business this 
spring if they had kept their ideas about merchandising up to date. 

Warns Consultant Stanley Edge: "Many building firms spend a great deal 
of time paring down their costs and cheapening their houses only to lose 
all the savings, and more besides, by being forced into larger and more 
expensive advertising campaigns. It seems strange that so many people in 
this business have not yet learned that the dollars spent in construction 
have exactly the same value as the dollars spent in advertising and selling." 

So the second most important lesson to learn from the new merchan
disers is that 

To be a successful merchandiser today 
the builder must do everything well 

But few, if any, builders can meet the "do everything well" standard 
as long as they try to go it alone. 

To do everything well you need help. You need more help than the 
best partner can give. You need a team of helpers—each an expert on 
some phase of your problem. 

To help builders do everything well, there are land planners and land 
developers, mortgage specialists and market analysts, architects and engi
neers, merchandising and sales consultants, realtors, decorators, landscape 
architects, color experts, appraisers, advertising agencies, all the specialty 
subcontractors, and the material and equipment suppliers whose salesmen 
can give invaluable advice and suggestions. 

Not every builder needs exactly the same amount of help or exactly 
the same combination of helpers. 

But every builder can do a better job for his customers—and make 
more money for himself—if he rounds out his own time and talent 

continued 
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with a well chosen team of experts. For example, on page 200 you can 
see how much help 12 builders are getting by turning their sales prob
lem over to a firm of realtors who are experts at trade-in. 

But of all the experts, there is none who can add more to the builder s 
success than the right architect. 

The right architect—and he is not always easy to come by—under
stands the builder's problems. He understands the need for salability 
and the need for mass-production economy. He not only understands 
these problems, he is a specialist in solving them. With the help of the 
right architect, the builder can produce a far more salable house— 
because it is a far better house—than he could ever dream up all by 
himself. This is more important than ever before because 

A better house—a house with designed-in appeal— 
is the start of today's new merchandising 

Fortunately for the homebuying public and for the housing industry 
itself more and more architects are interesting themselves in the chal
lenge and rewards of the merchant-built house. And more and more 
builders are looking for—and finding—the right architects to team up 
with. You can see the evidence in the year-to-year increase in the 
number of architect-designed, merchant-built entries in the annual AIA 
"Homes For Better Living Awards" program on which HOUSE & H O M E 
cooperates with the AIA. 

This spring there were 117 architect-builder entries in the program, 
more than in any previous year. The judges (who included AIA Presi
dent John Noble Richards, NAHB Past-president Tom Coogan, and 
Chairman Edward Fickett of AIA'S Committee on the Homebuilding 
Industry) gave awards of distinction to the work of ten architect-builder 
teams. 

On the next eight pages you can see these ten:!: award-winning, 
architect-designed, merchant-built houses: 

C l a s s A — u n d e r $15,000 

Honor A w a r d : Architects Hardison & Demars for Barrett Construction Co (p 137) 

Merit A w a r d : Architects Scholer & Fuller for Federal Development Co (p 139) 

Honorable Mention: Architects Schmidt & Stuart for Norman Igo Co (p 137) 

C l a s s B—$15 ,000 to $25,000 

Honor A w a r d : Architect Robert Coles for Sterling Forest Corp (p 136) 
Merit A w a r d : Architect Robert C . Broward for Hall Enterprises (p 142) 

Merit A w a r d : Architects Carl Koch & Associates for Techbuilt (p 138) 
Honorable Mention: Architects Charles Jennings for Fox & Jacobs (p 141) 

C l a s s C — o v e r $25,000 

Honor A w a r d : Architects Keyes, Lethbridge & Condon for Bennett Const Co (opposite) 

Merit A w a r d : Architects Anshen & Allen for Eichler Homes Inc (p 142) 

Merit A w a r d : Architect Henrik Bull for Peter Klaussen (p 140) 

134 •The judges also gave a "special mention" to an all-steel house designed by Wadlington & Marshall and 
built by Tresevant & Kelly. This house will be published in Housi-: & H O M E ' S Technology section for June. 



Robert C . Lautman 
$25,000-and-up is the price of Ed 
Bennett's Flint Hi l l houses in Bethesda. 
M d . The houses were designed by 
Keycs, Lethbridge & Condon. 

 

 

 

 
 

  

     
   

Builder Bennett, who works closely 
wi th his architects, gave them f u l l re
sponsibility for site planning as well as 
house design. The result is a commu
nity outstanding in its house-to-site re
lationships, with trees, rocks, and 
natural grades preserved throughout. 

The Flint H i l l development was re
ported fu l ly in H & H . Apr '59. Bennett 
builds 14 to 20 houses a year; there 
wil l be 40 houses on Flint Hil l 's 25 
acres when development is finished. 
Each house wi l l have at least four bed
rooms and three baths. Because of the 
hilly site, all wil l be two-story houses. 

Land planning, plus street and utility engi
neering, was done by the architects. Zoning 
ordinances, setback requirements, and road 
specifications influenced the design. 

continued 
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Photos: Louis Reens 

$24,500 house at Sterling Forest. N .Y . , was designed 
by Robert Coles and built with Techbuilt components by 
Mapes Builders. The goal set for the designers by the de
velopers. Sterling Forest Corp, was a house that would fit 
its surroundings and the existing contours of the land. The 
house was set 4' into the ground, so existing grades were 
barely disturbed; it has easy access to the outdoors f rom 
family and living areas, and it has plenty of glass to open 
it to views of lakes and forests. The exterior materials have 
natural finishes. 
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Plan was kept compact so desirable features 
such as entry hall, two baths, ample living area, 
and kitchen equipment could be included with
out increasing cost or size (1,248 sq ft) of house. 

$14,000 house in Lubbock, Tex. was designed for the 
Norman Igo Co by Schmidt & Stuart. This architect-builder 
team had as its program the design of a three-bedroom, 
two-bath house for young families with small children. In 
the first year the team collaborated, 18 houses were built 
and sold (more are under construction now) . Both the 
architects and the builder feel that close cooperation helped 
them produce a livable, attractive, and salable house. 

Jerner 

§13,500-$15 9 350 row houses in Richmond, Calif, 
were designed for Barrett Construction Co by Hardison & 
DeMars. 

These row houses (published in H & H . Oct '57) are part 
of a p:c;:ct for redevelopment of valuable, close-in land. 
Bsc: u : ' bility was of top importance, the architects had 
to include in the row housing all the amenities and sales 
appeal of a detached house. Setbacks, carport placement, 
various materials and colors, and different facades wil l give 
variety. Sliding glass doors open the living areas to fenced-in 
rear gardens; kitchens, with built-in ranges, are all-electric; 
and there is a bath on each of the two floors. 

continued 
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Better merchandising star ts wath better houses 

Photos: Louis Roens 

 

$14,900 house in Lexington, Mass. 
was designed fo r Techbuilt's Middleridge 
development by Carl Koch & Assoc. 

The 1.248 sq f t single-story house has a 
large, open living-dining area, with 7' high, 
free-standing storage wall that separates 
kitchen f rom the living room while it keeps 
the area open and spacious. Living-dining 
end of the house has a cathedral ceiling, as 
do master bedroom and study. Dropped 
ceiling over the center bedrooms and baths 
provides space for attic storage. House has 
hot-water baseboard heat. 

5 ID 15 TT 

  

    

Terrace is off living-dining area; over
hang shades glass. Siding is Texture 1 - 1 1 . 

Rectangular plan is 24'x52'. The 24' width is stand
ard for Techbuilt's component system. 

Master bedroom has 7' high storage wall between it and 
study-sitting room; both have cathedral ceiling for spaciousness. 
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Photos: Frank L. Gaynor 

$12,200 house in I U C S O E was designed Eot Fed? 
cral Development Corp by Scholer & Fuller. 

The goal for the architects was to keep the house 
simple and uncluttered in appearance while pre
senting the economical plan (a simple rectangle) in 
an appealing manner. Only three elements were used 
on the street elevation: a generous roof for a sense 
of shelter, a blank masonry wall for privacy, and 
an easy-to-find f ront entrance. 

Architect-builder cooperation resulted in maxi
mum altention to orientation and location of the 
houses on the lots, and to the preservation of exist
ing trees and cacti. 

  

   

 

Plan puts living, dining, and kitchen in one 
big room to increase feeling of space: deck 
and glass wall make room seem larger still. 

 
    

 

 
                  

                     

continued 
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Better merchandising starts with better houses 

Stone & Steccati 

 
 

 

 

  

 

 

 
 

  

 

 

  
 

 

$39,000 house on a problem lot in Belvedere. Calif., 
was designed for Developer Peter Klaussen by Henrik Bull; 
Alexis Tellis was the builder. The narrow, two-story design 
(published in H A H . Oct '57) was used to simplify the struc
tural problem of building on such a steep lot. 

Price of the 1.600 sq f t built-for-sale house includes land 
and architect's fees as well as decks and bridges. 
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L-shaped plan is for 90'xl25' lot. Price of 
house includes air conditioning and land. 

 

 

Washer and dryer arc at end of bedroom hallway. Skylighted dressing 
room (with walk-in closet) is next to master bath. 

$18,150 house in Dallas was designed for Fox 
& Jacobs Construction Co by Charles W. Jennings. 
I t is an interesting variation on an earlier model by 
the same architect-builder team, published in H & H , 
May '59. The exterior of this new version has con
siderably more texture, while the interior has been 
improved by new arrangements of baths, washer and 
dryer, and closets. 

    

Dining area is in family room. Family and living rooms have 
sloped ceiling. Wood paneling slops at door height. 

continued 
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$23,000 house for Hall Enterpr ises in Jacksonville was 
designed by Robert C. Broward. It shows a new, work
able approach to the traditional two-story plan. Both main 
and service entries are part of a l ink with the carport. 
Central stair doubles back on itself to become an architec
tural feature on the first floor and to save hall space on 
the second. A l l rooms open to the rear of the lot for privacy 
and protection f rom street noises and a nicer view. 

Central stair gives house excellent circulation between living and sleep
ing areas, works as a room-divider for first floor's open plan. 

$23,500 house (without land) for Eichler Homes was 
designed by Anshen & Allen. The house (published fu l ly in 
H A H , Nov '58) opens its living areas to a fenced rear yard, 
above, and to a central court (not shown). This model is 
being built in Ave different locations in California. / E N D 
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Messina Studios 

Jfflpact is stage-managed 
in Lawson Ridgeway's merchandising 

From dusk to midnight every day for the past year, this 300'-long sign has 
beamed its message toward Dallas. Built on the crest of a hill at the entrance 
to a 245-house tract, it can be read by hundreds of thousands of Dallas citizens 
from as far as five miles south. 

Soon, however, it will be dismantled, because it has so successfully served 
its purpose. Al l but ten of the 245 houses have been sold. 

Says Builder Lawson Ridgeway (president of Centennial Construction Co) : 
"The impact of the big sign and the dramatically arranged model houses next 
to it [see next pagel probably helped us sell our houses four to five times 
faster than we could have sold them otherwise." 

The sign not only attracted attention at relatively low cost, but helped 
establish Ridgeway's Town North Estates as a prestige community. This was 
essential, because the $17,500 to $20,000 air-conditioned houses are priced 
several thousand dollars higher than hundreds of other houses on which Ridge
way has built his reputation. 

To see how Ridgeway laid out his model area, turn the page 
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Impact 

B R I C K W A L L S F L A N K I N G E N T R A N C E arc 30' long, 10' high, and sur-

Here is how Ridgeway 
stages his model area 
to hold his visitors' attention 

The huge sign, reportedly largest in the South
west, is like an outsize theatrical backdrop for 
the model houses at Town Nor th Estates. 

Prospects attracted by the sign approach on 
a main highway, turn in through a handsome 
entrance (top photo, r ight ) . They park their 
cars on two lots left vacant at the entrance of 
the cul de sac (sec center photo and site plan). 

Visitors are directed counter-clockwise around 
the model area. Small signs direct them to the 
f ront door of the first model, out the rear into 
a patio, then around via stepping stones to the 
f ront of the second model, and so on. The four 
models spread wide fronts across the 85' lots; 
driveways lead to turnarounds at rear-entrance 
garages (the paved turnarounds lend themselves 
well to patio treatment). 

A fifth model ( lef t in center photo) is used 
as a display center and sales office. Since roof 
trusses are used, walls could be eliminated to 
give a large, open display room. ( When it is no 
longer needed as an office, it wil l get interior 
partitions, be equipped and sold.) 

Salesmen for Ridgeway's Centennial Con
struction Co stay in this model most of the 
time because, Ridgeway explains: "We don't 
want prospects to feel 'pushed' in the models. 
And we think if they are really interested in buy
ing, they w i l l come in and ask 'What's the price 
ol ihat model over there?'. When they do. we 
know they are good prospects. I f they don't 
come in, all we have lost is a looker." 

 

F O U R M O D E L S A N D S A L E S O F F I C E (the latter al left) arc fenced 

M A P O F M O D E L A R E A shows how traffic moves from model to model. 
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off from parking area. Canopy and sign at gate, right, start visitors toward righthand model and then around the 0 
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To see other builders' model areas, turn the page 
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Impact 
H & H staff   

 

  
   

Entrance gates like these suggest a well established community 
Old brick and scroll-lettered sign designed by Stan Edge tain fo rm a pleasant entrance for Del Webb's Sun City 
set Colonial theme for Harry Goodwin & Sons in New near Phoenix (center). Plantings against a white brick 
Jersey (photo, l e f t ) . Stone background for sign and foun- wall make a good impression for John Mackay in California. 

H & H staff H & H staff 

Building early American? Features like these add to the interest 
Revolutionary War cannon. American flag, and white wooden 
settees give a colonial air to Harry Goodwin's Whitman 
Square in Washington Township. N . J. A n oversize turn
around (seen in left photo) at end of cul-de-sac helps 
sustain an uncrowded. town-square atmosphere for the 
group of exhibit homes. Consultant Stan Edge urged Good

win to locate the show houses far back f rom a main road 
and on a high plateau so they could be seen better both 
day and night. This location gives ample space for additional 
models to be added this spring, and also leaves room for a 
second cul-de-sac to be built when these models are out
dated and a new group of models is needed. 

               

A dramatic centerpiece creates atmosphere for model houses 
Lily pool f u l l of goldfish, and equipped with night lighting houses are sold, the pool wi l l be replaced by a street. The 
and fountains, makes a handsome setting for model houses pool is not only decorative, but serves to route visitors 
at Forrest Cox's subdivision in Scottsdale. Ar iz . When the around the cul-de-sac in an orderly traffic pattern. 
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Joseph B. Brignolo 

It's hard to beat big trees, grass, and good landscaping 
Natural setting among the trees lets Miami Builder Charles rows of houses far apart, so prospects get a sweeping view 
Babcock site his group of models to best advantage. Babcock of the houses opposite. People walk in through a formal 
saved the original trees, then added grass and landscaping. entrance, visit a product display room out of photo to 
He improved the setting even further by locating his two left, then tour the houses and end up at the sales office. 

William Amick H&H staff 

More builders are providing activity centers—and merchandising them 
Community center and recreation area ( lef t ) was finished 
by Builder Matt Jetton of Tampa as a merchandising 
attraction even before he built the lirst houses in his Carroll-

wood subdivision. For buyers at Sun City, Del Webb pro
vided an arts and crafts center and a community center 
(r ight) as well as a golf course, pools, and other facilities. 

For more model-area ideas, turn the page 
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Markow 

Plan your models for traffic control 
This aerial photo shows how John Hall of Phoenix 
arranged a sales building and six models to control traffic. 
Visitors park outside sales building at lower left, walk 
through a center gateway where a sign guides them to the 
right. From there, they follow a white line on the pavement 
(after leaving children in the playyard at r ight ) , visit two 
models on the lower side of the horizontal street, then the 
four models opposite. Signs and white line influence them 
not to skip back and for th among models. As they leave 
the last model, prospects are routed through a display area 
where salesmen are stationed. When models are sold. Hall 
wi l l remove the sales building and fences, add two houses 
on adjacent lots. (For close-ups of this sales area, see p 179.) 

l„x Gorce 

H&H staff 

Hermitage 

ESS 

Neighborhoods sel l houses 

A t least they do for A . C. Schwotzer in 
his three community-planned developments 
outside Pittsburgh. His sales agents (local 
realtors handle all sales) tell the story of 
the community in terms of the people who 
live there, "not to drop names, but to em
phasize the community group." Often they 
can show how neighborhood values have 
grown by pointing out resales that have 
brought higher prices than the original sale. 

Texas traditional 

Early American design is the strongest 
trend in houses over 535.000 in Houston, 
according to Builder Paul McConnell. 
'"English, French, and modern styles don't 
sell." he says. "75% of our buyers want 
early American. In our dens or family 
rooms we are replacing sliding doors with 
big traditional windows and conventional 
doors." 

Hold a clearance sale 

That is how Frederick C. Stock sold the 
last eight houses in one Florida subdivision 
in five days. "We put on a special campaign 
of newspaper, radio and T V ads, says 
Stock. "We offered buyers a three-day trip 
to Nassau for two. a G E Disposall. and the 
choice of a G E refrigerator or dishwasher 
or a Toro lawn mower: or a credit on the 
down payment instead. Most people took 
the credit." 

Give your house a family tree 

"You get a pedigree with a $50 pooch— 
why not with a new home?" asks Sam 
Slaughter. Jr of New Richmond. Wis. As 
soon as a new family moves into one of his 
houses, a salesman gives the buyers a loose-
leaf "Pedigree Book" fu l l of information 
about the house: construction, materials, 
products, how to maintain it. why it is a 
quality house. "For less than $5. the book 
turn homeowners into salesmen for us," 
says Slaughter. 

Direct mail moves old houses, too 

Louisville Realtors Bass & Wcisberg take 
a lot of houses in trade, turn them back 
into cash with smart mail selling. Lists of 
available houses go out to the personnel 
departments of Louisville's growing indus
tries. Newly married and new parents get 
congratulations—and the suggestions that 
B & W can help solve problems their new 
status may create. Renters get a mail sug
gestion that a rent of S85 a month would 
buv a $15,300 house in 15 vears. 

Try this at end of a model-house row 
To end a street of model houses. Porter-Wagor-Russell of 
Miami erected a bench and two signs: one (shown here) 
shows model exteriors and plans, another (out of photo) 
gives an over-all plan of P - W - R ' S Palmetto Country Club 
Estates, including a new golf course that is a big 
sales feature. 

Use youngsters to control youngsters 

"We use neatly dressed teenagers to hand 
out brochures and to keep obstreperous 
youngsters in line." reports Ed Spcllerberg 
of Columbus. "We find teenagers can con
trol children better than adults can—and 
they don't bring out snide remarks the way 
adult hostesses sometimes do." 
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Jul ius Shulman 

Presentation is the art 
of stirring emotions, says Harris Goldberg 

"And Goldberg is a genius at presentation," says Realtor Frank Hart of 
Walker & Lee. 

"He knows," says Hart (whose firm handles sales for Goldberg and his 
partner Keith Brown), "that the purchase of a house is an emotional act. So 
he instinctively puts his houses against the best background he can find, sites 
them so they are seen from their best angles, and then fills in the foreground 
with bright Ilowcrs, colorful shrubs, and well developed trees." 

Goldberg's skill at showing off his model has helped make him (at 37, and 
in only five years since he quit his job as a New England menswear salesman) 
one of California's biggest builders (600 houses last year, an .estimated 1,000 
this year). Explaining his emphasis on presentation, ex-clothing salesman 
Goldberg says: "The first thing a prospect thinks when he sees a new model 
is 'how is it going to look on me?' Our sale hinges on his answer." 

To see how Goldberg sets off his models, turn the page 
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Here is how Goldberg 
shows off his models 
to delight his prospects 

Every detail of these handsomely landscaped 
models is calculated to set each house off to its 
best advantage. 

Goldberg's guiding rule: make sure every
thing that meets the eye is top quality. Total 
cost for his six furnished houses was $240,000 
($70,000 for landscaping alone). 

The site, 35 miles west northwest of Los 
Angeles, is the former ranch of Actor Joel 
McRae near Thousand Oaks in the Conejo 
Valley. The town is well named. And the 
builders have taken every advantage of the oaks 
and surrounding hills to show their impeccably 
dressed models to best effect. 

Surprisingly, five of the six models are hold
overs f rom last year—re-landscaped and remod
eled inside and out (eg, in the model shown at 
top, Texture 1-11 siding replaces a combed 
stucco exterior). Most changes were based on 
buyers' suggestions. The new sixth model is a 
contemporary house designed by Architect Chris 
Choate ( fo r an interior view, see p 130). 

The models in his current Meadows section 
range f rom $22,000 to $32,000. including $1,100 
to $1,500 in built-in appliances. 

L A R G E T R A N S P L A N T E D T R E E S (including olive tree in center) help 

T H R E E L O N G S L A B S provide uiuisuul entrance to two-story model. 
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Night lighting lets emotional appeal work overtime 
Keeping model houses open unt i l 9 P M gives A l Brandcn's strong roof lines. Evening showings give salesman a chance 
sales staff a chance to show houses when they look their most to talk to husbands and wives together when pressures are 
glamorous. Concealed floodlights bring out the texture of off and he can take them for an unhurried tour through the 
the Palos Verdes stone facade, extend the shadow of the models. The 1.670 sq f t model sells for $12,995 plus lot. 

Morley Baef Har ry G o o d m a n 

  

 
   

 
 

 
  

  

 

Save the trees: they can be your greatest attraction 
"Houses set in trees sell first," says California's John Mackay, of Fawn Ridge shows his concern by a warning to subs 
explaining why he pays $50 to $100 a lot extra for wooded (center). Near Washington. Community Builders saves every 
sites ( l e f t ) . In Westchester County, N . Y . Seymour Schwartz possible tree so houses nestle i n a natural grove ( r igh t ) . 
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Buyers react to the privacy and prestige of patios 
Formal front patio ( le f t ) makes a dignified approach for Builder Fred Woodworth adds the appeal of private outdoor 
Haft-Gaines' Pompano Beach. Fla. houses. Informal screened living with brick and wood fence along the street side and the 
porch and lawn lead down to the water in the rear. Phoenix side line and with a partial sun shade root ( r igh t ) . 

J a c k Swenningsen 

 

  

  
 

You can add a strong appeal with a pool . . . or a big screened porch 
Oval pool and poolside screened porch ( lef t ) instantly sug- Leep Construction Co prospects are always impressed by the 
gest pleasant outdoor life at Robert Casey's St Petersburg long porch, screened with fiberglass (right) in the rear of 
Parade of Homes model, which sells for $18,900 plus lot. its $20,950 model in Santa Clara County, Calif. 

J a c k Swenningsen 

 

 

 

 
Or you can set off your house with simple gardens 

A minimum of desert plants in big planting frames ( le f t ) give added a few plants, a slanting wood trellis and a brick screen 
curb appeal to Trojan Construction Co's model in San Jose. ( r igh t ) . Both of these landscaping jobs suggest how easily a 
I n St Petersburg, N.P. Cox created a large paved patio, buyer could maintain his yard. 

Fur more presentation ideas, turn the page 
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Presentation 
Sirlin Studios 

When presentation is good . . . 
Well tailored presentation at Milton Brock's Larchmont V i l 
lage in Sacramento includes reclining cowboy trademark on 
post in front of each model house. This figure carries out 
the subdivision's theme. "Relaxed Western Living." which 
includes emphasis on family-rooms and patio living. 

H&H staff 

 
  
    

 

. . . house names can add appeal 
Presentation at Palmetto Country Club Estates near Miami 
centers around the subdivision's private golf course. To carry 
out this idea Builder-Realtors Porter-Wagor-Russell use the 
figure of a golfer in f ront ot each model house, as well as 
on brochures, billboards, and in all ads. 

. . . if they extend your theme 
Central theme at Haft-Gaines subdivision in Pompano Beach. 
Fla. is built around boating and waterfront activities. So 
the presentation on street of model houses includes this 
yacht club mast, with colorful boat pennants and a life ring 
that carries the words "Welcome aboard." 

Convertible garages sel l houses 

"Once people see my garage with a sec
ond full-size door at the rear leading out 
to a patio, no one wants a solid wall (here." 
says Builder Charles Lazerwitz of Gary. 
Ind. "By fencing the side yard we give 
people a private patio next to a big out
door room—the garage. With this arrange
ment people wil l buy a house with the 
narrow end to the street, which they 
wouldn't do before. This lets me vary my 
pattern and use some narrower lots." 

Adds Builder R. F. McKenna of Indian
apolis: "Convertible garages are fine for 
backyard living—and the idea sells houses 
for us. I turn the rear of my big garage 
into a living area and advertise 'two family 
rooms.' The reaction f rom buyers has been 
wonderful ." 

Add color to your sales area 

"We always keep flowers in bloom 
around our entrance and our model 
houses." says Builder Dick Price of Sacra
mento. "They add color and charm to the 
whole area and emphasize what a nice 
place this is to live." 

Use experts to create your image 

"We feel that a topnotch team of archi
tects and a forward-thinking advertising 
agency are needed for a forward-moving 
development, says A . C. Schwotzer of Pitts
burgh. "They have helped us get accept
ance for ideas like our wide streets with 
center malls, our long white-fenced en-
trancewav. our varied setbacks f rom the 
property line." 

Here's an idea for a moving-in present 

A t Park Forest in Mobile. Builders Berg 
& Diehl install a $20 mailbox for each 
buyer. In this area, everyone must have a 
letterbox at the curb, and B & D found it 
improved the looks of the neighborhood 
when boxes were uniform. 

Check off your assets 

Western Builders' ads for their Trai l West 
homes in Scottsdalc. Ariz, list the house fea
tures—built-in appliances, bath scale, sky
lights, choice of paneling, quality flooring, 
covered patio, etc.—and invite prospects to 
check the list against features in competi
tive houses. 

Regular cal lbacks keep buyers happy 

Arthur Rutenbcrg of Clearwater. Fla. has 
built a reputation by making good on his 
guarantee—and this builds referral sales. In 
addition to careful inspections before move-
in day, a field inspector calls after one 
month, six months, and 12 months. These 
calls are expensive (Rutcnberg budgets 1 % 
of the house cost for service calls, finds he 
is spending twice that.) "But they keep 
our buyers happy—and get us a lot more 
new business. Over half our houses are sold 
to friends of buyers." 
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Walk-M Appeal is planned-in 
for every room by Joe Eichler 

"First impressions," says Eichler, "are the best and most lasting. Our aim 
is to create a whole series of good impressions—as people move through every 
room in any of our 14 model houses. 

"We want prospects, as they step into a room, to be stopped by what they 
see. No matter where they look, we want them to see design features and 
furnishings that affect them emotional ly—make them feel that 'this is the way 
I want to l ive . ' 

"Our architects and my staff strive continuously to add new design features 
that w i l l please our prospects. A n d then, in decorating the models, we strive 
wi th color, wi th furni ture , and wi th accessories to make those design features 
apparent in an instant. The emotional impact must be that fas t—it registers at 
once, or not at a l l . " 

Eichler is so successful at creating this emotional appeal in his models that 
he has become one of the biggest (and perhaps the biggest) builder of upper-
bracket houses in the country: last year he sold more than 900 houses in 
several Ca l i fo rn i a communities at prices ranging upwards f r o m $25,000. 

To see some of Eichler's designed-in features, turn the page 
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Walk-in Appeal 

L A U N D R Y Is in bedroom corridor close to bath. It shows houses 
how convenient wash-day chores can be in an Hichlcr house. 

Here is how Eichler 
gives his models walk-in appeal 
with designed-in features 

Eichler wants prospects to sec an eye-catching 
sales feature at every turn—whether it be a 
small thing like a single-handle mixing faucet 
or a basic design idea like a dramatic central 
court. 

T o assure this, he docs three things: 
1. He relies on two lop architectural teams— 

Anshcn & Allen in San Francisco and Jones & 
Emmons in Los Angeles—to generate important 
new ideas for his houses. These architects and 
Eichler have introduced into volume-built houses 
custom-like features—sliding glass doors off the 
master bedroom, bathrooms reached directly 
f rom the outdoors, indoor - outdoor living 
kitchens. 

2. He systematically checks the market to find 
new products to do jobs at a lower cost or a 
better job at a worthwhile cost. Eichler includes, 
in all his houses, silent light switches, flexible 
door bumpers to prevent tripping, sliding kitchen 
cabinet doors that prevent bumped heads, 
chrome closet poles, neoprene-sealed metal 
thresholds. Many houses include double-basin 
bathroom vanities, barbeque units in the kitchen. 

3. He surveys buyers' likes and dislikes at reg
ular intervals—by checking salesmen's reports 
and interviewing. Eichler is quick to install a 
new idea that salesmen or buyers suggest, just 
as quick to change a whole plan or a feature that 
doesn't pull its sales weight. 

D I N I N G T A B L E built into the kitchen has plastic top. It can be 
swivelcd 90'. extended to twice its length for family dining. 
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B A T H - D R E S S I N G R O O M for master bedroom has wide lavatory, bit 
mirror, huge walk-in closet that impresses storage-conscious buyers. 



I N T E R I O R C O U R T is a feature in every Eichler plan. Says he: "Surprise is an fail to be surprised and pleased. It makes more of the lot available for indoor-
important element in architecture. Prospects who first see the courtyard never outdoor living, makes indoor spaces seem bigger." 

  

 

B U I L T - I N B A R B E C U E , used in some kitchens, 
is typical Eichler luxury touch. 

 
 

G L A S S W A L L opening to rear terrace lightens and for both interior and exterior living space, overhang 
brightens family room. Rear fence assures privacy keeps out the sun. 

To see how Eichler furnishes his models, turn the page 



Walk-in Appeal 

... and here is how Eichler 
gives his models walk-in appeal 
with the right kind of furnishings 

The right kind of furnishings, says Eichler. wil l 
do three things: 

1. Make the house look its best—"elegant, 
light, and enjoyable." 

2. Dramatize the way a house works. "Twin 
beds tell more effectively than any sign that a 
bedroom is big. Every stick of furniture and 
every accessory should contribute something to 
the prospect's understanding and appreciation of 
the house." 

3. Suit the kind of buyer you are most inter
ested in. "Most of my buyers have good incomes. 
They like contemporary, or they wouldn't be 
looking at my houses. They like to look at good 
furniture — good contemporary or good an
tiques." 

To assure that his houses have the right kind 
of furnishings. Eichler follows these rules: 

Get a professional to do the decorating job. 
Eichler retains Matt Kahn. an associate profes
sor of art at Stanford, to furnish all his houses. 
Kahn uses paintings and sculpture as well as 
furniture to set off rooms and their features. 
( Some of the rooms shown on these pages were 
furnished by Richard Gump, A I D , of Gump's of 
San Francisco, as part of a special promotion.) 

Keep the decorator informed. Eichler's staff 
makes certain that the decorator knows the over
all plan and how each room relates to the 
others, and knows every designed-in sales fea
ture. It is the decorator's job to make the 
features apparent at a glance. 

Use only the best furnishings. 'One of the 
biggest mistakes made in decorating is to try 
to do the job cheaply. Expensive furniture never 
kept anyone f rom buying a house; cheap or bad 
furniture w i l l , " says Eichler. 

Provide the extra touches. Eichler believes that 
bare furniture without accessories makes a room 
look barren and unlivable. Although some small 
items are stolen, Eichler has cut pilferage with 
a single, simple sign: "Thou shalt not steal." 

Leave enough room to gel around. "Under-
furnish rather than overfurnish," says Eichler. 
"This way couples can move around without 
feeling crowded—and rooms look bigger." 

Point up the house's adaptability. Eichler ex
plains: "Next month we'll open two new four-
bedroom models. We'll make sure the decoration 
shows all the ways the eight bedrooms can be 
used: for a small boy, for a teen-age daughter, 
for a guest room, for a hobby room, and so on." 
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O R I E N T A L F L A V O R , popular in California, is used in kitchen-family 
room in same house as anlkiue-furnishcd dining area above. 



Photos: Ernest Br.mn 

     
     

     
  

    
     

      
   

 
 

A N T I Q U E F U R N I S H I N G S , double bed. and ornate co\ 
Country look to master hedi.mm in ihis l i i h l e r model. 

S T R A I G H T - L I N E D F U R N I S H I N G S , twin beds emphasize feeling of spacious
ness in master bedroom of another model. 

To see Iww other builders get w alk-in appeal, turn the page 



Walk-in Appeal 
John Hartley 

 

You can make the view part of your built-in appeal 
Julius Shulman 

 

. . . or work the fireplace and garden together 

 

    

 

 

Or you can accent the fireplace with a brick wall 
These inviting living rooms are all in built-for-sale houses. City, Calif.; $27,900 house by Harris Goldberg, Thousand 
Top to bottom: $125,000 house by Herbert Salzman, Studio Oaks; $22,600 house by John C. Mackay, Salt Lake City. 
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Photo Associate Morley Baer 

Here spaciousness makes a striking first impression 
To make a big living room look even bigger. Bob Lusk of l e f t ) . In Salt Lake City. John C. Mackay adds visual space 
Tucson dropped the ceiling and used space dividers to frame by sloping the ceiling, opening the living room to an adjoin-
the entrance, opened the far wall to a broad terrace (photo. ing family room and to the outdoors. 

Photography Labora tor ies of Houston Stuart We iner 

Put big visual appeals where people can't miss them 
A handy little work desk framed in the window (photo, 
left) is a big attraction and a big talking point for house
wives, report Builders H i l l & Swain of Houston. In Phoenix 

Builder Fred Woodworth's kitchen (photo, r ight ) , women 
spot the f u l l complement of built-in appliances and the 
built-in snack bar the moment they enter. 

Jul ius Shulman 

r e " * 7 « 

An open kitchen-family room can be glamorous 
Cabinets that look like expensive furniture appeal to women materials make the kitchen-family room in George Day's 
in Goldberg & Brown's Thousand Oaks models. Rich houses (Saratoga, Calif . ) as attractive as a living room. 

For examples of walk-in appeal in other rooms, turn the page 
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Walk-in Appeal 
J a c k Swenningsen John Rogers Palmer Werner 

  

Look at all the ways a bathroom can help sell a house 
In any of the six baths shown above, the built-in features— 
and built-in glamor—can be seen at a glance. The bath in 
Louis Longo's St Petersburg Parade model (top le f t ) features 
small-scaled tile, a built-in planter, and a clothes hamper. 
A counter extending over the toilet makes extra space for 
toilet goods in Fox & Jacobs' Accent model in Dallas (top 
center). The decorative tub enclosure and double lavatory 
are the features in a bath by Frankel Bros. Huntington 

Woods. Mich, (top r ight ) . Cabinets under each of two 
lavatories add out-of-sight storage in Robert Denum's St 
Petersburg Parade model (bottom l e f t ) . Compartmenting 
the toilet and tub provide a dressing room in George Day's 
Saratoga. Calif, model (bottom center). And a deep, wide 
window opens the bath to a private patio in a model de

signed by Architect Richard Leitch for Desert Sun Develop
ment Co. Rancho Mirage. Calif, (bottom r ight) . 

Markow Sanborn Studio 

Use special effects to reach every member of the family 
Workspace for dad is identified by a workbench and tool 
board in the garage (photo l e f t ) , and a kitchen bulletin 
board is hung with reminders for mother (center) in For

rest Cox's model in Scottsdale. Ariz . Bedroom furnished 
with a radio ham's equipment helps Northern Builders. W i l 
mington, identify the room with a teen-age son. 
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Jul ius Shulman 

 

A bedroom open to the outdoors is unusual—and inviting 
A sliding glass door opening onto a covered balcony invites in a two-story model by the Conejo Valley Development Co, 
every visitor to enter and enjoy the view outside this bedroom near Thousand Oaks, Calif. 

Photo Assoc ia tes J a c k Swenningsen 

Closets like these register on storage-conscious housewives 
'•.Simple, effective way to increase closet storage is to use 
double-deck shelves [photo, l e f t ] , " says Bob Lusk of Tucson. 
Prefabricated storage walls and doors are used in all 

bedrooms by Richmond Homes. Richmond. Ind. (center). 
N . P. Cox. St. Petersburg, puts double door cabinets for out-
of-season storage over lighted louver-door closets ( r ight ) . 

Morley Baer Veeder J a c k Swenningsen 

  

Want to show something extra? Try finishing off the garage like this 
To show what can be done in a garage, John Mackay, Santa garage as a recreation room with upright piano and ping pong 
Clara, partitioned part as a workshop and utility room table (center). In St. Petersburg. Charles Cheezem made a 
(photo, l e f t ) . In Dallas, Centennial Homes furnished the garage into a family room, opening on a porch ( r ight ) . 

To see more examples of walk-in appeal, turn the page 
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Walk-in Appeal 

   

Look at the difference accessories make 

A cold, bare patio (top. lef t ) is turned into a warmly appeal
ing private dining room when it is furnished with two chairs 
and a table set for dinner (top. r ight) . The corner of a room 
with a minimum of furnishings quickly turns into a cozy 
corner for reading and relaxing by the addition of a few 
small items (lower photos). Contrasts were made by Decorator 
Julie Sherman of Model Interiors, Inc, Baton Rouge. 

It adds up to quality 

"People like our houses because we try 
to think of every little thing that turns a 
house into a home," says Paul McConnell. 
one of Houston's largest builders of cus
tom homes. His standard features include 
raised fireplaces in the den, bar sink in the 
kitchen, breakfast nook with a bay window, 
plate rail in the kitchen, built-in kitchen 
desk, large utility room, built-in book cases, 
cedar-lined closet, two linen closets, double 
closets in the girl's room ( for bouffant 
dresses), double poles in children's closets, 
lots of built-in drawers on plastic sliders, 
a large round basin in the bathrooms, a 
high shelf in the shower for soaps and 
shampoos, tiled entry floor, an oversize 
owner's bedroom suite (often with a dress
ing room and walk-in closets), plenty of 
electric outlets, quality hardware, all the 
built-in appliances, air conditioning. 

Furniture tie-in 

Tampa Builder Matt Jetton had Tampa's 
best known furniture company furnish 
three of his houses at no cost. Maas Bros 
showed Jetton's houses in their ads and 
Jetton featured Maas Bros in his ads. Also, 
the store offered Jetton's customers a 
charge account, cut-outs to plan furniture 
arrangements on Jetton's house plans, and 
professional decorator advice. 

Furnish big on a little budget 

That's what Bcthesda. M d . Builder Ed 
Bennett did with the help of his decorator. 
Doris Harris. A t windows, she used inex
pensive nubby bag cloth in brilliant colors. 
For beds, she used plywood platforms on 
2 x 4s, covered with colorful spreads and 
pillows. On the floors, she used rubber-
backed area rugs instead of wall-to-wall 
carpeting. The l iving room contained only 
a large low walnut coffee table, one contour 
chair, and a single lamp; the recreation 
room had only one chair, a colorful Mexi
can rug. Total budget fo r three houses: 
$3,000. Bennett sold most of the furniture 
later, ended up with a net cost of $250 per 
house for furnishing. 

Learn from your mistakes 

"We had a lovely table and four cap
tain's chairs in a small dining area in one 
of our models." says Ed Spcllerberg of 20th 
Century Builders, "but every time a woman 
came into the room she moved the table 
out as i f she was going to use it. When 
she did. she couldn't open the door. We 
took out the big table, replaced it with a 
smaller one." 

And look how much a pool adds 

This screen-covered pool looks inviting enough to dive into, 
and the lounging chair and table immediately suggest relaxation 
and tall, cool drinks in this outdoor room by Haft-Gaines in 
Pompano Beach, Fla. 

Stuck with a slow se l l e r? 

"When a house is a slow seller, put furni
ture in it and call it a model house." recom
mends Builders Berg & Diehl of Mobile. 
Each year they try out new designs and 
floor plans, find some that move slowly. 
"We've got one set of furniture and cur
tains that we move around, and it usually 
speeds up a sale." 

164 HOUSE & HOME 



Canyon Films 

PetsoH-to-PersoH Selling is still 
the only way to clinch the sale, says John Long 

Few builders can match the big Phoenix builder in t ime, money, and care 
spent on merchandising new houses—but, despite all his other merchandising 
efforts, Long is st i l l convinced that "there is simply no substitute for the well 
trained salesman." 

Says L o n g : " N o matter what you do to get prospects to your models, nothing 
much w i l l happen unless your salesmen know their job. We never stop training 
our men—and they not only have to know everything about our own houses 
but almost as much about our competitors ' models." 

A t Long's 11,000-home Maryvale tract, a 12-man sales staff has been care
fu l ly assembled and trained by Sales Manager Harlan Pease to do f o u r specific 
things: 1) qua l i fy prospects for interest, 2 ) qual i fy them for ability to buy, 3 ) 
demonstrate the models, and 4 ) close sales. 

"Our men see 200 to 600 prospective buyers a week," says Pease. "Our 
men must get close to them, listen to them, f ind out their interests, and then 
motivate them to buy. This takes a bit of doing, but they do i t — a n d this is 
why they can sell over 2,000 houses a year." 

To see how Long's salesmen sell, turn the page 
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PersoH-to-Person Selling 

Here is how a Long salesman 
leads prospects through a model 
and up to the decision to buy 

From the moment a Long salesman greets a 
new prospect, the salesman follows the basic 
selling pattern shown step-by-step at the right. 

Says Sales Manager Pease: "Our salesmen are 
all friendly, good-looking young men—most of 
them live in a John Long house and have had 
sales experience outside the housing field. 

"They never rush the prospect, and there is 
no time limit on making a sale once they know 
the visitor is seriously interested and qualified 
to buy. (Our men can qualify a prospect in 
five minutes. The first question often is: i s 
this your first visit to our houses?' Repeat 
visitors are usually hot prospects.) 

"Our men almost always move to the close 
on a casual-sounding gambit. For example, after 
we've shown prospects different exteriors for 
the house they like, and shown them where lots 
are available, a salesman might ask if they 
expect to do a lot of outdoor cooking. I f so. 
our salesman says, 'Then you wil l want a house 
with the backyard shaded in the afternoon.' He 
finds the proper site, then says, 'That's just 
about it, then.' And buyers tend to agree." 

Long's salesmen are carefully picked and their 
training never lets up. 

Pease requires that each would-be salesman 
pass a credit check, then take a battery of in
telligence and aptitude tests (mainly to estab
lish ratings for "inherent stability and loyal ty") . 
And of course each must pass muster in lengthy 
conversations with Pease. 

Four-hour sales meetings are held Saturday 
mornings and salesmen study on the job during 
the week. Both new and long-time salesmen are 
trained in 1) demonstrating features, 2) reading 
plats and plans, 3) office procedures, 4 ) explain
ing community facilities as they affect different 
buyers, and 5) what other Phoenix builders 
offer (so that the salesman can answer questions 
stemming from prospects' visits to other tracts). 

And salesmen take written tests on the con
struction and products in each new Long model. 
Sample questions f rom a recent 80-question 
exam: "What is the name of the reinforcing ma
terial used in our mortar joints? What is the ad
vantage of having our inside wall studs made 
on a jig? What is the brand name of the win-
uows? How much pressure can our hot-water 
tank withstand?" 

| Prospects are greeted by salesman, who at once finds oat if they 
are possible buyers or just "lookers" (in which case he politely 
leaves them). Salesmen are identified only by lapel badges. 

2 Construction features are shown in model that most closely fits 
prospects' needs. Salesmen must be able to answer all questions on 
construction quickly, authoritatively—and briefly. 
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A Getting the prospect to sit down and relax is important. Here, in the large 
dressing room off the master bedroom, the salesman can take time to answer 
questions and learn the customers' interests. 

J Benefits of quality, particularly new features and improvements 
( H A H , Mar '60), are stressed. Here salesman shows special water-
heater drain leading outside, a protection against sudden leaks. 

t j After they have seen the models, prospects are shown displays in Long's sales 
pavilion. Here they see a strip film about the plumbing system. Most Long 
houses are presold; rarely can the salesman show an available house. 

g Finally, community facilities are pointed out. Salesman shows where 
facilities are in relation to house sites available. This is usually the final 
step before he moves to close with the selection of a particular lot. 

M A Y iPr.n 

To see other person-to-person selling techniques, Hon the page 
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Pet$on-to-Vcr$on Selling 
A s s o c i a t e d Photograph' 

Your buyers can be enthusiastic—and effective—hostesses 
Smart attractive housewives who live in your houses can 
often be recruited to assist your salesmen—either part-time 
or full-time. Photo at left shows a full-t ime homeowner-
hostess welcoming propects to F & R Construction's model in 

Miami. She shows model, and partially qualifies visitors 
before turning them over to a salesman. Photo at right shows 
a week-end hostess at Eichler Homes in Palo Al to introducing 
a woman visitor to a salesman. 

If it's included in the price, make sure salesmen say so 
Phoenix Builder Ralph Staggs schools his salesmen carefully 
so they wil l be sure to point out all the features included 
in the mortgage. Photos show Stagg salesman explaining to 

prospects that price includes 23 shrubs and trees, a double 
sliding mirror closet door in the master bedroom, and choice 
of seven brand-name gas or electric ranges and ovens. 

H&H staff J a c k Lord Merle E. NoM 

and make sure salesmen point out your outstanding features 
In photo at left. St Paul Builder Emil Jandric points to the 
4' overhang on his model. In center photo, a Showker-Pollock 
salesman in Orlando, Fla. invites visitors to "feel the smooth 
texture of aluminum siding." In right photo. Salesman A r t 

Harry of Imperial Homes in Phoenix tells prospects: "This 
thick wall has insulating pumice block. I t has foil-back sheet-
rock, air space behind the block, and aluminum foil behind 
that. Very little heat wil l get into your home." 
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O o e t i n g h & Deman 

Don't just show quality—show what it means to the buyer 
Builder Andy Place makes it easy for prospects to understand 
the benefits of features in his South Bend houses. At left, he 
shows prospects display of six lawn sprinklers to dramatize 
the six hose bibs he provides. In center photo, a Place sales

man stresses low heating and cooling costs as he points 
to ducts and plastic foam insulation in cutaway floor section. 
At right. Place demonstrates how easy it is to clean plastic 
laminate countertop. 

J o e Scheff 

 

  
Get your prospects to take a good close look 

Staggs' salesmen are encouraged to take prospects into the 
construction area to see houses being built ( l e f t ) . A t Coronet 
Homes in Trotwood, Ohio, salesman showing visitors an 

unfinished model invites her "see the thickness of our insu
lation" (center). At right, one of Charles Cheezem's sales
men has prospect "take a close look" at built-in laundry. 

A r t e a g a 

Here are three good ways to lead to the close 
Once in the sales office, salesmen for Fischer & Frichtel of 
St Louis ( l e f t ) review the models and their features with 
the help of a looseleaf manual. Salesmen for Staggs-Bilt 
Humes in Scottsdalc, Ariz, finish their sales talk by showing 

a rendering (center) of soon-to-be-built swimming pool and 
park. Salesmen at Heftier Construction's sales office in Miami 
get buyers to make the all-important choice of a model f rom 
a set of color renderings and plans ( r ight ) . 
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VmoH-to-Person Selling 

   

Show buyers how easy it is to move 
his wall display never fails to interest buyers, report salesmen 

in Perma-Bilfs San Leandro office. The "move-in k i t" 
includes change of address cards, a checklist of "things to 
remember when you move." a booklet of new-house main
tenance tips, and other helpful literature. 

Help them select their colors 
At Staggs-Bilt Homes in Phoenix, a full-t ime professional 
decorator helps buyers select color schemes for the rooms 
in their house. Buyers can have any colors they want. 

Tell the " w h y " of your sa les assets 

Cannon-Papanikolas, .Salt Lake City, 
reminds prospects for their $14,950 houses 
about V thick foundations ("This house 
was built to stay"), liberal linen cabinets 
("room for every towel, sheet, and pillow
case you need"), aluminum windows and 
brick exteriors ("no more paint problem"), 
ceramic tile in baths ("life-time wall sur
face"), brand-name kitchen cabinets. 

Don't say that! 

"Can 1 help you?" are the four most 
dangerous words in a salesman's vocabulary, 
says Sales Training Expert Tom Dougherty 
of Los Angeles. "To that question. 90% of 
people wi l l say 'No'—and walk off. Use an 
approach like: 'Were you looking for the 
special advertised today?' Or give them a 
brochure and.say: 'Look on page so-and-so 
for our attractive bargain.' Or say: 'Follow 
me and I ' l l show you our new features.' Or 
ask: 'How many bedrooms do you people 
have to have?' Remember that nothing can 
happen in the selling process until you have 
access to the prospects' mind." 

Find the buyer's problem fast 

" A salesman has only a few minutes 
when he meets a new prospect to find out 
what's bothering the guy. That may be the 
key to the whole sale," says Realtor Frank 
Hart of Walker & Lee. "Maybe he's got to 
move. Maybe his wife says, 'Find a new 
house or I ' l l go home to Mother.' Or maybe 
it's something else. A salesman has to field 
the ball fast, handle it well. ' ' 

Get the data—and use it 

"Our salesmen have got to get the ful l 
story on every contact," says Ike Jacobs, of 
Dallas' Fox & Jacobs. "We give them 
McBee Keysort cards that catalog the vital 
statistics on the family: how they were con
tacted, what kind of prospects they are, 
what their income is, what size payments 
they can carry, where they come from, 
what style house they like, what price they 
want to pay. This gives us a running sur
vey of our market, and good talking points 
besides." 

Take part in lookers' conversations 

Stephen Yeonas did in promoting his 
Vienna Woods community near Washington. 
Two-way intercoms hidden about the house 
—and even in a car parked in the drive
way—pick up visitors' conversation. Sales
men at master stations answer questions 
buyers have, suggest things to see, tell about 
the house features. 

Make the closing an occasion 
When buyers come in for contract signing. Lusk Corp in 
Tucson treats them like people of importance. Their names 
are posted on the sales-office bulletin board, and the recep
tionist brings coffee around on a cart. 

The wet sel l 

"When we find a prospect who likes boats 
we take him around our subdivision by 
water." says Bert Haf t , of Pompano Beach. 
Fla. "This lets him see the handsome back
yards of our waterfront houses, and shows 
where other boat lovers keep their boats. 
I t is very effective presentation." 

170 H O U S E & H O M E 



 

 

  
 

    

  

 

 

Sante. Schwarm. Sheldon 

Displays are the heart 
of Tom Lively's merchandising 

So he puts his displays in this bui lding where prospects w i l l see them on the 
way to the model houses. 

The displays are designed to do three things: 1) overcome specific sales 
problems (notably the far-out location of Lively 's University Park in Boca 
Ra ton) , 2 ) show how attractive the finished neighborhoods w i l l be. and 3 ) let 
prospects see the hidden quality bui l t into the houses. 

"This is our first operation in Florida and it is barely getting started," says 
Lively. "So displays are the only effective way we can show what University 
Park wi l l be like when it is complete ten years f r o m now. Displays are the 
only way we can promote our name and national reputation. Displays are the 
only effective way we can show the quality products and materials we use in 
our houses." 

Is Centex' big investment in displays paying off? Answers L i v e l y : "We've 
been selling at a two-house-a-day rate since we opened, and sales are picking 
up as we go along. We're pleased wi th this record. A n d if it hadn't been fo r 
the displays, we might not have made any sides—because we didn ' t have 
much else to show the people." 

To see what Lively "shows the people," turn the page 
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Displays 

Here is how Lively uses displays 

to dramatize assets 
people would otherwise miss 

The first thing prospects see when they enter 
Centex' display building is the railed-in area 
shown at right. Out of curiosity, almost every 
visitor walks over, looks down to see a detailed 
model, in f u l l color, of a large section of Uni 
versity Park as it wi l l look in a few years. And 
almost every visitor picks up one of the phones 
on the rail , hears a tape-recorded message about 
the community and its planned-in advantages. 

The next thing prospects see is a large wall 
map of the US which, with flashing lights, shows 
that "wi th new jet service. University Park is 
only hours away f rom every major city in the 
US" — an important fact to the retirees who 
fo rm a large part of any Florida market. 

"We also think it is important." says Lively, 
" fo r prospects to know all the good features of 
the houses before they actually see the models. 
So we precondition them with displays that 
show the important products and materials they 
might miss as they walk through. For example, 
unlike most south-Florida builders, we use dry-
wall instead of plaster on the inside face of our 
walls. So we use a display that shows why we 
think drywall is better ( 'why introduce 3.000 
pounds of water to your house in an already 
damp climate?'). 

"We try to reflect the quality of our products 
and materials in our displays Tphotos opposite 
show how well Centex succeeded]. In our pre
sentation of displays, and in our display build
ing itself, we try to reflect the fact that we are 
a big and reputable company with the money 
to carry out our promises." 
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so M U C H FOR » t , n u 

' V A L U E 

• S T Y U 

'CRAFTSMANSHIP 

•THE FWEST 

MATERIALS AVAILABLE 

uUF A H OF THE MOS ' 

M A T E R I A L S D I S P L A Y shows major materials used 
in all Centex houses. Displays include samples, tell 

why Centex believes materials used arc best for the 
area. Panel at left acts as "title" for the display. 

t E N T E X PRESENTS 

RHEEM o u 
FOR YOUI 1 

N O CORROSION 

INSTANT HOT WATER 

"FULLY GUARANTEED 

BEST FOR FLORIDA 

W A T I B HEATER 

RY PARK H O . , 

C O M M U N I T Y D I S P L A Y shows street layout 

(closeup, below) and plan of recreation area 
(closeup, left) including golf course, beach 
club, community center, tennis courts, boat 
basin, and swimming pool. Telephones deliver 
tape-recorded message on community assets. 

P R O D U C T D I S P L A Y S are all unusual and eyj-catchmg. arc 

effective because they are uniform in presentation (same style of 
lettering, same background material) and carry a convincing 
sales message. All displays were prepared under the direction 
of Centex' advertising agency. Note that each display carries 
the Centex name prominently. 

£ j = N T E X PRESENTS 

Q f c w T R i M B O Y 
G A S F U R N A C E 

C O L E M A N 15 THE BEST Y O U C A N GET. 

T H E FRAM P E R M A C H E M TREATEO 

AIR FILTER K I L L S W O F G E R M S 

TRAPPED I N T H E FILTER 

Obam 
6 0 YEARS O F W O R L D WIDE PROGRESS 

AMERICA'S O N L Y B O N D E D U N E 

O F HEATERS 

( j E N T E X IS PROUD 
TO* PRESENT IT IN YOUR 

C/NTBX PRESENTS 

THE WffM-g/CHIIflRij COLOR COORDINATPn I twe 

AMERICA* FASTEST GROWING N A ^ « ^ ? 5 f I P x ^ S 
PERFECT C O L O R M A T C H I N G 
O F A L L U N I T S 

ACID R E S I S T A N T 

   
   

To see displays used by other builders, turn the />(/!_•<• 



Displays 

Roof over an open-air display area—and light it dramatically 
Both day and night, these handsome exhibits build prestige 
for A l Brandcn Enterprises in California. In addition to 
showing off his brand-name products and good construction. 

they tell the story of the Branden company, tell why Bran-
den's community is a good place to live, and promote home 
ownership (through newspaper clippings in left foreground). 

Smyth Bob Fi le 

   

 
  

 

     

 
You can use a special building, garage, or model to house your displays 

Al l lour of the structures shown above do an effective job. 
Francis Homes ol Denver has four "show-window build
ings" like the one shown in photo, upper left. Jewel Homes. 
Columbus, put sliding glass doors across the end of a house 
(upper right) used as a display building. It wil l later be 

converted, finished, and sold as a house. To make his display 
area. Charles Babcock of Miami left out partitions, added 
extra glass in a house in his model row (lower le f t ) . Ar t 
Rutenberg. Clearwater. Fla. uses a garage with a glass show 
window as his display area (lower r ight) . 
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Tie your displays together with uniform design and lettering 
You can display a wide variety of products, materials and 
construction features without getting a cluttered look if you 
unify the style of your displays. At the top. Orrin Thompson 
has organized his product show by categories, mounts his 
displays on top-lighted wall panels. Forrest Cox of Scottsdale. 

Photos: H&H staff 

Ariz, shows his wares in neat fenced-off booths with tilted 
floors (photo, bottom le f t ) . Panitz Bros of Baltimore hangs 
its displays on screens under lighted panels that emphasize 
brand names (photo, bottom r ight) . Seventeen product 
manufacturers supplied Panitz with displays for this area. 

THERE'S N O M A T C H / ^ R E L E C T R I C L I V I N G . ' 
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W I R E D FOR 
WATER HEATER 

B U I L T - I N - R A N G E 

D I S H W A S H E R 

C L O T H E S D R Y E R 

C L O T H E S W A S H E R 

R E F R I G E R A T O R 

A I R C O N D I T . O N . N O 

K 1 T C H E N A P P U A N C E S 

U G H T I N G 

Make displays so interesting people will want to study them 
Everybody visiting Charles Babeock's display room near center displav blink on and off. At display in photo, right. 
Miami stops to see what goes on at these three displays of pushbuttons turn on lights that show how much power 
wiring and electrical equipment. The colored lights in the is needed for various appliances. 

To see more builders' displays, turn the page 
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Displays 
Dick Kent 

 

This full-scale cutaway brings hidden values out into the open 
No mystery about construction at Roberson Homes in Albu- house go together. Large display is close to sales area, 
querque—visitors can see exactly how major parts of the cleaner and easier to inspect than house under construction. 

C a r r i n g t o n Veedor 

   

You can put a good construction display indoors or out 
Quality brickwork and materials are shown in cutaway 
( le f t ) by Perl-Mack of Denver. Grandview Building Co 
wants everyone to see their fine framing and shingles, promi

nently displays roofed cutaway (center). In Dallas. Centen
nial Construction uses outdoor exhibit (r ight) to bolster 
salesmen's talk on ceiling, wall, and roof construction. 

H&H staff 

7 ^ ~Ute_ Q ^ I U n j s j t J z e -
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Markow 

THE B E S T O F Y E S T E R D A 

• MMntentHceyrtt-
• Weaiher Stripped 
. £as« Glide Open 
• C&su CteawS 

• Acquires Painting 
•Ml Weather Stripped 
• Crank to Open 
•Warder to Clean 
Scree* on 9nsute 

Set off the new against the old to demonstrate quality items 
Name-brand water heater with 10-year guarantee is shown 
above contrasted with anonymous "one-year" model, in dis
play at Houston's Pacesetter Homes. Signs point up new 

heater's virtues. Another pair of contrasts shows new and 
old windows used by Forrest Cox in Phoenix. Better features 
of new window are spelled out in bold legend on the display. 
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Get action and imagination into your product displays 
Two good examples: these displays at Rutenberg Homes in pump. Insulation display at right uses two thermometers 
Clearwater. Display at left has flashing red and blue tubes (one in dry ice) to prove low heat transfer material. Goldfish 
which show how heat and cold are transferred in a heat swimming at right prove the water can't leak through material. 

H&H staff Marlcow 

 
 

 
 

 

"Let's see, where are we?" Aerial view or mural gives the answer 
Big attraction at Ross Cortese's "Rossmore" in Orange Painted mural shows location of Forrest Cox's Cox Heights 
County. Calif, is this large aerial photo which shows near Phoenix in relation to community facilities, industrial 
the whole district: shopping areas, recreation, freeways, etc. sites and resort areas in mountains and lakes. 

Vanguard Photography 

 

 

 

 

Scale models let you show lot location and community attractions 
Everyone likes to study a contour model to see where his Calif. A t Oak Hills Park in San Antonio (r ight) model shows 
house wil l be in relation to roads, parks, schools, and other good land planning and future expressways, gives salesmen 
community features. Lef t , above, is Sun Gold, Whittier, a chance to talk benefits of large-scale land development. 

To see other effective displays, turn the page 
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Fulmer & Rinehart 

  
 

 

Play up your experience . . . 
Canyon Films 

the awards you have won . . • 
H&H staff 

  

 

 
 

 
 

  
 

 

and your good name 
Art Rutenberg of Clearwater, Fla. shows his successes with 
a dramatic map ( top ) . John Long with a huge wooden 
key board, and Alan Brockbank with a trophy exhibit. 

"Rea l quality pays off" 

So says Builder Jim Casey of St Peters
burg. " I t reduces maintenance, builds good 
wi l l , and gets customers. We give a two-
year warranty instead of a one-year war
ranty—yet 1 haven't spent a dime in the 
last two years going back to do mainte
nance work." 

Snapshot sales 

A polaroid camera helps salesmen at the 
big Meyerland subdivision in Houston. Hall 
their sales are to men being transferred 
from out of the state. Most make a flying 
trip to Houston to explore the housing mar
ket. A t Meyerland they get a photo and 
floor plan of any house they like to show 
their wives back home. 

Make brochures throw-away-proof 

Brochures are never thrown away if you 
encase them in a plastic eyeglass case, say 
the Fox Bros of Plymouth Meeting, Pa. 

Vary your lot s izes 

"You vary your houses—why not vary 
the lot widths?" asks George Day of Santa 
Clara County. Calif. "1 lind some people 
want big lots, other small ones. So I lay 
out my lots with that in mind, and find it 
helps to sell my houses. I have lots at 
$6,500 to $14,500." 

Non-liftable greenery 

Use huge green plants to decorate a 
model house, suggests Margaret Gale, deco
rator for San Antonio Builder Tom Mc-
Govern. The two-fold advantage: 1} these 
big plants cannot be pilfered like small 
accessories. 2) they give the house a 
lived-in look. 

Don't forget father 

"Tastefully furnished kitchen, bedroom, 
and living areas get the women's attention." 
says Developer Fred Stock of Lcesburg, 
Fla., "but you need something else to ap
peal to men. We do it with screened-in 
swimming pools and large workshop-utility 
rooms." 

Separate garage conies back 

Some people don't want an untidy ga
rage facing the street, so custom builders 
in Houston are now building separate ga
rages at the rear. This would not work as 
well for small houses, builders say. because 
the garage helps make a small house look 
big and impressive. 

Guarantees say quality 

Builder A. C. Schwotzer of Pittsburgh 
caps his story on the quality low-upkeep 
materials he uses by guaranteeing a dry 
basement, makes it legal by offering a cer
tificate f rom his basement contractor war
ranting the house free of water leakage and 
underwriting maintenance for one year. 
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SigHS that sell 
solve basic sales problems for John Hall 

The family (above) entering Hal l ' s West Plaza sales area in Phoenix wi l l 
probably laugh before they leave. 

They wi l l also probably remember what they saw. Reason: Hall 's imaginative 
signs—some look like highway markers and others are cartoons—help sell his 
houses wi th a pixyish brand o f humor. 

The signs (Sales Director Ralph Henley calls them "silent salesmen") solve 
these three problems: 1) they route visitors to and through Hall 's six models 
($10,155 to $ 1 3 , 7 5 0 ) ; 2 ) they point up every sales feature of each house 
when salesmen are too busy to show every visitor around; 3 ) they echo the 
salesman's message and cue him on what to show and talk about (signs are tied 
in wi th a 40-page sales scenario that every salesman memorizes). 

Results? Hall 's first-quarter sales (353 houses) were up 6 2 % over the 
same period last year. But he does not see his approach as the answer fo r 
everyone: " I t is merely a specific solution of a specific set of problems— 
problems which, of course, are far f r o m unique." 

To see how Hull's signs echo his salesmen's points, turn the page 
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J Approaching model with prospects, salesman (right), pauses, points 
to sign, and says: "Imagine, four bedrooms, two baths, and family 
room for an initial investment of only $450." 

Here is how Hall's signs 
echo the points 
his salesmen make 

As the salesman in the photo sequence at right 
leads his prospects through the house, his silent 
partners—signs by Cartoonist Walt Ditzen—fix 
his sales story in the prospects' minds. 

Ditzen's cartoons point up the same sales 
features that are emphasized in a 40-page sales 
scenario memorized by every salesman. The 
scenario is larded with instructions to use the 
signs: "Be sure you read every Ditzen sign in 
this bathroom out loud . . . Point to the family-
room size sign . . . You don't have to say it a l l — 
the signs wi l l say it for you." 

So the signs not only echo the salesman's 
points but also cue his sales presentation. What's 
more, they put prospects in a receptive mood. 
Says Ralph Henley. Hall's sales director: "People 
get a little chuckle out of these drawings and 
that breaks the ice for the salesman." 

The sales scenario—developed with the help 
of Sales Consultant Doug Edwards—is as ex
plicit as a movie script. Word for word, it tells 
the salesman what to say and do, when not to 
say anything, what questions to ask, when to 
pause, and even when to have memory lapses: 
"Start to open the door, close it again and say 
'Oh, I forgot to show you something. Wi l l you 
come back here for a moment?'" Explains Hen
ley: "We want to make sure the salesmen cover 
all the points about the merchandise." 

T o make sure his salesmen know all the 
points about selling, Henley has them attend 
monthly refresher meetings run by Consultant 
Edwards. Typical Edwardsism: "Down payment 
is a dirty word—say initial investment." 

  

^ I" family room, salesman points out desk and storage wall, says: 
"Even these arc included. We feel they should be part of a quality 
home. Isn't this what you've always wanted in your home?" 

Salesman proves closet's size by steering whole family to join 
him inside. Then, turning to the woman, he says, "You've always 
wanted big closets—is this big enough?" 
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2 As couple's son looks at cartoon on bonded brick wall, salesman says: 
•'As our sign illustrates, brick is the only thing the wolf in the story of the 
three little pigs couldn't blow down." 

^ Filtering model, prospects cross doormat with Hall's slogan, "This is Iivin". 
Slogan is twisted humorously on signs (see p 182): "This is givin", "This is 
lovin", and finally "This is leavin". 

  B Pointing to kitchen vent hood, salesman notes (DC other built-ms 
included, then says to woman: "While you arc working here, you can keep 
an eye on your youngster in the family room." 

g "You can always spot the real thing by touch," says salesman as he invites 
prospects to run their fingers over ceramic tile. "You do want genuine 
ceramic tile rather than imitation, don't you?" 

8 
"Stop" sign halls prospects as 
(hey leave house. Says the sales
man: "Did you ever dream of a 
home with that much luxury, 
I hat much design, and that much 
quality for such a small in
vestment'?" 

For a c loser look 
at some of Hall's^ 
signs,turn the page 
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Signs 

... and here are close-ups 
of the signs that work 
as Hall's silent salesmen 

"Nobody can help looking at these cartoons and 
"highway' signs," says Hal l . " I f nothing else, 
they are conversation pieces, and I 'm sure we 
get plenty ol word-of-mouth advertising from 
them." 

Phoenix A d Executive Allen Reed, whose 
agency handles Hall's account, came up with 
the cartoon and sign ideas. To get the cartoons 
executed, he turned to a prominent Phoenix 
citizen—nationally known Cartoonist Walt Dit-
zen. Ditzcn's comic characters are familiar to 
Hall's buyers because they are akin to the char
acters in his "Fanfare" comic strip (nationally 
syndicated and carried by the Arizona Republic, 
one of two Phoenix dailies). 

Although cartoons get results for Hal l , he 
says "they are certainly not a universal panacea. 
They wil l only work in certain markets under 
certain sales conditions. If you try them, be 
sure to get a skilled cartoonist and to keep 
words to a minimum." 

 
 

   

   

 

CARTOONS—done with a deft touch by Cartoonist Walt Dit/en—draw 

B U Y 
W I T H C A R E 

THE WIFE 
YOU SAVE 

MAY BE 
YOUR OWN 

Wesfmghouse Built-ins 
I N C L U D E D 

 

HIGHWAY" SIGNS, carrying quips and sales messages, route prospects 
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prospecis' aticntion to features of Hall's houses. "Future Dept" cartoor scond bedroom of model designed for young, childless couples. 

 

   

through Hall's sales area. Imitation of Burma Shave roadside series (second from right) winds up with a reverse twist—a plug for Burma Shave. 

To see how other builders use their signs, turn the puse 
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Signs 
H a r r y Kalmus 

An off-beat sign can attract special attention 
Wineger & Sons Inc, Long Island builders, inlay the message 
above in the floor tile to show prospects how much extra 
spiice they get through construction economies. Af te r looking 
at wall signs all through the house, this floor sign captures 

Kaufmann & Fabry 

prospects' attention immediately. Hcslop Inc of Akron uses 
the "do it yourself" sign (r ight) to suggest to customers that 
they can finish the playroom themselves. Room is finished in 
model to give the house a more lived in look. 

Edholm & Blomgren     

 

Use signs to point up features of your heating system 
i . . T ? _ _ .I J : 1 • i u„ u..:i.i :~ i M „ U „ „ . I T^I Milwaukec Builder Mel LaFond uses display signs and tags 

on equipment to spell out advantages of his gas-fired hot-
water heating ( l e f t ) . LaFond also uses exhibits supplied by 
the manufacturer to show how system works. Strauss Bros, 

who build in Lincoln, Neb., and Denver, point up advantages 
of warm-air equipment with signs on the furnace and duels 
(center and r igh t ) . Husbands especially notice duct and 
register installation that allows flat playroom ceiling. 

Don't miss a chance to boost your name 
—and the benefits of quality 
Builder Ralph Staggs, Phoenix, puts his emblem right on the 
range hood ( l e f t ) . I t is a brass-plated casting that simply 
snaps on. Builder Del Webb puts his signature on a bronze 
plaque set in driveway concrete (not shown). Quality motto 
below is used by Dallas Builder Lawson Ridgcway. 

^ ^ ^ ^ ^ ^ ^ ^ 
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Here are new ideas for selling the benefits of kitchen built-ins 
Almost all house shoppers know that keeping an oven clean 
is hard work, so Babcock Co, Miami , tells prospects that 
its built-in oven is made for easy cleaning (photo, l e f t ) . 
Babcock finds that kitchens are still the strongest sales feature 

in the models. Heslop Builders. Akron , uses a set of cutout 
cardboard dishes (right) to point up dishwasher capacity and 
benefits—each "plate" serves to mark a different advantage of 
the unit. 

Edholm & Blomgron 

Your steps fall 
mtke 
entry kaii 

H&H staff 
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Signs can help sell your plan, your construction, your location 
Sign in hallway of Strauss Bros' Lincoln. Neb. houses ( le f t ) 
explains how the plan prevents living areas from becoming 
hallways. Mil ton Brock & Sons. Sacramento, points out 

weathertight fit of exterior doors with small wall sign (center). 
Developers Harry & Dick Goodwin use wall sign (right) to 
show community's convenience to surrounding cities. 

CUSTOM A:RE HOMES 

tyoukav* a. cJtoux 

EMBOSSED INLAID 

Coinfjoht Conditioned 

Here are more cartoons that win a smile—and make a point stick 
Like John Hal l (see p 182) Builders Kreuger & Gibson of 
Sacramento use cartoon signs to pick out features in their 
Custom Aire houses that might otherwise go unnoticed or be 

taken for granted. "We think signs like these catch the 
attention of even casual visitors," says Kreuger, "help turn 
them into prospects. And everyone remembers them." 

To see more smart signs, turn the page. 
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Signs 
Roland Quintero 

 

 

Signs in the backyard make sense 
Consultant Kelly Snow recommended kiosk-like sign posts 
with view boxes to give extra product display space in the 
garden of Joe Eichler's model homes. Prospects see the signs 
in a relaxed atmosphere after they have been all through the 
house, and while they are talking about what they saw. 

H&H staff 

 
     

 

 
If you have an architect, say so 

As you approach the sales office of Imperial Builders in 
Phoenix, you can't miss the fact that the houses are designed 
by an architect. The sign is kept small to avoid taking atten
tion from the model houses near it, but it is strong enough to 
be easily noticed and read. 

Photo Associates 

  

Be sure visitors know it's "open" 
In Tucson, Lusk Corp has four models on a street where 
some houses are already occupied. So they identify open-
house models with decorative signs. Signs give a short intro
duction to the model house, and their low silhouette does 
not detract from graceful brick entrance screen. 

Advice from Edge: 

Interior signs should be small, neat, and 
uniform in color and lettering. Consultant 
Stan Edge advises. "Don't let signs inter
fere with the overall impression of a room. 
Don't put signs or even a pile of brochures 
on a kitchen counter. If you do. women 
will walk right over to the counter, which 
is what you don't want. You want them to 
stand in the doorwav and say. 'What a 
beautiful kitchen! I wish I lived here." " 

Star t with the kitchen 

Builder Ross Cortese sells woman pros
pects by selling them his kitchen. Salesmen 
are taught to take women to the kitchen 
first, and bring them there again at the 
end of the tour. Salesmen encourage women 
to touch and feel things throughout the 
kitchen. Says Cortese's advertising man. Bill 
Brangham: "When the Chicago Tribune 
had a contest and asked women to com
plete the sentence, 'My family appreciates 
me most because . . .' some 95% of the 
answers had to do with cooking. So any 
builder is smart to make a big sales feature 
of the kitchen." 

The big sel l 

Sign in an oven at Rolling Green sub
division near Los Angeles: "This oven will 
accommodate a 32-lb turkey." 

House of the month 

Every month, Bell & Valdez either bring 
out a new model or refurnish or refurbish 
an old model. "It is better to get a continu
ous stream of good prospects than two big 
peaks of people you can t handle," says 
Sales Manager Dick Williard. 

Kitchen fireplace is talking point 

Says Walnut Bend Sales Manager Charles 
Swain: "In the over-$30,000 price class it's 
hard to get people to talk much. But they 
stand around the fireplace in our kitchen 
for 20 minutes. It intrigues them—and it 
sure starts them talking. All through the 
winter we keep a small fire going. Women 
come in and say something like 'You know, 
my grandfather had a fireplace like that.' " 

Signs save your salesmen's time 

"Inside signs answer an awful lot of ques
tions," says H. C . Howard, salesman at 
George Heltzer's Los Angeles subdivision. 
"They let a salesman concentrate on the 
more important selling jobs." 

Include it in the price 

"The way to sell air conditioning," says 
Jack Williams, sales manager of Florida 
Builders, St Petersburg, "is to put it in the 
model house and include it in the price. 
Don't say it is so much extra. If people 
insist they don't want it, then give them a 
reasonable allowance. Of our first 22 fami
lies, 21 wanted the heat pump. Our credit 
for not taking it is $500." 
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Ben Martin 

Zie-'mPromotion helped pull 
69,000 to Charles Huber's 1960 openings 

" M y program this year," says Huber, "calls for selling 900 houses in Dayton 
and 700 houses in Columbus. 

" I n today's market this is really a tough job—even though these are the 
best houses I 've ever bui l t . I knew I 'd need some special effor t to start my 
selling campaign—something to focus city-wide attention on my houses. That's 
why I tied in wi th Johns-Manville and its Mrs America promot ion . 

" M r s America is a celebrity and she attracts attention and wide publici ty. 
But she is never a distraction, and she never lets the people forget she represents 
a building materials f i rm and a local builder. The publici ty she created—and 
reflected onto us—helped bring out 35.000 people in Dayton and 34.000 people 
in Columbus. A n d they were people interested in my new houses. I know that 
because in the first two weeks we sold 1 17 houses in Dayton, 60 in Columbus. 
We also got 250 more $100 to $200 down payments which w i l l turn into sales. 
A n d we'll sell a lot more wi th all the interest that J - M and Mrs America helped 
us stir up." 

To see how Mrs America promoted Hulwr's houses, turn the page 
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Zk-'w Promotion 

Here is how Huber capitalized on 
Mrs America to make news 
and help sell his houses 

"When you have a celebrity working for you," 
says Charles Huber, "she doesn't do you a bit 
of good if she doesn't help you sell houses. You 
want sales help, not a circus. So we geared our 
whole campaign to take advantage of the atten
tion Mrs America would bring to our houses." 

Huber found the best way to do this was to 
follow the basic program developed by Johns-
Manville for its 7-Star builders. This program 
included: 

Newspaper advertising: Huber ran one- and 
two-column ads for several weeks before the 
opening, and double-page color ads on opening 
Sunday. In Columbus, he also bought a 12-page 
insert and used newspaper over-runs as a give
away at his houses. The ads carried a Mrs 
America headline—but they played up Huber's 
new houses more strongly than Mrs America. 

Radio commercials: Huber bought dozens of 
spot announcements for three days in each city, 
reaching a climax on opening Sunday. 

Publicity: Mrs America was met at airports 
by city and state officials and by Mrs Ohio: was 
interviewed by newspaper, radio, and T V report
ers; photographed, given police escort, and in 
general made news wherever she went. But— 
always—Mrs America made it clear that " I ' m 
here to attend the opening of the new Huber 
Homes." 

Personal appearances: The big pay-off for 
Huber came when Mrs America visited his two 
subdivisions, spent three hours at each talking 
with visitors about the house features. Thorough
ly trained in construction and floor plans by 
J - M . she talked convincingly of design, features, 
and equipment. 

Tie-in house: In both Dayton and Columbus. 
Huber billed his largest, most expensive house 
($16,995 in Columbus, $16,495 in Dayton) as 
"The Official Mrs America Home"—and it 
promptly became his best seller. " I t symbolizes." 
says Huber, "a new trend to a larger house 
with four bedrooms, more space, and more 
equipment." 

M R S A M E R I C A spent several hours at Huber's models—and she talked 
houses all the time. After greeting groups of visitors she walked 
through the house with them, pointing out Ihe benefits in each area. 

P U B L I C I T Y I N T E R V I E W S on television—shot in a Huber model—gave 
Mrs America a chance to tell thousands of families about the opening 
and to talk about the features in Huber's five new models. 
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Q U A L I T Y P R O D U C T S from a . I -M display prospects. The fact that a pretty girl could 
board were shown visitors by Mrs America talk about insulation, wall board, and other 
(seen here with Huber) as she talked with products was especially effective with men. 

H O U S E W A R M I N G G I F T O F F E R — a maple 
stand for holding keys—was explained to 
visitors by Mrs America. All visitors to the 

Huber models were given coupons entitling 
them to get the "key keeper" for half price. 
This is standard J - M promotion. 

To see how of her builders are using tie-ins, turn the page 
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Zie-in Promotion 

Magazines will help stage consumer panels that bring out prospects 
Houston Builder Raleigh Smith and Better Homes & Gar
dens co-sponsored a two-day "Housing Forum" held by 
Smith's merchandising consultant. Stanley Edge. Prospective 

Vano-Wells-Faqliano 

buyers discussed what they wanted in a new house. Smith 
will build a "BH&G Housing Forum House" based on their 
ideas. Twenty Edge clients are now tying in with BH&G. 

   

 

Magazines will help you call attention to brand-name products 
I f you use one or more products advertised in a consumer 
magazine, you can often get displays like these f rom the 
publisher. A t left, an "as advertised in Sunset" sign accom

panies a plumbing fittings display for Clausen-Patten in San 
Francisco. Right, a Saturday Evening Post display helps 
Fox & Jacobs promote brand-name products in Dallas. 

Ed MHey 

  

  
 

And magazines will supply you with a whole world of sales aids 
Here (left to right) are three aids provided by L I F E : 1) a 
mobile promoting Owens-Corning Fiberglas insulation dis
played in a Perma-Bilt Homes sales office at San Leandro. 

Calif: 2) badges worn by Regency Homes salesmen in Dallas: 
3) brand-name plaques on an outdoor sign by Centennial 
Homes. Dallas (see also Centennial's L I F E pennants, p 143). 
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Your local utility is your nearest merchandising helper 
Wherever you build, you can get promotion help f rom gas lamp and sign ( le f t ) in Lawson Ridgeway's Dallas display 
gas and electric companies, which are vying harder than ever center; an electric utility supplied a " f u l l housepower" 
for your business. For instance: a gas utility provided the display (right) at Wellington Park, a New Jersey subdivision. 

Jules Schick 

     

 

  

 

Many manufacturers offer promotion plans like these two 
The display at left is only part of the help provided by Rey- chandising a group of aluminum houses. The display at right 
nolds Metals for Douglas Assoc. builder of a Reynolds — i n Harry Madway's Philadelphia sales office—points up 
"House of Ease" in Massapequa, N . Y . Reynolds representa- a Certain-Teed Products Co service—color styling of Mad-
tives also worked with the builder on producing and mer- way's houses by Beatrice West. 

Tommy Eure Clifford Maxwell 

 
 

 
  

 

 
And almost every manufacturer has point-of-sale aids you can use 

Here (left to right) are three: 1) Nutone intercom and greets visitors in a Bilt-well Homes model at Johnson City, 
stereo display is built into one of Matt Jetton's models in Tenn.; 3) Owens-Corning Fiberglas display shows the quality 
Tampa; 2) path of protective paper (Harris Bondwood) of wall insulation in a Fidelity Builders model at Niles, 111. 

For some unusual tie-in ideas, turn the page 
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You might even work with auto dealers 
How about a joint showing of new houses and new cars, for 
example? That's what Builder Herbert Heft ier did last Nov
ember to promote the opening of his new models at Carol 
City. Fla. A parade o f vintage autos (above) in Miami 
whipped up interest in the show. A n d at Carol City, dealers 
displayed 1960 cars next to Heftier's new houses. 

Metropol i tan Photqraphers 

 

     
 

 

. . . or build a model at a state fair 
In nine days, more than 80.000 people visited this model at 
the entrance of last year's Wisconsin State Fair. The model 
—a Belter Homes & Gardens "House of Ease"—was a joint 
project by the eight builder clients of Milwaukee Realtor 
Jack La Bonte. Each builder was asked to contribute the 
ideas that appealed most to his buyers. 

  

  
 

 

 

Utilities may catch prospects for you 
Here is one way they do it. You are looking at a display— 
in a Southern California Gas Co office—showing prospective 
home buyers where they can find gas-equipped models in 
five price classes in the Los Angeles area. Some newspapers 
also provide guides for homebuyers. 

Get in on producers' sales c l in ics 

"The finest sales school we've ever had" 
is the way Jim Leibrock. executive officer 
of the Cleveland home builders, describes 
General Electric's "Builder Sales Clinic." 
G E experts put on one to three sessions in 
a city for groups of 25 to 500. "It's a good 
program for builders and realtors because 
the instructors are down to earth and know 
their business," says Leibrock. "We had 500 
people at each of two sessions," says Bill 
Duncanson of the North Jersey Association, 
"and it was a big success. I t was strictly 
non-commercial." 

Brand names build good wil l 

"The L I F E tie-in is a tremendous thing 
for us," says Builder Charles Cheezem of 
St Petersburg, Fla. "When people come 
down here they don't know anyone. But 
because we're endorsed by L I F E , they asso
ciate us with all the good names in the 
L I F E program. They lean toward a builder 
who uses these familiar products." 

Se l l men construction values 

Says Dick Price of Sacramento: "We sell 
one-third of our houses to A i r Force fami
lies, and another third to men f rom re
search or aviation firms. To these technical 
people we merchandize our double drywall. 
the way we lay our plywood subfioors, our 
fine cabinets, our brick work." 

Make yourself available 

"Prospects in our price class want to talk 
with the builder as well as a salesman, so 
my brother Dick and I are on the site all 
day Saturday and Sunday. This is especially 
important to people who want custom 
changes, and they're the kind of buyers 
we live on." says Bert Haf t of Haft-Gaincs. 
Pompano Beach, Fla. 

Let your buyers have any color 

Says Brown & KaufTmann's Wayne 
Brown: "We used to have five or six color 
schemes for the whole house, and we tried 
to get buyers to select plan A or B etc. But 
they always wanted a living room out of 
plan A and bedrooms out of B and c. So we 
just gave up and let them tell us what they 
want for each room." 

Reach them through their chi ldren 

"Our wide streets and ten-acre playground 
tell our customers at Sherwood Highlands 
that their children wil l be safe," says Flori
da Developer Frederick Stock. 

Find out what they want 

And the direct way is best, says Paul 
Leiter, Anaheim, Calif, broker-builder. Lei-
ter surveys possible buyers before he plans 
a tract, incorporates their wants in his plans. 
"It's the only way," he says, "to guarantee 
customers a continuing satisfaction wi th 
their house." 
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Custom Selling in a special setting 
is Fox & Jacobs'strategy for the luxury market 

Fox & Jacobs created this well landscaped "showplace"—instead of a model 
house—to sell custom houses in their new "Les Jardins" development. 

The building, with its displays and gardens, is the key idea in a new mer
chandising technique the Dallas builders have worked out to sell $35,000 to 
$50,000 houses to higher-income buyers. Dave Fox (chairman of N A H B ' S mer
chandising committee) explains: "In every major metropolitan area there are 
well-to-do prospects who would never think of buying a 'ready-built' house or 
'living in a development.' Our approach to this market is designed to avoid the 
connotations of these words. 

"Our showplace office is really a variant on the model house idea. In it we 
do everything we normally do in a model house: we demonstrate all aspects 
of the high quality of our houses and give the buyer a chance to make his 
product and material selections from a wide range of actual samples." 

Adds Ike Jacobs: "This 'showcase' lets us match our merchandising to the 
taste and pocketbooks of the people who will buy our houses. The exhibit 
building and gardens [see plan overleaf) serve the same purpose as a model 
house: they create desire and show our standard of quality—without suggesting 
standardized houses. This is the softest sell in homebuilding." 

The new technique is working. Even before the sales building was finished 
and landscaped this month, F & J had sold $250,000 in custom-house contracts. 
Jacobs adds that this new custom-building operation should enhance the firm's 
over-all reputation for quality and help sell regular models, too. 

To see how F&J use this setting, turn the page 
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Custom Selling 
CHIN BSE CfAKPEN" MODERN- G A R D E N 

FRENCH PROVINCIAL GARDEN 
MONTEREY GARDEN 

Here is how Fox & Jacobs 
use a new kind of showplace 
to sell $35,000-and-up houses 

The four gardens in Fox & Jacobs' new show-
place give their custom-house program its name 
(Les Jardins) and were created to draw pros
pects to F & J ' S new location and get people to 
talk about it. 

The whole setting—exhibit building and gar
dens (see right)—was designed to create an 
aimosphere of status and style. "We want visi
tors to feel as though they are walking through 
Neiman-iMarcus. Dallas' famous luxury depart
ment store," says Dave Fox. 

As visitors enter the building (sec No. 1 in 
drawing at right) they are invited 10 stroll 
through four wide doors into any of four ex
otic gardens (drawing top). As they pass through 
the doors from the octagonal corridor, they 
see the fanciest indoor-outdoor living that 
Landscape Architect Richard Myrick can pro
vide. Browsing through the corridors ( 2 ) , visi
tors can see high quality material displays pre
sented in a low key. When they wander into the 
rotunda ( 3 ) , they can view oil paintings of 
houses by Artist Ed Burden, or they can relax 
in deep-cushioned air-conditioned comfort and 
leaf through white leatherette-bound albums of 
fireplaces, front entries, bathrooms, dressing 
rooms, and plant boxes. If they wish to make 
inquiries, they chat informally with the general 
manager. Bill Skinner, perhaps later on are 
joined by Architect Charles Jennings. They can 
discuss their likes and dislikes in floor planning 
and design, their family needs. Later they can 
visit the materials selection room (4) to find 
patterns, colors, and textures to suit their tastes. 

Behind this setting lies a well organized plan 
to make custom selling a one-stop service. Gen
eral Manager Skinner personifies the custom 
builder who can devote personal attention to 
the family and its needs, make all the decisions 
about costs, changes and contracts. Architect 
Jennings translates their requirements into a 
house that will suit them. 

Says Skinner: "In explaining our program I 
get people to see that they don't have to scout 
all over town for a lot. search for an architect, 
wait for bids, or worry about the reliability of a 
contractor. I show them that we can make 
custom building easy—and fun." 
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Custom Selling 
Zint Graff 

Model houses can be effective 
for custom selling, too 

The exhibit house shown above is the starting point for 
salesmen of Marlow & Co. Baltimore realtors, who sell custom 
houses for Laird, Rock & Small. Prospects are brought to 
this house so they can see a sample of the design and work
manship the builders offer. House at upper right is typical 
of furnished models Builder Tom McGovcrn of San Antonio 
uses to sell a custom house each week. McGovern builds a 
new speculative house every two or three months, which his 
staff decorator furnishes. This "home show" model is then 
used to suggest new ideas to his prospects. The crowd, right, 
is entering Charles Checzcm*s Parade of Homes model in 
St Petersburg. Cheezem makes a practice of building in 
Parades so he can pick up names for his custom-house client 
list. He has found many buyers this way. 

Bel-Air Co St Petersburg Times 

    

   

   

 

  

 
 

Show how to "design your c 
Pacesetter Homes in Houston sells custom buyers with a 
design-it-yourself book of sample bedroom wings, living-din
ing wings, and kitchen areas. In photo above. Sales Manager 
Tom Nail shows a prospect how many combinations of plans 
this allows. Buyers get a choice of two, three, or four bed
rooms, several bath arrangements, a variety of kitchen-family 
room plans, formal or informal dining rooms, and utility 
rooms. Pacesetter's theme. "Plan your home around your 
living habits" help them sell buyers who want individuality. 

w" . . . or use a scale model 
Salesman Joe Alexander (above) sold 103 houses last year 

in Ridgewood Groves, St Petersburg, primarily by getting 
prospects interested in a particular house, shown in scale 
model, then persuading them to individualize it to suit them
selves. His average buyer takes a $13,000 house, then adds 
$850 in extras; but many buyers spend up to $2,000 on 
added bathrooms, screened porches, patios, extra lighting, 
and closets. Says Alexander: " I marry my prospects. I enter
tain them, stay with them, really give them service." 
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Take them out to the site and paint a picture of "their house" 
Realtor-Developer Carl Brown takes prospects out to the site Forest Estates. And salesmen for Cantrcll & McMil len , 
(left•) to show how a house can be finished to suit their needs Houston, help prospects visualize plan changes by taking 
—and also to show the beauty of the land in his Brookhill them out to a similar house under construction (photo, r ight ) . 

H&H itaff Harry Goodman 

 

You can talk changes from photos, plans, or finished houses 
Harvey Bream of St Paul ( l e f t ) sells 40 custom houses a Community Builders. Fairfax County. Va. get custom pros-
year f rom a picture catalog showing basic models he wi l l petite out to see stock houses, show where changes can be 
alter to suit the buyer. Marlow & Co of Baltimore sketch made to fit the customer's ideas. They often use retired 
prospect's ideas for changes right on the drawings (center). A r m y and Navy officers to sell other military retirees. 

Ken Ivet 

  

 

 

Let custom clients choose details themselves 
The most enjoyable part of house buying for many women is she wants. In its furnished model. Builders Laird. Rock & 
choosing kitchen appliances. At left. Salesman Douglas Shook Small of Baltimore have sample boards, like this hardware 
for Carl Brown, Birmingham, helps a buyer decide what unit display (r ight) on which custom prospects see their choices. 

For more custom selling ideas, turn the page 
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Custom Selling 
Jack Swenningsen 

 

Treat prospects like VIPs 
Custom clients enjoy custom treatment, f rom polite, well 
dressed salesmen like Bill Gunn of Ridgcwood Groves, St 
Petersburg (above). Gunn ushers his customers into his car. 
drives them around established neighborhoods, points out the 
homes of prominent people they would like as neighbors, 
then escorts them through the model houses—always empha
sizing quality and the variety of choices and extra features. 

 
 

Stay with 'em till they're sold 
That is the No. i rule for handling hot prospects, say Marlow 
& Co*s salesmen in Baltimore, who sell over $1,000,000 a 
year in custom houses. This realty firm handles all the selling 
for Builders Laird. Rock & Small, who are developing an 
85-lot community of $4().000-and-up houses. Marlow sales
men never crowd the prospects but try to overwhelm them 
with courteous attention. 

Customers add up your features 

Paul l.eiter. developer of Lemon Heights 
Estates in Tustin, Calif., was a broker be
fore he became a builder—and it shows in 
his merchandising philosophy. Says Lciter: 
"People judge a house's quality by the extra 
features a builder puts in. We put in a 
Tappan 400 range. Waste King disposer 
and dishwasher. Lyon stainless steel sinks, 
lots of stone, slate, and ceramic tile. We 
think it has paid off. Our first unit sold out 
in 2'/2 months, our second unit is half sold 
in three weeks." 

Long distance sel l ing 

At Walnut Bend in Houston, salesmen 
cover six furnished models f rom the sales 
office. In each kitchen there is a Teletalk 
intercom on the counter, and a sign saying 
"Push the button and ask any questions. 
Our office wil l answer." "People love to 
talk and ask questions," says Sales Man
ager Charles Swain. " I f they are really in
terested we send a salesman down to see 
them." 

One way to symbolize quality 

"Do you know the L and M story?" ask 
Art Rutenberg's salesmen. They carry two 
small copper bands—samples of L and M 
grades of copper water tubing—on their 
key chain. "This is typical of our good 
construction." the salesmen say. "Most 
builders use the M grade, but we use the 
L. which is 42% thicker, comes in 60' coils, 
does not need to be joined under the slab." 

Make changes and variations graphic 

A l Halper of Newton Center. Mass. 
builds 50 customized houses a year, pro
jects plan options on a screen. "No longer 
are we confined to the four walls of a 
model house to show prospects what it is 
possible for us to do for them. Our pro
jector lets us show customers all the pos
sibilities without shuffling through a lot 
of papers." 

How to sell those last few houses 

Trojan Construction. San Jose. Calif., 
put on a "fire sale" of the last 14 houses 
in one big tract, let its employees or sub
contractors buy the $17,700 models for 
$15,600. Trojan arranged first and second 
mortgages, asked no down payment. Some 
buyers moved in. others leased or sold their 
houses. The plan saved the builder money, 
proved to be a good public relations gesture. 

Offer two master bedrooms 

Builders Haft-Gaines of Pompano Beach. 
Fla.. have learned that many older couples 
like individual bedrooms, each with a good 
bathroom, a pleasant dressing room and a 
walk-in closet. Haft-Gaines put a master 
bedroom suite at each end of the house, 
and provided sliding doors so that each has 
an entry to a screened patio or p o o l . / E N D 
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D O U G EDWARDS J I M HF.RNLY K E L L Y SNOW 

In today's market where 

second-time buyers 

hold the key to more sales 

J U L I E SHERMAN W I L S O N CHRISTIAN BOB R E I L L Y 
Don't forget 

the other experts who can help you 

It takes an expert to solve the second-time 
buyers No. 1 problem: how to get the 
equity out of his old house so he can buy 
a better new one. The solution: trade in 
the old house. 

For the story of how a firm of experts 
takes trades to boost new-house sales, turn 
the page. 

And for other expert advice—on every
thing from how much to spend for adver
tising to how to run a sales meeting—see 
pages 206 to 215. 
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Reported by Jeanne Kewell 

In today's market where trading is so important 

— and where FHA has just made trading so much easier — 

the right realtor can be invaluable 

Look what a trade-wise realty firm 

does for its 12 builder clients 

The firm—Pageant Realty Co of Los Angeles—uses 
an ambitious trade-in plan to unlock the growing 
market for better housing. 

Its builder clients enjoy all the advantages of trad
ing—more sales and faster sales, for example—but 
face none of the risks. Says Builder George L . Mal-
lery: "Trading gives me no worries—only more 
sales." 

Pageant, the offshoot of a 72-year-old realty firm 
(box opposite) that started trading ten years ago. ex
pects to sell 1.500 new houses this year. Of these. 
15% to 25% wi l l involve trades. 

But, points out Pageant President Wilson Chris
tian, the proportion of trades ranges all the way 
f rom 5% in low-priced VA no-down tracts to 75% 
in $25,000 to $35,000 tracts where most families 

arc second-, third-, and even fourth-time buyers. 
In three typical Pageant-sold subdivisions, 25% 

of the families bought their new houses by trading 
in their old ones. And in all three, sales arc running 
well ahead of completions. Here's the record: 

1. Of 32 houses ($21,950 to $23,700) planned 
for Mallery's Parkside, Pageant has sold 29 in 
three months. 

2. Of 150 houses ($15,000 to $16,500) planned 
for one section of Pierce & Armour's Park Village, 
Pageant has sold 143 in less than five months. 

3. Of 167 houses ($17,950 to $19,950) planned 
for Rosalia Co's Rollingwood La Mirada, Pageant 
has sold 153 in nine months. 

90% of Pageant's trades are straight trades: 

the realtor buys the house outright, then resells it 
Pageant, which usually has an inventory of 10 to 
15 unsold houses, finances the purchases itself— 
through a $250,000 revolving fund . 

"Now that FHA has liberalized its ruling on trade-
in financing (sec box, p 205), we hope to arrange 
some financing through F H A loans," says Christian. 
"But so far we haven't found any lenders who have 
worked out procedures under the new ruling. They 
all tell us: 'As soon as we figure out what to do. 
you are the first ones we'll c a l l . ' " 

The purchase price of every house bought by 
Pageant is based on an appraisal—usually by one 
of the firm's branch managers. 

"We stand or fall on our appraisal of the old 
house," says one Pageant executive. " I f it's too low. 
it may scare off the prospect. I f it's too high, we 

may wind up losing money on the deal." 
So Pageant's branch managers are experts on 

everything f rom the cost of repairs to what buyers 
want—and don't want—in their areas. A n d . above 
all. they are experts on the current mortgage market 
in their areas. 

Pageant also handles a few guaranteed trades: 
Homeowners who think they can sell their old house 
for more than Pageant offers are free to do so until 
their new house is ready, i f the new house has not 
been sold by then. Pageant takes title at the 
appraised price. 

"But we prefer the straight trade—even if we have 
to take title to more houses," says Christian. "It's 
a clean-cut arrangement. On a guaranteed trade, 
there is always the risk that the owner wil l decide he 
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TOP MEN AT PAGEANT are (left to right) Wilson Christian, Bill McCaffrey. Bob Rcilly. and Bill Schul/.. Hanson's Studio 

Pageant Realty is a new firm—but it didn't start from scratch 

I t is simply carrying on the sales operations of the 
McCarthy Co. a Los Angeles realty f i rm founded 
in 1888. 

Pageant was formed January 1 after McCarthy 
decided to eliminate its residential sales set-up and 
to concentrate on real estate development and tract-
house huilding (700 houses this year—all to be sold 
by Pageant). Pageant's top men are McCarthy's 
former sales executives. President Wilson Christian 

was general sales manager; Vice President Robert C. 
Reilly directed subdivision sales. Two other execu
tives—Subdivision Supervisor Wil l iam D. McCaffrey 
and his assistant. Wil l iam Schulz—held similar posts 
with McCarthy. 

The two firms are still tied closely together— 
the phone answers "McCarthy-Pageant." But by 
early Fall each wi l l have new and separate head
quarters, so the friendly divorce wi l l be final. 

doesn't want to sell at our price when the time 
comes for us to take over the house. This can lead 
to the kind of legal hassles we want to avoid." 

Here is why builders like Pageant's trade-in plan: 

1. They get a valuable sales asset at no cost above 
the realtor's 5% commission. 

2. They sell their houses faster, thus save on 
advertising and on construction financing. 

3 . They get the down payment on the new house 
right away—it is passed along to them as soon as 
Pageant takes title to the old house. 

4 . They get added sales as by-products of the 
trade-in plan. Says Builder Paul L. Pierce (Pierce & 
A r m o u r ) : "Trades are a traffic producer, and the 
more people you have walking through your tract, 
the more sales you make. Lots of people who come 
out to trade may not trade, but many buy a house 
anyway (and sell their old house themselves or keep 
it for relatives or as a rental investment)." 

Pierce first investigated trades three years ago. He 
considered handling them himself, decided that was 
too difficult, and signed up with Pageant. 

He says: " A large trade-in market is ripening 
here. Five to seven years ago we were building 
two- to three-bedroom houses with one or IV2 baths. 
People who bought those houses have growing fami
lies, now need—or wi l l soon need—bigger houses." 

Builder George Mallery agrees: "1 think trades 
have a great future. We wil l all have to get more 
used to selling this way." Mallery says he and his 
partner (Wil l iam J. Schildge) got interested in trades 
three years ago after reading about them in H O U S E 
& H O M E . They decided to use a realtor because they 
figured they couldn't handle the job by themselves. 

Here is why buyers like Pageant's trade-in plan: 

1. They know quickly whether they can swing the 
deal. Pageant promises each prospect an appraisal of 
his old house within 48 hours after he asks for it. 
"We usually make it. too," says President Christum. 
Says Builder Pierce: "Our prospects are pleased by 
Pageant's speed in getting back to them with a 
trade deal." One reason for this speed: teamwork 
between tract salesmen and branch offices (see Item 
5. p 204). 

2. They know they won't " fa l l between houses," 

Text continued on p 204 
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Trade-wise realty firm continued 

 

  
  

 

New-house Salesman Ron Williamson 
greets couple at sales office of Park Vil
lage, subdivision built by Pierce & Armour. 

Here is the photo story 

of a typical trade-in 

sale by Pageant Realty 

  

 

^ ^ Back in office, Williamson explains Pag
eant's trade-in plan and writes down basic 
information about couple's old house. 
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Photos: Hanron's Studio 

2 B Inside sales office, prospects look over 
floor plans and renderings. Then William
son takes them out to see model houses. 

^ B Prospects pick model they want, then say 
they have old house to trade. "Fine," says 
Williamson, "let's talk about it" 

4 J b Williamson phones facts about old house 
to Al Chase, manager of the Pageant re
sale branch nearest prospects' home. 

F O R . P 
SALE 

Branch Mgr Chase appraises old house, 
comes up with purchase offer, which he 
phones to new-house Salesman Williamson. 

 

Q_ Prospects are still living in old house 
when Pageant resells it. They stay on— 
paying rent—until new house is ready. 

1 0 a ^ l i v < f r s m e e l Builder Paul L. Pierce when 
he turns over keys to their new house, a 
duplicate of the model they picked. 

continued 
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Trade-wise realty firm continued 

thus won't have to make a double move or pay hotel 
bills. The old-house owner is free to stay there until 
his new one is ready—he pays Pageant a nominal 
rental (usually the amount of his former monthly 
mortgage payments). 

3 . They get cash for their equity as soon as Pag
eant takes title to their house, thus don't have to 
worry about second mortgages. 

4. They don't have to feel their way through 
complicated paperwork, as they would i f they were 
to sell their own house. 

Here is why Pageant l ikes its own trade-in plan: 

1. I t offers the realtor just about his best oppor
tunity to get more builder clients. 

2 . It builds resale business. Says Vice President 
Robert C. Reilly: "We aren't trying to get rich on 
trades. In fact, we see them as more of a service 
than a profit-maker. But we expect a normal real 
estate commission on each old house, and unless we 
hold the house for a long time, we generally get i t . " 

3 . I t provides experience that opens up another 
source of business—trading small old houses for 
larger old houses. 

4. I t is just plain sound policy at this time. Six 
out of ten Pageant buyers are homeowners moving 
up to a better house. Observes Christian: "The num
ber of potential trades is more significant than the 
number of trades actually made. Even though all of 
these people don't trade, the offer to trade is in
vi t ing." 

This is why Pageant's top men feel only a realty firm 

like theirs can handle trades successfully: 

1. You must have your own retail outlets. 
Pageant's outlets are nine branch offices which 
handle only resales. These offices—spotted strate
gically in the Los Angeles area—not only provide 
sales outlet f o r used houses, but also keep Pageant 
in close touch with every local market development. 
Pageant puts so much faith in its branch-office set
up that it w i l l take no trades where it has no 
branches ("We could easily go wrong on appraisals 
because we wouldn't know the peculiarities o f the 
area.") Says Builder Paul Pierce: "These local 
offices are vital to trading—and something which a 
builder alone cannot duplicate." 

2 . You must have ski l l fu l branch managers. 
Pageant's branch managers have been with the f i rm 
for years, are old hands at trades. They direct the 
purchase, repair, refinancing, and resale of all trade-
ins. And they are responsible for seeing that each 
salesman has up-to-date information on the branch's 
sales area. Says Christian: "You can trace the suc
cess o f our trade-in plan to the efficiency of our 
branch managers." 

3. You must have a well paid sales staff—both 
in your branch offices and at the new-house tracts. 
Pageant's branch salesmen earn f rom $800 to $1,800 
a month, average between $1,200 and $1,300. Tts 
tract salesmen average about $100 less. 

The firm's salesmen specialize—sell either new or 
used houses. Whv? "Because the jobs are totally 
different." says Christian. "The resale man has to 
procure his merchandise—find houses to sell. He has 
to know old-house values. And he has to know more 
about financing—in a tract, the financing is already 
set up by the builder." 

A tip f rom Christian: "Be careful not to overstaff 
your branch offices. Otherwise your sales wi l l spread 
too thin, and you'll run the risk of losing good men." 
Pageant's branches have f rom three to five salesmen. 

4. You must have well trained salesmen. 
Pageant schedules two or three general sales meet
ings a year—doesn't have more because its area is so 
large. But within each district, the f i rm runs a series 
of training classes, which usually last four weeks. 
Selected salesmen arc also trained as future branch 
managers so they wi l l be ready to step in as new 
offices are opened. 

Training is designed not only to teach sales meth
ods but also to "inspire." Guest speakers are often 
invited to talk on a wide variety of topics (eg. FHA'S 
213 program). And salesmen are encouraged to at
tend the California Real Estate Assn's instructional 
conferences. Incentive programs (prizes are trips to 
Las Vegas, tickets to major league baseball games, 
etc) also help keep salesmen on their toes. 

Pageant's training puts strong emphasis on trade-
ins—stresses their importance in the overall sales 
picture and step-by-step details on how they work. 
Says Reil ly: "Every salesman should know everv 
facet of trading so he can explain our plan and 
answer questions. He should also be sold on the 
need for sales." 

What happens when he isn't? Here is an example: 
" A t one tract trades were involved in only about 
10% of sales." savs Subdivision Supervisor Wil l iam 
D . McCaffrey. "For a month or two we didn't 
notice because sales were good. Then we investigated. 
We found that one of the salesmen wasn't pushing 
trades because he considered them an extra nuisance. 
So we brought in a new man. Now trades are up 
to 25% of sales, and sales are better than ever." 

5. You must have close teamwork between re
sale and tract salesmen. For instance: When 
one of Pageant's new-house salesmen finds a 
prospect who wants to trade-in an old house, he 
takes down basic information on a standard f o r m — 
size of the house, its age. lot size, present financing, 
etc. Then he phones the branch office nearest the 
house. The branch manager takes down the informa
tion on an identical form and sets up an appointment 
to make the appraisal. 

There is no question about who gets commissions. 
The tract salesman gets the commission on the new 
house, the branch office salesman the commission on 
the old house. Both realize they benefit f r om the 
transaction. 

6. You must treat each trade as a separate deal. 
On every old-house appraisal. Pageant makes a de
tailed cost breakdown, never relies on a standard 
percentage or formula. Reason: in the used-house 
market, no two deals are exactly alike. For instance 
if . the owner bought his house on a VA no-down and 
has not lived there long, his low equity wi l l be a 
reasonable down payment, and it may not be neces
sary to refinance. Or perhaps the owner wil l be 
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willing to carry a second mortgage to save the 
VA points. 

Pageant is also flexible about closing deals on the 
purchase of old houses. Sometimes the new-house 
salesman wil l handle the closing, sometimes a branch 
man. I t all depends on which of the two gets along 
best with the prospect. 

7. You must keep up on the mortgage 
market. This. Christian and Reilly agree, is one of 
the key jobs—and one of the key contributions—of 
Pageant's branch managers. 

"Before he even makes an appraisal, a manager 
has to know how he wi l l finance the resale," says 
Reilly. "Can he get a VA loan? Would FHA be better? 
Are conventionals the best deal at the moment? Can 
he sell the house with a conventional mortgage? 
Which S&LS are giving the best deals at the moment? 
Who is charging what points? And so on. Of course, 
there isn't time to get actual commitments before 
making his appraisal, but the manager must know 
his market well enough to guess right on the 
financing." 

To refinance old houses. Pageant uses no specific 
outlet ("We play it by ear," says one branch man
ager). But it gets the bulk of its loans through S&LS, 
which have worked with Pageant executives for 
years. 

"We try to refinance wi th VA or F H A loans." says 
Christian, "because they cost the buyer less over the 
term of the mortgage. I t is usually better for the 
buyer to pay the points—4'/2 to 5 on FHA loans— 
than to pay more for the house to cover the cost of 
a discounted second. And, of course, the terms are 

more attractive to buyers—30 years and a lower 
interest rate than on conventional mortgages." 

Here are five trading tips from Pageant: 

t . Screen your prospects at the tract to eliminate 
those whose houses just are not resalable. Pageant's 
salesmen explain the trade-in plan and find out all 
they can about the prospect's present house. Despite 
these precautions. Pageant occasionally winds up ap
praising what Branch Manager A I Chase calls "a 
war surplus tent that's been stuccoed. . . . Then we 
have to let the prospect down as gently as possible." 

2 . Warn your prospects of future trading ex
penses. "Most people think they understand financ
ing," says McCaffrey, "but they usually don't. When 
they start talking trades, tell them what to expect so 
they won't be shocked when they find out the 
charges to be made against their old house." 

3 . Get a good-faith deposit (as little as $5) — 
fu l ly refundable if the deal doesn't go through. This 
is one way to avoid making free appraisals, a prob
lem that used to annoy Pageant's managers. 

4. I f a house needs major repairs, don't show it 
until they are made. I t is a psychological mistake to 
show a house in bad condition. People get a bad first 
impression which no amount of talk about future 
repairs can overcome. 

5. Try to show a house while the previous owners 
are still in it. A house looks more inviting and more 
liveable when it is furnished. / E N D 

And all over the country more and more builders 

are taking trades to capitalize on FHA's new trade-in ruling 

The big swing to trade-in selling is revealed by a 
new survey of 424 leading builders. 

The survey, made in mid-March by C. E. Hooper 
Inc, covered H O U S E & H O M E ' S panel of "builders 
other builders fol low." I t turned up six significant 
findings about trade-ins: 

Finding No. 1: 

Two-thirds of the panel (272 builders) are using 
or expect to use trade-ins this year. 

Finding No. 2 : 

Of 198 builders who were already trading 
last year, 137 ( 6 9 % ) said they w i l l do more 
trading as a direct result of FHA'S new ruling, which 
lets a builder or realtor borrow F H A almost all the 
money he actually pays for the trade-in house and 
ends the need of taking out two separate mortgages 
(one a temporary mortgage pending the resale, one 
the permanent mortgage). Eighty-five of the 137 
builders built 50 or more houses last year. 

Finding No. 3 : 

Of 225 builders who did no trading last 
year. 74 ( 3 3 % ) said they wil l start to trade now 

that F H A has made financing easier. Forty-five 
of the 74 builders built 50 or more houses last year. 

Finding No. 4: 

Of 137 builders who wi l l do more trading this 
year, 53 ( 3 8 % ) said 20% or more of their 1959 
sales involved trades. 

Finding No. 5: 

Of the 211 builders who wil l step up their 
trading or start trading because or FHA'S new ruling, 
101 (almost 4 8 % ) w i l l move into a higher 
price class. 

Finding No. 6: 

Of the whole panel, more than half said they 
could have made extra sales last year i f they had 
been able to offer a better trade-in plan. 

The survey also turned up a finding that shows 
trade-ins' great potential; 65% of the panel said 
more than half their sales are to second-time buyers. 

This was the second Hooper survey of H O U S E & 
H O M E ' S builder panel ( fo r other findings, see p 274). 
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Wondering how much to spend for advertising? 

Where to spend it to get the most impact? 

Whether to use an agency, or do it yourself? 

On these two pages, Jim Hernly* who handles advertising 

for one of America's most successful builders, gives you basic tips on ... 

How to plan your advertising 
— and your advertising budget 

The first thing to remember about advertising is that 
no amount of advertising can make a builder suc
cessful unless he offers good value, good design, 
good financing—and has a good sales operation. 

The second thing to remember is that your adver
tising has two basic functions: 

1. To precondition the public — make people 
want a house, and want your house. 

2. To attract prospects to your sales area. In 
addition, once prospects have arrived at your sales 
area, point-of-sale advertising can hold the fort until 
the busy salesmen are able to take over, and it can 
make the sales job much easier and faster by point
ing up your most important sales assets. 

Starting f rom these basic concepts . . . 

The first question is: 

How much should a builder spend for advertising? 

There is no fool-proof answer. But as a rule of 
thumb we would suggest that: A builder should start 
with a budget based on 2% of the total selling price 
of his houses. 

For example: take a builder of $15,000 homes 
who has sold 50 houses in the past 12 months, who 
figures that with aggressive effort he can build and 
sell 60 houses in the coming 12 months. Applying 
the basic 2% formula against a total potential sales 
volume of $900,000 (60 houses X $15,000 per 
house) we arrive at a yearly advertising budget 
of $18,000. 

However, many factors wil l affect the advertising 
budget and each builder should analyze his own 
business to determine whether or not his expendi
tures should be more or less than the basic 2%. 

*Hcrnly is vice president of Advertising Counselors of 
Arizona, has been the account executive handling John Long's 
advertising since 1955. 

A builder can spend less if he has weak competition, 
offers exceptional value or unusually low terms, 
builds in an extremely popular location. He wil l 
need to spend more in the face of strong, aggressive 
competition, mediocre values, or a less desirable 
location. 

This basic 2% rule holds even for smaller-volume 
builders—certainly for 20-house builders, probab!y 
for 10-house builders. A builder who sold 20 houses 
a year at $18,000 would have, under the 2% rule, 
an advertising budget of $7.200—which would b? 
enough money to do an effective advertising job 
except in large cities, where newspaper advertising 
rates are very high. 

A point that is often overlooked: if houses aren't 
selling, and are eating up interest money on interim 
financing, it often pays to spend a lot extra on 
advertising to bring out a lot of extra prospects. 

Having decided, then, how much money can be 
budgeted for advertising . . . 
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J I M H E R N L Y (left) and the agency art director check a preliminary layout for a newspaper display ad. Markow 

The second important question is: 

How should the budget be spent? 

This should not be a matter of guesswork or 
intuition—but a matter of sound advance planning. 

One way to start the budget is to begin at the 
bottom, by allocating money to cover advertising's 
basic necessities. 

The first necessity: signs 

Since builders must shift their place of business 
f rom time to time, people have to be told where to 
find them. They must have directional signs on 
nearby main arteries to lead people to their model 
homes. They must also have a sign or signs at the 
sales area itself—not only to tell people they have 
arrived, but to presell the house. 

How much should you spend on these signs? The 
cost wi l l vary widely, depending on your location 
as well as local costs. But. at any rate, the signs are 
really minimum advertising for any builder. 

Next budget item: point-of-sale advertising 

When you have prospects at the model home, 
you need: 

1. On-site signs and displays thai highlight the 
less obvious features of the home. These should 
pitch the quality products and workmanship that 
go into the home, and might be set up in the base
ment, garage, or better still, in an outside area espe

cially constructed for the purpose. Such displays 
can be very costly, so to keep within any modest 
budget, you should get as much assistance as pos
sible f rom suppliers. 

2. Brochures that back up the sales story pre
sented by the salesman, list the important facts and 
figures. Though this literature need not be elaborate 
or costly, remember that shabby or amateurish-
looking brochures or folders put the house in a 
poor light. 

Most money should go for newspaper space 

Newspapers are the most effective way of letting 
the public know that you are in business and offer
ing homes that they should come out to see. Because 
newspapers are so effective, we would recommend 
the allocation of up to 60% of the budget to this 
medium. 

Should you use classif ied or display space? 

This depends to some degree upon the market. 
In many cities, builder advertising is confined to 

the classified section. In these markets, me would 
recommend using as heavy a classified schedule as 
your budget permits—and competitive conditions 
require: using only classified space except for special 

continued 
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How to plan advertising continued 

promotions such as the opening of a new model. 
For these special promotions we would suggest using 
some large-space display ads in the other sections 
of the paper. 

In some cities, most builders have "graduated" to 
the use of large display-space in the Sunday home 
sections. In these markets, you wil l probably find 
it necessary to compete with other builders in the 
display sections. This does not mean you can ignore 
the classified section, but in "display ad cities," classi
fied tends to have its greatest value for advertising 
resales rather than popular-priced new homes. 

In some markets, radio and TV make sense 
Whether you should allocate any of your budget 

for this type of advertising depends very much on 
where you are. In Phoenix, for example, where 
newspaper rates run $5 per inch, a builder whose 
advertising budget exceeds $30,000 or $40,000 
might start using some radio. A builder with the 
same budget would not make much of a splash in 
the Los Angeles Times unless he put all his money 
into newspaper space; and a builder who spent 
$40,000 in a small-town paper would own it. The 
basic rule is to do a thorough job of newspaper 
advertising, then—if there's any budget left—use 
radio and T V . 

When using radio, most builders prefer schedules 
of spot announcements, which are cheaper and more 
flexible than sponsorship of a program. Do not 
sponsor news shows or other programs unless you 
arc prepared to stick with them on a long-range, 
basis. 

Let's assume that we are talking about a commu
nity that has eight radio stations. I f your budget 

wil l not allow the purchase of more than 100 spot 
announcements per week, we suggest that they be 
concentrated into the peak home-shopping days— 
Friday, Saturday, and Sunday. 

Television is being used by more and more build
ers in some markets. We recommend the use of T V 
to pre-condition prospects on the desirability of 
your location, community features, and quality— 
rather than to make highly promotion pitches on 
terms or special promotions. (See opposite for a 
sample John Long T V commercial.) 

And there are other effective techniques 
We often recommend direct mail to promote a 

product which has an easily defined. limited market. 
I f you were selling stethoscopes to doctors, it obvi
ously would be very costly to pay for 100% of a 
newspaper's circulation to reach a possible 1 % of 
prospects. Here, direct mail's higher unit cost would 
probably result in a lower per-sale advertising cost. 
So. for example, i f a builder has found f rom past 
experience that a high percentage of his sales have 
come f rom apartment-house dwellers in a certain 
area of the city, he might then effectively use 
direct mail to this group. 

However, the builder servicing a widely varied 
group of buyers in the lower price ranges would 
probably find direct-mail advertising too costly for 
his purpose. The key to profitable use of direct 
mail is a mailing list that contains a very high per
centage of actual prospects. 

Outdoor advertising (over and above directional 
signs), the neighborhood shopping news, bus cards, 
and other media can also be effective in some 
markets. (For some examples of effective outdoor 
advertising with billboards, see p 210.) 

You can get professional help in preparing 
your advertising—at lower cost than you might think 

The most obvious source of such assistance is an 
advertising agency. There are agencies in all but 
the smallest communities. They arc made up of 
people who have had training and experience in the 
planning and preparation of advertising for varied 
products and all media. They are independent of 
the media, work directly for the business firms that 
retain their services. 

How do you find the right agency? Books have 
been written on the subject and opinions arc many 
and varied. But there are a few basic points to 
remember: 

1. Do not ask agencies to make an expensive 
presentation involving the preparation of actual ads 
for your homes. This would be like asking a lumber 
dealer to let you use some of his materials in your 
houses to see if you like them. 

2. Judge the agency on the basis of the work it 
is doing for other business firms and on its stand
ing in your community. 

3 . Experience in homcbuilder advertising is help
fu l but not essential. 

4. Do not base your decision on cost. Good 
advertising requires the time of well trained (and 
expensive) talent—so few bargains are available. 

Will agencies handle very small huilders? Large 
agencies, as a rule, cannot afford to handle very 

small accounts. But there are plenty of small agen
cies that would be interested in handling a builder 
whose advertising budget ran $5,000 a year. 

How. and how much, do advertising agencies get 
paid? Since most homcbuilder advertising is done on 
a local basis with relatively low budgets, the home-
builder may expect to pay his advertising agency 
some form of service fee. These service fees vary 
widely depending on the nature of the account, the 
size of the advertising budget, and the individual 
agency. But. in general, you should expect to pay 
a minimum fee of 15% to 20% of gross advertis
ing expenditures, less the amount received by the 
agency in the fo rm of commissions f rom media 
(radio and T V stations and most magazines pay the 
agency a 15% commission on the space and time 
used, but most newspapers do no t ) . 

The cost of artwork or other production materials 
is not included as part of the fee. 

What do you get for this fee? The agency wi l l , 
working with you. plan all your advertising for any 
media. They wil l write all your advertising copy and 
do any design work needed ( for signs and brochures 
as well as newspaper advertising). And . at least 
with any sizable account, they wi l l work with you 
in other areas of merchandising—for example in 
planning your model house display area and your 
display room. 

A good agency—like a good architect—will earn 
its fee many times over. / E N D 
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Here is the full script and nine selected stills 
from a 60-sec John Long TV commercial: 

VIDEO 

i 
AUDIO 

This is quality! 

~ . A / 
1. CLOSE-UP OF WOMAN'S HAND 

SLOWLY REVOLVING EXQUI
SITE PIECE OF CRYSTAL. 

2. MASTER CRAFTSMAN ADMIR
ING FINE VIOLIN. 

STRIKING 
OF JOHN 
OPEN ON 

4. 

EXTERIOR SHOT 
F. LONG HOME. 
ONE SECTION OF 

IT AND SLOWLY DOLLY BACK 
TO SHOW A FULL VIEW OF 
THE HOUSE. 

(MATCH THE FOLLOWING 
CONSTRUCTION, PRODUCT. 
AND FINISHED HOME SCENES 
TO AUDIO. USE VIVID. 
DRAMATIC SHOTS IN EX
TREME CLOSE-UP WHEREVER 
POSSIBLE.) 

CLOSE-UP OF HANDS LAYING 
CORNER BLOCK. 

5. CLOSE-UP OF TRUSS ROOF 
CONSTRUCTION. 

This is quality! 

And this is quality! 

SOUND EFFECTS: ESTABLISH 
MUSIC—TWO TO THREE SEC
ONDS—THEN FADE IT INTO 
BACKGROUND AND HOLD UN
DER THROUGHOUT FOR: 
ANNOUNCER: This is a John 
F. Long home—which repre
sents the finest in architectural 
design . . . a home built by 
skilled craftsmen using only 
quality materials throughout. 

6. CLOSE-UP OF COPPER 
PLUMBING JOINT BEING 
SOLDERED. 

7. CLOSE-UP OF ROOF BEING 
SHINGLED. 

8. CLOSE-UP OF RHEEM WATER 
HEATER SIGNATURE. 

9. HAND TURNING KEY IN 
LOCK.TURN DOOR KNOB, 
OPEN DOOR. 

10. SHOT OF BATHROOM. 

IK* 

Plumbing that's all-copper . . 
installed to last for the life 
of the home. 

Fry bonded roofing . . . one of 
America's great names in roof
ing materials. 

Rheem water heater. . . warran-
teed for five years. 

All locks and door hardware by 
Weiser. 

Hermosa ceramic tile and 
Norris plumbing fixtures for 
beautiful bathrooms. 

A genuine Trimview aluminum 
sliding door for convenient 
indoor-outdoor living. 

11 . CLOSE-UP OF SLIDING 
GLASS DOOR HANDLE. PULL 
BACK TO SHOW PATIO SCENE. 

Quality Superlite block for 
insulation . . . for long-lasting 
beauty! 

Truss roof construction . . . 
with well seasoned, grade-
marked lumber for finest 
structural strength. 

. . . and every kitchen a dream 
kitchen, with a built-in GE 
range and oven. 

12. KITCHEN SCENE, SHOWING 
BUILT-IN RANGE AND OVEN. 

u 7 m h 1 

Yes, John F. Long combines 
quality materials with the 
finest workmanship to create 
America's most famous homes... 
John F. Long homes, in Maryvale 

13. JOHN F. LONGSIGNATURECARD. 
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Advertising continued 

"Outdoor advertising 

is Homebuilding's 

first-priority 

advertising medium" 

Photo Associates 

 

   

Downtown or on the outskirts, get your name in front of traffic 
In downtown Dallas ( top) Fox & Jacobs' big billboard looms follow the first rules for billboard advertising: big lettering, 
over a six-lane highway. And no one can drive into Tucson short messages, prominent names, clearly displayed along 
without seeing Bob Lusk's welcoming message. Both signs heavily traveled routes. 

 

 

  

 

 
Here is a good way to show your name all over town 

In Phoenix, Ralph Staggs uses benches at bus stops to point taxi signs, sandwich men. signs on trucks parked all day in 
customers toward two of his subdivisions. In Texas. Calif- downtown lots, messages flashed on the screens of outdoor 
ornia. and Florida, builders catch passersby with bus and movies, signs in shopping center parking lots. 
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THOUSAND OAKS 
TURN O F F 

CONtJO VAUEY MVllOPMENT CO. 
PWSENIS CUSTOM HOMES FROM 
121.900 EXCRIEN1 1WMS N E W 

Be sure prospects know where to "turn off" for your models 
The big billboards that announce Goldberg & Brown's new in the word "Meadows" are distinctively styled, are each 
Conejo Valley development are at the top of a rise just off a painted a different pastel tint to create a uniquely colorful 
highway, stand out in bold relief against the sky. The letters logotype fo r the community. 
H&H staff 

    

COME BACK S O O N 

I V ft 

Welcome prospects to your community—and then invite them back 
These attractive highway signs introduce Provident Corp's 
new community in New Jersey ( l e f t ) as cars approach, 
politely say "see you again" as they leave. Consultant Stanley 

H&H staff 

Edge made sure the development would be remembered by 
specifying a distinctive type style for the signs and an unusual 
trademark—the three crossed arrows. 

H&H staff 

 
 
 

     

  

 
 

 
  

 
 

 

STRAIGHT AHEAD 

VAU-Ef-Hi 

1 ] II 1 ' 

r • 

Pope Studios 

    

When prospects get close, start your sales pitch 
Four minutes f r o m their site, Nor th Orlando Homes tells 
that they have 15 models to choose f rom ( l e f t ) . The Mackles 
tell about low down payments (top center). Ray Ellison sells 

exclusivity (top r ight ) . Meyers & Lazeau mentions its fire
places (bottom center). Western Enterprises talk up carefree 
kitchen and family room (bottom r igh t ) . 

For more sales tips from other merchandising experts, turn the page 
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Still have some problems? 

Listen to what five experts say 
about selling houses in today's market 

The five merchandising experts, whose advice you wi l l 
read below, are: 

1. Merchandising Consultant Stanley Edge of 
Washington. DC. (formerly of Pittsburgh) who has 
a nationwide builder clientele. His comments are 
f rom "The prolit builder." a looseleaf notebook that 
he distributes to his clientele. 

2 . Merchandising Consultant Kelly Snow of Palo 
Al to who specializes in big builder clients. His com
ments were written for H O U S E & H O M E . 

3 . Merchandising Consultant James Mil ls of 
New Canaan, Conn., best known as the publisher 
of • Home Facts." a merchandising service for 
builders. His comments were extracted f rom "The 

Salesman's Handbook," a pocket-sized, looseleaf 
book which he wrote for NAHB (copies, .it S2 each, 
are available f rom NAHB'S Merchandising Commit
tee. Washington. D . C . ) . 

4. Sales Manager (and executive vice president) 
Frank Hart of Walker & Lee. Lakewood. Calif., 
one of the nation's biggest realty firms. His com
ments were extracted f rom W&L'S new sales manual, 
written in collaboration with Merchandising Con
sultant Douglas Fdwards of Phoenix. 

5. Interior Designer Julie Sherman of Baton 
Rouge, whose Model Interiors Inc offers a nation
wide decorating service for builders' model houses. 
Her comments were written for H O I S E & H O M E . 

Listen to Kelly Snow's 
four management musts for smart selling 

Must No. 1 is smart organization. Set up your 
marketing department the way a big business would. 
(Bury the standard answers to lack of organization: 
"We've always done it this way" or "We're too 
small to try these fancy ideas.") Here's how to do i t : 

Put one top executive in charge of everything 
connected with marketing. He coordinates adver
tising, sales, public relations, customer service, point-
of-sale, sales training, sales controls, sales forecast
ing, and market research. 

Put several sales managers or tract managers 
under one overall sales or marketing manager. 

Make an organization chart. (You can't run a 
business f rom your hip pocket anymore). It should 
reflect the kinds of jobs to be done, not specific 
people you have. A small builder might hire one 
man to perform every job on the chart. As he 
grows, he could split the job into several parts. But 

charting functions helps to define the job. helps 
avoid duplicated efforts, buck-passing and second 
guessing. 

Must No. 2 is a smart marketing manager. 
Recruit and train managers who know more about 
marketing than the average sales manager in the 
1950s. Here's how to do i t : 

Look outside the homebuilding industry for men 
who will make capable managers with a minimum 
of training. Builders have found such men on the 
merchandising staffs of large magazines, in big firms, 
advertising agencies, sales development firms. Some 
consultants running one-man firms have gone to 
work for builders. 

Train your present and potential managers with 
the help of outside experts. Send them to AMA 
marketing and sales courses, to NAHB seminars, to 
universities. Have them join the National Sales 
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Executive Club, the American Marketing Assn, and 
certainly N A H B ' S Sales Managers Club. 

Delegate more authority and responsibility to men 
on the way up in your organization. Says A M A 
President Lawrence Appley: " A manager either 
makes this shift or goes down in defeat." 

M u s t No . 3 i s s m a r t p l a n n i n g . On questions 
of facts, get all the facts. On questions of judgment, 
get the best judgment available either f r om outside 
consultants or by training your own people. Here's 
how to do i t : 

Be sure your marketing manager develops a mar
keting plan for one full year ahead. It should be 
detailed and written. He should also work out short-
range plans for the next 30, 60, and 90 days. You 
know what you'll be doing, but put it down on 
paper. Builder Tom Yedor of Schwartz-Yedor (Los 
Angeles) is doing long-range planning which also 
helps his short-range action. 

Use checklists. Our clients use a 9-page checklist 
for grand openings. We use a 6-page list in ghost 
shopping and rating salesmen. Checklists make it 
easier to plan and delegate work and to review the 
work of subordinates. 

Leave nothing to chance. Frank Hart, sales man
ager for Lakcwood. Calif. Realtors Walker & Lee. 
expects his men to know and follow a pre-planned 
sales talk. Leonard Besinger (big Chicago-are:i 
builder) has his sales manager plan exactly where 
each of his part-time salesmen stand and everything 
his men do. Harlan Pease, sales manager for 
Phoenix Builder John Long, sets up a pre-planned 
traffic flow. 

M u s t No . 4 i s s m a r t e x e c u t i o n . This is the 
all-important step of putting your marketing plan 
into action. Never leave an important function 

undone for lack of personnel. If necessary, hire 
outside experts. Here's how to do i t : 

Tighten control over salesmen. A t the N A H B 

November marketing seminar, sales managers rated 
close control as their major marketing goal for I 960. 
E. G. Fitzgerald, who manages 14 salesmen for 
Harmony Homes in Northern California, said: 
"Sales are up for us this year because our sales-
'orce morale is high. We raised morale by close 
attention and close supervision, plus sales training 
by an outside f i r m . " 

Keep control by measuring each man's effective
ness. Have outsiders shop your salesmen. James 
Pennington, sales manager for Staggs-Bilt Homes in 
Phoenix, goes over every lead card with every 
salesman once a week. Have regular sales meetings 
and arrange for different levels of training for begin
ning and advanced salesmen. 

Examine your compensation method for salesmen. 
Is it the best for your firm and for your men? Many 
firms have decided they should give more security 
to their men. Jim Peacock of Place & Co. South 
Bend, set up a retirement and pension plan fo r 
his salesmen. 

Key your whole sales presentation to today's 
smarter buyers. Add to your emotional impact with 
a good reason-why factual approach. One-shot sell
ing is losing way to the "multiple sell" with a 
multiple close. Buyers are too sophisticated to 
respond to the same tired appeals they've heard 
for years. Today you need a variety of appeals and 
a -variety of closes. 

Make your salesmen use dead time (Monday 
through Friday) to fol low up prospects away f rom 
the model house. This lets you use a larger sales 
staff without conflict in floor time. See that your 
sales manager closely supervises this follow-up 
program. 

Listen to Jim Mills' tips 

on how to handle seven kinds of buyers 

1. The impulsive buyer. Because he's quick, you 
be quick. Stay away f r o m detail . . . He wants to see 
as much as he can as fast as he can . . . Because 
he generally buys on impulse, involve him in your 
demonstration. Have him slide closet doors, feel the 
texture of cement blocks, open and close the oven 
door . . . Don't slow down when you begin to close 
. . . Other buyers might think you are pouring on the 
pressure, but the impulsive buyer approves. You're 
traveling along at 80 mph. the same way he does. 

2 . The friendly type: This prospect can be the 
toughest of all to sell. Why? Because he weakens your 
resolution to sell . . . Swing along with this man in 
an easy friendly gait. Build gentle switches into the 
conversation: Laugh at his joke about the local ball 
team, and then say. "By the way. I didn't show you 
the park we've set aside for the kids to develop a 
Little League." 

3 . The undecided prospect: Decide for him. First, 
present yourself as an expert in housing. Here's 
where you uncork some of your technical knowledge 
about the home and specific knowledge about the 
community. Not tons of it. Just knead it in while you 
demonstrate the model. Ask simple "yes-no" ques
tions ( "Do you rent? Do you enjoy outdoor cook

ing?") to get to know the prospect. Sit the prospect 
down, study your notes, and begin the decision mak
ing—using the key word, you: " Y o u want a home 
with a terrace because . . . You certainly want the 
second bath." Check your progress by stating: 
"That's correct, isn't i t . " Don't say: "Is that correct?" 
or " A m I right?" because then you're calling for a 
decision. 

4 . The silent buyer: The key to selling him: "struc
tured questions"—questions that can't be answered 
with just a "yes" or "no." The tr ick: Begin your 
questions with "what . . . who . . . when . . . why 
. . . how"—not wi th 'is . . . are." Example: "What 
do you think of the color of this kitchen tile?" in
stead of "Do you like the color of this kitchen tile?" 
Don't try to warm up the silent buyer with charm or 
little jokes. 

5. The disagreeable buyer: Sell quietly. Be serious 
and sober. Don't use humor and the light touch. 
Stick to essentials, but demonstrate as much as pos
sible. By standing up to him—but never playing up 
to h im—you' l l win his respect and confidence. 

6 . The price buyer: One type, the low-cost buyer, 
wants the least expensive house possible. You can 

continued 
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F i v e e x p e r t s continued 

detect him through his early attention to price, his 
disregard of the features you offer. So cut short your 
demonstration, and ask him directly: "Where else 
can you buy three bedrooms, otc, for $13,990?" The 
other type, the deal buyer, wants the lowest price for 
the best possible home. Your demonstration should 
aim at all the cost-cutting features of the home. 

7 . The snob buyer: He is a sucker for a compli
ment. Treat him with respect. No friendly asides . . . 
no inferences that you're equals. Trying to be friend
ly wi l l completely upset the apple cart. Demonstrate 
what he might miss i f you weren't there to show him 
—attic space, disposal, etc. This justifies your reason 
fo r being wi th h im. 

Listen to Stan Edge 

on why and how to hold sales meetings 

Here's why: 

Meetings I ) keep salesmen posted on local market 
conditions: 2) give salesmen a chance to exchange 
selling ideas: 3) keep the builder posted on the fo l 
low-up of prospects and the closing of deals: 4) help 
salesmen learn more about new products: 5) build 
mutual confidence between the builder and his sales 
staff. 

Here's how: 

1. Have a program for every meeting. Good idea: 
Make one salesman responsible for planning and 
conducting each meeting. 

2 . Make the program informative. You can plan 
a product discussion by your construction su-^Hn-
tendent: an analysis of equipment or material by a 
supplier: a talk by the architect, engineer, or superin

tendent on the quality built into your houses: an up-
t o - d a t e report on local financing by a representative 
nl t h e V A . F H A , or a mortgage company. You can 
also show sales-training films. Good source: the 
N A t t B Library. 

3 . Plan a sales demonstration by one of your 
salesmen. Always include an example of qualifying 
the prospect. Follow up with an open discussion of 
the presentation. 

4 . Have an open discussion of closing techniques 
—the greatest fear of most salesmen. 

5. Al low time for a question period—not a gripe 
session. 

6 . Never hold meetings more than once a week or 
less than once a month. Schedule them at regular 
time—and when your salesmen arc not busy. Be sure 
each meeting starts and ends promptly. 

Listen to Frank Hart 

on how to build a prospect list 

You can always find prospects among visitors to a 
model, but i f they are your only prospects, your sales 
wi l l be limited. And you wil l simply be proving that 
you are a clerk (a person to whom business comes) 
instead of a salesman (a person who creates busi
ness ) . 

I f you are a truly creative salesman, many of your 
prospects—and most of your good ones—will come 
f rom sources other than the model house. Prosnects 
you create are likely prospects because (unlike the 
model-house visitor) they are not shoppers and prob
ably rmve not dealt with other house salesmen. 

Here is how to dig up your own prospects: 

1. Work the neighborhood. Canvass the residents 
for several blocks around your subdivision. Tell them 
about your new houses and ask them .to suggest peo
ple whom "you would litce 10 nave as neighbors." 

2 . Watch the papers. Your daily newspaper can 
be one of your best prospecting tools if you know 
what to look for. Check the news pages for news of 

transferred executives f rom out of town, new busi
ness, promotions, weddings, births, and even deaths. 
Check the ads, too—particularly those by your com
petitors. And don't overlook "wanted to rent" ads— 
maybe these people would be interested in buying. 
As you read your paper, have a grease pencil or soft 
lead pencil handy, and circle the useful items. 

3 . Call on stores and plants: "Which of your em
ployees would like to live closer to their work?" 

4 . Call on ministers and school principals: "Who 
in your congregation would like to live closer to the 
church?" or "Who do you know on the teaching staff 
who would like to live closer to school?" 

5. Call on hotel and motel managers who may 
know about guests seeking a new home. 

6 . And don't forget the people you run across 
f rom day to day—your friends: fellow members of 
your church, lodge, service club, or trade association; 
your doctor: your dentist: your attorney. 

Listen to Frank Hart 

on how to keep tabs on prospects 

If you keep good records, they wi l l keep you. The 
most important record that any salesman can keep 
—and the best single selling tool that he has—is 

a prospect card file wi th a card for each prospect. 
The more details that you put on your prospect 

cards, the more your cards wi l l help you close sales. 
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Here is what every prospect card should include: 

1. Complete facts (both personal and business) 
about the prospect—his and his wife's names, his ad
dress and phone number (home and business), his 
occupation, his income ( i f available), the number 
and ages of his children. 

2 . Complete facts about his new-house require
ments—price range, size, type, location, what the 
prospect can afford as a down payment and monthly 
payments, what kind of financing he wants, and all 
you can learn about his motives for buying. 

3 . A complete record of every contact you make 
with the prospect—how the contact was made 

(phone or face to face), what was accomplished, 
what houses were shown, the prospect's reaction not 
only to the houses but also to your sales techniques. 
Also make a note of future contacts (date and time) 
and what you plan to show. 

By reviewing your cards, you can plan your next 
contact with each prospect—when to make the con
tact, what houses to show, what points to stress, 
what questions to ask. and exactly what sales tack 
to take. 

I f your prospect files are neat, complete, accurate, 
and always growing, you're bound to boost your 
sales. I f your files are sloppy, incomplete, inaccurate, 
or even non-existent, you arc doomed to mediocrity. 

Listen to Stan Edge 

on customer and public relations 

1. Always invite your old customers to previews 
of your new houses. 

2 . Handle customer complaints graciously—even 
i f you don't feel you are morally or legally respon
sible. Remember, the customer is not always right, 
but he is never wrong. 

3 . Set up a public relations program—take part 
in local civic activities, make speeches at meetings 
related to housing, build an occasional "advanced 
model." 

4 . Influence the people of influence—clergymen. 

teachers. local officials, other businessmen. Have an 
occasional luncheon with businessmen and profes
sional people in your area. Discuss general business, 
and, incidentally, get in some licks about what you 
plan to do. Pick up the tab. and just say you're trying 
to do a little research on what the community leaders 
are thinking. 

S. Do some institutional advertising—in local 
magazines, for instance, and in programs of the local 
little theatre and symphony orchestra. It may not 
produce any customers the next day. but it builds 
goodwill and keeps your name before the public. 

Listen to Julie Sherman's 

"dos and don'ts" on model-house decorating 

D o use a monochromatic color scheme through
out. A single color for walls and woodwork creates 
a feeling of greater space. 

D o n ' t paint each bedroom a different color. 
When you do. bedrooms become isolated rooms, 
seem restricted in size and shape. 

Do paint the bedrooms the same basic color as 
the bedroom corridor, so the rooms can borrow 
space f r o m the corridor and f rom each other. 

D o n ' t paint doors and woodwork with shiny, 
reflective paints. Shiny doors—particularly wide 
areas o f sliding closet doors—reflect so much light 
that they tend to restrict the size o f the room. 

D o personalize the rooms to make them inviting. 
Furnish one bedroom as a boy's room, one as a girl's 
room, perhaps one for a teen-age boy. another for 
a pre-school child. This way you get the emotional 
appeal of a real home for real people. 

D o n ' t paint or paper one wall or a room in a 
contrasting color. This is a tr icky technique that 
takes top talent. Contrasting colors and patterns 
usually tend to distort room dimensions or make 
them look smaller. 

D o keep your model spotlessly clean. One of the 
chief reasons why people buy a new house is to get 
sparkling clean and fresh surroundings. Keep fu rn i 

ture dusted, countcrtops washed, floors waxed, wood
work unsmcared. 

D o n ' t leave price tags, stickers, labels or cello
phane on furniture. T o be successful, a model house 
must look like a home—not a furniture showroom. 

Do use big potted plants outside the front door 
and fresh cut flowers and plants throughout the 
house to add a home-like welcoming touch. 

D o n ' t overfurnish. Underfurnishing is often a 
good idea because it makes more room for several 
people to walk through a model house together. 

D o n ' t use bunk beds in a bedroom. Prospects 
wi l l think the beds must be stacked because the room 
is too small. 

Do use single or twin beds pushed against the 
wall in your smallest bedroom. Furnish it as a child's 
room with small toys. 

D o n ' t rope off rooms. Al low people to walk 
through freely. You are showing a potential home— 
not a museum. 

Do train your salesman to capitalize on the 
emotional appeal you've put in your model house by 
talking about rooms in terms of the people who wi l l 
use them: "This room is ideal for a small boy; this 
room can double as a guest room, den for dad. or 
sewing room for mother." / E N D 
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Look to Bilt-Well 
by Caradco for Kitchen Flexibility 

Whether the plan calls f o r a p rov inc ia l , 
t r a d i t i o n a l o r m o d e r n k i t c h e n . . . " L " 
shape, " U " , rectangular or square, w i t h 
B I L T - W E L L Cabinets y o u can offer cus
tomers al l the features o f the most ex
pensive c u s t o m - b u i l t i n s t a l l a t i o n a n d 
save valuable hours o f labor on every j o b . 

There are over 100 di f ferent types and 
sizes o f B I L T - W E L L Cabinets precision 
manufac tured in 3" modula r units f r o m 

T H E B I L T - W E L L L I N E 
WINDOW UNITS. Double-hung. Awning. Casement. 
Basement. CABINETS. Kitchen, Multiple-use. Ward
robe. Storage. Vanity-Lavatory.- DOORS. Exterior, 
Interior. Screen and Combination. 

C A R A D C O , INC. Dubuque, Iowa 

12" to 48" widths . There are door and 
drawer units to provide the r ight cabinet 
f o r every storage need. . . every f l o o r p lan . 

Ava i lab le w i t h a choice o f w a r m Pon-
derosa Pine or elegant Birch door and 
d rawer f r o n t s , B I L T - W E L L Cabinets 
can be easily s ta ined , va rn i shed , lac
quered or enameled to match any deco
ra t ing scheme. 

There's more to offer with 

r * U J E L L - Caradco 
d T u j o r k 
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NEW WAYS 
TO BUILD BETTER 
A monthly report on home building ideas, products, and techniques 

N e w s a b o u t t h e i n d u s t r i a l r e v o l u t i o n i n housing shows 
up this mon th in a new publicat ion f r o m Koppers. F o r the first 
t ime, foam-core panels fo r any sort o f residential use are of fered 
on an out-of-catalog basis. See page 374. —» 

Q u a l i t y d r y w a l l m e t h o d s are detailed i n f o u r comprehen
sive brochures f r o m Bestwall. I n other technical publications, f u l l 
lines are catalogued in new booklets about water heaters, vent i 
lating equipment, insulation products. New films tell the stories 
of a luminum siding and v iny l f loor ing. See page 376. 

L u x u r y t o w n h o u s e s i n c o u n t r y c l u s t e r s w i l l soon show 
up on C . V . Whitney 's O ld Westbury estate. T o learn about this, 
and what other leaders are doing, see page 269. —> 

H o w a r e b u i l d e r s t a k i n g t h e n e w F H A d i r e c t i v e ? 
H O U S E & H O M E ' S second survey of the "builders other builders 
f o l l o w " gives the answer. See page 274. 

H o w t o i m p r o v e p l y w o o d . A new f o i l product f r o m Alcoa 
promises a wide range of new properties f r o m all sorts o f sheet 
materials. See page 285. —» 

O t h e r n e w s f r o m t h e p r o d u c t m a r k e t s covers everything 
f r o m bu i l t - in vacuum cleaners to bui l t -up window slides. New 
ideas in doors and windows, new wood and metal finishes, new 
portable domes, new luxury appliances, new decorative and struc
tural accessories. See page 288. 

T o u g h s i t e s m a k e b e t t e r h o u s e s , at least when inventive 
architects apply themselves to the problem. I n Technology this 
month you ' l l see how three smart architects improved three 
problem sites. See page 248. —> 
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SAN 

another 
hot AHianceWare 

• F m Mn% %f M M^k %J # Alliance Ware in this city have real meaning 
to you. Genuine features to help you sell and install spell success. Here they are. 

Read them. Your city, too, can be another hot AllianceWare market. 
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Cuts installation time 50%. Much lighter than 
cast iron tubs, Alliance Ware porcelain-on-
steel bathtubs are quick to install. Installation 
is a one-man instead of a two-man job! 

Most complete line. In colors and sizes, styl
ish AllianceWare offers the most complete line 
of bathtubs—and the most modern. 

Strong sales features. AllianceWare slip-proof 
tub floors are twice as safe, yet comfortable 
and easy to clean. AllianceWare finish resists, 
acids, stains, dirt. 

California factory. Complete manufacturing 
and fast delivery facilities. 

Find out your opportunity. AllianceWare helps 
stimulate San Francisco sales with concen
trated promotional activities—the sort avail
able to you under our new 5-by-5 Plan. Write 
us for details. 

an(an^) subsidiary 

taste in the longest line in America 
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M A N U F A C T U R E D 
F O R 

Your Barrett representative can 

take orders today for the complete 

line of Alcoa Siding. Prompt, dependable delivery is assured from seven conveniently located 

Barrett warehouses. And you can top off your next order of Barrett building materials with Alcoa 

Siding. Just call your Barrett representative, or contact us direct. 

DISTRICT S A L E S O F F I C E S : BIRMINGHAM 8, A la . -1327 Erie 
St.; CHARLOTTE 1, North Caro l ina -1125 East Morehead St.; 
CHICAGO 54. I l l . -Merchandise Mart; CLEVELAND 15, Ohio 
- 3 1 2 1 Euclid Ave.; HOUSTON 11, T e x a s - 3 2 3 South 67th St.; 
MALDEN 48, Mass. - 378 Commercial St.; NEW YORK 16, 
N. Y . -261 Madison Ave.; PHILADELPHIA 46. Pa . -36 th and 
Grays Ferry Ave.; ST. PAUL, Minn. - 764 Vandalia S t 

B A R R E T T D I V I S I O N 
4-0 R e c t o r S t r e e t , N e w Y o r k 6 , N . Y . 

Allied 
(Jiemii 
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NOW! 
THE FIRST AND ONLY 

ALUMINUM SIDING 
MADE BY ALCOA 

New! Horizontal and vertical siding, insulated and noninsulated 
— a l l Alcoa-made for home modernization and new construction! 

NATIONWIDE PROMOTION REAPS PROFITS FOR YOU! 
• NETWORK TELEVISION-Alcoa Theatre, NBC-TV, Alcoa Presents, 

ABC-TV, 50,000,000 impressions. 

• NATIONAL MAGAZINES —Ful l -color advertisements to ta l 
32,000,000 impressions. 

• FULL PAGE NEWSPAPER ADVERTISEMENTS — Commanding an
nouncements in 176 major markets for 90,000,000 impressions. 

• PROMOTION SUPPORT—Brochures, stuffers, mats—all you need. 

Wi th 396 years of building products experience among them, 
these great names chose to distribute Alcoa" Siding. 

BARRETT DIVISION OF A L L I E D CHEMICAL CORP. . 40 Rector Street. 
New York 6. N. Y. 

BIRD & SON. INC., East Walpole, Mass. 

T H E PHILIP CAREY MANUFACTURING CO., Lockland, Cincinnati 15. Ohio 

T H E FL INTKOTE CO., 30 Rockefeller Plaza, New York 20, N. Y. 

MASTIC CORP. . 131 S . Taylor Street. P. O. Box 65. South Bend, Ind. 

Now available f rom stock, nationwide . . . call your distributor 
today! 

SPECIFY THE SIDING THE EXPERTS CHOOSE! 

A L C O A . 

S I D I N G M A D E B Y A L C O A 

8 OUT OF 10 KNOW I T . . . TRUST I T ! 
Sell the Alcoa label: known at sight to 80 per cent of 
America as the sign of aluminum quality! It marks 
every inch of new Alcoa Siding—first and only siding 
made by Aluminum Company of America, world's 
leading producer of aluminum! 

NEW A L C O A SIDING IS S.X W A Y S BETTER! 

1. New, stronger Alcoa Aluminum alloy 
used for the first time in siding! 

2. Special alclad laminated metal coat for 
lifelong corrosion resistance! 

3. Bonderized surface grips paint, defies 
chipping and peeling! 

4 . Specially developed Alcoa Alumalure® 
finish gives maximum life for outdoor ex
posure conditions. 

5. New factory-applied foam insulates 
against heat and cold! 

6 . Alcoa reflective foil backing retains 95 
per cent of furnace radiant heat! 

A L C O A HORIZONTAL SIDING 
for popular clapboard effect, traditional or contem
porary styling 

A L C O A VERTICAL SIDING 
for modern board-and-batten effect, individual styling 

A L C O A S I D I N G ACCESSORIES FOR H O R I Z O N 
T A L A N D V E R T I C A L I N M A T C H I N G COLORS: 
Window and door t r im, starter strip, undersill and 
general-purpose t r im, window head flashing, inside 
c o i ner post, outside corner post, vertical base flashing. 

ALUMINUM COMPANY OF AMERICA • PITTSBURGH 19, PA 

Full paneiized construc
tion cuts installation 
costs: insulating foam 
and foil backing come 
already attached. 

Prenotched ends save 
cutting and fitting on 
the job. 

Interlocking panels 
go up smoothly, 
quickly and neatly. 

Nailing slots speed 
installation and al
low for expansion. 
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Regardless of the price range of the homes you build, homeowners will be 
looking for years of maintenance-free service . . . plus the beauty, convenience, 
and livability of each and every item that makes a home. Quality is the word 
. . . and Quality in Qualitybilt products is a carefully planned combination of 
fine materials, fine craftsmanship, modern production techniques, and a company 
philosophy of always making the best at reasonable prices. Any way you look 
at i t . . . your "bonus buys" for quality are in Qualitybilt products. 

Ask the builders who've used them. They are still our finest salesmen! 

 

^ ) Luxurious Birch Qualitybilt Kitchens are the 
ultimate in practical beauty and convenience! 

The complete Qualitybilt Window line 
is the finest available . . . highest quality 
at a reasonable price! 

(3) Smart, warp-resistant interior and exterior 
doors... flush, panel, and louver construction! 

(7) A trim, eye-catching mantel adds charm 
and elegance to any fireplace! 

( ? ) Precision machined, easily assembled 
stair parts give a really luxurious touch to 
any quality home! 

( ? ) Fine Qualitybilt interior trim, uniformly 
machined to templates, can be accurately 
mitered and applied! 

(J) Every quality home should include 
FARLITE . . . the very best in high-pressure 
laminated plastics. 

O T H E R F I N E Q U A L I T Y B I L T P R O D U C T S I N C L U D E — NEW 4-Way 

Windows • Casements • Picture Window Units • Glider Windows • Entrances 
Frames • Blinds • Folding Doors • Combination Screens and Storm Sash 

Mouldings • Louvers • Cabinet Work • Disappearing Stairs 

Write for illustrated folders and name of your nearby Qualitybilt distributor! 

Since 1875 .. . the finest in Builders Mi f I work 

F A R L E Y & L O E T S C H E R M F G . C O . 
D U B U Q U E , I O W A 
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T H E C O M P L E T E 
M E T A L B E S T O S C H I M N E Y * 

So quick . . .so easy . . .and it's approved for all high-tempera

ture fuels including oil, wood and home incinerators. For new 

or old construction, inside or outside installation. 

Get complete details from your Metalbestos Distributor. He's 

as close as your telephone. 

•Average time for an average installation. 

D I V I S I O N 
W I L L I A M W A L L A C E C O M P A N Y • B E L M O N T , C A L I F O R N I A 

Manufacturing Plants In Belmont, California • Logan, Ohio 
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Use th i s " E m b l e m of 
Quality" to establish the 
fact that Amerock hard
ware is typical of thetop-
qual i ty products used 
throughout your homes 
. . . it will draw attention 
to the "eye appeal" of 
your cabinet hardware. 
Hang it where your buy
ers can see i t . Send 
coupon on other sidefor 
complete details. 

*^No other feature 
near this cost equals 
Amerock Hardware 
for eye appeal at eye level 
. . . so we make it a point to feature Amerock hardware 

in our model homes. Judging from comments 

as women enter the kitchen we know hardware has 

a great deal to do with selling kitchens and this 

goes a long way toward selling the house. 



there is an Amerock pattern 
and f in i sh for every decor... 
every style. . . every budget 
Shown at left is Amerock's Modern Provin
cial—an exciting new design with modern 
feeling yet with the elegance and grace of 
period styling. Pulls — knobs — with hinges 
to match — another Amerock first. 

 

 
 

Top: Handsome Amerock Contemporary available in Satin Copper, Ebony 
Black, Satin Chromium, Dull Bronze, and Polished Brass finishes. 

Below: Elegant Amerock Modern Provincial available in Antique Copper, 
Antique English, Antique Silver, and Ivory Gold. 

SEE YOUR AMEROCK SUPPLIER OR SEND COUPON 
i 

J 1960 Catalog J Amerock emblem details 

J Have Amerock man contact me. 

Name. 

Company. 

Address_ 

City State. 

I buy my hardware from 

Dept . NH50 

A M E R O C K C O R P O R A T I O N . R O C K P O R D . I L L . M C A F O R D . O N T . 
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I HOME BUILDERS! 
YOU CAN HAVE 

\ 

< 
\ 

ART JENKISSON 

4 SUCCESS STORY 
LIKE THIS! 

SIMPLEX DIRECTOR O F SALES 

S I M P L E X F O R M S USER NETS $ 4 6 7 5 3 2 
EXTRA PROFITS FROM 3 7 B A S E M E N T S 

I Contractor Norbert A. Paul figured he could make more 
I money by building his own basements. And, pocket 

extra cash, he did . . . to the tune of $4,675.32 in just one season! 

More and more, other enterprising builders are finding that 
forming and pouring their own basements can be the most 
profitable part of home building. More and more, they are finding 
that nothing beats the Simplex System for accuracy, flexibility, 
s|>eed, and ease of handling. L e t us show you how you can 
equal, or even better, contractor Paul's success. May we hear 
from you today? 

F o r m s S y s t « m 
•OCKFOKD. IUINOI5 

!OUTE*l| 

T 
Steel bars 
give added 
strength 

Patented 
locking 
lever 

All locking 
hardware 
bolted in place 

S i m p l e x 

f o r m s 

Make more money from your 
operation with the fastest, 
most flexible method of 
concrete forming 
With Simplex, you don't have to skimp or cut 
corners to make a neat profit! The system is so 
easy, so quick, so simple that workmanlike 
jobs come naturally to any one who has just 
a basic knowledge of concrete. Look at these 
superior features of the Simplex System! 

• Accurate Foundations 
Because Simplex panels are drawn together by 
patented hardware, forms set-up straight and 
true . . . seam marks are at a minimum. Homes 
become more salable! 

• Best for Pre-Fabs 
Here's where accuracy really counts! Simplex 
assures positive wall dimension . . . specifica
tions are easily met . . . above grade work 
naturally goes faster! 

• Time-Saving Features 
Patented levers and hardware are bolted firmly 
to panels. Levers lock or unlock with the tap 
of a hammer. With Simplex, vital parts can't 
be lost or misplaced . . . saves stripping and 
moving time. Cuts parts replacement costs. 

• Rugged, Long-Life 
Panels are 9-ply, 1 W plastic-impregnated ply-
glaze and are strengthened by horizontal steel 
backing bars. Users report excellent results 
after hundreds of pours. 

Send For the Complete Story 
S I M P L E X F O R M S S Y S T E M , I N C . 

5625 Industrial Avenue 
Rockford (Loves Park) Illinois 

 • Guaranteed by * 
Good Housekeeping 

T U B E N C L O S U R E 
Is Y O U R A n s w e r T o Any C h a n g e 

i n t h e C u r r e n t B u i l d i n g 

M a r k e t ! 

Regardless of die ttuetuations <>l the 
building market in 1960, you'll ap
preciate ShoweRite's improved engi
neering . . . better service. Take de
livery from the nearest of four plants 
—Chicago, Philadelphia, Dallas and 
Miami—or two warehouses—Boston 
in the New England area, or New 
Orleans in the Golf Coasl region. 
Faster shipment means lower ship
ping costs. 

Featured on 
MAVRICK 

ABC-TV 
June 19 — 7:30 EST 

The E l Dorado, shown above, is 
ShoweRite's finest unit designed to 
fall every requirement, no matter 
what your eu-lomers desire. The 
El Dorado offers luxury features 
and beauty at a priee that 'Sells" this 
mil-landing value. 

 

 

 

P H I L A D E L P H I A 

Suggested Retail 
Selling Priee. $ 1 0 9 9 5 

Products made with 

  
   
  

T H E O D O R E E F R O N 
M A N U F A C T U R I N G C O . 
7 5 1 9 S. G R E E N W O O D AVE. 
C H I C A G O 19, I L L I N O I S 

Subsidiaries 
Theodore Efron Manufacturing Co. of Florida 

3635 East 10th Court Hioleah. Florida 

Theodore Efron Manufacturing Co. of Texas 
9124 Diplomacy Road Dallas, Texas 

Theodore Efron Manufacturing Co. of Fa . 
30th ft Grays Ferry Philadelphia, Pa . 

Warehouses: New England ft Gulf Areas 

THEODORE EFRON MFG. CO. 
7519 S. Greenwood Ave. 
Chicago 19, III Dept. HH 560 

Please rush the name of my 
nearest distributor. 

NAME . 

ADDRESS 

CITY STATE. 
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EXTERIOR LATEX PAINTS 
free you from weather worries. Easy 

to apply, they're moisture resistant in 

minutes, completely dry within the hour, with 

a tough water-proof fi lm that resists fog. 

wash-offs or streaks, dust, sunlight, mildew, 

insects, and salt air. Paint schedules can 

be tightened and painting time greatly 

reduced. These paints go on previously 

painted or oil-primed wood, or on masonry, 

and most other surfaces. They are self-

leveling and flow smoothly. Clean-up is 

with soap and water. And their durability in 

all climatic areas measures up to any other 

type of exterior paint. Exterior Latex Paints 

are available in a wide selection of colors 

from leading paint manufacturers 

formulated with latex supplied after 

many years of testing by Monsanto and 

major paint manufacturers. For further 

information and a list of brand names of 

exterior latex paints, use coupon below. 

Monsanto Chemical Company, 

Plastics Division, Springfield 2, Mass. 

M O N S A N T O 

 

A C T I V A T O R IN 

M O N S A N T O C H E M I C A L C O M P A N Y 
Plastics Division, Room 735 . Springfield 2. Mass. 

P l e a s e s e n d m e in fo rmat ion ar.d s o u r c e s of s u p p l y on E X T E R I O R L A T E X 
P A I N T S 

N a m e — 

Company. 

A d d r e s s -

Ci ty . S t a t e . 



a charming. Not only does this sa 
natural beauty but it will hold its finish far long 

Another advantage of using saw-textured red' 
it will sustain knocks and dents without showing wear 

How Redmood Adds to the Beauty 

It is not surprising that so many of the homes that architects themselves most admire, were designed to be made of California Redwood. 

Of all available building materials. Certified Kiln Dried redwood unquestionably comes closest to meeting all the requirements, aesthetic 

and practical, of both architect and owner. When used for siding, decks, and in the garden, redwood beautifully and naturally helps relate 

the dwell ing to its set t ing. Ins ide the home, redwood's rich color tones and interest ing grain patterns create a feel ing of warmth 

and an atmosphere that is casual yet elegant. Write Dept. 3 for your copy of " R E D W O O D HOMES — Ideas from Architects' Own Homes". 

All the wonderful warmth of wood is best expressed in redwood. 

CALIFORNIA REDWOOD ASSOCIATION • 576 SACRAMENTO S T R E E T • SAN FRANCISCO • C E R T I F I E D KILN DRIED REDWOOD 



Architect: 
Marquis <£ Stoller 

By the careful, imaginative selection of the 
lumber used for this handsome paneling, the 

architect has effectively taken advantage of the 
interesting natural variations in redwood's 

color tones. Another reason Certified Kiln Dried 
redwood is so often used for fine paneling 

is its exceptional dimensional stability. 

Here an unusual redwood divider was 
continued indoors to help make the deck a 

visual extension of the living area. 

of this Well-Designed Home 

Here the architect specified redwood facing 
for this central steel pier to preserve the 
striking effect gained by the dramatic use of 
redwood throughout the interior. 

Whether redwood paneling is left in its natural state 
or given some type of stain treatment, its warmth 
and depth of color provide a handsome background for 
the owner's furnishings, contemporary or traditional. 



The Golden Value Line of the 60's 

YOU PROFIT MORE WITH GENERAL 

THROUGH POWER OF BRAND 
"Profit" is PPP's middle name and the name belongs to General Electric 

PPP—Planned Profit Package—is a plan to help 
you net the most profit for your money. 

You can get this "package" only from General 
Electric Major Appliances (The Golden Value 
Line of the 60's). And one of the important 
"extras" in i t is the Power of General Electric 
Brand Preference. Here's what it means: 

• Among home buyers . . . General Electric 
brand preference studies show that most women 
think General Electric makes the best appli
ances. That's why General Electric equipment 
in a house often is the "clincher" in its sale. 

• Among home appraisers . . . Lending institu
tions use General Electric's higher quality and 
brand name dependability as a basis for grant
ing higher appraisals. This puts a greater value 
on a house with General Electric equipment. 

I t all means more profit for you! 

Would you like to know the other ways you can 
save money through General Electric? Then 
send for the " P L A N N E D P R O F I T P A C K A G E " 

kit with information about planning and styl
ing help, product availability, complete mer
chandising program, product service and more. 

H O U S E & H O M E 



The Golden Value Line of the 60's 

ELECTRICS PPP 

PREFERENCE 

 
 

As an authorized builder of 
M E D A L L I O N H O M E S , you get 
prestige and promotional ad
vantages. Ask your local utility 
about this program. 

For i n f o r m a t i o n , m a i l c o u p o n to: 

G e n e r a l Electr ic C o . , H o m e B u r e a u , 

A p p l i a n c e Park , L o u i s v i l l e 1, K y . 

Have local General Electric builder 
sales representative contact me. 

n a m e 

A D D R E S S . 

C I T Y 

S T A T E . 

Progress Is Our Most Important froduct 

G E N E R A L ! ! E L E C T R I C 

A Y 1960 



No blistered future for these sun-bathers 
Clear Western Red Cedar Siding, finished with blister resistant paint, stays new longer. I t assures a handsome 
siding complexion for years. Even left untreated, cedar turns gracefully to a beautiful, silvery-grey finish. 
Why? Because Western Cedar's grown-in, long-life quality resists moisture, decay, shrinkage and swelling. I t 
welcomes every type of finish. Available in varieties of patterns and surfaces, Cedar is ideal for any area, any 
architectural design. Side with Western Red Cedar. 

For more information write us: WESTERN RED CEDAR LUMBER 

ASSOCIATION, White-Henry-Stuart Bldg., Seattle, Washington WESTERN CEDAR 
N G S 
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What 

World leader in indoor comfort for 
homes, business, schools, industry 

LENNOX 

price 

quality? 
HOW TO ASSURE 
GETTING IT IN 
HOME HEATING AND 
AIR CONDITIONING 

Quality equipment, correctly chosen, is 

not enough, Expert installation and adjust

ment are also essential. 

T h a t is why Lennox restricts its sales to 

direct factory dealers. There are more 

than 5500 such dealers, known as Lennox 

Comfort Craftsmen. They are engineer-

trained by Lennox to custom-assemble 

and install the right units, from the world's 

largest line of quality heating and air con

ditioning equipment. The fine reputation 

of Lennox and its famous dealer organi

zation is known to millions, for Lennox 

has been the standard of quality since 

1895. This consumer recognition gives 

your Lennox- equipped home an additional 

appeal to buyers. 

T o familiarize the public, your prospects, 

with Lennox quality and to make the 

name "Lennox" an effective sales-tool for 

you, advertisements like the one on tIn-

next page appear regularly in leading 

magazines. 

T U R N 

P A G E 

I 960 I .cnnox I n d u s t r i e s I n c . , founded 1895; M u r s h u l l l o w n and D e s Moines . I a . ; S y r a c u s e , N . Y . ; C o l u m b u s , O . ; D e c a t u r , G a . ; F t . W o r t h ; L o s Angeles; 
S a l t L a k e C i t y . I n C a u a d u : T o r o n t o , M o n t r e a l , C a l g a r y , V a n c o u v e r , W i n n i p e g . 
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E a s t e r P a r a d e 

o f 

P r o f i t s 
Here's another in the Lennox series of 4-color 

ads appearing in Reader's Digest, Saturday 

Evening Post, Life, (Jood I housekeeping and oilier 

national magazines. Such advertising tugs at the 

heartstrings, reminds the consumer of his love 

for his family. I t makes your customers aware 

of the indoor comfort provided by Lennox air 

conditioning and heating. I t sets the stage for 

your sales. 

II you haven't yet experienced the pleasure of 

doing business with an engineer-trained Lennox 

Comfort Craftsman, you have a real treat in 

store. He deals direct with Lennox factories— 

gets faster deliveries—gears his installations to 

your schedule—at prices less than you expect. 

He follows up alter \our customers have taken 

possession, insuring perfect performance of the 

system. The Lennox Comfort draftsman is listed 

in the Yellow Pages. 

35,000,000 readers will see this ad in 

in the April issue of 
Reader's Digest. 

C O L O R S 
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A day to remember, when the pup colored his nose whale 
the kids colored Easter eggs . . . the same day Lennox 
heating and air conditioning was installed. 

E v e r since, no matter what the weather, every day 
has been perfect inside. Lennox equipment lets you dial 
the exact temperature and humidity wanted — and 
maintains this perfect climate through every day. 

A Lennox installation is custom-designed to your 

home by a factory-trained Comfort Craftsman at less 
cost than you would expect. His name is in the Yellow 
Pages. Lennox, world leader in indoor comfort for 
homes, business, schools. 

FREE booklet "How to Select Your Heating and Air 
Conditioning System.11 Write Lennox Industries, 216 S. 
12th Avenue, Marshalltown, fa. 

HEATING AND 
AIR CONDITIONING 
©I960 Lonnoi Industries Inc.. rounded 1895, Matshalltown and Des Moines, l«., Syracuse, N. Y.. Columbus. 0.; Decatur. Ga.; Fl. Worth; Los Angeles, Salt Lake City. In Canada: Toronto. Montreal. Calgary, Vancouver. Winnipeg. 
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Here are s o m e of the many E X C L U S I V E 

LENNOX QUALITY FEATURES 
Since 1895, Lennox has pioneered in research and engineering. I t has 
many famous "firsts" to its credit—-first with forced warm air heating, 

first with the all-steel furnace, first with a truly quiet blower. 

The four representative "exclusives" shown here are the kind of 
Lennox features that assures customers' satisfaction. Your prospects' 
respect for Lennox quality means that a Lennox-equipped home is 
recognized as a quality home throughout. 

L E N N O X H E A T E X 
CHANGER, formed from 
aluminized steel for corro
sion-resistance. Endurance 
proved by exclusive accel
erated use "torture test." 

LENNOX BURNERS AP
PLY HEAT EVENLY for best 
transfer, longer furnace life. 
The high-performance oil 
burner is outstanding for effi
ciency and quietness. Gas 
burners are ribbon port type 
for trouble-free service. 

LENNOX "BLUE SHIELD" 
AIR FILTER has TWICE the 
filtering capacity of ordinary 
filters, because of its unique 
"hammock" contour. Tighter 
edge-seal; delivers cleaner 
air, longer, without changing 
—and is easiest of all filters 
to change. 

B I G " H U S H T O N E " 
BLOWER runs at slower, 
quieter speed in sound
proofed housing; all moving 
parts "float" on rubber cush
ioning. There's no vibration, 
no hum, no other blower in 
the industry like if! 

Call your nearby LENNOX COMFORT C RAFTS M A N-listed in your Yellow Pages 

LENNOX 
AIR CONDITIONING AND HEATING 

More people buy 
their all-season air conditioning 
through 5500 Lennox Comfort Craftsmen 

I960 Lennox Industries Inc., founded 1095; Marshulltown and Des Moines, la . ; Syracuse, N .Y . ; Columbus, O.; Decatur, G a . ; F t . Worth; Los Angeles; 
Salt Lake City. In Canada: Toronto, Montreal, Calgary, Vancouver, Winnipeg. 
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Y O U C A N L I V E B E T T E R . . . E L E C T R I C A L L Y . 

T H I S H O M E IS E Q U I P P E D W I T H Q O 

•THE F I N E S T C I R C U I T B R E A K E R E V E R B U I L T ! 

It's very easy to prove that 
Circuit Breakers help sell homes! 

T o d a y ' s h o m e b u y e r s a r e " h o u s e p o w e r " - c o n -
s c i o u s . T h e " L I V E BETTER E L E C T R I C A L L Y " a n d 
"MEDALLION HOMES" p r o g r a m s h a v e f o c u s e d at
t e n t i o n o n the h o m e ' s e l e c t r i c a l s y s t e m . E l e c t r i c a l 
e q u i p m e n t a n d a p p l i a n c e s n o w a r e b e i n g p r o 
v i d e d a n d p r o m o t e d a s a n i n t e g r a l p a r t of the 
h o m e . It t a k e s a d e q u a t e w i r i n g to p r o v i d e for 
t h e s e " b u i l t - i n " e l e c t r i c a l f e a t u r e s a n d o t h e r s that 
w i l l b e u s e d l a t e r o n . 

W h e n y o u i n s t a l l Q O " q w i k - o p e n " c i r c u i t 
b r e a k e r s i n y o u r h o m e s , y o u h a v e a p o t e n t s e l l i n g 
f e a t u r e . Y o u ' r e p r o v i d i n g far m o r e t h a n just a d e 
q u a t e w i r i n g . Y o u ' r e p r o v i d i n g c o n v e n i e n c e . 
T h e r e a r e n o f u s e s to r e p l a c e . E v e n a c h i l d c a n 
r e s t o r e s e r v i c e , q u i c k l y a n d s a f e l y . Y o u ' r e p r o v i d 

i n g m o d e r n p r o t e c t i o n a g a i n s t o v e r l o a d s a n d 
" s h o r t s . " A n d — y o u ' r e p r o v i d i n g for e x t r a c i r 
c u i t s a s t h e y ' r e n e e d e d i n the f u t u r e . 

Y o u put a p r o v e n s e l l i n g f e a t u r e to w o r k for y o u 
w h e n y o u i n s t a l l Q O — f ines t b r e a k e r e v e r bu i l t ! 

5 Q U H R E ] ] C O M P A N Y 

wherever electricity is distributed and controlled 
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A f f l E R O K 

M0* A2 

NEW HORIZONS 
IN MASONRY 

I f you're not in the mood 
for monotony, build of Amerok— 
the supreme achievement in masonry. 

For Amerok is refreshingly different. There's newness 
in its striated texture . . . tomorrow's touch in the wide 
color range . . . thought of contemporary styling in its 
clean-lined symmetry. 
And it's easy to build with Amerok. It is strictly in mod
ular conformation. Precisely dimensioned. Generous 
voids to entrain air and lighten the load on footings and 
foundations. Ample structural strength. Two lengths — 
16" and 12"; two thicknesses — 8" and 4". Two 
heights — 214" and 3%". Half units for each size. 
Striated or plain face. 
Price? Beauty considered, 8-inch-thick Amerok is eas
ily the lowest cost masonry available. Material for 
material, usually costs less than lumber. And there's the 
4-inch-thick for cavity walls, or veneer over frame. 
Write for brochure "New Horizons in Masonry" and 
name of nearest manufacturer. 

O P P O R T U N I T I E S ARE O P E N 
FOR LOCAL MANUFACTURING 
Amerok is relatively low in prior because it is produced in local 
plants, from local aggregates, for local or regional consumption, 
practically eliminating the territic costs of freight and distribution, 
and permitting a generous 
mark-up on basic C O H I M . For 
these reasons, the manufacture 
of Amerok can be a very prolit-
nble operation, either for your 
own building pro jects or for sale 
to others in the area. 
The Amerok machine is i (un
pad , self-contained and fully 
automatic. Plants operate under 
franchise, with exclusive rights 
in prolei-te<l territories. Kipiip-
mentinvestment is nominal with 
extended payment* to respon
sible parties. Write for "The 
Story of Amerok." 

Brikrrelo Associates. Inc. 
416 W. 25th. Holland. Midi 

GIVES YOUR HOMES THE STRONG 
MERCHANDISING ADVANTAGE OF EDWARDS 
PROVEN ZONE-CONTROL HEATING SYSTEM. 

Edwards Zone-Control Heating 
System costs as low as $25.00*  
per zone more than non-zone 
systems. *(average installation) 

Zoned heat gives you a strong  
merchandising advantage...helps 
you sell homes faster. 

A complete installation package 
can be installed in just 1 day by 
2 men. 

Edwards Zone-Control Heating 
System, proven through thousands 
of installations, can give you up to  
6 zones, yet uses only one pump, 
due to Edwards' positive-action 
motorized valve system. 

Complete package weighs under 
400 lbs. 

20 year guarantee. 

Brings quality zone-control base
board heating prices within reach 
of lower priced development hous
ings as well as custom built homes. 

Wri te , wire or phone 
for complete information 

and brochures. 

"I DWARDS 
E N G I N E E R I N G C O R P O R A T I O N 

3 0 1 - 1 A l e x a n d e r A v e . , P o m p t o n P l a i n s , N. J . 

T e l e p h o n e : T E m p l e 5 - 2 8 0 8 
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with a new T A P P A N G a s built-in 
that's won the Star! 

New features show you know quality! Easy upkeep shows you know women's wants! Good design shows you know kitchen planning! 

This Tappan has the features women want—like No messy boil-overs to clean up, when she cooks on This sparkling automatic rotisserie is sure to be the 
automatic roast control, that turns Gas off when the automatic Burner-with-a-Brain! This award- center of many a party meal. Build it in as a feature 
roast is perfectly clone. Clock controls give perfect winning Tappan is casy-to-clcan all over, too! of your homes—at no extra construction cost— 
baking—and the famous Gas Burner-with-a-Brain* Grates, racks, even I lie oven bottom lift out easily, wipe simply by chousing a modern, fully-automatic Gas 
makes range-top cooking automatic, too! clean. Rustproof, stainproof surfaces resist dirt! range like this Tappan. 

T h e G o l d S t a r A w a r d s h o w s you 

know a p p l i a n c e s ! 

This Gold Star is awarded by A . G . A . 
to the finest ranges of all. Each must 
be more automatic, more modern, 
better designed in every one of at 
least 28 specifications—to win a Gold 
Star. It means they cook faster, cooler, 
cleaner than ever—automatically/ 

No w o n d e r . . . 

T h e G o l d S t a r s e l l s for you, too! Most women judge your 
whole house by what they think of details like this—silly, per
haps, but true. When you build in a fabulous new Gas range, 
built to Gold Star standards they trust, you build your reputation 

Jor quality! T h e popularity of Gas helps sell your homes, too; re
member. Gas is chosen to heat 8 out of 10 new homes! C a l l your 
local Gas company for help 

in planning better kitchens. / T T / 1 * n f i / * i W% 
a m i r s c a n q a s a s s o c i a t i o n M ATMJTM JLMMm 

'A.G.A. Mark QAm. Gas Assoc., Inc. I i 

today more people than ever are cooking with GAS! 
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A touch of 
quality she 
can see... 
feel... and 
take pride in! 

NEW 
ARCADIA 
SERIES 
150 sliding glass doors 

T h e warranty tag on every Arcadia 150 door tells the story 
and proves the quality you've built into your homes: 

^ a name she kn&WS and respects... 
A r c a d i a . . . first name in sliding doors . . . first choice of 
award-winning architects and model-home bu i lders . . . featured 
and advertised in leading shelter publications. 

^ a bold, new slim silhouette... 
Clean , l ean . . . acc la imed by builders everywhere! Its 
graceful black handle appears to float in space . . . the 
slender stiles actually disappear into the frame w hen the 
door is c losed . . . yet Scries 150 doors have the rigid, 
solid 'feel' you expect of genuine A r c a d i a quality. 

= truly weatherproof ...wearproof! 
Patented step-sill design, Alumil i te finish, maintenance-free 
inside fiberglas screen, jam-proof latch, and many more 
exclusive features; choice of 35s" or SM" jamb and single 
glass or insulated glass. 

Series 150 offers new sliding door quality at a builder's 
p r i c e . . . get the whole Story from your Arcad ia distributor, 
or write to Dept. 151 today. 

Arcadia Metal Products Fullerton / California 
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Quality like this c o s t s you s o 
little—pays for itself—it's 
We ldwood real wood panel ing 

T h i s C h a r t e r O a k p a n e l i n g , f i n i s h e d 
l ike f ine furn i ture , c o s t s l e s s t h a n 
$50—reta i l—for a 12 x 8 foot wal l . 

T h i s i s t h e ago w h e n q u a l i t y i s a l l - i m p o r 

t a n t i n I lit- e o u s t r u e t i o n a m i m e r c h a n d i s i n g 

o l h o m e s — a n d n o t h i n g s a y s " q u a l i t y " ' 

fester t h a n W e l d w o o d * p a n e l i n g . T h e h o n 

es t b e a u t y o f r e a l w o o d p a n e l i n g is s o m e 

t h i n g t h a t c a n n e v e r b e d u p l i c a t e d by 

i m i t a t i o n s — t h e s o - c a l l e d " w o o d g r a i n s * * 

p r i n t e d o n i n f e r i o r p a n e l s . Y o u k n o w i t — a n d 

s o d o c s t h e q u a l i t y - c o n s c i o u s h o m e b u y e r . 

l i e — o r s h e — k n o w s t h e d i f f e r e n c e 

b e t w e e n W e l d w o o d p a n e l i n g ' s r e a l w o o d 

w a r m t h . . . i t s d e e p , r i c h l u s t e r . . . a n d a n y 

o t h e r p a n e l i n g o n t h e m a r k e t . H o w ? O n e 

l o o k , o n e t o u c h . \V c l d w o o d ' s e x c l u s i v e 

e i g h l e e n - s l e p g e n u i n e l a c q u e r f i n i s h m a k e s 

a d i f f e r e n c e y o u a n d y o u r b u y e r s c a n 

a c t u a l l y feel. 
T h e C h a r t e r O a k s h o w n h e r e i s b u t o n e 

o f m o r e t h a n 7 0 t y p e s o f W e l d w o o d 

p a n e l i n g y o u c a n c h o o s e f r o m . S e e t h e m 

a l l at y o u r W e l d w o o d l u m b e r d e a l e r ' s o r 

at t h e U n i t e d S t a t e s P l y w o o d s h o w r o o m 

n e a r e s t y o u . I n C a n a d a , i t ' s l i s t e d u n d e r 

W e l d w o o d P l y w o o d , L t d . 

WELDWOOD REAL WOOD PANELING 
Product of UNITED STATES PLYWOOD • 126 branch showrooms in the United States and Canada 

SEND FOR FREE PANELING BOOKLETS 

United States Plywood HH 5-60 
55 West 44th Street, New York 36, N. Y. 

Please send me: 

• "Weldwood Preflnlshed Paneling For Fine Interiors." 
Shows woods, Installation photographs, specifications. 

• "Family Rooms In Beautiful Weldwood—100 Interesting 
Ideas For The Room Your Family Lives In." 

Firm 

Address . 

City . Slate. 



 

                   

 
 

 

  



New space-saver kitchen 
for $10,000 homes 
The luxury of a Suburban built-in range 

plus unique stow-a-wall cabinets— 

both practical and profitable 

 

   

           

Designed by Bruce McCarty, A. LA. 
PAINTER.WEEKS. McCARTY-ARCHITECTS 

1st in a series of best-seller kitchens 
—all blueprinted and ready to use 
—each designed to give you the 
most value, the most sales-talk for 
a home in a specific price range. 
Suburban's Idea Kitchen shown 
here is for homes in the $10,000 
price range — a kitchen pre-engi-
neered especially for a home of that 
price, a kitchen you can easily re
create in the home you build. The 
plans — complete with specifica
tions, product lists and all the 
know-how—are yours free for the 
asking. Just mail the coupon at the 
bottom of this page. 

 

New cook-tops—a blessing 
to home buyer and builder 
These beautiful, new Suburban 
thin-line units with recessed con
trols on top allow f u l l , usable 
drawer space underneath—pots and 
pans can't be knocked over by 
accidently brushing against knobs. 
Gas or electric, Suburban cook-tops 
are quickly installed (only one cut
out necessary) and easily removed 
or interchanged. Al l mounting 
screws are accessible from the top— 
no concealed mounting lugs, no 
special lugs needed for extra-thick 
counter tops. 

Now you can use the kitchen 
wall, ceiling and studs as part of 
your cabinets. This unique stow-
a-wall design not only saves 
space and materials but adds 

_ l l II II II IL 

PATIO 

Free plans; free "Ideas File" 

The sketch above shows how 
easily the Idea Kitchen pre
sented on these pages may be 
adapted for varying space re
quirements. The details on de
sign, equipment, sizes, dimen
sions and approximate cost are 
yours for the asking. 

A specially prepared expansion-
file, "New Home Ideas K i t , " is 
also available for you to collect 
other ideas, articles and product 
dope with separate indexed sec
tions for every room in the 
house. Just say "send i t ! " 

extra storage that home buyers love. 
The combination of stow-a-wall cab
inets and a Suburban built-in range 
adds glamour that is otherwise diffi
cult to achieve in a $10,000 home. 

r 1 

Samuel Stamping & Enameling Co., 
Department HH. Chattanooga 1, Tenn. 

I want more information on Suburban: 
J Buill-in Electric Ranges • 

Built-in Gas Ranges • 
• I am an architect • realtor • kitchen 

remodeler • builder (sales mgr.) • 
builder (chg. of purchasing) • 
Please send me free Kitchen Plan & Specs for 
$10,000 Home • 
free New Home Ideas File Kit • 

Name 

I Firm I 

Street 

j City State 

i s u b u r b a n 
Built-in Ranges 

I LOOK FOR SUBURBAN IN YELLOW PAGES 
L 
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Technology 

           
           

2m How to put two units where one will barely fit 
House by Architects Gromme, Mulvin & Priestly in San Francisco (details, p 252). 

3. How to get a huge glass wall on a windy bluff 
House by Architect J. Herbert Brownell in L a Jolla, Calif, (details, p 256). 

Here are three 

structural ways 

to overcome; 

site limitations 

Almost every site has its limitations 
of topography, soil type, and climate 
which are accented when builder, ar
chitect, or owner wants to build a house 
that wil l be at odds with, the site. But 
ingenuity can solve the toughest prob
lems. For instance, the houses at left 
all show technical solutions which set 
the house design off f rom the site. 

1 . Architect Pierre Zoelly had the 
job of creating a vacation house wi th 
a good view of lake and a lush but flat 
countryside. Zoelly raised the house 
(see facing page) and created a shaded 
play area for children under it. 

2 . Architects Gromme, Mulv in , & 
Priestly solved the problem of a steep 
and rocky site to give the owners an 
attractive duplex overlooking San Fran
cisco Bay. Their solution (see p 252) 
permitted wide expanses of glass on the 
Bay side of the house. 

3 . Architect J. Herbert Brownell's 
site was a headland bluff, exposed to 
sea storms, with an extraordinary view 
that called for a huge expanse of glass. 
Brownell and the owners wanted a two-
story vaulted living room, which cre
ated the extra problem of supporting 
glass two stories high. To see the solu
tion, turn to p 256. 
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C R O S S S E C T I O N shows how roof section hangs from mast, how floor is framed into mast, and how wall is tied between roof and floor. 

1. This house hangs from six wood masts 
Main roof supports o f the six-sided 
vacation house are cables fastened to 
the tops of masts I ' in diameter (set 
in a hexagon 12' on a side). 

Main floor supports are ten radiating 
3x14s framed into the masts and butted 
at the center over a stub center pole 
(detail in drawing above). 

Pairs of 3x14s are framed into each 
of four masts—one into each side. One 
3x14 is framed into each of the remain
ing two masts (this floor section is oc
cupied by the bathroom, which has a 
ground-level foundation and thus needs 
less framing support). 

The nominal 2" wood floor is sup

ported between the radiating 3x14s by 
spandrel timbers (2x16s) and 2x12s set 
5' oc and at right angles to the span
drels. The roof deck, 3" t&g, spans 
3x12s running f rom each mast to the 
center of the house. Both floor and roof 
decking are laid concentrically around 
the center of the house. 

 

                   
                        

       

   



Rusacl G. Erikson John S. Erikson 
John A. Erikaon & Sons, Quincy, Massachusetts 

" T w i N D O W * i n s u l a t i n g g l a s s u n i t s h e l p k e e p o u r c u s t o m e r s 

s a t i s f i e d / say the Erikson brothers of Quincy, Massachusetts. The Eriksons custom build 
12 to 15 homes a year around Quincy. "We put in TWINDOW for the same reason we insulate 
the walls. No home is really well insulated without it." TWINDOW, with its sealed-in layer of 
dry air, keeps a home warmer in the winter, cooler in the summer—saves on heating and 
cooling bills year 'round. With T WINDOW there are no storm windows to put up, take down and 
store away. TWINDOW is sl permanent storm window. And TWINDOW min-
imizes window steaming, frosting and sweating—a big point with the lady of the 
house. She doesn't have to worry about water stains on her walls or mopping up 
water from her floors. Help sell and satisfy your customers, too, with TWINDOW. 

There are two types: TWINDOW Glass-Edge and TWINDOW Metal-Edge. Both 
come in all popular sizes for a wide variety of window styles. Our free booklet will 

give you the full story. Write to Pittsburgh Plate Glass Company, Room 0161, 632 
Fort Duquesne Blvd., Pittsburgh 22, Pennsylvania. 

. . . t h e w i n d o w p a n e w i t h i n s u l a t i o n b u i l t i n 
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W I N D O W 
P i t t s b u r g h P l a t e G l a s s C o m p a n y 

Paints • Glass • Chemicals • Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 
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Technology 
structural systems continued from p 249 

 
 

 

 

   

 
S T R U C T U R A L F R A M E W O R K will support an apartment at mid-level and a residence with a cantilevered deck above. 

2. Steel cage ties house and apartment to steep slope 

 

The rigid steel frame above springs 
f r o m a unique foundation grid to pro
vide solid support and wide spans for 
two living units—an upper-level house 
and a lower-level apartment. 

Heavy grade beams, ribbed to bear 
on shale, tie uphill and downhill foun
dation walls to the mid-slope footings. 
This tie-in method eliminates the possi
bility of differential settling or slippage 
by any part of the house. 

The steel framework—erected wi th 

bolted connections in one day—raises 
the structure enough so that both units 
can be reached f rom a road on the 
uphill side. House rests on a platform 
that cantilevers 15' over the apartment. 

Steel base columns 16' oc support 
the living areas. Columns 8' oc on the 
apartment level support the top-floor 
house. Steel beams give a 16' clear span 
in the apartment. The house uses con
ventional wood framing, walls, and 
partitions. 

v l ^ t i u ^ C A R P O R T x r y • p r r i J . I 

• 
HOUSE—on upper level—has 1,950 sq ft of living space. A P A R T M E N T — o n lower level—has 1,200 sq ft of living space. 

For house No. 3, see p 256 
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"Wood Window Quality 
brines home owner 

Satisfaction" 

 

  

" W h e n we switched to Ponderosa Pine window 
units for our Flair development we expected complaints. Wood does not have 

the consumer acceptance down here," Ike Jacobs says. "However, we 
found tremendous response. Customer window complaints were reduced to 

nil . . . and before, with other window materials, wc had plenty of service calls. 

"Aside f rom the beauty and ease of operation, one of the big advantages of 
Ponderosa Pine window units we found is that they do not 

transmit dust and air. This contributes to a more economical air-conditioning 
layout which in Texas is extremely important," Mr . Jacobs concludes. 

B e c a u s e W o o d is So G o o d t o L i v e W i t h 

B E S T B U I L D E R ' S G U I D E T O 
W I N D O W Q U A L I T Y 

QUALITY . . Js . A m O V t B 
r*a*ic«TO« /' JJJ, ' \ "O. ooo 
Amtrictn WOOD WINDOW Institute 
COMtQ«Mt -yi«W IWM COtft ll»M 

The American Wood Window Insti
tute Seal on the windows you install 
is your customer's assurance that 
they conform to the specifications of 
new F H A standards and are: 
Correct in design 

Properly constructed 

Preservative treated 

Properly balanced 

Made f rom carefully 
selected k i ln-dr ied 
lumber 

Efficiently 
weatherstr ipped 

cfte W O O D W O R K 
An Association of Western Pine Producers and Woodwork Manufacturers 

MEMBERS—Woodwork Group 
Andersen Corporation 
Anton & Gil key Co. 
Biltbe»t Corporation 
Boise C a s c a d e Corp . 
—Millwork Sa les Dept. 
Caradco, Incorporated 
Continental Screen Co. 
Curt is Companies , Inc. 
Delta Millwork, Inc . 
Farley & Loetscher Mfg. Co. 
Grinnell S a s h & Door Co. 
Hurd Millwork Corp. 
Huttlg Mfg. Co. 
Ideal Co. (Wm. Cameron & Co.) 
I nternationol Paper Co. 
- L o n g Bell Division 
Malt* Manufacturing Co. 
Missoula White Pine S a s h Co. 

Morgan Company 
Philadelphia Screen Mfg. Co. 
Rock Island Millwork Co. 
Semling-Menke Co. 
The Hotchkiss Brothers Co. 
Wabash Screen Door Co. 
White Pine S a s h Co. 

MEMBERS—Lumber Group 
The Anaconda Company 
Associated Lumber & Box Co. 
Bate Lumber Co. 
Blagen Lumber Co. 
Boise C a s c a d e Corporation 
Brooks-Scanlon, Inc. 
Cal-ldn Lumber Co. 
Collins Pine Co. 
Crane Mills 
Diamond National Corp. 

Georgia-Pacific Corporation 
Gilchrist Timber Co. 
Edward Hines Lumber Company 
Kaibab Lumber Co. 
Long Lake Lumber Co. 
McCloud Lumber Co. 
Michigan California Lbr. Co. 
J . Neils Lumber Co. 
Ochoco Lumber Co. 
Oregon Lumber Co. 
Pickering Lumber Corp. 
Scott Lumber Co. , Inc. 
Setzer Forest Products 
— Div. of Glenco Forest Products 
Ralph L Smith Lumber Co. 
Southwest Forest Industries, Inc. 
Tarter, Webster & Johnson, Inc. 
Tite Knot Pine Mills 
U. S . Plywood Corp. 

3 9 S o u t h L a S - a l l e S t r e e t 

C h i c a g o 3 , I l l inois 

—California Division 
Warm Springs Lumber Company 
Weyerhaeuser Co. 
Winton Lumber Co. 

A S S O C I A T E MEMBERS 
Allmetal Weatherstrip Co. 
The Caldwell Mfg. Co. 
Casement Hardware Co. 
Chapman Chemical Co. 
W. J . Dennis & Co. 
Dorns Lumber & Moulding Co. 
Grend Rapids Hardware Co. 
Monarch Metal Weatherstrip Corp. 
Protection Products Mfg. Co. 
Unique Balance Co. 
Wood-Treating Chemicals Co. 
Zegers. Inc. 
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M E D E M A B U I L D E R S , INC. , F E A T U R E S 

built-in quality you 
c a n put your f inger on 

IN E V E R Y R O O M O F E V E R Y H O U S E ! 

"Our homes are 100% glazed with 
Thermopane® insulating glass. It's in 
every window and every sliding glass 
door. It's one of our strongest selling 
factors," says Roger Medema. 

"And the name inscribed right on 
each Thermopane unit is a big help. 
People are frankly skeptical of substi
tutions. They want to be sure of 
quality products." 

Medema Builders, Inc., is one of the 
leading home builders in the Chicago 

area. Their $16,500 to $19,500 homes 
in Oak Forest, 111., have met with out
standing success. "We not only point 
out the Thermopane in the windows, 
we use a merchandising display in our 
model home and pass out product 
literature to emphasize the fact," Mr. 
Medema continued. 

It works for Medema. It will work 
for you! Put Thermopane in all of the 
windows of your next homes. Make it 
a big feature. 

... these merchandising aids will work hard for y o u ! 

w h y w e p u t 

i n y o u r h o m e 

HANDOUT F O L D E R S 

Your L O F Glass Distributor or 
Dealer has merchandising aids to 
help make your model home promo
tion a complete success. Phone him 
—he's listed under "Glass" in the 
Yellow Pages of your phone book. 

THIS WINDOW IS 

BODE erne 
. . . MARKED FOR YOUR ASSURANCE 

WINDOW S T I C K E R S 

O U R H O M E S H A V E 

FLOOR DISPLAY 

m a d e in U . S . A . 

o n l y by 

N S U L A T I N G G L A S S  

L I B B E Y • O W E N S • F O R D • T < 0 L E D O C 3 . O H I O 



 

    

 
  

 

 
  

Now 2 types of ^j^ermofrane insulat ing glass for al] kinds of windows 

I t ' s b o t h desirable and practical t o p u t insulat ing glass in all 
of the windows of a house. T w o types o f Thermoparie make i t 
possible: Thermopane w i t h Bondermetic Seal® f o r p ic ture windows, 
w indow walls and sl iding doors; GlasSeal® Thermopane for double 
hung, casement, awning , s l iding — al l types o f opening windows. 

Picture Window Sl id ing Door Double Hung Casement Awn ing 
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T e c h n o l o g y 
structural systems continued from p 252 

S E C T I O N -

4 < 4 PO&H UP j ; 
a o 4 » I-I B i t y J U 

C R O S S S E C T I O N through the two-story high living room shows how steel A-frames—columns and rafters—rest on stepped columns. 

3. Steel and wood combine to resist gale winds 

Steel columns and rafters, welded into 
big A-frames, make a structural cage 
for the two-story living room of this 
oceanfront house and support a glass 
wall that w i l l resist wind and water 
pressures of 80 psf. 

The A-frames are joined by a 3x10 
wood ridge beam and by 3x6 t&g deck
ing, are further reinforced by two 26' 
steel beams which are welded to them 
to support the upper-level living area. 
These two beams allow the upper level 
to cantilever 6V2' over the living room. 

A masonry wall around the fireplace 
acts as a shear wall to add rigidity to 
the house. The glass is glazed into 
rabbeted structural mullions. 

The framing system also saved foun
dation work. The sloping site made a 
level foundation impractical and expen
sive, so a stepped concrete foundation 
was poured. The A-frames are sup
ported by 4x4 columns of varying 
length which rest on the concrete piers. 
The joists for the lower-level floor are 
framed into the column legs. 

L I V I N G ROOM G L A S S is glazed into rabbeted wood columns (above). Nailer for roof deck is 2x4 bolted to steel frame. 

256 
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The plumbing fixtures with the quality 
that sells—BRIGGS BEAUTYWARE 
One glance tells the tale—that Briggs Beautyware has the classic design and 
quality home buyers look for . Tell your prospects, too, of Briggs' ever-dependable 
operation . . . of the fused-in compatible colors that won't fade . . . o f the gleaming 
vitreous enamel surfaces that clean wi th wonderful ease. 

And, like builders across the nation, you ' l l tu rn to nationally-advertised Briggs 
Beautyware for its home-flattering good looks, and cost-cutting ease of installation. 

Give your homes an extra touch of qual i ty—bui ld wi th Briggs Beautyware. There's 
a Briggs fixture in every size, style and price range to suit your new homes. 

For new homes ami remodelling, send for Briggs' new 36-page four-color booklet. 
"New Adventures i n Bathroom Designing wi th Briggs' Compatible Colors" . . . 
plus Briggs' Beauty Wheel for bathroom eolor planning. Get both by mail ing 2S<* 
to Advertising Department, Briggs Manufaeturing Company, Warren, Michigan. 

B E A U T Y W A R E 

THE KING vitreous china 
wall-hung water closet sim
plifies cleaning by eliminat
ing awkward dust catchers 
and those hard-to-reach 
areas . . . a housewife's 
dream. Comes in Briggs' 
six compatible colors, as 
well as favorite white. 

THE MEDALLION bathtub 
of formed steel is lighter 
yet stronger than ordinary 
cast iron tubs . . . installs 
easily, saves labor. Other 
p ro f i t ab le advantages: 
seam-free one-piece con
struction, leak-proof wall 
flange, and H-framework 
that needs no blocks, shims 
or extra support. 

THE CHAUCER vitreous china lavatory, with eye-appealing design, has oval off-center bowl 
with spacious counter area, anti-splash rim and unique spray spout. Installs in counter top, 
vanity, or may be placed on legs. The unusual design is perfect for any style home. 



'this sold me! 
— m o r e f a m i l y l i v i n g s p a c e 
— a s a f e p l a c e f o r t h e k i d s t o p l a y 
— s u m m e r e n t e r t a i n i n g t h a t c a n ' t be r a i n e d - o u t 
— a p r i c e w e c o u l d a f f o r d t o p a y ! " 

M R S . HOMEBUYER, Peoria, Illinois 

       

"and this sold me! 

F R E D S C H O T T H O F E R 
Schoithofer Construction Co . 
Peoria, Illinois 
Pres. Homebuilders Assn. of Illinois 

— o n e - t h i r d m o r e u s a b l e s p a c e a t l i t t le a d d e d c o s t t o m e 
— a p p e a l i n g f e a t u r e s t h a t he lp m e se l l h o m e s 
— a n a t i o n a l l y k n o w n p r o d u c t d i s t r i b u t e d l o c a l l y 
— m a n u f a c t u r e r ' s w a r r a n t e e s t h a t I c a n p a s s o n t o m y b u y e r s ! " 

H O M E S H I E L D I N D O O R - O U T D O O R G A R A G E - P A T I O C O N C E P T 

HOMESHIELD/ 
P R O D U C T S 

Let us show you how this mi l l ion-dol la r Horneshield idea can work 
right in w i t h your present bu i ld ing plans . . . at l i t t le cost to you . Just 
call your nearest Horneshield screen section fabricator. He has been 
franchised on the basis o f his integrity, manufactur ing facilities and 
abi l i ty to f u l f i l l your needs. 

H O M E S H I E L D D I S T R I B U T O R S 

A L A B A M A 
BIRMINGHAM —Walters Paint t H m l w . i i . 
M O B I I E - I l n d e i w o n d Builder . Supply Co 

A R K A N S A S 
IORT S M I T H - M a y n Building Specialties 
I ITTLE ROCK-Aluminum Pioducls Co 

C O N N E C T I C U T 
W I I T O R D - A i r Ryle Pioducu Inc 
r<(.W L O N O O N - W A Park Company 
W HARTFORD—BarlletlBrainnid Co. 

G E O R G I A 
A U A N T A - W i l l i a m Bios lumber Co 
AUGUSTA — Georgia Carolina Mlg Co 
S A V A N N A H - N e a l Blun Supply Co 

I L L I N O I S 
C H A M P A I G N - l l l i n i * w Co. 

CI I ICAGO-Hmnson Screen K Mi l lwoik 
Scinnlilic SJorm Window Cn 

CICrRO -Caldwell Co. 
I AIM / I I R t C H - P a l a l m e Window l i Awning 
l Y O H S - l i a m a Hiii l i l ing Products 

I N D I A N A 
( I WAYNE-Specia l ly Home Impiovnmenl Co 
IN0IANAPOI I S - A l w . n c o , Inc 
GARY-Gon. ra l Building Supply Coip 
M U N C I E - P m e lonace Aluminum Producls 
P t Y M O I I I H - P l y m n u l h Ialincatois 

I O W A 
BE TTENOORF - Harold Vogel Rnoling S Wmdnw 
K E N T U C K Y 
ALEXANDRIA-Ross Aluminum 

L O U I S I A N A 
B A I I I N HOUC.l - d o . Inc 
MONRO! -Lumbermen ' s Supply Co 

M A R Y L A N D 
RAI l l M U R E - W i n s u l i l e Mlg Cn 

M A S S A C H U S E T T S 
NEW B I U I O R U - T l i a c k e i Induslnet I 
Oil I N C Y - M o d e m Builders Supply Cn 
SPRINGITLID-Secur i ly Windows. Inc 

M I C H I G A N 
0 ! I HOI r - Alumadc Windows. Inc 
I I I N I - H u n Peiitmnenl Awning Co 

M I N N E S O T A 
MINNEAPOLIS—Denesen Co . Inc 

M I S S I S S I P P I 
IACKS0N-Thrasher Co 

M I S S O U R I 
S I I O U I S - K e n Mar V 

Moelle 
Ban Blind Cn 
•r Co 
II Blind Mlg 

N E W H A M P S H I R E 
OERRY-Slandaid Sasli X Dooi Cuip 
NASHUA— Indian Head Mil lwmk Cmp 

N E W J E R S E Y 
I A K I W O O D - l eve l l i n e Mlg Cn 
ORANGE -General Pioducls Co. 
WEST ORANGE—Oemson Fatiircalmg Cn 

N E W Y O R K 
A L B A N Y - B u n Melal Coip 
B U F F A 1 0 - Alu Seal 

N O R T H C A R O L I N A 
A'.HI v l l l I - A l l Aluminum Co 
CHARLOTTE—Oelph HaidwareCo 
NIWBERN-Geneia l Wholesale Bldg. Supply 
NOKIH WUKISBORO-Jenk ins Wholesale 

Wit M I N G I O N - l a c o h i Haidvi 
Co Inc 

I in 

O H I O 
A K R O N - I i o p i c Kool laluusie 
C I N C I N N A I I - A i i s l n Products Inc 
COLUMBUS- A l i l r Huilileis Supplies Inc 

Palmer Doruvin Mlg Co 
DAY I O N - Aluminum M j l e r . j l s Inc 
liTAUGA I A K I -Suburban Sturm Window 

* Dooi CO 
I R O Y - E l c o Pioducls 

P E N N S Y L V A N I A 
P H I I A D E L P H I A - A I I Wealher Plod. Co. 

Biyanl An Conditioning 
Post t Sans 
Quakei City Aluminum Products 

PITTSBURGH— I £ K Aluminum Pioducls 

R H O D E I S L A N D 
PROVIDFNCE-Shooi Elus Glass Co 
WARICK-Weathe i Pioducls Coip. 

S O U T H C A R O L I N A 
CHARI. I S ION— Souther n lumber & Mil lwoik 
a i l t i M B I A - B o u / e r lumber Co 
ORANGEBURG-Palmetto Sash & Dooi Co Inc 

T E N N E S S E E 
CHAIIAN00GA--Chattanooga Venetian Blind 
KNOXVII I E - C o n n e r - M e . Inc 
HASHVIUE-McCar thy , lones & Woodaio 
s w f F I W A I E R - V e s l a l Mlg 

T E X A S 
A U S T I N - D n m u l i e s Venetian Blind Co 
H O U S T O N - A i i Vent Awning 

W A S H I N G T O N . D . C . 
WASHINGTON, D C - The Shade Shop 

W I S C O N S I N 
BUTLER—Advance Aluminum Pioducls 
SHI BOYGAN--Sheboygan Glass Co 

11 A M E R I C A N S C R E E N P R O D U C T S C O M P A N Y • C H A T S W O R T H . I L L I N O I S 

258 H O U S E & H O M E 

http://mlw.ii


quiet as a mouse-
HARVEY 

•^Another great Homeshield product and 
it 's permanent t oo ! Y o u can even bury it in 

the wa l l wi th confidence . . . and forget i t . 
Har-Vey's P-38 Pocket D o o r Frame can be installed 

by one man i n less time than any other pocket 
on the market. I t ' s the only Pocket Door Frame 

that offers an adjustable wood header wi th 
pre-mounted a luminum tracks and j a m b 

brackets. U n i t actually stretches to fit any size 
opening . . . goes up as one piece. 

Builder and Dealer alike can save m o n e y . . . 
minimize inventory because one Har-Vey P-38 

Handi-Pak contains everything needed fo r a 
pocket installation regardless o f door size. 

W i t h Har-Vey you handle only one set. 

      

t«»orr pre-mounted jamb brackets and track 

header fully adjusts to accommodate doors from 2' to 3' wide 
Remember . . . for your Pocket, Sl ide-A-Fold or By-Passing 
installations, look to Har-Vey Hardware—another great 
Homeshield product. 

Write for Bulletins 25, 26, 27 and 18 

H A R - V E Y 

®1960 by A M E R I C A N S C R E E N P R O D U C T S C O M P A N Y • C H A T S W O R T H . I L L I N O I S 
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Technology 
starts on p 248 

S T R E S S E D - S K I N P A N E L S were first used in 1937 prefab built by Forest Products Laboratory. Plywood skins were glue-nailed to framing. 

InjH i 111 | 

E X T E R I O R P L Y W O O D was first used by FPL 
in this building erected in 1935. 

L A M I N A T E D A R C H E S were first used as 
framing in this 1935 building by FPL. 

P A P E R H O N E Y C O M B P A N E L S were first used 
in this I : P L house, built in 1948. 

These "firsts" stand out as . . • 

Forest Products Lab marks 50 years of research 
Since its founding in June 1910, F P L , 
a US Forest Service branch in Madison, 
Wis, has done more for housing tech
nology than any single agency or com
pany. 

Pictured above are its four most 
significant achievements in building re
search: 1) stressed-skin panels (ply
wood glue-nailed to both sides of 

framing members) now widely used, 
particularly in the Northwest; 2) weath
erproof exterior plywood, now used 
throughout the country; 3) laminated 
timbers, now used in custom houses 
and light construction; 4 ) paper honey
comb sandwich panels, a structural ma
terial still in the experimental stage for 
tomorrow's houses. 

These developments were possible 
because F P L is the first US research 
lab to combine and coordinate the 
work of chemists, engineers, and biolo
gists at one place. Madison became its 
site because the University of Wiscon
sin offered to build F P L ' S first building 
and to publish all research coming out 
of the lab. 

 

 
 

 

T E S T I N G P A I N T S IN 1 9 2 9 , F P L technicians used these small wood T E S T I N G PAINTS T O D A Y , t e c h n i c i a n s use same technique as in 1929. 
panels on which different paints were exposed to year-round weathering. but greater number of panels reflects increased variety of paints. 

Technology continued on p 262 
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Oklahoma winds 
P R O V E the mighty 

Bird Wind S e a l Shingles 

 

A G O O D B U I L D E R A T T E S T S 
T O T H E I R H O L D I N G - D O W N 

Q U A L I T I E S 

Joel Coley, successful builder 
of good homes in Oklahoma 
City, praises the wide color 
range of Bird shingles as well 
as the wind resistance of the 
Bird Wind Seal Shingles. 
His slogan is "Better Homes 
for Better Living." 

" W E F I N D T H A T B I R D WIND 
S E A L S H I N G L E S D O L I E DOWN 
B E T T E R in the Oklahoma winds, and 
the cost of application is only the same 
as regular thick butt shingles. Besides, 
I have always been very much im
pressed with Bird colors and the qual
ity of all Bird products." So writes 
Mr. Coley. 

He adds, "Using quality products almost always eliminates the 
usual complaints and call-backs in housing construction." 

Mr. Coley is just one of thousands of topnotch builders who find 
it pays to install the shingle that even hurricanes don't loosen— 
the mighty Bird Wind Seal Shingle. 

B I R D & S O N , INC. 

E. Walpole, Mass. • Chicago, III. • Shreveport, La. • Charleston, S. C. 

M A Y 1960 

powerful seals spaced for drainage 

proved to hold in 125 MPH hurricanes 

lay fast in the usual way — no pulling 
apart or turning 

i | i • long lasting double-surfaced construction 

• advertised to your customers in The Saturday 
. Evening Post 

B I B D 
Wind Seal 

S H I N G L E S 

BIRD | 
& SON inc. I 
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Technology 
starts on p 248 

g E F L E C T I O N g U N P E g U N I F O R M L O A D I N g ; 

Vfi" P L Y S C O R D TACB < ? R A I N M M B H i C T i B l l 
TO 2 ' J O I S T S 

2 v fe J O I S T S 
® 16 "OC 

WO N A I L S 
OR. O L U E 

^ " P L Y ^ C O K P 
N A I L S (Voc; 

ONLY 

* S « 6 J O I S T S < g W O C 

lO 20 ZO 40 SO tX> 70 &Q SO lOO 

^Zx(o J O I S T S 
® 1 6 " 0 C 

^ > — H A I L / C f i , U E X > 

^ - 2 * 3 J O I S T S ® 1 5 ' b C 

S T R E S S S K I N P A N E L 

UNIFORM: LOAD L B S / S©. F T 

Can %" plywood be laid parallel to framing? 

Yes, according to recent tests by the 
Douglas r'ir Plywood Assn. Test results 
(charted above) show that the best use 
of ¥a" Plyscord sheathing with the face 
grain parallel to the framing is 
in stress-skin panels (top and bottom 
skins are glue-nailed to framing 15" 
oc) . The panel used in tests sustained 

The graph above—based on a table in 
a new report by Penn State's College of 
Engineering and Architecture—will 
help you answer that question. 
Savings shown are the result of dis
counts available to four classes of 
builders for three types of materials. 

The report. "Belter purchasing saves 
money." is the third in a Penn State 
series for homebuilders. It focuses on 
the purchasing problems ol small build-

100 psf with no signs of distress. 
The Yh" plywood was also tested in 

other types of parallel framing. (For 
greater strength, plywood is usually laid 
with the face grain running across the 
joists.) Test results are available in 
Laboratory Bulletin 60-A. Write DFPA. 
Tacoma 2, Wash. 

ers, points up benefits of planned pur
chasing and efficient inventory control, 
tells how to request bids, place orders, 
and assure prompt delivery; and shows 
sample quotation-request and purchase-
order forms. 

You can get the report f rom En
gineering Experiment Dept. College of 
Engineering and Architecture. Pennsyl
vania State University. University Park. 
Pa. 50<f a copy plus 4% sales tax. 

How to get better wet-heat 
installations at less cost 
A new guide ("High quality hydronic 
heating systems can meet competition 
—here's how") is based on field re
search by the Institute of Boiler & Radi
ator Manufacturers. 

It is divided into three sections: 1) 
job preparation (eg. heat-loss calcula
tion, heat distributing units, sizing, 
piping layouts); 2) management and 
material control (eg, material and 
labor takeoffs, stock records, job sched
ul ing) ; 3) employee utilization (eg. 
using workmen's time effectively, using 
manufacturers' instructions, working 
from a job ledger). A job ledger 
shows how to install a single-circuit, 
series-loop baseboard system in a six-
room house in 20 manhours. 

To get a copy of the guide (No. 
400) , write to IBR , 608 F i f th Ave. New 
York City 20. Price: 20tf. 

Plastic-coated plywood can 
make good roof decking 
Polyester plastic, glass fibers, sand 
aggregate, and coloring material are 
all shot out of a four-nozzle gun onto 
4x8 sheets of exterior grade plywood 
in this newest use of reinforced plastic 
developed by Fiberlay. Inc of Seattle. 
Projected costs are 62 <? per sq f t . 

The new decking is particularly 
tough, has been used for truck beds, 
could best be used for sun-porch sur
faces. Decorative rock or other ma
terial can be added during spraying. 
Sand finish increases panel's lifespan. 

Now corrugated board can 
be made as strong as wood 
So reports Ehrlich & Irany, New York 
chemical consultants and developers of 
a new impregnation. 

Dipped in the impregnation, cor
rugated board is said to acquire the 
hardness and compressive strength of 
wood of the same thickness. Possible 
use in housing: for interior partitions. 
Ehrlich & Irany says impregnation 
should increase corrugated board cost 
by 25% to 30%. 

A new "standard" size 
will cut fireplace costs 
The standard fireplace opening is 36" 
wide. But builders could save money 
by reducing the width to 34". 

So says a maker of fireplace con
struction equipment—Bennett-Ireland 
Inc of Norwich. N .Y . Here is why: 1) 
A 34" opening needs less cutting and 
fitting of standard-size brick (8 " long 
with Vi" bonds). I t can be finished 
exactly 34" wide with courses four 
stretchers wide. 2) A 34" opening is 
the largest that can be built with the 
smallest fireplace flue ( 8 ' / i " x l 2 " ) . The 
small flue takes a smaller chimney, can 
save 25% in chimney masonry. / E N D 

E S T I M A T E D MATERIALS (X>ST$ FOR 4 C L A S S E S O F B U I L D E R S (* LS,000 HOXTSE.) 

C L A S S OJ 1 . S T A P L E S „ U T I L I T I E S „ SPECIALT7V.R 
• • 1 L U i l B E X , B R I C A 

alBtn), KOOFINI? 
D O - I T - Y O U R S E L F , WfW^WWfm 
R E T A I L E E I C E S , | | | § S 2O0O f§§| 
.NO DISCOUNTS W$%MM%%m%t 

S M A L L B U I L D E R , mw//mffm. 
rux-vo-oAy B u v r a q , |||§ii8oo j 
IC-20% D I S C O U N T S ^mwmtd 

S M A L L B U I L D E R 
3-JOB Bros p̂si7oo jp 
i5-33%oiscoumvS ^MM^m 
L A R G E B U I L D E R 
V O L U M E B U Y I N G 
2 3 - 1 6 1 D I S C O U N T S 

H EA.T1 NVJ 
S P E C I A L T I E f i  

H D W E , A P P L I A N C E S , 
FL.OOBIXQ, F I N I S H 

• T O T A L I S A V I N C f 
^ o v £ C 3 2 5 I A 11^5 

T O T A L 
. 5 5 5 8 5 

S A V I N t J 
S 1 9 1 5 

i T O T A L S A V I N G 
4 2 8 4 0 

How much can you save with purchasing discounts? 
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C O M P L E T E H O M E E N T E R T A I N M E N T . . ."In the wall , off the f loor, out of 
the way !" H e r e the magic of Co lor T V is combined with the f inest pushbutton 
R a d i o - ' V i c t r o l a " ® High F ide l i ty S t e r e o . 4 - s p e e d record c h a n g e r s l i d e s out 

for e a s y loading . . . p lays all r e c o r d s . S t e r e o A M - F M Tuner, visual S t e r e o B a l 
a n c e C o n t r o l , 2-in-1 s u p e r c h a r g e d c h a s s i s with 58 watts of power. S h o w n Is 
Model B K - 2 with DK-109 P a n o r a m i c Sound 3 - s p e a k e r units. 

(®HCA TradS Mark for Rroinl Players) 

B & W " M U R A L T V " . . . F ront -vent i l a ted Model DK-103 . The cus tom T V 
look plus the c o n v e n i e n c e of " W i r e l e s s W l i a r d " remote contro l . S u p e r b 
p e r f o r m a n c e — 2 5 % brighter p icture . . . 3 - s p e a k e r P a n o r a m i c S o u n d . R e a r -
vent i lated model ava i l ab le . 

" L I V I N G C O L O R " M U R A L T V . . . L ike 2 s e t s in one. build In the magic 
of C o l o r T V and get superb B & W recept ion too. S impl i f ied c o l o r - q u i c k 
tuning (new w i r e l e s s remote contro l a v a i l a b l e ) , m i r r o r - s h a r p picture, 
3 - s p e a k e r P a n o r a m i c S o u n d , a d a p t a b l e for s t e r e o . A b o v e : The D K - 1 0 7 
F r a m e for rear venti lat ion. F ront -vent i l a t ion design a l s o ava i l ab le . 

Y e a r ' s b e s t n e w i d e a f o r s e l l i n g h o m e s . . . 

"MURAL TV "and STEREO BUILT-INS BY RCA VICTOR 
CONVERT LOOKERS INTO BUYERS 

Many successful tract developers are 
now selling from model homes with 
RCA Victor "Mural T V " and Stereo 
Built-ins. The same is true with smaller 
builders of custom homes. 

I t is significant that most of these 
builders are installing Color TV. alone 
or in combination with stereo. Why? 
Most home buyers feel that Color TV 

is the coming thing, yet many hesitate 
to buy right now. But when you show 
it built into a home they can afford, 
the bars are down and they "have to 
have i t . " It's the extra value that wins 
over competition. 

RCA Victor Built-in units are engi
neered for the top performance and 
dependability that the public expects 

from RCA Victor. They are available 
in a complete line of fashion-leading 
styles . . . expressly designed for simple 
installation into walls, permanent room 
dividers, or in cabinets and closets. 

Experienced RCA Victor sales en
gineers are ready to discuss plans, 
models and costs with you. Send coupon 
today! 

• RCA VICTOR 
The m o s t trusted n a m e 

in Electronics 

RCA Sales Corporation 
Box 1226—A3 
Philadelphia 5, Pa. 

Please send full information on R C A Victor 
"Mural T V and Stereo Built-ins. 

| Name. 
I 
I 

Tide. 

Company. 

Street 

City &. State. 



       

    

  

    

 

 



With the Westinghouse Space-Mates Laundromat and Dryer, you can 
fit a complete home laundry into minimum space anywhere . . . 
in kitchen or basement . . . in the bath . . . in an alcove or closet. 
Space-Mates may be installed vertically or side-by-side . . . built-in or 
free-standing. Only 25" wide x 24" deep, each unit handles 
a full 9 lb. load. 

The Laundromat has the Westinghouse Multi-Speed Washing Action 
. . . More Washing Power for cleaner clothes . . . typical of the unique 
features responsible for the big consumer swing to all Westinghouse 
Appliances. The matching Direct Air Flow Dryer fluffs and freshens 
as it dries. 

On the opposite page, Deluxe Space-Mates with push-button controls 
are shown with Westinghouse Heirloom Maple Wood cabinets. Color 
availability: Lemon Yellow, Mint Aqua, Frosting Pink, Cocoa Brown, 
and Sugar White. Rough-in height with accessory Spacer Unit—7534". 

WESTINGHOUSE SPACE-MATES 
. . . a c o m p l e t e h o m e l a u n d r y in o n l y 2 5 i n c h e s 

 

  
    

     
       

   

Westinghouse 
TOTAL ELECTRIC 
ZDkl medallion home 

SINGLE UNIT DOES THE WHOLE JOB. 
T h i s West inghouse W a s h 'N' 
Dry Combinat ion (WD-5) does 
everything in one space - sav ing 
unit only 32 in. w. x 28V4 in. d . 

FOR UNOERCOUNTER INSTALLATION, rough-in d i m e n s i o n s are 50>/i"w. x 
24"d. x 34'/2"h. S t a n d a r d Space -Mates , shown here , are com
pletely automat ic and otter s a m e capaci ty , convenience and 
color availability a s Deluxe mode l s . 

v o u e « N B E s u B E . . . . F ^ W e s t i n g h o u s e 

Where electricity does everything 
. . .even the heating. 

L D 

Wood and Food Waste Rclngerators Laundromats 
Steel Cabinets Disposers Freezers and Dryers 

Dishwashers Ovens and Electric Water 
Platlorms Heaters 

Appliance 
Centers 

• • • SEND COUPON FOR FULL INFORMATION ABOUT WESTINGHOUSE APPLIANCES AND CABINETS • 

Westinghouse Electric Corporation, Contract Sales Dept. 
246 East Fourth Street, Mansfield. Ohio 
Please send the information requested below. 
• Descriptive catalog covering the complete line of Westinghouse 

Appliances and Cabinets. 
• 1 wish to have a representative call. 

Name 

Title. 

Company. 

Address. 

City .Zone. .State. 
HH-5 



The three of a kind 
Independent builders join hands in constructing 

their own development despite lack of service land 

I t started in Downers Grove, Illinois. 
No large tract of readily salable lots seemed avail

able. Existing land was low-lying; utility service land 
was filled with dwellings. 

In June, 1957, three local Downers Grove builders 
pooled their resources, formed the Oak View Improve
ment Company, and bought 100 acres of undeveloped 
land adjacent to nearby Lisle, Illinois. Their main 
problem: the construction of a private water utility. 

The first step these builders took was to contact 
a competent sanitary engineer, who designed a sewage 
treatment plant and a water and sewer system. Be

cause of ruggedness and proven quality, the engineer 
specified cast iron pipe for the water distribution 
system. Next the builders hired a Springfield lawyer 
to lay the legal groundwork. 

Within five months the project was well under way: 
separate water and sewage plants were under con
struction; water mains had been installed; a well had 
been drilled, and the water was being chlorinated 
and treated. 

The utility was ready; housing development began. 
That was almost three years ago. Today this devel

opment is included within the Lisle village limits and 
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L e f t to r ight : Howard Clark and 0 . L . Krughoff , two of the three founders of the Oak View Improvement 
Company, discuss plans for future development w i t h their office manager, Roy Cecil. Jack S. Kepler, 
the th i rd founder, was out of town at the t ime this picture was taken. 

that beat a full house 
240 dwellings are already occupied. The original 100 
acres have grown to 380, and plans for the future call 
for 1000 homes on this acreage. 

To smaller builders who cannot afford the expense 
of a private water utility, the story of these three 
developers is a heartening one. Their advice to 
builders who may want to try their "pooling plan" is: 
"Don't fear utilities. They are not, as one would think, 
a headache, but an interesting venture. With water 
and sewer utilities, you can subdivide each acre into 
two and a half lots, as opposed to one lot per acre 
with a well and septic tank. And they make a better 
community. We beat the 'full house service land' 
problem by combining our resources, acquiring the 

services of a competent lawyer and consulting engi
neer, and building our own utility. Though we knew 
nothing about utilities to begin with, this skillful 
professional guidance steered our plans smoothly 
right from the beginning." 

And how is their water supply system holding up? 
They have never had a main leak; they have never 
had to replace pipe; they have never had to repair 
pipe. And they anticipate none of these problems for 
at least 100 years—because their water supply sys
tem is constructed of cast iron pipe. 

C A S T IRON P I P E R E S E A R C H A S S O C I A T I O N 
Thos . F. Wolfe, Managing Director 

3440 Prudential Plaza. Chicago 1, Illinois 

C A S T I R O N P I P E 
T H E M A R K O F T H E 1 0 0 - Y E A R P I P E 
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U. S. Gov't. Patent «2,925,609 

T h e N e w D i s p o s e r B o w l 

—teams up to perfection 
with any waste disposer! 

*Carlr im Vegi-Prep Model DS-832 LDB illustrated below. 

 

Most Popular of All S i n k Des igns 
— Now Avai lable with Disposer Bowl 

M o d e l 832 L D B shown abovi> wi th disposer 
bowl at left has C a r l t o n ' s famous sparkle 
f inish, which ac tua l ly improves with use! 
B o w l s arc 14 by 16 inches, b y seven inches 
deep, al lowing for a t least a gallon more water 
capac i ty in each bowl. T h e C a r l r i m se l f -r im 
feature makes instal lat ion qu icker a n d easier; 
a n d m u c h more san i tary . 

W h e n your kitchen specifications call for a garbage disposer 
(and what modern specifications do not?) , you owe it to your 
customers to specify the new C a r l r i m Stainless Steel Sink with 
Disposer Bowl . Here, at last, is the sink design every disposer 
manufacturer has been looking for—the design that has been 
painstakingly developed to enable disposers to achieve their 
peak rated efficiency. Look at the handsome Vegi-Prep Model 
shown above. Notice how the drain outlets have been moved to 
the rear to permit more working space for food preparation. See 
how the disposer intake has been cleverly recessed to accom
modate accumulated waste. A n d above all , don't overlook the 
heavy rubberized undercoating that hushes sink clatter and 
reduces disposer vibration. Al l C a r l r i m Sinks are guaranteed 
never to wear out—never to chip, crack or peel—and no sepa
rate sink frame is required for installation! Disposer Bowls are 
available on the right or left. Ask your wholesaler to show you 
this new design, or write today for Catalog No. 860 to Sink 
Divis ion, Carrol lton Manufacturing Company, Carrol l ton, Ohio. 
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This $55,000 recreation center paid for itself 
by boosting the sales price of 250 houses 

"We got about $200 more per house 
because buyers and lenders realized the 
comer made for a better neighborhood." 
says Cecil Jennings of Jennings & 
Lewis, Lubbock, Tex. 

What's more, the center was a sales 
clincher with many buyers. Says Jen
nings: "We asked most buyers how the 
center affected their decision. Nearly 
all said it was the deciding factor. I 
guess it helped sell 40% more houses 
and speeded all our sales. We originalh 
planned to sell out the tract in two 
years, then ran into unexpected mort
gage problems. But we met our goal 
anyway—mostly because of the recrea
tion center." 

The center covers WA acres. Major 
cost items: raw land and paving. $25.-

000: 417x731^' swimming pool and 
deck around it. $14,300; bathhouse 
pavilion, $8,000; fencing and landscap
ing. $7,500. The pavilion, designed by 
Architect Donald Honn. was "relatively 
expensive because of the detail in
volved." according to Jennings, "but 
cheno in terms of the effect obtained." 

The builders lease the center for $1 
a year to a non-profit club of the home
owner members. Each family pays $30 
dues annually to cover costs of water, 
maintenance, taxes, lifeguard service. 

"The center also makes a wonderful 
signboard for us." Jennings adds. " I t 
is located on two main streets. I t wil l 
help us sell our next tract of 400 
houses, for which we wil l put up a 
bigger community center." 

W h a t t h e l e a d e r s a r e d o i n g 

Magazine readers are wowed 
by a two-story Colonial 272 

Survey shows quick response to FHA 
directive on quality produ ts 274 

Two hundred full-size row houses 
fit into 20 high-iuued acres 278 

flow to make the same house look 
different by shifting the garage 252 

WOMEN - 5 < » d M E N A 

O V E R 

.— W O O D SCEKEir-

M E T A L 
S C R E E N " 

ANCHOR 
BOLTS? 1 5 

t) f t L - B O L T E D 

. ? I B E A U 

^ LEAD j A - A 

P A V I L I O N PLAN (left) puts I2'X3T bath
house under 48'x52' skvliuhtcil roof. Details 

SCREEN DETAIL 

show top-to-bottom construction of grille screen 
(center) , block wall of bathhouse (right) 
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Completely new—Ford's Fa lcon p i c k u p cos t s y o u 
less the day you buy and every day the rea f te r ! 

U p to 3 0 m i les on a g a l l o n ! S i n g l e - u n i t c o n s t r u c t i o n . 
B o l t e d - o n f r on t f e n d e r s fo r easy r e p l a c e m e n t ! Lower 

oi l cos ts , t i re cos ts , a l l -a round ma in tenance c o s t s ! 

 

  

 

  

 

  

 

 

    

 

          
          

of turnpike power! There 's flat! L o a d capacity is ample for 
4,000 mi les of d r i v i n g most jobs. Loading height is a 
between oil changes! low 27 inches! 
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It looks like pure pleasure—and it is. But when 
it comes to saving money, Ford's new Falcon 
Ranchero is all business! 

As a start, it's priced lower* than any other 
pickup in America. It gives you spectacular gas 
mileage—up to 30 miles on a single gallon, yet 
its new 90-horsepower Six is geared to handle 
a full-sized load. 

The Ranchero's solid single-unit construction, 
its bolted-on front fenders, and other low-cost 

replacement parts . . . all mean you'll save on 
maintenance costs! In its big 6-foot box there 
is room a-plenty for nearly any pickup job . . . 
and in its beautifully styled cab there is room 
for three in stretch-out comfort! 

See your Ford Dealer and action-test the 
Falcon Ranchero—the new kind of pickup 
that's full-sized for work, over-size in comfort, 
but only half-size in costs! 

•Baseil on latest available manufacturers' miKKcsted retail 
delivered prieea with comparable standard equipment 

L o w e s t 
P r i c e d 
P I C K U P T R U C K 

Single-unit construction . . . I t ' s tighter, quieter, 
longer lasting. A l l main underbody structural 
members are heavi ly zinc-coated for greater dura
bility . . . protects against rust and corrosion. Front 
fenders bolt on to cut maintenance costs! 

u p t o 

m i l e s p e r 
g a l l o n ! 

F O R D T R U C K S C O S T L E S S 
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What the leaders are doing 

F I R S T P U B L I C A T I O N of I I :mklin Builders' two-
siory miHlel was in H O U S E & H O M E ( N O V , '59) . 

 
 

    

M C C A L L S P U B L I S H E D M O D E L in March , says it drew a "phenomenal" number of inquiries. 

The value in this house astonished magazine readers 
The McCall's story above of Franklin Build
ers' two-story model in Wilmington. Del. 
drew over 2.000 letters and phone calls 
within five weeks. The builder got phone 
calls f rom nearly every state and Canada, 
over 300 in all. And the architect. Theodore 
Brandow. was asked for hundreds of floor 

plans (many times by other homebuilders). 
Says McC alls Building Editor Mary 

Davis Gillies: "Most of these people are 
awed at the price—$21,000 plus a $7,000 
lot—but interest stems just as much f rom 
the BOOT plan and design. Many say this 
is the house they've sought for years." 

H O U S E & H O M I I published the house last 
November (left above) as one of its "20 
quality houses for I960", pointed io features 
like 10' wide center hall, five living areas 
downstairs, f u l l complement of appliances. 
150-amp wiring, and size (2,543 sq f t ) for 
the monev ($28,000). 

 

    

T W O - S T O R Y P L A N puis all first floor rooms except family room oil 10'-wide entrance hall. I'ppet floor has four bedrooms, two baths, and sewing room. 
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Now the builder has put more value in a new house 
"The new model ($29,500 on a $7,000 lot) 
is an adaptation of the house published in 
McCall's and we think it offers more for 
the money." 

So says Franklin Builders' President Leon 
Weiner. Here is why: 

1. I t has more space—2,905 sq f t of 

living area—and almost every room in the 
model is larger. Cost per sq f t (including 
equipment but excluding lot) is only $7.90 
vs $8.10 for the earlier model. 

2. Its plan is more workable. A l l five 
first-floor rooms open to the wide hall. 

3. There is better indoor-outdoor living 

with both family room and den open to a 
rear terrace through double doors. 

4. Stepped-down living and family rooms 
add to the feeling of luxury. 

Franklin plans to open a tract soon to 
offer both this and the earlier house in both 
colonial and contemporary exteriors. 

N E W F L O O R P L A N provides indoor-outdoor living at rear, with both family room and den open to terrace. New house does not include upstairs sewing room. 
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29.3% 
A L B E A D r INCLUDE 

. A L L 

M A I N T E N A N C E 

$AVIN$ 

EQUIPMENT 

37.Z% 

WILL NOT. ADD 

M O E E 

MAINTENANCE 

&AVINQ-

BQTIIPM.ENT 

(or dovt/'t/ yet/ know) 

33.5% 
WILL 

I N C L U D E 

MORE 

&A V I 

EQUTPMENO! 

fol% 

 

 
4% DON'T KNOW 

35% 
W I L L N O T 

R A I & E PKICJE-g 

Encouraged by FHA's new directive . . . 

33%% of the leaders will use more quality products 
That is the startling news uncovered by the 
second C. E. Hooper survey of H O U S E & 
H O M E ' S panel of "builders other builders 
follow*' ( for the first survey, see H&H . Feb). 

The new survey, made in mid-March, cov
ered 424 leading builders who last year built 
a total of 69.602 houses. Of these builders. 
59% built 50 or more houses and 40% 
built f rom 5 to 49 houses in 1959. 

Panel members were asked: "Will FHA'.V 
new directive influence you to put more 
maintenance-saving equipment in your I960 
houses?" The new directive (H&H . March) 
requires less income to buy a more expen
sive house if the added cost is for design 
or products that cut maintenance and oper
ating costs (eg. deeper roof overhangs, dou
ble-glazed windows, longer-wearing floors, 
siding that requires less repainting). 

As the graphs above show, the 424 build

ers were fairly evenly divided: 142 said 
they wil l be influenced by the directive: 154 
said they wi l l not: and 124 said they were 
already including this kind of maintenance-
saving equipment. Four of the 424 answered 
"don't know" or were undecided. 

The proportion of FHA builders influenced 
by the directive is actually more than 
33.5%. Reason: many panel members do 
not use FHA financing, thus are not affected 
by the new directive. 

The survey also revealed that some build
ers wi l l put more quality into their houses 
without raising their prices. Of the 142 
builders who wil l include more maintenance-
saving equipment because of the directive. 
49 ( 3 5 % ) said they wi l l not boost their 
prices this year. 

Also significant is the speed of the build
ers' response to the new directive: less than 

seven weeks after the directive was issued, 
a large number of builders had made plans 
to act on it. By contrast: 1) only 5% of 
the panel members said they have included 
appliances because of FHA'S December 1957 
directive (requiring no more income to buy 
a house with all appliances included than 
to buy the same house without the appli
ances): 2) builders did not start taking ad
vantage of FHA Sec 608 until 1947—five 
years after it went into effect: 3) few build
ers have ever figured out how to use FHA 
Sec 213 (cooperatives), on the books since 
1950. 

There is one big i f : will local FHA offices 
go along? As H&H pointed out in March, 
"the new regulation wil l only be as good as 
its execution by FHA'S 75 offices. It could 
be a flop i f local FHA offices pigeonhole it 
or ignore i t . " 

84.7% 
 

  

 

  

  

  

  

  

4ft 
|83.2<& 

M O R E B U I L T - I N E Q U I P M E N T will be included in the leaders' models this 
year. Graph shows the percentage of 424 panel members who 1) offered 

each of ten major items in their 1959 houses, compared with 2) the percentage, 
who report they will include the same built-ins in their 1960 models. 
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For above doors, specify Float-Away "Colonial," 8'-0" height, any width required. 

B U I L D E R S ! 

are costly closets 
eating up your profits? 
Realize more profits on every home you build with Float-Away metal closet 

doors. Every Float-Away closet door you install can add up to $14.97 profit per closet-

add up to $74.85 per five closet home. Write or wire collect today for proof that Float-

Away metal closet doors make good sense for profit-minded builders! 

Float-Away metal closet doors are made 

r^Tsrssss flfcWfli F L O A T - A W A Y D O O R C O M P A N Y 
Colonial, prime coa ted -a iso prefinished r/55ili%^/ 1173 Zonolite Road, N. E. H-50 Atlanta 6, Georgia 
Lauan and Birch. Five-year guarantee. 
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Newest thing 
beneath the sun: 

Board'n batten 
all in one! 

S U N L I N E S I D I N G 

Give your homes the charm of this original new siding treatment. 
With Sunline siding your homes have a vertical accent built right in—the raised ribs 
every 8" are an integral part of the siding itself. Sunline goes up in handy 4' x 8' 
to 4' x 16' panels. No wasteful cutting necessary—your first cost is your last cost. 

How handsome new Sunline looks as the smooth, rounded ribs catch the play of sun 
and shadow—truly a new exterior appeal! How lasting, too! Like all Masonite® 
hardboard sidings, Sunline is virtually dent-proof...won't split, splinter or check... 
holds paint better and longer. See for yourself...use Sunline in your homes along with 
these other popular Masonite sidings. 

L a p S i d i n g . A popular and 
economical horizontal siding in 
12' and 16' widths. Lap siding 
available prime-coated. 

Panelgroove*. A panel siding 
4' wide, lengths to 16' with ver
tical grooves every 4', 8" or ran
dom. Comes factory-primed. 

Rldgegroove . S i m i l a r to 
Panelgroove with the addition 
of a fine combed surface between 
the grooves. Prime-coated. 

Ridgel ine®. A 4'-wide panel 
in lengths to 16'. Continuous 
combed surface gives pleasing 
effect. Prime-coated. 

Get Sunline and other Masonite sidings through your lumber dealer or Masonite 
salesman. Or write Masonite Corporation, Dept. HH-5. Box 777, Chicago 90, 111. 

y ^ y M A S O N I T 1 C O R P O R A T I O N 
®Moionl la Corporation—manufacturer of quality panel products lor building and induilry. 
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VYPICAK 
UNIT 

This jigsaw plan fits 51 units on five high-priced acres 

PATIO 

zn 
  

   

 

 
, 5 io i 5 n i n n i 1 

T H R E E - B E D R O O M P L A N has 1,200 SC| fl of living 
area, Wz baths, paiios in front and rear. 

And it still leaves room for recreational 
facilities—swimming pools, shuffleboard. 
and putting greens. 

Four of these jigsaw blocks, with a total 
of 204 two- and three-bedroom apartments 
for sale, are going up in Palm Springs, the 
California desert resort city. 

The unusual land plan makes Builder 
Richard Weiss able to offer relatively mod
est-priced housing on high-priced leased 
land. Weiss leases the land for 99 years 
from the small Agua Caliente band of 
Mission Indians, who own most of the 
available land in Palm Springs but cannot 
sell it because they are wards of the govern
ment. (The little land for sale there brings 
about $25,000 an acre.) 

Weiss' high land costs are so spread 
among the many units that he can price 

the three-bedroom unit. like the one shown 
at left and below, at $18,950 and two-bed
room units at $17,950. Though buyers don't 
get the land, they get plenty of equipment 
and some unusual extras. Each unit has a 
3-ton heat pump, an electric heater, and 
most major kitchen appliances. (The project 
is the first major all-electric contract signed 
by General Electric in its new 1960 push 
for the Gold Medallion program—see H&H. 
April.) Buyers get carpets, draperies, and 
acoustical tile in all rooms. 

And they also get services that free them 
from household chores. Free maid service 
is provided, and the builder takes care of 
the grounds, maintains the swimming pool, 
and trims the putting greens. 

Weiss opened the models in mid-March, 
reports that sales "arc excellent." 

K I T C H E N includes serving bar, range, oven, gar
bage disposer, dishwasher, and refrigerator. 

L I V I N G R O O M is 24' long, gains 10' when folding 
wall is opened to bedroom in background. 

R E A R P A T I O . 13'6"x45', is open to living room 
and corner bedroom by sliding glass doors. 
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This cluster plan puts only 283 houses on 530 acres 

Less than 7% of this heavily wooded Long 
Island tract will be used for clusters of 
"town houses" planned by Realtor Norman 
Blankman. 

The rest of the tract—the former Cor
nelius Vanderbilt Whitney Old Westbury 
estate—will be left as is (bird sanctuary, 
bridle paths, and hunt club) or turned into 
two 18-hole golf courses. 

The one-, two-, and three-story attached 
houses will be built as 11 wings of 20 to 
28 units. Each unit will have a large patio 
(5C to IV deep) and 2.500 to 4.500 sq ft 
of living space. Plans call for a 6Vi-acre un
derground parking area and private ele
vators in most of the units. Only one short 
new road will be built, leading to the 
parking area. 

The project will be a luxury cooperative. 
Prices will start at $50,000 plus $1,000 a 
month for maintenance and amortization. 
For this, buyers will also get joint ownership 
of one of the golf courses and of existing 
improvements, which include two mansions, 
an indoor tennis court, an indoor swimming 
pool, and a 600'-long stable. Blankman 

says there are at least 10.000 families in 
the New York metropolitan area who can 
afford these units and who "are already 
paying that much to handle maintenance 
problems in the suburbs for far less luxury." 

Realtor Blankman thinks c lusters are 
"the only answer to urban sprawl" 

"I got the idea from HOUSE & HOME'S 
story on clusters [Sept '59]." he says. "1 took 
the idea to Architect Victor Gruen. who was 
excited and agreed to design the entire 
development." Blankman plans to apply the 
cluster pattern to medium- and low-priced 
tracts soon. 

Speaking of his present project, he says: 
"This plan will provide new homes and 
still preserve the estate-like character of the 
Old Westbury area. And it will raise village 
tax revenues. The value of the co-op will 
be about twice as high as a development of 
single-family houses would be. And all 
utilities will be taxable, yet the village won't 
have to maintain streets because they will 
be privately owned." 

A L T E R N A T I V E P L A N , based on existing zoning, 
would use up nearly all 530 acres for one- and 
two-acre sites, plus about seven miles of streets, 
sewers, telephone and electric lines. Blankman 
says he paid $2 million for the property, has 
refused offers substantially higher, and now awaits 
decision by Old Westbury on his cluster plan. 
He expects that the village, which has many large 
estates, will vote to re/one so that lots can be 
"averaged out" to permit a higher density on a 
small section if the remainder is set aside for 
non-residential facilities. 
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New Brian "Uni-Rim" design eliminates conventional metal 
rim. Lavatory is available in color or snowy white. 

Brian lavatory can be installed on 
any type counter top—marble, 
tile, plastic or wood. 

Exciting news for architects, builders, plumbing wholesalers 
and contractors is the revolutionary new Brian vitreous 
china counter-top lavatory . . . another "first" in style and 
design from Eljer. Exclusive "Uni-Rim" design eliminates 
the costly metal rim between lavatory and counter top . . . 
unique " J " clip assembly permits fast, economical installa
tion without tools! More than 1,850,000 homeowners and 
prospective homeowners (your customers) are being "sold" 
on the new Brian lavatory through distinctive full-page, 
four-color advertisements in leading national magazines. 

3 Gateway Center 
Pittsburgh 22, Pa. 

New Sorrento 5' enameled iron recess bath 
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Bring women your way with PREWAY as astute builders Jo 

i s T H E 

" 5 5 * 

J 
P R E W A Y Bih-Tn Appliances have an uncompromising air of elegance 

you'll Jelitfht in. They L O O K E X P E N S I V E . And they Jo cost more . . . hut, 
as you know, quality always Joes! However, over the years . . . an J huilt-ing 
are a permanent installation . . . P R E W A Y will save you money through 
trouhle-free performance. The hutlJers of quality homes know this fact, too 
. . . know P R E W A Y as the finest, most JepenJahle, most complete line of huilt-
in appliances. Look for P R E W A Y Hilt-Ins . . . anJ write for a full color folJcr 
showing everything tliat P R E W A Y makes. It's yours for llic asking. 

A very special li.nul-rulilu-cl pr.icons i>f colur application gives 
P R E W A Y ' S c.ppcr a ,„cll,.w "M waAfr loot . . . a lovely 
M A T C H E D finish for all Bil l - Inn dial's exclusive and" un-
iluplicaleil elsewhere. 

Inc. 7460 Second Street, North, Wisconsin Rapids, Wisconsin 
Since 1917 . . . Pioneer manufacturer of buiff-in appliances. 
MEMBER OF BRAND NAMES FOUNDATION 

L 

PREWAY puts L I F E into your kitchen presentation 

along wi 

an 

;th Better Homes 
and Gardens 

Parents' 
Migi:in 

ill in f u l l color acL 
You quickly get away from commonplace competition, Mr. Builder, with Preway Bilt-ln 

Appliances — for this is the line that gives your kitchen added luster . . . makes it fresh, bright, 
new, distinctive . . . makes it shine with VISIBLE VALUE that carries decisive impact with women. 

Preway provides the look of luxury for the kitchen because Preway is the only line com
pletely design matched, completely color matched in all five built-in appliances. There are no 
"off-shades," no mis-mates, no make-shift adaptations. It's a great story of UP-GRADED QUAL
ITY to tell — and demonstrate — because Preway has the features, the firsts, the finest in con
struction that spell out SUPERIORITY. 

Put these solid selling advantages to work for you. Get the prestige of Preway advertising, 
the power of Preway's point of sale promotion. In a phrase, bring women your way with 
Preway — the pioneer leader in built-in appliances with the most complete line to draw on. 
You'll find everything you want and need from one source with one individual responsibility 
behind it. There is a Preway distributor near to serve you. Write for full information. 

I N C . — 2510 S e c o n d S t r e e t , Nor th , W i s c o n s i n R a p i d s , W i s c o n s i n 
SINCE 1917 — Pioneer manufacturer of built-in appliances. . .refrigerator-freezer combinations, 

gas and electric ovens and surface units, ventilating range hoods, dishwasher. 

PREWAY 
ADVERTISING 

For Spring 1960 
F u l l color ads, like the L I F E ad 

you see here, are scheduled for 

these inf luent ia l magazines. Mer

chandis ing t ie- ins and mounted 

reprints are available to builders. 

Better Homes and Gardens. . April 
LIFE May 16 
Parents' Magazine June 

P R E W A Y Bil t - Ins are featured i n 

P A R E N T S ' Magazine-LU-RE-CO 

house fo r I 9 6 0 . 
• • • 

MEMBER OF BRAND NAMES FOUNDATION 



What the leaders are doing 
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These three different-looking houses all have the same L-shaped floor plan 

To avoid the look-alike problem without 
losing mass-production benefits. Builder-
Bob Schmitt of Berea. Ohio, changes his 
garage locations (plans below) and sites 
his houses at different angles to the street. 

The three houses have identical plans 
(except for a few door and window changes 
dictated by the different garage positions) 

and identical dimensions in living areas. 
They also have identical utility cores that 
cut plumbing costs and. by keeping the 
baths off outside walls, make it easier to 
site the houses various ways. 

"This new plan lets us cash in on the 
economics of standardization without wast
ing money trying to make our houses look 

different." says Schmitt. an ex-chairman of 
\AHB*S Research Institute with a strong al
lergy to construction waste. "We don't have 
to put in false gables, gingerbread, or other 
claptrap so often pasted on exteriors to get 
variations." 

The three-bedroom, lV^-bath houses sell 
for $15.3(10. ( F H A valuation: $17,500.) 

P L A N P I V O T S A N D G A R A G E S H I F T S tor each model. At left, two bedrooms arc at rear; center, they are at one side; right, they are in front. / E N D 

Bright new paneling idea... 

the right-for-color woods of the 

Western Pine Region* 

EXTRA SALES APPEAL FOR 

EVERY HOME 

There's no limit to the ways you can 
use right-for-color Western Pine Region 
woods. You can be modern or traditional. 
You can create excitement or be sub
dued. You can use them in every room. 
Wherever you use them, color works with 
the warm, natural beauty of wood to help 
make your homes more salable. 

More and more prospects are becom

ing acquainted with this colorful idea 
through our advertisements in American  
Home and Better Homes & Gardens. 
They're one step closer to selling when 
they see your models with the actual 
paneling. 

For information on color finishing 
Western Pine Region woods, and a sam
ple package of HELPFUL HOME MER
CHANDISING AND SALES AIDS, write to 
Western Pine Association, Dept. 427-V, 
Yeon Bldg., Portland 4, Oregon. 

W e s t e r n P ine A s s o c i a t i o n member mills manufacture these woods to high 
standards ol grading and measurement... grade stamped lumber is available in these species 
Idaho White Pine • Ponderosa Pine • Sugar Pine • White Fir • Incense Codar 
Douglas Fir • Larch • Red Cedar • Lodgepole Pine * Engelmann Spruce 
TODAY'S WESTERN PINE TREE FARMING GUARANTEES LUMBER TOMORROW 

Lodgepole Pine complements furnishings in formal or informal interiors. 
Kootenai Copper finish mutes knots ana grain into den's rich backdrop. 



 

  
  

 
 

 

 

  

General Electric master selector switch turns 12 circuits O N or O F F . 

G-E Remote-Control Wiring delights home buyers with 
extra convenience - at costs surprisingly low 

1. G-E remote-control w i r i ng eliminates 120-volt w i r i n g to lights or several lights quickly ON or OFF . You'l l find that 
all switches and replaces i t wi th low-cost low-voltage wire, this easily-demonstrated feature captures prospects' inter-
In many cases, i t enables you to offer extensive multi-point est, becomes a real selling tool. 
switching more economically than the same job can be done Ask your nearest electrical contractor for fu r ther details 
wi th 3-way and 4-way switches. and estimates . . . or wri te today fo r your free copy of the 

2. By installing a "Master" switch in bedrooms or in other G-E Remote-Control Wiring Book for Builders. General 
handy locations you enable the home-owner to control Electric Company, W i r i n g Device Department, Providence 
lights all through and around the house . . . tu rn ing single 7, Rhode Island. 

General Electric is your headquarters for new, low-cost wiring device ideas 

  

New G-E Lighted House New G-E Decorator Wall New G-E Push-Button New G-E -1-Plug Outlets G-E Silent Mercury 
Number and Doorbell Plates beautify switches Switches have built-in take twice as many Switches have soft, luxu-
Button and outlets pilot lights plugs, in same space rious action 

Progress Is Our Most Important Product 

G E N E R A L HI E L E C T R I C 
M A Y 19C0 283 



 
 

 

   

 

 
    

 

     

  

  

 

 

  

 
. . . the contractor who neglected 
to reinforce his concrete 
Pete the Contractor knew his business, knew it very 
well. But unfortunately, he had a mental quirk when 
it came time to pour concrete. He simply didn't rein
force it with a rugged steel mesh like Clinton Welded 
Wire Fabric. The result: short hairline cracks spread 
into long crevices. His driveway lacked the strength 
to stand up under years of service and lost its good 
looks prematurely. 

Most contractors avoid the fate that befell poor 

Pete. They reinforce all concrete with Clinton Welded 
Wire Fabric. Made to ASTM specifications, Clinton 
Welded Wire Fabric gives concrete construction last
ing durability and prevents cracks from spreading. 

For complete information and fast delivery, call 
our nearest sales office. 

C L I N T O N 
WELDED WIRE FABRIC 
T H E C O L O R A D O F U E L A N D I R O N C O R P O R A T I O N 

[FJ 
S T E E L 

In the West: THE C O L O R A D O FUEL A N D I R O N C O R P O R A T I O N - Albuquerque . Arnarillo . Billings . Boise . Butte . Denver . El Paso . Farmington (N. M.) 
Ft. Worth • Houston • Kansas City • Lincoln • Los Angeles • Oakland • Oklahoma City • Phoenix • Portland • Pueblo • Salt Lake City • San Francisco 

San Leandro • Seattle • Spokane • Wichita 
Jn the East: W I C K W I R E S P E N C E R S T E E L D I V I S I O N — Atlanta . Boston . Buffalo . Chicago . Detroit . New Orleans . New York . Philadelphia 

CF8.I O F F I C E IN C A N A D A : Montreal C A N A D I A N R E P R E S E N T A T I V E S AT: Colgary . Edmonton . Vancouver . Winnipeg 7B10 
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New products 

F O I L L A M I N A T I O N will make any sheet material a good light reflector, B O N D E D T O P L Y W O O D , foil makes a good painting surface or acts 
heat reflector, or vapor barrier, and will add to its strength. as an insulator-vapor-barricr behind decorative overlays. 

How to improve the performance of sheet materials 
Alcoa may have the answer in its new adhesive-coated 
aluminum foil. 

The foil, which comes coated on one or both faces, will 
bond to any ccllulosic material (wood, fiberboard. hardboard. 
paper, etc) or partly cured resin. It will add its desirable 
characteristics to the natural virtues of these materials. 

For example: 

Bonded between a fine wood veneer and a backing sheet, 
a sheet of foil will make the veneer cigarette proof: heat will 
be dispersed by the foil faster than it can build up and char 
the wood. 

Laminated to structural plywood, the foil will add a vapor 

 

B E H I N D V E N E E R S , foil protects fine furniture or built-ins against 
cigarette burns, strengthens and moistureproofs wall coverings. 

barrier, reflective insulation, tensile strength, dimensional 
stability, and a grain-free painting surface. It will also protect 
the \vood against termites and rot. 

On wall or ceiling materials, it can add to the light and 
heat reflectance or form a superior radiator for a heating panel. 

As a backing for wall coverings, it can add stiffness and act 
as a moisture barrier. Behind plastic laminates, it can add 
stiffness or char-proofing. 

The foil will be available in gauges down to .001 and in 
widths to 50". As stored, the Dri-Line coating is non-
adhesive, develops its bond only under heat and pressure. 

Alcoa, Pittsburgh. 
For details, check No. 1 on coupon, p 382 

TRANSPARENT OVERLAY 

P A T T E R N " S H E E T 

IN A C O U N T E R T O P . foil makes plastic laminates stronger, vaporproof, 
resistant to charring, and dimensionally stable. 

New Products continued on p 288 
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KEYMESH and KEYCORNER 
help give our 

sales a lift 
says DON MORRISON 

Morrison Bros. Real Estate, 
Omaha, Nebraska 



  
 

 
 

   
 

"There's no doubt that home buyers want both 
beauty and durability. That's why we consider 
lath and plaster interiors such an important fea
ture in our homes," says Don Morrison. "We rein
force ceilings with Keymesh and inside corners 
with Keycorner. Keymesh and Keycorner are two 
of the hidden, quality extras our home buyers 
expect from us. And, the sales advantage gained 
by adding this quality reinforcement more than 
outweighs its initial cost." 
"We've found that Keymesh and Keycorner gives 
a better plaster job. Their open mesh assures a full 
bond with plaster and provides 50% greater resist
ance to cracking. Laboratory tests* show it and 
our on-the-job experience proves it." 
"And our workmen like the fact that smooth, 
snag-free, easy-to-handle Keymesh and Keycorner 
won't tear hands or clothing. Keymesh always 
rolls out flat. And, pre-formed 4-foot lengths of 
Keycorner fit easily into place with no lost time or 
wasted effort," declares Mr. Morrison. 
"One more important point that our customers 
appreciate. We point out to them that Keymesh 
and Keycorner gives them three to four times the 
fire protection of other materials tested," stated 
Don Morrison. 

Latest new product in the Keymesh family is Keystrip 
—a flat 4 inch strip, supplied in 4 ft. lengths. Ask 
your dealer to see it. 
*Send for more complete information and results of 
tests conducted by leading laboratories. Write. 

KEYSTONE STEEL & WIRE COMPANY 
Peoria, Illinois 

I would like to learn more about the effective crack 
resistant qualities of Keymesh, Keycorner, and Key-
strip reinforcement. Please send me test reports and 
more complete information. 

Name 

Company 

A ddress 

City State 
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start on p 285 

 

  
  

  
  

   

S U R F A C E R carries plywood through friction rollers, roller coatcr, drying oven, and two more sets of friction rollers. 

New process gives any wood a satin finish 
Super Microseal combines a non-abrasive burnishing and a 
penetrating additive in an industrial process that can eliminate 
scaling, sealer sanding, and field sanding, while setting up a 
better surface for stain, paint, or final finish. 

Here is how it works: The wood is passed under a burnish
ing roller which smooths the surface, heats it by friction until 
the lignin starts to flow. It is then roller coated with a pene
trating resin, dried, and passed under two more burnishing 
rollers. When the wood leaves the machine, the surface is 

polished and the lignin has coalesced into a satiny plastic 
surface that resists marring, takes paint well. 

Since it is a line process, labor costs are low. Five men 
operating a 50" machine can turn out 150.000 surface feet 
of plywood per shift. The process is available on license, is 
suitable for lumber, plywood, hardboard, doors, flooring, 
decking, molding, trim, etc. 

General Plywood Corp. Louisville. 
For details, check No. 2 on coupon, p 382 

 

  
U S U A L S A N D I N G is rough compared to . . . M I C R O S E A L E D S U R F A C E at same scale. 

H i i i i T n t r i n 
INCHES 1 

O N S A N D E D S U R F A C E , paint is bumpy. 

INCHES 
M I C R O S E A L E D S U R F A C E takes paint well 

C O M P A R I S O N P A N E L S each got two coats 
of paint, took amounts of paint shown in 
graduates above them. Surface of Microsealed 
panel, left, is smooth, opaque. Grain of 
sanded panel has raised. 
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THE SINK WITH PROVED SALES APPEAL... 

Lyoncraft Disposo-Well 

NEW CHOPPING EASE—maple Cut
ting Board fits over disposer well, yet 
disposer unit is accessible. 

EXTRA WASHING KOOM—roomy 
disposer sink speeds cleaning of large fry 
pans, bulky roasters, platters, griddles. 

The sink with many followers, but no equal—Lyoncraft Disposo-
Well is the first sink engineered just for garbage disposer units, and 
a sales winner proved in thousands of homes! Still most efficient: 
the in-corner positioning of the disposer for more unbroken work 
room. Stack dishes, fix food, and the disposer remains uncovered 
for instant use. Also catching the eye: the Redi-Rim® feature with 
rim and sink a single unit to eliminate crumb-catching crevices. 
And Disposo-Wells, made of finest nickel stainless, range from the 
single-bowl size, through the 32"x21" double-bowl, to the roomy 
45'/x21" double-bowl model. For full specifications on the first 
and finest sink made for disposer units, send for the new Lyoncraft 
catalog at the address below. 

World'H largest fabricator 
of nickel stainless steel LYON STAINLESS PRODUCTS 

DIVISION OF LYON INC. 

13881 W. Chicago Boulevard 
L y o n c r a f t Detroit 28, Michigan 

A U T O M O B I L E W H E E L C O V E R S P R E S T I G E T A B L E W A R E . K I T C H E N S I N K S • H O U S E W A R E S 
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H O W FED 
U N I F I E D R E M O T E S Y S T E M 

W H O L E 
A I R 
C O N D I T I O N 

eliminates subcontract costs with factory-
See how Fedders has engineered important costs out  
of whole-house air conditioning: Lets your regular heat
ing contractor do the whole job quicker and better with
out adding a penny of refrigeration subcontractor costs 
to your bill... holding electrical sub costs to a minimum. 

The Fedders FlexHermetic Air Conditioner is delivered 
to the building site completely factory-assembled, fac
tory-charged, factory-tested. All the critical installation 
procedures which have to be performed on regular re
mote systems under makeshift on-the-site conditions, 
are done in the Fedders factory under rigid controls. 
You're sure of a tighter system, a perfect refrigeration 

charge. Equipment as well as installation costs are far 
lower, naturally. 

The Fedders FlexHermetic costs hundreds of dollars 
less installed than old-style remote air conditioners. 
Together with a new FlexAire Furnace, it costs little 
more than any good heating s y s t e m . . . y e t adds $1,000 
to the value of any home. 

No other feature of your new home will say "quality" 
as loudly and forcefully as a Fedders FlexHermetic. 
Nothing else can provide as dramatic a merchandising 
platform.. .or as large a profit. 

No foundation slab to exca
vate, no forms to set or pour. 
Built-in wall frame sites out
door section in any desirable 
location, at any height. 
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wall-mounted outdoor compressor sec t ion . . . 

^ c o n n e c t e d by a flexible armored hermetic l i ne . . . 

V to a furnace-top cooling coil 

 

charged-and-sealed flexible hermetic line 
2. From indoors, workmen 
remove shipping braces to un
yoke cooling coil 

3. Armored hermetic line un
folds easily without kinking. 
18 feet long. 

4. Workman carries cooling 
coil to furnace and places it 
in position. Job complete! 

mis  

Compressor is outdoors . . .so 
is compressor noise. Notice, 
however, that t h e r e ' s no 
costly outdoor wiring in this 
remote air conditioner. 

No hermet ic l ines to buy, 
bend or braze. No evacuating 
pumps, no charging. Flexible 
lines are leak-proof-covered 
by 5-year factory warranty. 

Tract-priced FlexAire multi-
speed furnace adjusts itself 
automatically for heating and 
air conditioning. Allows duct 
systems to be balanced out. 

F E D D E R S CORPORATION 
Dept. HH-460 
Maspeth 78, N.Y. 

• Please send full details on FlexHermetic Air 
Conditioning 

• FlexAire Furnaces 

• Have a representative call 

Name-

Firm. 

Address. 

City .State. 
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New products 

A LUSH, NEW 
P R O F I T A R E A 

start on p 285 

NEW MODEL HOUSE—NO INVESTMENT PLAN 

GUARANTEES BUILDERS SIZEABLE PROFIT ON 
EVERY MODEL HOME PLUS TREMENDOUS 

EXTRA INCOME ON EVERY INSTALLED 

POOL WITHOUT MINIMUM GUARANTEES 

OR FRANCHISE FEE! 

The matchless strength of LANCER'S Structual® 
Fiberglass is now blended with functional beauty 
and luxurious design in America's most masterful 
line of swimming pools—by LANCER, the Leader! 

Entire families will enjoy added health and hap-
piness YEAR ROUND . . . swimming, sunning and 
funning in the warm weather—ice skating through 
the colder months. , A V „ 

• 10 Y e a r Guarantee on 
Workmanih ip & Materials 

• Installed in 3-6 Days 

• Minimum Maintenance—No 
Cracks , No L e a k s — 1 0 0 % 
Laminated Structual 
Fiberglass 

• Over 600 Dealers & Distrib
utors Strategically Located 
Throughout the United Sates 
& C a n a d a 

• Easy Financing Ava i lab le 

LANCER POOLS CORP. 

 

LANCER 
POOLS CORP 

o division ot 
LANCER INDUSTRIES, INC 

^ — Executive Offices 22 Jericho Turnpike, 
^ | Mineola, New York Pioneer 7-8255 

I • Please have your representative call to 

I 
I 

No (nvesfmenf Plan 

Name 

Address. 

City .State Phone. 

D E L U X E D I S H W A S H E R S ure pushbutton 
operated, can interrupt cycle to add dishes. 

T W I N O V E N S come in gas or electric retained-heat models. 

New Chambers line shown 
Three new appliances—an automatic dishwasher, twin built-
in ovens, and twin refrigerator and freezer—top Chambers 
built-ins for 1960. Big dishwashers to take 12 place settings 
now offer a heavy-soil cycle, pot- and pan-cycle, pre-rinse 
cycle, and four rinses. The twin ovens mount side by side, at 
an accessible level in a 54" wall or cabinet. Either will take a 
45 lb roast; both are fully automatic. The refrigeration twins 
make up the largest home combination available, totaling over 
31 cu f t of storage space. Al l appliances come in a variety of 
metallic or color finishes. 

Chambers Built-ins, Chicago. 
For details, check No. 3 on coupon, p 382 

T W I N R E F R I G E R A T I O N makes a food storage wall 72" wide. 
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Our Great Natural Wood Resource... 

 

fwmt\ 
\ TESTED I 
M I I I M I i Y , fir plywood finds its way 

into today's fine homes 
...through House Beautiful 

Thanks to Douglas Fir Plywood Association's s t r ik ing consumer advertising, today's quali ty-con

scious home buyers have come to appreciate the value and advantages of fir plywood construction. 

I n House Beautiful, this advertising reaches the Pace Sett ing families in your own area whose 

acceptance of new trends in house design, construction and materials triggers acceptance by the 

whole community. 

These are the alert opinion-making families most receptive to new ideas for better and wider use of 

f i r plywood and other modern wood products fashioned f r o m our great natural resources. They have 

the income (average: $15,715) and the background that lead them to specify the materials and 

housing ideas that mean the greatest convenience, leisure and l iv ing pleasure. 

I n reaching over 4 mil l ion readers, Douglas Fir Plywood Association's advertising in House Beau t i fu l 

is doing a job for y o u - i n your c o m m u n i t y - t h a t can't be equalled by any other k ind of advertising. 

 
A H E A R S T K E Y M A G A Z I N E • S 7 2 M A D I S O N A V E N U E . N E W Y O R K 

5PEC1*l 0 " ( » TO BUUOING SUPflY DEALERS ONE YEAR OF MOUSE IFAUTlFUt FOR ONIY S3 00. TWO YEARS FOR S5.7S. Sind checki lo dtp! MM. Mooie leoulilul tubicript.on depi . 750 W i « 55'h Jtfut. N«w York 19. N. V 
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Only 
Johns-Manville 
offers your 
choice of 2 
great home 
insulations... 
and both 
meet the new 
standards of 
the industry! 

I N S T A L L I N G J - M 
F I B E R GLASS I S 
A ONE-MAN JOB 

J-M Fiber Glass Home-
I n s u l a t i o n is easy to 
handle and can be in
stalled by one man. I ts 
greater resilience and 
l i gh t weight ac tual ly 
hold the blanket in place 
between studs and joists 
un t i l fastened — saves 
time and labor. 

J-M FIBER GLASS 
H O M E I N S U L A T I O N 

  
  

 
 

   
  

   

  
  

 

   
  

  
 
 

   
  

J-M Fiber Glass 
Standard Insulation 

R E C O M M E N D E D R - F A C T O R N U M B E R S F O R J - M F I B E R G L A S S 

part of 
building 
where used 

in electrically 
heated and air 
conditioned homes 

fo r reasonable 
comfort and 
economy 

fo r minimum 
acceptable 
comfort 

ceilings R-19 R-13 R-9 

walls R - l l R-8 R-7 

floors R-13 R-9 R-7 

Specify the above R-nnmbers of J-M Fiber Glass 
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J-M SPINTEX 
M I N E R A L W O O L H O M E I N S U L A T I O N 

  
  

  
  

  
  

   

J-M Spintex 
Service Blankets 

RECOMMENDED R-FACTOR NUMBERS FOR J-M SPINTEX 
par t of 
building 
where used 

in electrically 
heated and air 
conditioned homes 

for reasonable 
comfort and 
economy 

fo r minimum 
acceptable 
comfort 

ceilings R-19 R-9 

walls K - l l R-8 R-7 

floors RHE8 R-9 R-7 

Specif 1/ the above R-numbern of J-M Spintex 

JOHNS-MANVILLE 

7 STAR VALUE PRODUCTS 

Now you can specify installed performance 
with J-M Fiber Glass and J-M Spintex 

F o r t h e first t i m e , i n d u s t r y s t a n d a r d s have been es
t a b l i s h e d w h i c h p r o v i d e a m e t h o d f o r measur ing- i n 
s ta l l ed p e r f o r m a n c e o f home i n s u l a t i o n s . I t uses the 
R Factor, representing the resistance to heat flow of 
an insulating material. T h e h i g h e r the R n u m b e r , t he 
g r e a t e r is t he e f f i c i ency o f t h e i n s u l a t i o n . A n d O N L Y 
J o h n s - M a n v i l l e has tiro l ines o f home i n s u l a t i o n s . . . 
fiber glass a n d m i n e r a l w o o l . . . w h i c h mee t t h e c o m 
f o r t s t a n d a r d s es tab l i shed f o r homes i n a l l k i n d s o f 
c l i m a t e s a n d a l l k i n d s o f w e a t h e r ex t r emes . 

T h i s means f o r the first t i m e y o u can s p e c i f y i n s u l a 
t i o n f o r y o u r homes s i m p l y b y u s i n g t h e n e w R - n u m -
ber m e t h o d a n d y o u can use e i t h e r J - M F i b e r Glass o r 
J - M S p i n t e x i n s u l a t i o n . T h e R n u m b e r is c l e a r l y  
m a r k e d r i g h t on the package a n d p r o d u c t , t o i d e n t i f y  
t h e i n s t a l l e d p e r f o r m a n c e o f t h e i n s u l a t i o n y o u use. 

H o w B e t t e r I n s u l a t i o n Q u a l i f i e s 
M o r e P r o s p e c t s t o B u y Y o u r H o m e s 

R e m e m b e r , w h e n y o u i n s t a l l extra i n s u l a t i o n i n y o u r 
houses, F H A r e g u l a t i o n s p e r m i t l a r g e r m o r t g a g e s 
a n d l o w e r d o w n p a y m e n t s because of t h e home o w n 
er ' s r educed upkeep a n d o p e r a t i n g costs. T h i s means 
m o r e prospec ts q u a l i f y f o r e v e r y home y o u b u i l d . 

These a r e some o f t h e reasons w h y the t w o comple t e 
l ines o f J - M H o m e I n s u l a t i o n a r e b i g news f o r b u i l d 
ers e v e r y w h e r e . F o r m o r e i n f o r m a t i o n , c a l l y o u r J - M 
R e p r e s e n t a t i v e , o r w r i t e J o h n s - M a n v i l l e , B o x 158, 
D e p t . H H - 5 , N e w Y o r k 16, N . Y . I n Canada , address 
i n q u i r i e s t o P o r t C r e d i t , O n t a r i o . 

Johns -Manv i l l e 
J O H N S M A N V I I I I 

S I - I N T E X . M L - T l i l K and S E M I - T H I K are registered 
trademarks of the Johns-Manville Corporation i> R. o D u C T 

J - M SPINTEX I S 
E A S Y TO I N S T A L L 

F R I E N D L Y TO HANDLE 

J-M Spintex is a spun 
mineral wool insulation 
that's l ight in weight 
and easy to handle. I t 
cuts quickly and cleanly 
to fit irregularities. Wi l l 
not sag or settle. Re
tains i ts factory-con
trolled efficiency as long 
as the house stands. 

  

 

MAY 1960 295 



New products 

F O R D I S T I N C T I V E F R O N T A N D 
B A C K E N T R A N C E S . . . 

i IDEAL 
R E G U S PAT O F F 

<zDecorative ^Screen <z£)oor6 
Put IDEAL Decorative Screen Doors on the 

front and back entrances of the next home you 
build. See how much they attract attention, help 
turn prospects into buyers. 

Made of select Western Ponderosa Pine • Pre
servative Treated • 13 distinctive designs • 
Two sizes: 2-8 x 6-8 and 3-0 x 6-8 • Sanded 
smoothly both sides • Dowel-joint construction 
• Galvanized, Aluminum or Bronze wire. 

AVAILABLE IN THE F O L L O W I N G STATES 
Texas, Oklahoma, New Mexico, Kansas, Nebraska, Missouri, 
A r k a n s a s , L o u i s i a n a , M i s s i s s i p p i , A l a b a m a , G e o r g i a , South 

Carolina, Kentucky, Tennessee. 

iSend }or ^ / o u r jree Catalog 

I D E A L C O M P A N Y , B O X 889. W A C O , T E X A S 
Please send catalog on I D E A L M i l h v o r k t o : 

CITY A STATE 
H&H 5-fiO 

Start on p 285 

Natural grain doors ( right) have been 
added to Curtis' low-cost Plyoneer ex
terior door line. Book or slip matched 
grains in birch or oak are available. 
A l l wood core is 3x3 Ponderosa pine. 
Rails are 2*s"; stiles. 1 3/16"; lock 
blocks. 4 I / 1 6 " x 2 1 " . 

Curtis Co. Clinton. Iowa. 
For details, check No. 5 on coupon, v 382 

F o u r d o o r s s e r v e 

f o u r p u r p o s e s 

Shoji doors arc made in bi-
fold. bypassing, accordion, 
sliding, and hinged styles to 
give an Oriental look to any 
closure. Frames are made of 
California redwood, ready to 
finish. Panels may be fiber
glass-reinforced plastic or 
simulated rice paper out of 
stock, butterfly or grass cloth 
design on special order. 

Clopay Corp, Cincinnati. 
Foi details, check No. 4 
on coupon, p 3S2 

Soundproof door ( lo l l ) in accordion 
style is made possible by heavier insula
tion, f u l l perimeter seal. Vinyl surface 
membrane is laminated to 3/16" build
ing board panels. At floor and ceiling, 
seal is reinforced with flexible rubber 
sweeps. Other features: steel frame, 
easy operating trolley, tight latch. 

Holcomb & Hoke M f g . Indianapolis. 
For details, check So. 6 on coupon, p 3S2 

Magnetic door seal ( r igh t ) , 
now almost standard on re
frigerators, has been applied 
to storm-screen combinations. 
Permanent magnets are im
bedded in a Koroseal strip 
along latch stile and jamb. 
These strips shut out weather 
and act as a closing latch. 

Weather-Seal, Inc. Barber-
ton, Ohio. 
For derails, check No. 7 
on coupon, D 382 
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PM!the 
most important 
quality feature 

that you can 
add to your 

homes! 

* PremouldedMembrane 

 

 

   
 

  

 

   

;. •:.*• .• •:'4-.\\.- Notice how the proper instal
lation of PM* completely iso
lates the house from the site. 

TRADEMARK 

the original TRUE vapor seal! 
Today's sophisticated home buyers wan t and have the a b i l i t y t o 
pay fo r " q u a l i t y cons t ruc t ion" i n their next home. Qua l i t y con
s t ruct ion tha t means more t h a n jus t a house " loaded" w i t h eye
catching gimmicks and appliances. The most important qua l i t y 
feature starts at the ground level w i t h the ins ta l la t ion of a t rue , 
impermeable, permanent vapor seal . . . "Premoulded M e m 
brane." For the func t ion of a l l other products used throughout 
the home depends great ly on the protect ion provided by the vapor 
seal. P M *, unl ike filmy plastics and saturated papers, w i l l provide 
a permanent, inviola te shield against destructive moisture fo r the 
l i fe t ime of the bu i ld ing . The average house can be protected w i t h 
a P M * Vapor Seal for approximately $145.00 . . . a small cost for 
the value received. D o n ' t r isk your reputat ion by using infer ior 
so-called vapor barriers . . . compare before y o u b u y . . . be sure 
any mater ia l used meets P M * standards of qua l i t y l isted t o 
the r i gh t . 

I D E A L FOR A L L T Y P E S OF C O N S T R U C T I O N 

C O R K T I T E 

  

S L A B ON G R A D E 

P R E M O U L D E D 
M E M B R A N E 

B A S E M E N T 

I M P O R T A N T P M * F E A T U R E S : 
Water vapor transmission rate of only 0.0066 grains per sq . ft. 
per hr. 
Strong enough to resist rupturing or tearing under trundling of 
wheel barrows or normal foot traffic. 
Installed with 6-ft. head and side lap that is sealed with Sealtight 
Catalytic Asphalt to provide a monolithic vapor seal without voids 
or open seams that will expand and contract without breaking 
the bond. 

O T H E R T O P - Q U A L I T Y S E A L T I G H T P R O D U C T S 

• Expansion Joints of all types, including Asphalt, Fiber, Cork-
fill, Gray Sponge Rubber, Cork and Self-Expanding Cork • 
"CORKTITE" Impermeable Perimeter Insulation • "HYDRO-
MAT" Asphalt Liners • Concrete Curing Compounds • Air 
Entraining Agents • DUO-PVC Waterstops • Butyl Caulking 
Compounds • Joint Sealing Compounds • PLUS MANY, 
MANY OTHERSI 

SEAlOfiHTgl 

P R O D U C T S 

F O R B E T T E R 

C O N S T R U C T I O N 

Write for your free copy of the 
"Design Techniques" Manual. 

W. R. MEADOWS, INC. 
10 K I M B A L L S T R E E T 

E L G I N , I L L I N O I S 
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New products 

Let's look at 
installation c o s t s 

off g a s h e a t e r s . . 
labor, that i s ! 

A sealed S a f t i - V e n t gas heater 
is installed and ready to operate i n less 

than one man hour! Figure your o w n 
hour ly rate, b u t we estimate this at $7.50. 

A vented, unsealed gas heater takes 
about 8 man hours t o ins ta l l . A t the same 

hour ly labor cost o f .$7.50, this comes 
to S60.00. 

Yes, factory-assembled Saf t i -Vent , complete 
w i t h vent , w i l l na tura l ly cost you a b i t more 

than an unsealed gas heater w i t h o u t flue. 
B u t here's w h a t you get: 

• Around ?.">2.00 labor savings in in
stallation, because sealed Safti-Vent 
is factory-assembled, requiring from 
you only a IV*" opening thru-the-
wall, thru which is inserted exclusive 
Tele-vent that telescopes to exact 
wall thickness, needing no cutting. 

• Complete elimination of flues and 
chimney. 

• Sealed heat, in which the silent gas 
flame burns in a chamber totally 

sealed away from room air. absolutely 
el iminating hazard of suffocation 
from oxygen deficiency and carbon 
monoxide poisoning. (1250 such 
deaths were reported last year by 
the National Safety Council.) 

• And for your customer, operating 
savings in fuel adding up to 3 days 
free heat out of every ten. That's a 
bonus your customer enjoys; and we 
suggest you take some credit when 
you tell him about it. 

N o w you can get S a f t i - V e n t sealed heat 3 ways. Cabinet ( f lush 

against the w a l l ) ; recessed-in-wall ; i n s t a l l ed - in -window. Each 

gives the safety and economy of Sa f t i -Ven t sealed heat. 

SAFTI -VENT 

COUPON WILL 

BRING YOU 

ALL THE 

FACTS 

H . C. LITTLE BURNER C O . , I N C . 
802 Woodland Ave., San Rafael, Calif. 

The installation cost figures you give are interesting. 
Now let me have all the facts about all 3 models Safti-Vent. 

NAME 

start on p 285 

ADDRESS. 

$1.25-a-foot space is provided by Air:.Seal airhouses. Vinyl -
coated nylon envelopes are sealed to ground by metal ballast 
rings or deep-soil spears. Hot-air blowers inflate and support 
tent. (Only 0.15" to 0.20" water-gauge pressure is needed 
normally, only 1" for gale winds.) Various colors are avail
able. Price includes erection in Seattle area. 

Seattle Tent & Awning. Seattle. 
For details, check No. 8 on coupon, p 382 

Domes shelter work or displays 

Fiberglass shelter is molded in demountable sections, can 
be erected by four men in one hour, dismantled in ten minutes. 
Dome is weathertight. light-proof, insulated, resistant to fun
gus and termites. It is self-supporting, free of internal sup
ports. Structures come 20' long and up (model shown is 
50" long). Color is integral with bonding resin. 

Specialty Electronics. Syosset. N . Y . 
For details, check No. 9 on coupon, p 382 

8 

Inflated tubes support a plastic, fire-resistant tent in A i r 
Structure's temporary shelters which range f rom garage size 
to football-field size. Typical erection time is one man-hour 
per 1,000 sq f t of area. Structure can be easily moved after 
it is erected. Clear spans of 100' and over are possible and 
units can be designed to take heavy wind loads. 

A i r Structures. Shreveport. La. 
For details, check No. 10 on coupon, p 382 

continued on p 302 
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A N T I Q U E W H I T E G R E E N G R A Y 

P I N K 

A U T H E N T I C B E A U T Y O F C O S T L Y M A R B L E 

n e w l a m i n a t e d p l a s t i c p a t t e r n b y 

C O N S O W E L D 
" H o w b e a u t i f u l ! . . . So d i f fe ren t , t o o ! " T h a t ' s the react ion 
o f prospective buyers everywhere t o homes f ea tu r i ng Con-
soweld's exclusive new Florent ine pa t te rn . A n d no wonder! 
Never before have they seen the c o l o r f u l richness o f costliest 
I t a l i a n marble so accurately reproduced i n a l amina ted 
plast ic. 

Used on counter tops, ba th room vanit ies , shower walls , 
wainscot ing or wherever marb le is appropr ia te , i t impa r t s 
the flair o f cus tom s t y l i n g w i t h o u t the cost . . . appeals w i t h 
equal force t o the most sophist icated tastes or the s implest . 
I t adds the d i s t i nc t ive touch t h a t makes any home y o u 
b u i l d the k i n d buyers w i l l l i ve i n w i t h pleasure and show 
t o t he i r f r iends w i t h pr ide . . . the k i n d o f home tha t ' s easiest 
of a l l t o sell. 

B u t , see f o r yourself . Get the f u l l effect o f F lorent ine ' s 
t rue marb le pa t t e rn in i ts f u l l range o f popular colors . . . 
gray, green, p i n k and an t ique wh i t e . Contac t you r Conso-
weld d i s t r i b u t o r now. 

89 

CONSOWELD 
L A M I N A T E D P L A S T I C 

Find 
C O N S O W E L D 

IN T H E 

Yellow Pages 

C o n s o w e l d Florentine here used 
on a vanity imparts a look of dis
tinguished beauty. Yet it has all the 
durability and service properties 
that have made C o n s o w e l d a 
leader in its f ie ld . Its mirror-
smooth surface cannot be harmed 
by cosmetics, alcohol, hot water, 
or even cigarette burns. Easy to 
clean. Easy to keep clean. 

Look under P l a s t i c s in the Yellow Pages 
of your te lephone directory. 

C O N S O W E L D C O R P O R A T I O N 
W i s c o n s i n Rapids , W i s c o n s i n 

C O N S O W E L D C O R P O R A T I O N Dept. HH-56 
W i s c o n s i n R a p i d s , W i s c o n s i n 

I'm interested in using Consowelds laminated plastic products. 
Please send me name of my nearest distributor for dealer contact. 

Name 

Firm. 

Address 

City Zone State. 



3 f c 

It's sprinkled with stars 

Pantasu 
41 

' 7 i V 

l a m i n a t e d p l a s t i c p a t t e r n b y 

S O W E L D 
M y r i a d s o f t i n y s tarbursts make Fantasy g l i t t e r and 
gleam w i t h color exci tement . I t ' s a gay, new pa t t e rn . 
R i c h ! W a r m ! I n v i t i n g ! I t opens the way f o r y o u t o 
achieve s t r i k i n g new decorator effects. Fou r high-prefer
ence colors complement any r o o m decor. 

Fantasy is a pa t t e rn w i t h proven consumer acceptance. 
M a r k e t - t e s t i n g reports consis tent ly give i t the highest 
acceptance ra t ings . 

Use i t i n y o u r model homes t o add "buye r appea l" 
. . . on counter tops , wal ls , wainscot ing and showers. I t 
adds the value o f beauty . M a k e s y o u r homes easier t o sell. 

Samples o f Fan tasy are avai lable f r o m dealers and 
fabr ica tors . Free merchandis ing aids are also avai lable t o 
help y o u i n y o u r mode l home promot ions . 84 

C O N S O W E L D 
L A M I N A T E D P L A S T I C 

PlfKl 
C O N S O W E L D 

m T H E 
•fallow Paga i 

Look under Plastics In the Yellow Pages 
of your telephone directory. 

Sold through retail lumber yards, floor-
covering dealers, and cabinet shops 

C O N S O W E L D C O R P O R A T I O N 
W i s c o n s i n Rap ids , W i s c o n s i n 

 
 

 

 

Consoweld Fantasy has the delightful look of luxury. 
Yet, the beautiful laminated plastic surface cannot be 
harmed by boiling water, alcohol or fruit juices. Easy to 
clean. Easy to keep clean. 

Cabinets by Youngstown Kitchens 



W O O D T W I N L I T E W I N D O W S 

a d d g l a m o u r t o r e c r o o m a n d p a t i o 

N e x t t i m e y o u wan t to "dress u p " a lower level rec r o o m and p a t i o . . . d o i t w i t h a s t r ing 
o f economical P E L L A T W E V L I T E S ! These wood windows w i l l always be right and in style. 

Aside f r o m thei r good looks, the i r convenience and qua l i ty cons t ruc t ion can be 
demonstrated. I t ' s done by s imply showing prospects P E L L A ' S exclusive G L I D E - L O C K ® 
underscreen opera tor . . . and how i t holds i n 10 posi
t i o n s . . . Self s to r ing screens and s torm sash . . .Sol id 
a l u m i n u m and stainless steel hardware. Removable 
m u n t i n bars make pa in t ing and cleaning easier. 

P u t the good looks and features o f P E L L A WINDOWS 
to w o r k on y o u r nex t jobs. Call i n the P E L L A d i s t r ibu to r 
n o w . Consul t you r classified telephone d i r e c t o r y . . . o r 
m a i l coupon . It ivill be answered within 24 hours! 

\ -
Five No. 476 PELLA TWINLITE UNITS 

used in this arrangement 

     
         

   

 

   

Builder: Harvey 
Bottendort, Iowa 

tervey Construction Company 
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O N L Y 

O N E 

In Canada: EMCO LIMITED 

M O V I N G 

P A R T . . . 

Here shown is a cuf-a-way of the 
heart of the Delta Faucet. Note the 
expert simplicity in design excel
lence. Having only one moving 
part (the BALL) it is readily under
standable WHY the DELTA FAUCET 
is considered the FINEST. 

Delta 
FAUCET 

CORPORATION 
GREENSBURG, INDIANA 

Literature available upon request. 

New products 
start on p 285 

Aluminum fencing is formed by weaving strips of metal 
between redwood posts. Panels are factory assembled in 8' 
and 12' lengths. 3'. 4'. 5'. and 6' heights, in horizontal or 
vertical style. Panels can be cut to custom lengths with a saw 
and hand shears. T post design simplifies alignment, allows 
stepped panels for hillside fences. Panels and posts are priced 
to sell at retail for $2.45 to $4.25 a lineal foot, depending 
on height and model. 

General Lite Metals. Bay City, Mich . 
For details, check No. 11 on coupon, p 382 

New metals make new patterns 

Decorative gr i l les or sunshades can be made of Al-dec, a 
new perforated aluminum sheet that can be produced in 
almost any pattern and color with minimum tooling. I t can be 
supplied in 2 1 ' lengths and widths to 12". fastened side by 
side for continuous screens. Rigid one-piece construction is 
claimed to make it durable, easy to handle. Cost per square 
foot is said to be lower than comparable grillework. 

Bohn Aluminum. Detroit. 
For details, check No. 12 on coupon, p 382 

mm 
Colored patterns are made possible by a new Kaiser inlay 
process. The sheet is available in Kaiser's standard em
bossings: when it is anodized. the pattern is highlighted in 
color. Patterns are stucco, diamond, ribbed, and square: colors 
are gold, aluminum, dark gray, light gray. Dissimilar alloys 
can be combined to get other combinations. It comes in .030 
to .064 gauge, in Hat sheets or coils to 36" wide. 

Kaiser Aluminum. Oakland. Calif. 
For details, check No. 13 on coupon, p 382 

continued on p 306 
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Traditional is the homebuilder's answer to any 
kitchen preference. A vinyl of beautiful, natural 
grain inseparably bonded to Republic Steel 
Kitchen door and drawer fronts. 

In apartment or multiple home develop
ments, you can vary the kitchen plan without 
altering the floor area. Every kitchen is a cus
tom kitchen with a choice of Traditional Finish, 
or crisp, clean popular colors. Republic Steel 
Kitchens are easy to install, dimensionally 
accurate, go in easy, go in fast! 

To learn about the advantages of Republic 
Steel Kitchens, call your distributor or send 
coupon for information and color sample. 

This is a reproduction of the grain pattern of Traditional Finish. 
Actual surface has the warmth, touch, and tones of a natural finish. 

C U S T O M K I T C H E N S . . . f o r p r o f i t builders 

R E P U B L I C S T E E L 

R E P U B L I C S T E E L - B E R G E R D I V I S I O N 

C A N T O N 5 , O H I O 

MAY 1960 

R E P U B L I C S T E E L K I T C H E N S , D E P T . C - 9 2 0 S - B 
1 0 2 8 B E L O E N A V E N U E • C A N T O N 5, O H I O 

Please tell me more about Republic's Traditional Finish and 

send color sample. 

Name.. -Title 

Firm-

Address-

City -Zone- -State-

L. I 
303 



STANLEY flmMjMjmm 
No. 2 A Series On Residential Hardware For Builders Of America's Homes 1960 

Here's the Builders' 
"BOOK OF THE MONTH!" 
Read for profit . . . the new Stanley 
Hardware Reference Book that simpli
fies hardware selection and suggests 
methods for cutting installation time 
and costs. Includes information on 
hinge types, usage, size, location on 
doors, etc. Write f o r free copy to 
S T A N L E Y H A R D W A R E , Division of 
The Stanley Works, Dept. E, 80 Lake 
Street, New Britain, Connecticut. 

A House Moves On Its Hardware 

Low Cost, High Quality 
Magnetic Cabinet Catch 
Unmatched fo r quality, appearance 
and cost, the Stanley No. 42 Magnetic 
Catch has an attractive, scuff-proof 
polyethylene case that harmonizes with 
any type of cabinet finish. Single screw 
mounting speeds installation; unique 
slot adjustment assures correct posi
tioning. Projections on single screw 
strike plate mean easy, exact alignment 
with magnet. 

NEW Stanley Surface Mounted Bi-Fold Door 
Hardware... Easiest to Install... Adds to Build
ing Quality...Subtracts from Building Costs 

You can now hang Bi-
Fold Residential Doors 
i n o n e - t h i r d n o r m a l 
time. The new S T A N 
L E Y S U R F A S E T Bi-Fold 
Door Hardware makes 
this possible wi th these 
cost saving features . . . 
S u r f a c e mounted, the 
hinged doors require no 
fitting . . . No planing or 
or t r imming of doors; 
minimum of parts to 
mount and no mortising 
needed . . . No jambs or 
t r im necessary; opening 
need not be perfectly 
square . . . Door handl
ing, adjusting or remov
ing is speedily accom
plished by one man. 
A n d f r o m y o u r cus
tomers' point of view, 

there are important benefits in addition 
to the recognized space-saving that bi-
fold doors offer. Set on the wall sur
face, not in the opening, doors cannot 
bind. They fo ld back to completely 
clear the doorway, providing easier 
access to the interior. With doors out
side the doorway, there's more closet 
space, greater closet depth. A unique 
guide track assures smooth, controlled 
performance. 
You can build with quality, yet eco
nomically, and reduce costly call-backs, 
by standardizing on S U R F A S E T Hard
ware for interior doors, swinging and 
bi-fold. Wri te for S U R F A S E T D o o r 
Hardware literature. 

NOW! Door Hinges with 
Simulated Gold Finish 
Those builders who are using locksets 
with the new highly publicized Gold 
finishes can now obtain interior and 
exterior door hinges in a matching Sim
ulated Gold finish. These luxuriously 
finished hinges cost no more than those 
with a Bright Brass finish, so are eco
nomical to use. Specify the Stanley 
hinges you need with an SG finish 
symbol. 

Sliding Door 
Hanger 
adjusts with
out loosen
ing screws 
in the wood 

Stanley No . 2800 Sliding Door Hard
ware features unique hanger design 
that makes vertical adjustment possible 
without loosening the i n s t a l l a t i o n 
screws in the door. Serrations, machine 
screw and lockwasher assure positive 
locking and minute adjustment. Over 1 
mill ion installations have proven the 
value of this hanger to the builder and 
homeowner alike. 

F L A S H ! 
Sales of Adjustable 
Closet Bar Z O O M! 
The new Stanley No. 7035 Adjust
able Closet Bar is really catching on! 
One builder of 4 apartment projects 
recently ordered 23,000! Such pop
ularity is deserved. The No. 7035 
features extra rigidity with easy, fast 
installation. Stock sizes to fit all 
closets up to 120" in width. 

Address requests to Stanley Hardware, Division of The Stanley Works, Dept. E, 80 Lake Street, New Britain, Conn. 

S T A N L E Y 
A M E R I C A B U I L D S B E T T E R A N D L I V E S B E T T E R W I T H S T A N L E Y 

Thii famous trademark distinguishes over 20,000 quality products of The Sfonley Works, New Britain, Conn.—hand tools • eloctrie tools 
• builders hardware • industrial hordwore • drapery hardware • automatic door controls • aluminum windows • stampings 
• springs • coatings • strip steel • steel strapping—made in 24 plants in tho United States, Canada, England and Germony. 

HEO. U . S . P A T . O F F . C A N A D I A N P L A N T S : H A M I L T O N . O N T A R I O . A N D R O X T O N P O N D . P . O . 
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Range Department, G e n e r a l Electric C o m p a n y , Louisv i l l e 1, K e n t u c k y 

T^ogress Is Our Most Important Tfoducf 

G E N E R A L A E L E C T R I C 

SPECIAL 
ALL-IN-ONE 
VERSION 
OF THE 
GENERAL 
ELECTRIC 
MARK 27! 
Surface units, oven and control 
panel in one compact, built-in unit 

You asked for it! Al l - in-one version 
of the tremendously popular Mark 27 
—newest General Electric built-in! 

As you can see, controls are right on 
the cabinet. You slide one compact unit 
into place and you're all done. 

Features? The unique recessed top. 
pushbutton controls, big oven with re
movable door, and focused heat broiler. 
Available in Coppertonc, white and 
Mix-or-Match colors. (Model J-610). 

Availability? Right now! 

Ike, Cjo&{e<n Vo£ue £im outfit 60s 

Thousands of builders have installed the 
Mark 27 J-620 . . . the de luxe model that's 
already the range news of the year! Same 
features as J-610 except separate control 
panel with oven timer and appliance outlets. 
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New products start on p 285 

1 11 never 
goto 
Washington 
again 

" I ' l l stay right here—and 
let Midwest Houses handle-
all my business wi th F H A 
and VA. Af ter all , they 
know the laws and filing 
procedures. They know how-
to fo l low through on Urban 
Renewal programs, and other 
special operations. Best of 
all. the time they spend 
doesn't cost me a penny. And 
it frees me to concentrate 
On building more houses." 
Midwest Houses, Inc., 
Mansfield 5, Ohio. 

New system gets antenna off roof 

Jerrold Electronics, which introduced its signal amplifier and 
wall outlets last year ( H & H , Jan '59) , now has added a con
cealed antenna to the system. A silver printed circuit on a 
flexible sheet is oriented toward the signal source and nailed 
to attic joists. When connected to the amplifier, the signal 
can be distributed throughout the house. The system, now 
being installed by Bill Levitt in Levittown, N.J. wil l retail 

for about $75. 

Jerrold Electronics. Philadelphia. 
For details, check No. 14 on coupon, p 382 

Foam ceiling costs only 10c to 15c a foot 

This new suspended-grid ceiling is made of self-extinguishing 
expanded styrene. The material is uniformly white but its 
exposed surface has a subdued striated pattern. It is supplied 
in tiles 1" thick to fit a 2'x2' or 2'x4' module. Foam plastics 
are easily worked with hand tools, are so light that the 
supporting grid can be made with lighter-than-usual steel. 
Material costs vary with density and location. 

General Foam Plastics. Portsmouth. Va. 
For details, check No. 15 on coupon, p 382 

continued on p 312 

1ST HOUSES 

DON'T BUILD ANOTHER HOUSE until you check into Midwest's complete Profit-
Builder program: site selection, architectural service, market evaluation, construction 
and consumer financing, plot planning, time-table expediting, construction coordina
tion, sales promotion, advertising preparation, model home management. Urban Re
newal assistance. Over 50 models in a variety of styles, priced from $10,000 to $30,000. 

H O U S E & H O M E 



"Meet the/f^ twins!" 

 

YOUNGSTOWN KITCHENS N E W 
24 Diana Oven-Range and 24 Diana Dishwasher 
Our answer to House & Home's plea (May '59) to builders to trade up their homes... to tap that potent second-
buyer market eager for quality features and willing to pay more to get them! "Built-ins" with quality built in! 
D I A N A O V E N - R A N G E • chrome-lined interior • smokeless 
broiler pan • fingertip controls on top • three 6" burners and 
one 8" • 8" burner on De Luxe unit has Thermo-Magic con
trol, makes every pan an automatic cooking utensil • can be 
installed in minutes • available in White, Monterey, Chrome, 
Antique Copper. 

D I A N A D I S H W A S H E R - D R Y E R • porcelain-lined • vinyl-
covered racks. Top rack turns clockwise for thorough wash
ing • heavy-normal settings (heavy for greasy items) • holds 
full service for ten • 1,000 Watt hot water booster acts as 
speed dryer, dishwarmer • available in White, Monterey, 
Chrome, Antique Copper. 

Real estate agents say "the woman prospect buys the kitchen"! Find out how the Twins can help you move 
homes at low cost. Ask your Youngstown Kitchens Representative for complete details, or mail this coupon. 

A M E R i C A N - t $ t a n d a r d 
YOUNGSTOWN KITCHENS DIVISION 

American-Standard, Youngstown Kitchens Dlv. 
Builder Information, Box HH560. Warren, Ohio 
Please send data on the new Diana Twins immediately. 

Name 
Firm Name 
Address 
Ci ty & 
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S P O T N A I L FLOOR S H E A T H I N G S P O T N A I L ROOF S H E A T H I N G 

4 

S P O T N A I L FLOOR UNDERLAYMENT 

, — : 

S P O T N A I L ROOF GUSSETS 

S P O T N Al L IN G 

• C u t s Home Building C o s t s 

• Permits Y e a r 'Round Erection 
of Homes 

• R e d u c e s Worker Fatigue 
and Injuries 

• Meets F . H . A . S tandards 

S P O T N A I L E R S 
Bui lder -Proved F i n e s t 
Portable Automat ic Nailers 

• 50% More Loading Capaci ty 

• U s e s L e s s A i r — R e q u i r e s 
Smal ler C o m p r e s s o r 

• S tu rd ie r—Fewer Moving Parts 

• Control led Penetration of Drive 

Phone or write for a S P O T N A I L S 
demonstration in your office 

and a copy of our F H A Booklet. 

) 0 OKKSo 

1527 Lyons St., Evanston 11, Illinois 

UNiversity 4-2711 

26 Offices . . .Over 100 Representatives 
to Serve you. 

S P O T N A I L W A L L S H E A T H I N G S P O T N A I L DOOR FRAMES 
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TO SELL MORE HOMES FASTER EQUIP THEM FOR 

HOT A I R OUT 

C O O L A I R IN 

   

C O N S O W i n d m a s t e r 
ATTIC A N D EXHAUST FANS 

More and more, builders and 
architects are using C O N S O W I N D -
M A S T E R Attic or Exhaust Fans 
where more expensive air condi
tioning is not needed or out of the 
question. Air cooled homes sell faster 
because every prospect is interested 
in a low cost way to keep cool dur
ing hot summer months. Tremendous 
economies are achieved for the builder because there is no 
need for expensive duct-work, ceiling insulation can be held 
to a minimum, and initial equipment investment is small. 

CONSO WINDMASTERS can be mounted either vertically or hori
zontally. S.K.F. neoprene mounted ball bearings permit 
all models to operate equally well in either position. 
Welded construction insures greater strength and elim
inates vibration and rumble. 

Neoprene cushioning of the wood frame facilitates 
the extreme ease of installation and allows extra-quiet 
operation. 

All purpose General Electric or Westinghouse motors 
never need oiling and are equipped with thermal over
load switches to prevent motor burn-out and reduce 
fire hazards. 

Conso Windmasters carry the UL approved seal 
and are rated for capacity by A&M College of Texas. 
Best quality, natural aluminum ceiling shutters in a 
sturdy extruded aluminum frame, are available in the 
proper size for use with all CONSO WINDMASTERS. 

No matter what your fan needs may be, industrial, commer
cial or residential, there is a CONSO WINDMASTER for 
you. See your C.G.P. distributor for complete details and 
specifications. 

Another Consolidated Product 
for Better Building. 

C o n s o l i t e 
FIBERGLASS SKYLIGHTS 

New Pasteltone Consolites add beauty to any room where skylighting is 
desired. Five decorator colors or white to choose from; double or single 
domes; for industrial or home use. Write for the CONSOLITE Catalog. 

f J J | C O N S O L I D A T E D G E N E R A L P R O D U C T S , I N C . 
O . B o x 7 4 2 5 . H o u s t o n 8 . T e x a s 

A l l N e w f o r 1 9 6 0 ! 

50th A N N I V E R S A R Y 

a complete package of 

M A T C H E D BUILT- INS 
(CAS OR ELECTRIC) 

in luxury finishes, colors and 
prices for every kitchen plan! 

ONLY CHAMBERS 
O F F E R S 7 MATCHING OVEN MODELS 

I n c l u d i n g Famous R e t a i n e d H e a l 
O v e i U with 4 times more insulation 
Khan conventional units. 

V i s t a V iew T w i n O v e n s w i t h 
Rotisscrie! Completely Automatic . . . 
separate thermostat controls permit 
simultaneous use of both ovens fo r 
different types of cooking. 

VuU View Twin Oi rns 
ONLY CHAMBERS 

O F F E R S CLASSIC Q U A L I T Y 
R E F R I G E R A T O R - F R E E Z E R S 

with Unique 
"Uni-'lrmp*" System 

A superb achievement i n 
fine refrigeration. Choice of 
21 matched models f rom 12 
cu. f t . to " T h e Pres iden
t i a l T w i n s , " 51 cu. f t . i n 
72" wall space. 

I'mitlrntiut Twins 
ONLY Chambers offers Built-ins completely matched in 
design ami size for any kitchen plan . . . Ovens, and Surface 
Ranges I (las and Electric > . . . Refrigerator-Freezers . . . 
Dishwasher-Dryers . . . Kitchen Hoods ami Disposers, 
each a famous Chamlif i s quality product . . . No mis
matches. No mis-fits No '"oft" colors . . . with One call to 
order, One call for service and One sales policy! Mail 
Coupon for Complete Details! 

B U I L T - I N S 
r u s h . 

DEPT. HH-560 
2012 N . Harlem Ave . , 

Chicago 35, I I I . 

• Specif icat ions on all Chambers Bui l t - in uni ts , 

j ] Have representative ca l l . 

Ciiy. 
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Primed, Vented, Screened 
Immediate delivery of standard 
sizes from stock widths: 
12"-16"-24"-32"-36"-48" 

lengths 8' and M 
Now widely used on hundreds of projects. 

Average savings are being reported at 25%. No 
cracking, splitting or checking troubles. No waste. 
Delivered to your job cut to size with or without 
screened vents. Clean straight edges. Aluminum 
" H " mouldings supplied to conceal joints. Water
proofed, white prime coat finish. Excellent painting 
qualities. 

A trial order will convince you. Wire, write or 
phone The Upson Company, 150 Upson Point, 
Lockport, New York . 

  

THE UPSON COMPANY • 150 UPSON POINT . LOCKPORT, NEW YORK 

PRIMED SIDING . D U B L - B I L T . S O F F I T S • A L L WEATHER • S T R O N G - B I L T 



New products 

How developers provide 
low-cost sewage treatment 

in critical Kansas City area 
Kansas C i ty — l ike many fast-growing metropoli tan areas 
— is faced w i t h problems of satellite communi ty sewage 
treatment. Yet, far-sighted Kansas Ci ty suburban devel
opers are moving ahead, w i t h a new solution to the sewage 
problem so realistic i n cost and speed of installation that 
developers everywhere — faced w i t h similar problems — 
should investigate i t . 

A case i n po in t is tha t of Gracemor Subdiv i s ion , i n 
Kansas Ci ty Nor th , Missouri . When this 700-home com
muni ty was planned by Bolling-Hausmann Development 
Company (Kansas C i t y ) , President Glenn L . Boi l ing was 
faced w i t h providing adequate sewage treatment along 
w i t h l i v i n g space. 

Consulting Engineers Raymond W. Campbell & Asso
ciates (Mer r i am, Kansas) were asked to investigate every 
possible avenue of doing this w i t h i n reason financially. 
Campbell & Associates suggested a "Subm-bia" installa
t ion . The compact 245,000 GPD " S u b u r b i a - I " i l lustrated 
above now serves the citizens of Gracemor . . . and its cost 
was most realistic. 

This new, low-cost sewage treatment plant provides 
conventional sewage treatment fo r communities of 200 to 
more than 10,000 homes. Ind iv idua l ly planned and i n 
stalled under the direct ion of your consulting engineer, 
"Suburbia" installations conform to State Department of 
Heal th requirements. 

They can be erected and enlarged fo r permanent use, 
or can be dismantled and re-erected elsewhere after even
tua l hook-up w i t h metropoli tan central sewage treatment 
plants. Speed of erection (90-120 days) makes i t feasible 
to begin bu i ld ing houses almost at once, since regulatory 
approval normal ly comes wi thout delay. 

"Suburbia" is so simple that unski l led help can operate 
i t . W i t h m i n i m u m maintenance, units produce no objec
t i o n a b l e odor —no bac t e r i a - l aden f o a m . Bes t of a l l , 
"Suburbia" involves less in i t i a l and operating capital 
than any other type of conventional sewage treatment 
plant. "Suburbia" is furnished and installed, on a tu rnkey 
basis only, by . . . 

M U N I C I P A L S E R V I C E C O M P A N Y 
Your sewage service—our full responsibility 

4623 Roanoke Parkway • Kansas City 12, Missour i 

Start on p 285 

A.UTOMA.TIC 

UV lamps purify pool water 
The two tubes enclosed in the aluminum housing shown above 
can clear all the water in a swimming pool f rom heavy con
tamination to zero coIil'orm count, exceeding American Public 
Health Assn standards for drinking water, in five days. The 
36" lamps have the potential to treat 3.000 gal per hr. Though 
designed for pool use. the system also can be used to treat 
drinking water. Its cost about equals a year's chemical sup
ply: it installs for $10 to $20. 

Superior Water Purifier. Hialeah. Fla. 
For details, check No. 16 on coupon, p 382 

 

Vacuum cleaner works wet or dry 
This built-in vacuum system is connected to all the rooms in 
the house by small ducts, at top of photo, and to the waste 
system by the trap, bottom. Cleaner hose is plugged into room 
outlets for wet or dry pick-up of mopped or dusted areas. The 
pick-up air is water filtered before being exhausted outdoors 
and the separated dirt is washed down the drain. Remote con
trol allows timed operation and automatic shut off. Price: 
about $300 installed. 

M y Maid Corp. Ft Atkinson. Wis. 
For details, check No. 17 on coupon, p 382 

continued on p 314 
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inner QUALITY 
that satisfies eye-pleasing QUALITY 

that sells 

plus... 
exclusive 
merchandising 
help 

G I V E T H E B E S T O F B O T H I N T H E 

B A T H R O O M S O F Y O U R H O M E S W I T H 

RHEEM-RICHMOHD plumbing fixtures 
In the bathroom and utility room, two of the 
"most used" areas of the homes you build, you need 
plumbing fixtures with two kinds of quality. You need 
outer, eye-pleasing quality because this is what actually 
sells a customer. For satisfaction over years o f hard use, 
to prevent call backs and to enhance your reputation 
as a fine builder, you need that inner quality o f fine 
materials, and careful production. 

You get both with Rhcem-Richmond plumbing fixtures: 
Quality that sells, quality that satisfies, and all at a modest 
and reasonable cost to you. 
In addition, you get an exclusive source o f aid and 
prestige: custom bathroom planning for your homes by 
famous Living For Young Homemakers Magazine. They'll 
create as many baths for as many different models 
as you like. Specially prepared merchandising wil l help 
you play up this exciting feature and other quality 
features. Custom bathroom planning is another powerful 
reason for planning Rheem-Richmond plumbing 
fixtures into the homes you build. 
For more information write to Rheem-Richmond for 
the nearest regional sales office or wholesaler. 

R I C H M O N D P L U M B I N G F I X T U R E S D I V I S I O N • R H E E M M A N U F A C T U R I N G C O . , 16 P e a r l S t . , M e t u c h e n , N . J . D e p t . H H - 5 
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New products 
start on p 285 

Here are four new window ideas 

N e w a w n i n g u n i t f r om Caradco has a sliding hinge thai 
gives f i rm support but allows the sash to be removed for 
cleaning or painting. The hinge swivel plate is incorporated 
in the channel so the sash is carried on four screws rather than 
the usual two. When the sash is closed, the hinge is concealed 
and burglar-proof. Bearings are brass or nylon. 

Caradco, Dubuque. Iowa. 

For details, check No. 18 on coupon, p 382 

N e w c a s e m e n t b o w s are made 
with clear pine mullions and jambs, 
vertical-grain f ir in heads and seats. 
A l l joints are dovetailed, all parts t\f] 
Woodlife treated. Rotogear opera- j-fcj 
ted sash, screens, storm panels, in 
single or double glass, are available. 
New units come in 13 series in Tru-
Bow and Tru-Wall lines. 

Fred Reuten, Inc, Closter. N.J. 
For details, check No. 19, p 382 

T r u e g l i d e t r a c k i s assured by the 
latest refinement in Peterson's Pen-
quin window. A scries of shims 
laminated to the track bottom can 
be peeled off where necessary to 
get proper alignment and positive 
weatherseal. Penquin windows 
come in contemporary, colonial, or 
cottage style. A l l lock in ventilating 
positions: all are double glazed. 
Peterson Window, Ferndale, Mich . 

For details, check No. 20, p 382 

R i m c o c a s e m e n t h i n g e is ful ly 
concealed in closed position. Nylon 
bearings in stainless steel track at 
top and bottom of the sash slide 
toward frame center as window 
opens, prevent sash sagging. Snap-
in muntins come in three styles. 

Rock Island Mil lwork. Rock Is
land. I I I . 

For details, check No. 21, p 382 
continued on p 319 

"How NU-HOME ALUMINUM SIDING gave me 
the 'eye-catcher' I needed to make sales!" 

Mr. H e r b e r t R o s n e r , v i c e - p r e s i d e n t in c h a r g e of c o n s t r u c t i o n 
A . S i e g l e r and S o n s B u i l d e r s , Inc., C l e v e l a n d . 

This Is the story of how one successful 
builder uses Hastings NU-HOME Alumi
num Siding to build better houses for less 
money — and sell them faster! Mr. Rosner 
tells us that NU-HOME is less expensive 
to apply. There is less waste; work can go 
on in any weather. Projects look much 
neater and public acceptance is so good that 
they quickly sold out their last three proj
ects. And, because they can close sales 

faster, the company gets its money out that 
much sooner. 
One m o r e i m p o r t a n t f a c t : Nu-Home 
Aluminum Siding is sold only to builders 
through building supply firms. For the com
plete story, fill out and mail the coupon. 
No cost, of course, and no obligation. 

H A S T I N G S 
A L U M I N U M P R O D U C T S , I N C . 

Hastings, Michigan 

HASTINGS ALUMINUM PRODUCTS, INC., 
Dept . 9E. Has t ings . M i c h . 
Please r u s h me add i t i ona l i n f o r m a t i o n o n N u - H o m e 
A l u m i n u m Sid ing . 

Name-

A d d r e s s . 

City -Zone_ 

State 
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Why motel builders choose 
Gerber Plumbing Fixtures 
•-the Mighty Middle line 

More and more builders are putting Gerber plumb
ing fixtures in the motels they build. The reason— 
Gerber gives them beautiful styling, high quality 
and deluxe features at a moderate price. 

Deluxe quality at a low price is possible because 
Gerber produces plumbing fixtures for the Mighty 
Middle—the mass market where 9 out of 10 sales 
are made. By specializing in this big volume market 
only, production and marketing savings can be 
passed on in the form of deluxe features found only 
on more expensive lines of other manufacturers. 
Thus, motel builders can put in a better bathroom 
for less — one that gives a home-like feeling and 
enhances even the most luxurious accommodations. 

Gerber makes a complete line of high quality 
plumbing fixtures in brass, vitreous china, enameled 
cast iron and steel. Gerber has "packaged" bath
rooms that make planning easy and save time and 
expense in ordering. There's a wide selection for 
every need and building price range. Gerber fixtures 
are available in six modern colors: Petal Pink, 
Wedgewood Blue, Forest Green, Driftwood Tan , 
Daffodil Yellow, Cloud Gray. 

Whether you build motels, hotels, or Mighty 
Middle homes, Gerber lets you put in a more ap
pealing bathroom without increasing costs. Write 
for Gerbefs full-line catalog. 

G e r b e r 
P l u m b i n g ' F i x t u r e s 

Gerber P lumbing Fixtures Corp . 
2 3 2 N . Clark St., Chicago 1, I I I . 

H Guaranteed by ' \ 
, Good Housekeeping 

r O H F U R T H E R 
I N F O R M A T I O N 

  
  

  
01 W i l l i (OH COPI 

s e l l 
h o m e s ! 

Make the homes you build more versatile, with more attractive 
interiors. Use custom F O L D O O R or the economy Foldoor 
B E A U T Y L I N E . Two quality lines of fabric covered folding doors 
to fit any home application—doors, room dividers, closets. 
Variety of vinyl fabrics to fit any decor. FOLDOOR and B E A U T Y -
L I N E arc truly bonus attractions for new home buyers—and 
good profit makers for you! 

B u i l d e r s l i k e F O L D O O R S b e c a u s e . . . 

• More customer appeal • Stock and special sizes 
• Less framing, painting costs to meet all residential 
• Easy to install and light commercial 
• More profit for the builder requirements 

H o m e o w n e r s l i k e F O L D O O R S b e c a u s e . . . 

• Adds flexible floor space 
—more accessible closets 

• Long lasting quality 

Easy to operate 
• Custom decorator look 

Easy to keep clean 

. . . new and different, functional 
and decorat ive . A %A" th i ck 
styrene grillework in standard 
designs, factory fabricated in 
complete framing systems. Rasy 
to install. No painting required. 
Ideal as space dividers and screens 
in homes, offices, stores. 

H o l c o m b & H o k e Mfg. C o . , I n c . Dept. A-302 
1545 Van Buren Street, Indianapolis 7, Indiana 

Please send complete information on : 
• FOLDOOR • BEAUTYLINE • FlLlGRILLE 

NAME 

A D D R E S S -

CITY S T A T E -
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B I R C H 

The graceful and airy birch is 
a strong wood with grain vary
ing from quiet to the well-loved 
"curly". One of the principal 
furniture woods of the United 
States, birch has a natural lustre 
which gives it a soft satiny 
sheen ideal for paneling. 

W A L N U T 

Among the handsomest of all 
trees is the walnut. Since the 
days of the Renaissance, walnut 
has been a reigning wood for 
finefurniture, cabinet work, and 
interior finishing. Walnut needs 
no ornate design to bring out 
Its beauty; the grain of the rich 
wood is beauty itself. 

C H E R R Y 

Some of the loveliest pieces of 
antique furniture are made of 
cherry. Time only improves its 
rich, amber color and silky 
lustre. The principal uses ol the 
beautiful and highly prized 
cherry are for furniture and lux
urious interior finishing. 

Choose genuine wood paneling by  P L Y U J E L S H 

A three-way moneymaker for you is PlyWelsh 
genuine wood paneling. 

Prospects for your new homes w i l l get an imme
diate impression of over-all quali ty when they see 
walls of PlyWelsh paneling. Its lustrous beauty adds 
elegance and distinction to any style home, f r o m 
contemporary to colonial. 

PlyWelsh paneling costs f a r less than you might 
think (less, even, than some wood imita t ions) . 

Prefinished and ready to install. PlyWelsh panel
ing saves in labor costs. PlyWelsh moldings, panel 
stretchers, and putty sticks, color-matched to panel
ing woods, make every installation job fast, easy 
and attractive. 

PlyWelsh comes in ten woods . . . all finished and 
waxed by a patented Bruce process that assures 
lasting beauty and durabil i ty. No rclinishing is 
needed, ever—your home buyers w i l l like that. 

WELSH PLYWOOD CORPORATION, 1218 N. HOLLYWOOD, MEMPHIS, TENN., Subsidiary of E. L. Bruce Co. 

316 

The finish won't chip off! 
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When I sell 

new homes 

I can demonstrate 

the Big 
Difference 

Yes, there is a big difference in 

garage doors. My customers are 

gett ing that big di f ference in 

Barber-Colman OVERdoors—and 

I can demonstrate it. We buy 

OVERdoors because they're good 

doors—consistently good doors 

—and help us build and sell con

sistently good houses. ^ ^ ^ ^ 

E . F . C a s s i d y , b u i l d e r 
E. F. C A S S I D Y , INC. 

P ITTSBURGH, PA. 



... the quality of Barber-Colman OVERdoor 
makes the BIG D I F F E R E N C E 

In design and 
specification: 
• Barber-Colman application engineer

ing facilities are available for special 
design assistance. 

• The variety of OVERdoor models and 
sizes allows specification for homes 
in any style, size, or price range. 

• OVERdoor styling blends well with all 
types of homes . . . low-cost "doorna-
ments" allow greater design flexibility. 

• OVERdoor features single-piece sec
tion facings. No unsightly splices or 
joints, no staples. 

• OVERdoor adds genuine value to the 
home—gives buyer more home for his 
money. 

Write f o r complete data on. 

In construction 
and sales: 
• Competitive price—OVERdoors cost 

no more than ordinary garage doors 
of far less quality. 

• OVERdoor installation is handled by 
experienced, factory-trained special
ists . . . saves time and manpower. 

• More than 250 Barber-Colman repre
sentatives located throughout the U.S. 
and Canada—for fast , dependable 
service. 

• Factory-primed Weather-King f lush 
OVERdoor sections save cost of prime 
coat and expensive labor in finish 
painting. 

• OVERdoor quality and advantages be
come important selling features—easy 
to demonstrate. 

• Electric operator demonstrat ion kit 
provides a dramatic "drive-in home"— 
a powerful selling tool . 

For the entire life 
of the home: 
• Better OVERdoor design and con 

struct ion minimize complaints and 
call-backs. 

• Weather-King section fac ings and 
panels guaranteed for the life of the 
building, not to weather-check, split, 
crack, or delaminate. 

• Honeycomb core provides effective 
" h o u s e w a l l " i n s u l a t i o n , g rea te r 
strength and rigidity. 

• Weather-King section panels and fac
ings insuregreaterresistanceto severe 
weather, stay better looking longer. 

• Cam action provides weather-t ight 
c los ing—releases immediate ly fo r 
smooth, easy opening. 

O V E R d o o r s , E L E C T R I C O P E R A T O R S , R A D I O D O O R C O N T R O L S 
for R E S I D E N T I A L , C O M M E R C I A L , a n d I N D U S T R I A L U S E 

B a r b e r - C o l m a n C o m p a n y 
D e p t . P 0 5 , R o c k f o r d , I l l i n o i s 



New products 
start on p 285 

P r o v i n c i a l look is the latest style in 
Decor-Line cabinets made by Precision-
ware. The grained fruitwood cabinets have 
a traditional design cut into their faces. 
Cabinet fronts arc flush, drawer faces 
slightly sloped. There is no visible hard
ware. Counter tops arc made of post-
formed Formica. 

Preeisionware Inc. Brooklyn. 
For details, check No. 22 on coupon, p 382 

S e t - i n f r o n t s for doors and drawers give 
the new look to Dimensional's Suburban 
group. The baked mar-resistant finish is 
shaded at the edges to accent the provin
cial look. Removable doors and adjustable 
hinges are stock on all Dimensional cabi
nets, make installation quick and easy. 
Over 175 cabinet types are in stock at 
dealers nationwide. 

Raygold Industries. Copiague. N.Y. 
For details, check No. 23 on coupon, p 382 

C o n t e m p o r a r y k i t c h e n in Major Line's 
new Continental group is made of native 
red alder. Exposed parts arc hand-dipped 
and sealed against moisture before being 
spray coated. Final coat is hot lacquer. 
Built-in scribing feature allows cabinets to 
be aligned even where floors or walls are 
not level or in plumb. 

Major Line Products. Seattle. 
For details, check No. 24 on coupon, v 382 

continued on p 322 

NEWS FOR BUILDERS 
AND LENDERS 

New PRESSTREAT Lumber Gives 
Builders an Extra Sales Advantage 
—Safeguards Lender's Investment 

Presstreat lumber meets the new F H A requirements* fo r 
protect ion against termites and decay. Assures invest 
ment protec t ion . Presstreat lumber is the modern, eco
nomical bu i ld ing mater ia l . . . pressure-treated w i t h a 
unique preservative t h a t " inoculates" lumber against 
termites, ro t , decay and dimension changes. Presstreat 
lumber is clean, easy to handle, water-repellent. 

Presstreat lumber safeguards houses permanent ly—pro
vides addi t ional proof o f qua l i ty construct ion. Presstreat 
lumber helps sell new houses, safeguards resale values. 
See your local wood-t reat ing p lant f o r Presstreat l u m 
ber. For f u r t h e r i n f o r m a t i o n , ma i l the coupon today. 

Yearly damage to U. S. Homes . . . Decay & Ter
mites $350 m i l l i o n • Damage f r o m Fires $300 m i l l i o n . 
(Estimates o f U . S. Forest Products Labora to ry and the 
N a t i o n a l F i re Protec t ion Association.) 

P L A T E S 
S I L L S 
J O I S T S 
HEADER J O I S T S 
COLUMNS 
GIRDERS 
SUB-FLOORING 
S L E E P E R S 
SHEATHING 
FURRING S T R I P S 
BLOCKING 
BEAMS 
E X T E R I O R SIDING 

"Reference: FHA's New 
Minimum Properly Standards— 
Section 815 

M O N S A N T O CHEMICAL C O M P A N Y 
Organic Chemicals Division 
St. Louis 66, Missouri 

I'leime send me: 
New Prennlrent Fnct Folder 

• NamoH of wood-treating 
plant! in my urea 

NAME 

COMPANY 

STREET 

O T Y STATE. 

Premreoi . T.M. of Wood Treating Chemicals Co., St. Louis 
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A FRESH NEW 

R A D I A N T C A B L E HEAT 
(Models C C - 2 2 5 0 thru C C - 2 2 6 5 ) 

Fifteen sizes f rom 4 0 0 wotts fo 5 0 0 0 
watts. For ceilings o f dry wal l or plas
ter, or imbedding in concrete slobs. 

B A S E B O A R D HEAT 
B B - 2 4 0 8 

Amazingly fast convection heat. Com
pact, wall-hugging units in 4 8 " and 
3 2 " sections. Ideal where decorative 
a p p e a r a n c e is essential. Corners, 
blanks, and receptacle sections avai l 
ab le in 120 and 2 4 0 volts. 

FORCED AIR W A L L HEATERS 
(Models F W - 2 4 1 5 , FW-2420 , 
F W - 2 4 3 0 , F W - 2 4 4 0 ) 

Par t i cu la r ly suited f o r basements, 
recreation rooms, garages, hallways, 
kitchens a n d l a r g e l iv ing areas . 
2 2 s / s " high, 1 0 " wide — protrudes 
info room only 1 V* ". Four sizes (240 
volts) 1500, 2 0 0 0 , 3 0 0 0 , 4 0 0 0 watts. 

 
 

 

 

 
 

  

R A D I A N T W A L L HEATER 
(Models R W - 1 2 1 5 , RW-1210) 

Features Fasco's "Fast-Glo" element. 
Head-to-toe heating ideal f o r bath
rooms. 38 % " high, 8'/» " w i d e — p r o 
trudes only % " info room. Reaches 
ful l operat ing temperatures in several 
seconds. Two sizes (1 20 volts)— 1 5 0 0 
and 1000 watts. Distinctively styled 
gr i l le . 



ELECTRIC HEAT 

A F U L L L I N E F O R H O M E - H E A T I N G 
Fasco's new and complete line of electric heat offers progressive features that add up to new high standards 
in performance and quality. In providing a ful l range of units for complete home-heating, Fasco combines 
clean styling, top efficiency, and dozens of new convenience features for builders and contractors. 

The ful ly U L - and CSA-approved line includes baseboard units, radiant wall insert heaters, forced air 
wall insert heaters, radiant cable—all designed along Fasco's familiar "Sl im-Tr im" appearance. 

I t wi l l pay you to plan around Fasco's easy-installation, guaranteed performance . . . install electric 
heat at its best! 

SCO first with the f inest . . . Always! 

ATTENTION! CONTRACTORS 
Fasco's "researched" electric heat is trouble-free, easy to 
insta l l . B U I L D E R S . . . Fasco of fers insta l lat ion features 
requested by thousands of convenience-minded builders. No 
call-backs! DISTRIBUTORS . . . Fasco is a new progressively-
styled complete line for thoroughly efficient home heating. 

F A S C O I N D U S T R I E S , I N C . 
North Union at Augusta • Rochester 2, New York 

• Please send addi t ional information on your new electric heat. 

Name 
Address. 

City -Zone State . 

HH-5-60 



S T Y L E 
attracts more buyers 

Q U A L I T Y 
sells more homes! 

    

When people invest in a home, they're apt to be careful, conservative, 
and forward looking. They buy with an eye to the comfort, the con
venience, the economy of operating and maintaining a home . . . and 
they think of Re-Sale, too. They ask themselves, "What would it be 
worth if I had to sell i t?" 

That's where Ford style, Ford quality mean the most. Ford design 
combines modern styling with " engineer ed-in" efficiency of layout, the 
strength and economy of production manufacturing methods. That 
adds up for most new home customers . . . 

Here's why Ford Homes add up for 

• FORD lays the finish flooring, ap
plies the drywall, does the wiring, ap
plies the trim . . . all in one package! 

• Ford quality Homes are ready for 
decorating 24 hours after delivery . . . 
lower on-site labor costs for you! 

• FORD builds with famous brand 
name materials, equipment and com
ponents throughout; solid brass hard
ware, thermopane windows, top qual
ity heating units and electrical fix-

you, too! 

tures assure efficient, trouble-free 
operation. 

• FORD "builds in" re-sale insurance 
with advanced wiring and outlet in
stallations designed for the appli
ances and services of today—and 
tomorrow! 

• FORD Homes meet or exceed 
FHA, VA and conventional mortgage 
requirements, and are accepted by 
leading building code authorities. 

Quite a deal? You bet! And that's why you can offer more house for 
the money with F O R D ! Get your share of the quality market with the 
complete F O R D quality package! For full details, write today on your 
own letterhead to Dept. H H : 

I VON R INC., MC D0N0UGH, N. Y. 

New products 
start on p 285 

 
T h e r m a d o r L e c t r o - H o s t is a free-si ant
ing luxury range designed to look built-in. 
It takes only the space of a 40" range 
but raises both ovens to an easy work 
level, puts controls at eye level out of 
child's reach. Optional exhaust hood de
livers 360 dm. will serve whole kitchen. 
Suggested retail prices: range, $599.50; 
hood. $99.50; base cabinet, $65. 

Thermador, Los Angeles. 
For details, check No. 25 on coupon, p 382 

 

D o u b l e 2 0 " o v e n tops the Gaffers & 
Saltier line, won award at California De
sign Exhibition. Unit fits normal 24" 
cabinet, offers two removable doors with 
large glass areas. Time and temperature 
controls have been added to the built-in 
meat thermometer. Triple rotisserie also 
has automatic control. 

Utility Appliance Corp. Los Angeles. 
For details, check No. 26 on coupon, p 382 

N e w o v e n h o o d is powered by a 10" 
fan for a claimed capacity 45% greater 
than any other oven hood on the market. 
Filler area is also doubled. Hoods in 
copper, stainless, or colors to match any 
appliance color come 24", 27" and 32" 
wide. Copperizcd hood is $12.60. stainless 
$17.60, power pack is $49.30. 

Emerson Electric, St Louis. 
For details, check No. 27 on coupon, p 382 

continued on p 326 
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Mr. Builder: 
Stop 'em . . . 
Sell 'em . . . 

Weyerhaeuser exterior 
hardboards will help 
you do the job 
You can atop 'cm (the discriminating home 
buyer) with distinctive exteriors of tempered 
Weytex hard hoard. Here is a tasteful blend
ing of decorative striated and grooved Weytex 

panels . . . just one of the pleasing hardboard 
combinations you can use in your homes for 
siding, accent areas, soffits, gable ends, porch 
decking and fencing. Large panels go up fast 
. . . reducing labor costs and giving your buyer 
more house for the money. 

You can sell 'cm (the value and quality 
minded) on the all-season weatherability, dur
ability and practicability of tempered Weytex 
hardboards. These panels have a built-in 
strength and toughness that resists splitting, 
marring and denting. When finished with 
paints or stains panels retain their fresh 
beauty for the lifetime of the home. And every 
hardboard panel is backed by the quality 
reputation Weyerhaeuser has earned over 55 
years in the building products field. 

" U " Grooved Weytex panels feature a modified ship-
lap edge which hides panel joints and maintains a 
continuous groove pattern. Battens or special joint 
treatments are not required. Panels are 4' wide and 
up to 16' long. Grooves are %" wide and 1/10" deep, 
availahle in 4" o.c, 8" o.c. or random spacing. 

U" G R O O V E D 
S T R I A T E D 

S T R I A T E D " U " G R O O V E D 
S M O O T H 

Tempered Weytex hardboards now avail
able factory primed . . . ready for finishing. 

A For your Application & Speci
fication Guide on the full line 
of Weyerhaeuser hardboards. 
write us at Tacoma, Washington 

Weyerhaeuser Company 
S i l v a t e k D i v i s i o n 

Manufacturers of Versabord and 
Versaflake particle boards and 
Ply-Veneer kruft-overlaid veneer 
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homes sell faster.. .when you build around 

K l t c l x e n A i d 
T H E B U I L D E R ' S D I S H W A S H E R 

 

K l T C H E N A l D , tho finest m a d e .. by Hobart, the World's Largest Manufacturer of Food. Kitchen and Dishwashing Machines. 

Include a dishwasher in your next home plan, but make sure it 's a 
K i t c h c n A i d — the qual i ty dishwasher you and your buyers can depend 
on. Once installed. K i t c h c n A i d dishwashers have proved to perform for 
years wi thout the need for service. They protect your reputat ion as a 
qua l i ty builder as they keep on selling for you. 

A dozen exclusive features are headed by Hobart 's revolving power-
wash action. N o skinny, short tube wh ich squirts t iny streams of water 
that depend on dish deflection for coverage—but a man-sized wash a rm. 
extending the f u l l w i d t h of the porcelain enamel wash chamber, that 
scrubs every piece of tableware clean w i t h an exclusive, high-velocity 
wash action. K i t c h c n A i d is bu i l t for easiest installation w i t h a model to 
fit every kitchen. Bui l t - in models offer f ron t finishes which include wood 
hue copper tone enamel, antique copper plate, stainless steel or white . 
Favorite colors can be matched locally. 

KitchenAid Home Dishwasher Division, Dept. KHH 
The Hobart Manufacturing Co., Troy. Ohio 
• Please send complete information and specifications on 

the complete line of KitchenAid dishwashers. 
• Please send name of nearest distributor. 

N a m e . 

F i r m -

Addres s -

Ci ty- -Zone S t a t e . 

Each time you build in KltchenAld...it starts to sell for you 
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W i t h P - B C o m p o n e n t s 
n y h o u s e i s — 

 
 

. . . e n c l o s e d i n o n e d a y 

...completed in one to 

three weeks 

— and the builder 
saves 15% of his 
building costs 

H E R E ' S 
H O W : 

The components are BIG 
and custom-built to f i t any plan 

• Your wall components are 8' high and usually 12' to 14' long — 

• Your floor components are 6' wide and up to 20' long — 

• Your ceiling components are 8' wide and span the width of the room — 

• Your roof components are 8' wide and rafter length — 

• Your gable components are generally the width of the building— 

FOR ANY SIZE 
TYPE OF HOUSE 

H E R E ' S W H Y : 

With large components you get savings 
not obtainable in any other way and — 
these savings are made possible because 
of the "Big Sheets" of Homasote that 
are tough enough to stand the handling 
of large sections and, at the same time, 
are not affected by the weather in case 
a storm stops the operation before the 
house is closed in. 

// takes only 11 seconds longer, with 
four men. to put an 8' x 14' P-B Com
ponent into place than to put an 8' x 4' 
"baby" panel into place; but you have 
erected, in less than a minute, 3'/2 times 
as many square feet! 

Once erected, the components are 
ready for the exterior finish and the 
interior decoration. 

To save money in conventional bu i ld ing-
send us your blueprints for a free Cost-
Reduction Analysis. They will be returned 
with an engineering report on the savings 
you can make with Homasote Materials. 
Homasote Board-and-Batten and Grooved 
Vertical Siding construction are lower in 
cost than anything else you can use 
currently for exterior walls. 

The floor panels are covered with 
factory-finished 2 % 2 " oak flooring 
which you cover immediately with 
Sisalk raft-type paper, leaving it on 
until the owner is ready to move in. 
When you finally take it up, he has 
bright, shiny new floors and you have 
eliminated a lot of extra cleaning 
expense. 

The ceiling panels are ready for dec
oration as soon as they are in place. 

The roof components have %" 
Homasote sheathing already applied, 
with joints flashed to prevent leaks 
before the roofing is applied. This, 
too, saves a lot of field labor. 

And you can erect the average house 
in one day! 

Your selling advantages: 
Homasote's 24 years' experience with 
P-B Components here and abroad gives 
you a better house to sell than others 
know how to build. 
• You get your customer in fast —3 to 

4 weeks, or less. 
• Your house is 7 times quieter than 

a plaster or gypsum board house. 

• Your house is free from dampness 
and drafts. 

• Your house heats economically in 
winter and is cooler in summer. 

• You can sell it for less than an 
equivalent conventionally-built or 
prefabricated house. 

• You can sell it at a greater profit, too! 

Please write for our 8-page brochure containing 
complete details. Kindly mention Department E-6. 

H O M A S O T E C O M P A N Y 
T R E N T O N 3 . NEW J E R S E Y 

Homasote of Canada, Ltd. • 224 Merton Street • Toronto 7, Ontario 
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Air. Distributor 

We'll show you how to 
SELL PRIME WINDOWS 

We hove QUALITY 

We have LOW, LOW PRICE 

We TEACH YOUR SALESMEN 
HOW TO SELL WINDOWS 

VINYL 
GLAZED 

SELF 
STORING 

| STORM 
& SCREENS 
SECTIONS 

HARDENED 

WEDGE 
INTERLOCK 

AUTOMATIC 
LOCK 

PRIME 
INSERTS 

WEATHER-
STRIPPING 

PILE 

NYLON 
ROLLER 
BEARINGS 

INTEGRAL 
NAILING 
FIN 

VINYL 
RUNNER 

REMOVABLE 
TRACK 

SEE ALL THESE EXCITING FEATURES 
PLUS A NEW FEATURE THAT SELLS ITSELF 

C A L L O R W R I T E - W O W / 

PRODUCTS COMPANY 
1909 E. Forest 

Detroit 7, Michigan 
P h o n e : T E m p l e 3 -8800 

S h e a t h i n g f a s t e n e r is claimed to be six 
times as fast as hand nailing. Duo-Fast 
S-762 staple gun was specially designed 
to drive FHA-accepted sheathing staples. 
The gun drives 16-gauge. 7/16" staples 1" 
to P / 2 " long. It holds 100-staple load, 
weighs only 5% lb. operates on only 50 
psi. A safety in the gun trip prevents acci
dental firing. 

Fastener Corp, Franklin Park. 111. 
For details, check No. 28 on coupon, p 382 

D e c o r a t i v e p a n e l lor use in room divid
ers, screens, luminous ceilings, and other 
indoor applications, comes in a new light 
weight, costs only half as much as other 
current plastic embedments. The first pat
tern uses leaves, butterflies, and gold flecks 
on a frost background. Panels come in 
4'xl2' sheets. 

Filon Plastics. Hawthorne. Calif . 
For details, check No. 29 on coupon, p 382 

326 

C o l o r - c o a t e d s t e e l is being used in 36" 
wide 26-gauge architectural panels for 
walls, roofs, or accent details. Vinyl colors 
are laid on in several coats over galvan
ized zinc base. Colors offered are white, 
two blues, two greens, two grays, orange, 
and yellow. 

Stran-Steel Corp, Detroit. 
For details, check No. 30 on coupon, p 382 

continued on p 330 
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Merchandising 
sells houses 

No! Quality 
sells them 

you need both 
...and more! 

Quality... Merchandising... and More-

you get it all from HARNISCHFEGER! 
Today, you need quality and merchandising and more, 

or you're "out in the cold." 

Harnischfeger gives you the top-quality product in the 
manufactured homes industry. Harnischfeger houses 
feature appealing design, and precision manufacturing 
that pares building delays to the bone. They bring you 
more profit—since you build and sell more houses with 
the same operating capital and crew. And they fashion 
a solid community reputation for you, as well. 

Merchandising? Harnischfeger gives you a complete 

promotion package designed specially for your land, 
your market, your company's personality. No "canned," 
stock material. You get professionally-prepared, cus
tom promotion plans that "pu l l " crowds like a Mar i lyn 
Monroe movie! 

But that's not all! Harnischfeger gives you much more 
— including interim and construction financing help, 
and tested, proven building procedures. Get the com
plete picture. Write today. 

509 

P&H 
QUALITY 
HOMES 
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Now...Sell Your Homes Faster, 
More Profitably with 

the PLUS VALUE that 
-fa makes your homes look bigger, more beautiful, more livable 

marks you as a quality builder, protects your investment 

"5^ gives your salesmen more features to sell—features with more 
"woman appeal" 

•fe lets you show—and sell—your homes at night as well as by day 

Your prospects are reading about decorative lighting in ads like this 

M O E L I G H T br ings you the 

P R O M O T I O N A L O P P O R T U N I T Y 

you need f o r P L U S P R O F I T S 

With Moe Light's big consumer advertising campaign working for you, the 
stage is set for profits. Your prospects will be seeing these ads. They'll want 
decorative new Moe Light in the homes they buy, build or remodel. So plan 
now to provide it. Call your local electrical contractor or Moe Light dis
tributor. He'll gladly help you use Moe Light's Inspiration Lighting tech
niques to plan the most effective decorative lighting for your homes*. He' l l 
help you, too, in making your tie-in with this powerful Moe Light campaign 
the most profitable promotion you ever latched onto. Free merchandising 
aids are available. Act now! 

• O r write for information to Moe Light Division of Thomas Industries, C I L Lighting Dept. 

 

T H O M A S I N D U S T R I E S I N C . 
Lighting Fixture Division, Dept. HH-5 
Execut ive Of f ices: 207 E. Broadway, Louisvi l le 2, Ky. 

• Send me free copy of new r n M P A w v 
66-page Moe Light F ixture c o m p a n y 
Catalog and Decorative Light
ing Guide. A D D R E S S 

Q I'd like to receive merchan
dising aids and selling tips on C I T Y  

using decorative lighting to 
sell more homes faster. Y O U R NAME 

-ZONE _STATE_ 

MAIL TODAY 
FOR 
FREE COPY 
Sensational New 
66-page Full Color 
Lighting Catalog 
Now Available 

T h e W o r l d ' s L a r g e s t S i n g l e S o u r c e of L i g h t i n g for H o m e , C o m m e r c e a n d I n d u s t r y 

328 H O U S E & H O M E 



I n s p i r a t i o n s 

i n L i g h t i n g 

BY MOE L I G H T 

When you are building, remodeling or redecorating, add glamor to your 
home with the newest, most exciting decorating discovery — The Magic 
of Light. You can be your own designer — with the help of MOE Light 

Conversation-creating MOE Light fixtures will make your home 
glow with hospitality and beauty at night . . . sparkle with decorative, 
jewel-like splendor for attention and admiration by day. 

Write now for MOE Light's beautiful new full color decorative 
lighting guide showing the latest fashions in lighting for every room in 
your home. Your builder, contractor, decorator, or local lighting showroom 
will gladly help you select the MOE Light fixtures that best suit your 
architecture and decorating scheme . . . traditional or contemporary. 

of beauty, 
fashions 
in light 

DRAMATIZE • breakfast bar with swivel-
adjustable perforated polished brass accent 
lights M l 373 (decorator scoop for $7.95 
each!). Dress up family room with stunning 
white pull-down M-1537 (raises or lowers at 
fingertip touch!). 

HIGHLIGHT n contemporary setting with 
cocoa-colored cluster of three M-1450 pend
ants. Create a cozy conversation corner with 
recessed rounds M-6637/637-8 in celling. 
Dim or brighten all room lights with M-6450 
dimmer (switch on wall). 

Price Guide: 
M-1373. $7.95; M-1537. $29.95: M-1450, 
$18.95; M-6450, $34.95: M-6637/637-8, 
$17.41. 
• Prfcaa •li'ehlly higher Danvtr and W M I . 

coupon r -. ^-._r 

fodofrf 

y.«.'."i.„. '| rind Your Nearest Dealer in th» Yellow Pages 

THOMAS INDUSTRIES INC. 
LIGHTING FIXTURE DIVISION 

IHPUWV Offlcea: SOT C. Broadway. Loulavllle a. Ky. 
The World's Largest Single Source of Lighting 

tor Home, Commerce and Industry  

T H O M A S I N D U S T R I E S I N C . 
Lighting Fixture Division. Dept HM-B 
2 0 7 E . B r o a d w a y , L o u i s v i l i a 3 , K a n t u c K y 

P l e a s * s e n d m e your new 6 4 M M cata log- l igh t ing 
g u i d * " V i s i o n s of B e a u t y . . . F a s h i o n s in L ight , 
s h o w i n g in full co lor h o w to d e c o r a t e every r o o m 
of my h o m e wi th M O E L i g h t . E n c l o s e d i s 5 0 * . 

L . 

Addr *ss ._ 

City 

, Moe Light Ads A p p e a l 

Throughout the Yea 
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N e w p r o d u c t s 

 

S I 
U S E RUSTPROOF 

n i c h o l s 
A L U M I N U M 

N a i l s 
• ECONOMICAL — n o counter

sinking or puttying required 

• STRONG — e a s y to drive — 
comply with F.H.A. require
ments. 

A type and size for U S E where 
insurance against rust spots is 
desired. 

A L U M I N U M 

b u i l d i n g c o r n e r s 

A complete l ine —a l l types and 
sizes. New st ra ight l ine design. 
Packed in convenient job-size boxes. 

ROLL VALLEY • FLASHING • TERMITE SHIELD 

N I C H O L S W I R E & A L U M I N U M C O . 

D A V E N P O R T , I O W A 

    

O n e - l e v e r f a u c e t from Kohler, called 
the Hyka, gives finger-tip control of vol
ume and temperature. Positive shut-off is 
assured by a new valve cartridge, the 
maker claims. Unit construction is all 
brass for maximum resistance to wear and 
corrosion. 

Kohler Co, Kohler, Wis. 
For details, check No. 31 on coupon, p 382 

F i b e r g l a s s s h o w e r pan forms a light
weight unit that comes in decorator colors 
and finishes. Plastic surface cleans easily, 
is not affected by oils, dyes, or other 
stains. The wall flange and wrought brass 
drain body are cast in the pan. Unit costs 
less than terrazzo pans, can be installed 
by one man. 

Magnalum Products. Miami. 
For details, check No. 32 on coupon, p 382 

S e l f - r i m l a v a t o r y b o w l , for powder 
rooms, corners, mobile homes, is new from 
Carrollton. Bowls come 10%" and 14" in 
diameter rim-to-rim, are made of nickel-
chrome stainless steel and undercoated 
with rubberized sound deadener. Center 
drain outlet is countersunk for plug waste 
outlet, pop-up stopper is optional. 

Carrollton Mfg Co, Carrollton, Ohio. 
For details, check No. 33 on coupon, p 382 

continued on p 336 

F I R E P L A C E S 

SELL HOMES.. 

— especially low-cost 

genuine wood-burning 

fireplaces like this one/ 

Majestic 

t h u l m a n 
all-metal, prefabricated 

with chimney package 

h A T T R A C T I V E 
• C H I M N E Y T O P S 

Simulated brick-patterned tops in 
a choice of sizes. Red, Tan or Off-
White. 

A NO M A S O N R Y ! 
• NO M O R T A R ! 

All-metal construction from hearth 
to chimney top. Made of corrosion-
resistant alloys and stainless steel. 

4 C L E A R A N C E S 
B U I L T IN 

L Completely safe, even when butted 
against wood or other combustible 
material. UL-tested and labeled. 

A E A S Y T O 
• I N S T A L L 

Cuts builder's time and cost. One 
workman can erect several in a 
day's time. 

h U S E A N Y 
T S T Y L E M A N T E L 

Modern or traditional. Floor-level 
or raised hearth. Masonry may be 
used as facing if desired. 

A B U I L T - I N 
• F I R E S C R E E N 

Black wire mesh sliding screen t 

Suits included. Black glass t mar
ie surrounds available. 

A COMPLETE LINE OF 
YEAR-ROUND AIR CONDITIONING 
EQUIPMENT, INCLUDING THE NEW 

E L E C T R I C F U R N A C E 
Fine Quality Home Comfort Equipment Since 1907 

C o . , I n c . 

4 1 6 E r i e S t ree t , Hunt ington, Ind iana 
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/ a great new exclusive \ 
V. promotion to sell your j 

\ quality-conscious buyers /   

  
   

 
 
 

    
  

•T.M. Reg. U.S.Pat OH. 

Today, more than ever, the home buying trend is to quality. Quality in design, 
quality in workmanship, quality in materials. It's reflected in every home maga
zine, in the home section of nearly every newspaper. It's reflected in the loan 
decisions of more and more f inancing inst i tut ions. Most importantly, it 's 
reflected in the appraising eye of today's more "value-wise" home shopper. 

NOW is the t ime to offer him a great new quality exclusive: Lifetime Quali ty 
Walls of SHEETROCK. They are an important exclusive—of strength, protect ion, 
value. They are a visible exclusive —compris ing 60% of the area of every room 
in your homes. A n d N O W , they are a promotable feature—to back up bui l t- ins 
and other extras. Above al l , they can become a powerful exclusive for you now, 
if you're among the f i rst to tie in with U . S . G . ' s exci t ing new promotion 



Featuring 

 
 

 

TALKING 
W A L L S ! 
FREE! Hidden tape 
recording makes your 
walls actually talk. 
It's custom-made to 
sell every feature in 
your model home. 

T I E I N - B U I L D U P , S E L L U P T O E X T R A -
T H I C K Q U A L I T Y . What a tremendous demonstra
tion ! Imagine it in your model home—walls that seem 
to talk! They sell visitors on every outstanding feature 
of your home—especially your biggest quality exclu
sive: Lifetime Quality Walls of SHEETROCK Wall-
board . . . one of the important quality extras today's 
home lookers are buying for. 

U.S.G. will give your walls voice to sell up to today's 
quality buyer when you build up to %" SHEETROCK 
or DOUBLE W A L L construction. 

Build up to 5/a" S H E E T R O C K and sell up the 
extra thickness and solid feel of added mass; sell 
up the extra fire protection, the extra toughness 
and longer wearing beauty, the lower noise trans
mission between rooms. 

Build up to D O U B L E W A L L construction using 
SHEETROCK Wallboard and sell up the very finest 
walls and ceilings. Sell up the smoothest wall sur
face, the thickest, most rugged walls, the greatest 
fire protection, the lowest sound transmission in 
gypsum drywall construction. 

7 

m 
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are foe s\9n 

quattVl 
home 
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FOR YOUR 
LIFETIME QUALITY 

PROMOTION 
FREE . . . CUSTOM-MADE. 
REPEATER TAPE RECORDING 

This special "repeat ing" tape 
record ing has the comple te 
sales p resenta t ion for your 
model home made by a profes
sional announcer. 

"elco*e to our 

,aA 

• FREE. . . 3-D "TALKING W A L L " DISPLAY 

This eye-catching display piece 
hangs on the wall like a picture 
—tells visitors immediately that 
the wall is talking. 

• "LIFETIME Q U A L I T Y " OUTDOOR SIGN 

• "LIFETIME Q U A L I T Y " NEWSPAPER AD MATS 

• "LIFETIME Q U A L I T Y " RADIO SCRIPTS 

• "LIFETIME QUALITY" T V SPOTS 

• SPECIAL WALL PLAQUE (promoting DOUBLE WALL) 

U N I T E D 
walls and ceilings are 60% of a home 

HERE'S HOW IT WORKS 
A repeater tape recording plays 
your sales message through speak
ers hidden in the cold-air returns of 
your walls or similar locations. It 
works by itself. You just set it . . . 
and forget it. 

SEND THIS COUPON TODAY FOR COMPLETE DETAILS 

S T A T E S 
G Y P S U M 
the greatest name in building 

• 
r 

UNITED S T A T E S GYPSUM • Dept. HH 
S T A T E S 

300 W. Adams Street, Chicago 6, Illinois G Y P S U M 

G E N T L E M E N : R u s h full detai ls on "Li fet ime Qual i ty" 
promotion and instruct your s a l e s representative to 
cal l on me a s s o o n a s p o s s i b l e . 

CITY S T A T E 



Italian Cherry Random Plank, shown below, is only one of the new Trendwoodi? finishes which include Swedish Cherry, Danish Birch, American Walnut. Swiss Walnut, and English Oak. 

P L A N K ...for beautiful, durable walls at low cost! 

The newest in paneling for kitchens and other 
home interiors, Marlite Random Plank offers 
unlimited decorating possibilities for your clients 
—brand new opportunities for you to cut your 
wall construction costs. 

The 16" wide tongued and grooved planks 
are 8' long and J 4 " thick for fast, simple installa
tion over furring strips or existing walls. Ready 
to use without painting or further protection, 

melamine plastic finished Random Plank resists 
stains, mars and dents. 

I t wipes clean with a damp cloth; stays like 
new for years. 

Get complete details on Random Plank and 
other Marlite paneling from your building ma
terials dealer, consult Sweet's File, or wri te 
Marlite Division of Masonite Corporation, Dept. 
522. Dover, Ohio. 

M a r l i t e plastic-finished paneling 

MARLITE IS ANOTHER QUALITY PR OD U C T OF MASONITE" R E S E A R C H 

MARLITE BRANCH O F F I C E S AND W A R E H O U S E S : 204 Permalume Place. N.W.. Atlanta 18, Georcjia • 18 Moulton Street. CambridQe 38, Mass. • 1925 No. Harlem Ave., Chicaoo 35. Illinois 
8908 Chancellor Row. Dallas 35, Texas • 3050 Leonis Blvd., Los Angeles 58. Calif. • 2440 Sixth Avenue So., Seattle 4. Washington • Branch Office: 101 Park Avenue, New York 17, N.Y. 
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M l 
Ham's Bond Wood Flooring—Eagle Red Oak. Finished dark Many combinations ol Oak, Maple, Walnut and Cherry are available. 

A D D S H A N D - C R A F T E D R I C H N E S S A T N O E X T R A C O S T 
a n d s o m e t i m e s at l e s s c o s t t h a n o r d i n a r y p a r q u e t 

The beauty of Harris BondWood is centuries old — yet the cost 
of this distinguished hardwood flooring is often less than the 
cost of the common, the usual. 

Recreated here is the craftsmanship of the old masters in 
Harris BondWood —an example of the beautiful geometric 
patterns in parquet. Sturdy Oak . . . durable Maple . . . fashion
able Wa lnu t . . . and distinctive Cherry are easily and perma

nently installed in adhesive on concrete or wood sub-floor. 
And the beauty is deep — a lifetime of service — slats are 
5/16" of solid hardwood, not tongued and grooved. 

Write for booklet illustrating the possibilit ies. See our 
catalog in Sweets'. HARRIS MANUFACTURING COMPANY, 
Dept. H H50, Johnson City, Tenn. The Finest in Flooring 
since 1898. 

WITH D I V I D E R S T R I P S C H E C K E R B O A R D DESIGN I N S E T S 

H A R R I S 
B o n d W o o d H a r d w o o d F l o o r s 

A new concept ol flooring beauty 



T e r r a z z o 
F l o o r s 

put a 

flair 
in 

The use of terrazzo gives distinction to 
any home. 

Like the use of herbs in cookery, 
there follows a dramatic improvement 
w i t h terrazzo floors. They enhance 
the value of a home. 

Terrazzo is a custom floor with you 
as the designer. Through the variation 
of size and proportion of the many dif

ferent colored marble chips and with 
Trinity White in its original state or 
tinted any design can be effected. The 
upkeep is minimum. 

Terrazzo was used in the family room. 
And in the kitchen as shown above. 

For a color booklet showing 24 
popular terrazzo samples, write Trinity 
White, 111 West Monroe St., Chicago. 

P O R T L A N D C# C E M E N T 

A product of G E N E R A L P O R T L A N D C E M E N T C O . 
C H I C A G O • C H A T T A N O O G A • DALLAS • FORT W O R T H • FREDONIA, K A N S A S 

H O U S T O N • J A C K S O N , M I C H I G A N • TAMPA • MIAMI • LOS A N G E L E S 

New products 
start on p 285 

S p o t r e f r i g e r a t i o n for family room, 
bars, patios, recreation rooms is the use 
suggested for Astral's new built-in unit. 
New box is only 30%" high. 21" wide, 
22" deep, takes no more room than a 
built-in oven. Unit operates by absorption 
from gas or electricity of 6 to 220 v. 
White, walnut, or pre-paint finish. 

Morphy-Richards, Englewood, N..T. 
For details, check No. 34 on coupon, p 382 

F r o s t l e s s f r e e z e r is Dixie's first entry 
in home refrigeration field. Two models 
are offered: F160 for 535 lb storage; F200 
to hold 690 lb. Both have door racks, fruit 
juice dispenser, 3Vz" fiberglass insulation. 
Both cool with fan-driven, below-zero air 
so moisture condenses on evaporator (not 
on food or in storage section) and is 
automatically defrosted. 

Dixie Products, Cleveland, Tenn. 
For details, check No. 35 on coupon, n 382 

* ] 

N e w G E u n i t is a 12 cu ft refrigerator-
freezer designed to bring two-door conven
ience to a wider market. Unit gives al
most 10 cu ft of cold storage, 2.1 cu 
ft of freezer space, has adjustable door 
shelves, specialized storage. Back goes 
flush againsl wall. White only. 

General Electric, Louisville. 
For details, check No. 36 on coupon, p 382 

continued on p 338 
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The siding with a double vinyl-acrylate plastic coating! 

N E W C L A P B O A R D 3 2 
, Coating No. 1 — 

Vinyl 

Coating No. 2 — 
/ Acrylate 

/ Clapboard 32 
siding 

Flintkote salesman William F. Tripp tells all 
about Duo-Vinyl-Acrylate f in ish. . . and why 
new Clapboard 32 is the hottest siding item to 
come along in years. . . one that can't miss 
helping you sell more homes! 

"The big news is the Duo-Vinyl-Acrylate finish—a double 
thick plastic coating. I t protects Clapboard 32 from wear and 
weather... does away with the need for painting to protect i t . . . 
minimizes maintenance. Result: siding holds its color for years 
and years . . . stays good looking as the day i t was installed." 
• I n addition to Clapboard 32, Flintkote also makes 
Duo-Vinyl 12x24. Same product as Clapboard 32. 
Same Duo-Vinyl-Acrylate finish, just in a different size. 
• Both new siding products come in four beautiful pastel 
colors plus Polar White. Color matching accessories too! (Alu
minum corners, caulking mastic and nails in matching pastels.) 
For particulars, literature, see your Flintkote representative. 
You will find him a great guy to work with . . . 
and he knows his stuff in building materials. 

The Flintkote Company, 30 Rockefeller Plaza, N.Y. 20, N.Y. 

F L I N T K O T E 
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New products 

wyer 
 

 

  

Full Kitchen 
Facilities In 

Compact Space 

Designed and engineered specially for 

rental properties, new and remodeled, 

Dwyer Kitchens not only provide com

plete, convenient kitchen facilities, but 

also allow more spacious living area at 

no additional building cost! 

There's a roomy refrigerator with roll
out shelves and freezer compartment, 
deep sink, storage, and choice of fast-heat electric or gas range. The entire 
unit is sealed in Lifetime porcelain set off against chrome anodized aluminum 
trim—your assurance of permanent beauty and durability. Models from 39" to 
69" in length, for standard or recess installation behind closures. 

D W Y E R S N A C K B A R Sizes 57" to 89" in length, 
selection of attractive wood paneled fronts or un
finished fir for custom decorating. Contain refrig
erator, sink, lock-up beverage keeper, electric 
cooking facilities, optional. 

wyer Products Corporation 
Department K-1505. Michigan City, Indiana 

| Gentlemen: Please send complete information 
J on Dwyer compact kitchens for rental properties. 

Send for 76-page catalog V ] Also send details on the full line of new 
Dwyer Snack Bars. 

start on p 285 

N e w I n - S i n k - E r a t o r l i n e consists of 
four models headed by the Gold Comet 
(above), a '/2-hp continuous-feed model 
and the Mark 27, a '/2-hp all-duty model. 
Silver Star and Saturn models are V4-hp. 
lock-cover and continuous-feed models 
respectively. T o speed installation, all have 
new self-aligning, self-locking mechanism. 
Cases are high-impact styrenc; insulation 
is foamed styrene. 

In-Sink-Erator Mfg Co, Racine. Wis. 
For details, check No. 37 on coupon, p 382 

M i x e d - f l o w h o o d is the latest model 
from Broan. Principal feature is the extra 
power available for long duet runs. E x 
ceptionally low sound levels are also 
claimed. Because fan is completely housed 
in hood, only duct space is needed in cab
inet. Hood is only 5" deep, controls are 
eye level. 

Broan Mfg Co . Hartford, Wis. 
For details, check No. 38 on coupon, p 382 

338 

D i s a p p e a r i n g w a s t e b a s k e t rides on a 
new rack developed by Knape & Vogt. 
Rack is installed under cabinet or cup
board shelf with four screws. Retaining 
hoop measures 7'/2"x 1114", holds stand
ard-size polyethylene baskets. It glides in 
and out on a ball bearing carrier. Finish 
is bright chrome; retail price, $4.50. 

Knape & Vogt Mfg, Grand Rapids, Mich. 
For details, check No. 39 on coupon, p 382 

continued on p 342 
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N o w 
cool ing 

w i t h 
B R Y A N T ! 

T N S T A L L the new Bryant Deluxe Gas Air Conditioner and watch 
•*• customers' favorable reactions when you explain its control 
over the weather. When they find out it's Gas . . . and that just 
one control switches from winter heating to summer air condi
tioning . . . you'll be selling more homes faster than ever. 

And one of the big plus-benefits is that customers can start with 
an installation of just the Bryant Gas furnace and add the cooling 
unit later on, and still have the same easy-adjustment and 
economy advantages. 

Customers have come to know that Gas is their most depend
able home servant . . . in all kinds of weather. And that Gas is 
economical to install and to operate. There is nothing to wear out 
or make noise in a Gas flame. 

Nothing heats, cools and conditions air like Gas! 
A M E R I C A N GAS ASSOCIATION 

EASY INSTALLATION. The compact Bryant 
Gas furnace fits handily into closet-size 
floor space. The Bryant cooling unit goes 
outdoors. No expensive wiring, no bulky 
fuel storage tanks . . . because it's Gas! 

EASY R E M O D E L I N G . The Bryant furnace is 
specifically designed for add-on Gas cooling 
—an extra selling feature for your houses. 
Gas provides the economical way to have 
whole-house, all year air conditioning! 

" F R E S H - A I R " C I R C U L A T I O N , W I N T E R O R 
S U M M E R . Bryant Gas heating provides an 
even flow of warm air, responding instantly 
to temperature changes. And, Bryant Gas air 
conditioning extracts pollen, and moisture. 

ONLY G A S A does so much more...for so much less! 
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Mr. Rogers is pleased with results of Bermico Sure Dry Drainage in this fine house he built in Little Compton, R. I. System 
includes: Drains around and underneath cel lar — downspout leadof fs— Bermico Dri-WelIs® — septic connection — leaching fields. 

"Bermico Sure Dry Drainage makes it easier for 
me to finance and sell my houses!" A 
"You start off on the right foot wi th banks 
and buyers," says Mr. Rogers "-when you 
tell them you've put in Bermico Sure Dry 
Drainage. 

"It 's the best proof of protection against 
wet cellars, soggy lots and plugged-up septic 
systems that you can get. Today, wi th money 
tight and lenders s t r i c t . . . I wouldn't build 
without i t ! " 

You can handle almost any situation, f rom 
a simple septic hookup to a wet lot — with 
low-cost, strong, permanent, Bermico. It 's 
light and fast-laying, wi th a f u l l line of 
fibre fittings. Advertising in "Better Homes 
& Gardens" and "Sunset" tells your prospects 
to look for Bermico Sure Dry Drainage. 

Write for details on low-cost Bermico 
Sure Dry Drainage. Brown Company, Dept. 
1050,150 Causeway Street, Boston 14, Mass. 

President, Compton Construction Co. 
Newport County, R. I. 

T H E B E R M I C O S U R E D R Y D R A I N A G E P L A N 

A Bermico sewer pipe (solid 
pipe) 
B B e r m i s e p t i c * l e a c h i n g 
field (perforated) 
C Bermidra in ' * foundation 
drain (perforated) 
D Bermico downspout con
nections (solid) 
E Bermidrain driveway and 
wet-spot drains (perforated) 

Bermico Fibre Pipe 
JOB** BROWN 0 COMPANY 

Mills: Berl in, N. H.; Birmingham, Ala.; Corvallis, Ore. 

Bermico Conduit • Solka Pulps • Solka-Floc • Nibroc Papers • Nibroc Towels and Tissues 
Nibroc Wipers • Onco for Innersoles • Chemicals • High Grade Lumber • Plywood and Veneer 
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C U A R 
The natural beauty of cedar sets the 
tone of custom home design. On the 

roof, three layers of genuine cedar 
shingles assure decades of trouble-free 
service. Cedar shakes-factory-colored, 
precisely squared, cleanly striated-add 

colorful importance to exterior walls, 
fences and wind screens. Team the two 
-cedar shingles for roofs, cedar shakes 
for walls-for the quality look that sells. 

For complete application details, 
see your Sweet's File, or write ... 

RED CEDAR 
S H I N G L E B U R E A U 

5510 White Building, Seattle 1, Washington 
550 Burrard Street, Vancouver 1, B. C. 

nothing says quality 
like the genuine 
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New products 

SEWAGE TREATMENT SYSTEMS 

J j L 
I J'fcAVITETTBe) 

.. \f For Single Homes AEROBIC 
DIGESTION SYSTEM 

ACTIVATED 
SLUDGE PROCESS 

   

 
  

Everything a Builder Needs to 
Treat and Pump Sewage 
For 1 home or 10 ,000 . . . whatever the economics, degree of treat
ment required, topographical conditions, expected life of installation or 
expandability, Yeomans offers you the equipment to solve any sewage-
handling problem. It is the world's most extensive line and backed by 
the experience of a specialist. The booklet offered below brings you 
some of that experience right away. 

SEWAGE LIFT STATIONS 

PNEUMATIC 
UNDERGROUND STATION 

"Packago" design in
cluding structure. Easy 
to service, sanitary, low 
maintenance. 

CENTRIFUGAL 
UNDERGROUND STATION 

Quality "package" de
sign with short-coupled 
dry-pit pumps. Nominal 
cost. 

CONVENTIONAL 
WET-PIT 

Low first cost, familiar 
installation and main
tenance. Commercial or 
residential. 

TOPS 
IN DEPENDABILITY 

Shone:ii; Pneumatic 
Ejector—25-Year War
ranty! Maintenance free. 
Lowest over all cost. 

A L L YOU N E E D 
TO KNOW ON 

H O M E S E W A G E 
D I S P O S A L 

Published especially for 
builders, this fast-reading 
booklet gives the solution 
to any problem you might 
meet In home sewage dis
posal. Covers single-home 
systems, central plants, 
temporary facilities, con
nection to municipal lines, 
different types of terrain, 
lift stations, and health 
considerations for one to 
1500 homes. Not technical! 
Forty pages, full of help
ful illustrations. Fill out 
this coupon for your free 
copy of "The Homebuild-
er's Guide to Effective 
Sewage Disposal." 

YEOMANS 2003-8 N. Ruby St., 
Melrose Park, III. 
(Suburb of Chicago) 

Name 

Title or B u s i n e s s . 

Company 

Street 

City. Zone State 

No. of Homes Planned-

Tract Development. 

Scattered Lots-

TL-6027 at 

start on p 285 
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T r a v e r t i n e v i n y l , a new pattern f r o m 
Amt ico . catches the look and feel of 
stone without its weight and hardness. 
Travertine is a low-maintenance material 
for heavy traffic areas. It is made in V»" 
and .08" guage, in 9". 12", and 36" tiles, 
priced $1.70 and $1.50 a sq f t . 

American Bil t r i tc Rubber. Trenton. N.J . 
For details, check No. 40 on coupon, p 382 

S e r p e n t i n e p a t t e r n is a new floor tile 
design f r o m Cambridge Ti le . Individual 1" 
tiles are mounted face-up on Setfast sheets 
for rapid economical laying and sure 
pattern control . Units are made right-hand 
and left-hand, can be combined in a 
wide variety o f designs like the four typical 
ones shown above. 

Cambridge T i l e M f g Co, Cincinnati . 
For details, check No. 41 on coupon, p 382 

A p p a l a c h i a n h a r d w o o d is now made 
up in factory-finished f loor tile. Tiles are 
precision mi l led 6" square 5 /16" thick, 
are designed f o r mastic installation. Pre-
linish is baked urea melamine, is not 
affected by alcohol, o i l , grease. Knurled 
wires hold strips together; strips can be 
broken of f easily f o r edge f i t . 

Tibbals Floor ing, Oneida, Tenn. 
For details, check No. 42 on coupon, p 382 

continued on p 346 

342 H O U S E & H O M E 
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In Kitchen Business'Survey 
You Asked For 

Long-Bell 
gives you / 

\ ( and he/s for years J " 

Faster Delivery 
Better Uniformity 
of Finish 
A Wider Variety of 
Special Purpose Caiinets 

Fast, Fast Delivery Is Yours when you 
order your Kitchen Cabinets from Long-
Bell. 
Because Long-Bell ships direct from com
pletely stocked distribution points . . . 
strategically located so close to you it's 
almost like having stock in your own ware
house. 
A Perfect Finish . . . Everytime! The new 
Super Microseal -R- process is now ap

plied to all Long-Bell Natural Wood Kitch
en Cabinets (set up or knocked down). 
This revolutionary factory-finishing pro
cess gives cabinets the true luster of 
hand-rubbed wood . . . yet saves you 75% 
of the completed finishing job. Low-Cost 
Super Microseal gives Long-Bell Cabinets 
that Super Satin Surface ® .. . needs no 
additional sanding . . . no primer coat. 

®) General Plywood Corp. 

These Special Purpose Long-Bell Cabinets can help you plan better kitchens for better profits. 

Long-Bell Natural Wood Kitchen Cabinets are available in units to fit any kitchen (in 3" modules) 
. . . Ready to Install or Knocked Down . . . Birch or Rift grain Fir. 
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The Hinge of (Distinction... 

T H E 

_/ Vl&nhatt&n 
the sophisticated high-fashion hinge 

with the dramatic 1960 B L A C K B R A S S L O O K ; 

 
  

 
  

  

HAGER 
Manhattan Finish 
available on all 
Butt Hinge 
Classes and Sizes. 

It's newer than tomorrow... years ahead 
of its time/ The Eager Manhattan is a 
completely different looking finish, so 
advanced in style that it brings to the hinge 
industry a new, architectural, functional 
concept never before dared . . . or even 
dreamed possible . . . in 100 years of hinge 
manufacture. 

The new Hager Manhattan is designed 
specifically for the architect or builder who 
has searched until now for a hinge to give 
the final perfect fillip to the product of his 
creative skill. Here is modern hinge art, 
design and color that opens new vistas for 
hinge decor in modern architecture. 

In superb Black 'N' Brass, the Hager 
Manhattan is another bright, new Hager 
finish to electrify the hinge world. Include 
it in your plans. Specify finish symbol-M— 
the Hager Manhattan . . . the hinge of 
distinction—for contemporary homes 
and decor. _ 

EVERYTHING HINGES ON JJagek! 
C H A G E R & S O N S H I N G E M A N U F A C T U R I N G C O M P A N Y , ST. L O U I S 4, M O . • IN C A N A D A — H A G E R H I N G E C A N A D A LIMITED, K I T C H E N E R , O N T A R I O . 

N 
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N E W ! f r o m 

New products 

Extra Thin . . . Extra Quiet. . . Low Cost 
Model 5406 Bathroom Ventilating Fan 

N E W ! 

THREE BATHROOM LUXURIES IN ONE 

COMPACT UNIT...AT ONE LOW PRICE! 

MODEL 5412 
COMBINATION HEATER, LIGHT, FAN 

It heats . . . forced air circulating heater 
tills the bathroom with welcome heat 
from floor to ceiling. It lights . . . soft, 
abundant light is filtered through two 
Carrara drop lens for glare-free illumina
tion. It ventilates . . . quiet operating 
exhaust blower removes just the right 
amount of moisture and lingering odors 
without causing chilly drafts. Beautiful 
contemporary design blends into any bath
room decor. Gleaming, chrome-plated 
grille features large opening to permit 
free flow of air and heat . . . held in 
place by sculptured center knob. Easy to 
clean and oil. Easily installed in any 
home, between standard joists. 

Unit includes a 3-Way Switch 
Plate . . . completely prewired 
and harnessed . . . 3 separate 
switches to actuate the blower, 
light and heater... and a red 
pilot light tied in series to the 
healer and fan . . . an added 
money, lime saving extra. 

LOOK TO 

QUALITY 

• Simple ceiling or wall installation 

• Fi ts any wall as thin as 4" . . . 
or ceil ings where space is at a minimum 

• Horizontal or vertical discharge 

• Ideal for apartments, motels, hotels, 

• prefabricated homes 

T h e new, low cost, L e i g h Model 5406 

"th inwal l" B a t h r o o m Vent i lat ing F a n 

features an extra th in (only SH" deep), 

extra t r im housing. T h e efficient, powerful, 

4-pole, 110-120 volt motor operates a 4%" 

centrifugal blower . . . especially 

effective where long duct runs are 

required. Removes odors and moisture 

instantly. T h e decorator styled grille, wi th 

a large free area, has an exceptionally 

at tract ive anodized a luminum finish for 

lasting beauty . . . blends into a n y bathroom 

scheme. Gri l le , motor and blower easily 

removed for cleaning and oiling. 

E x h a u s t pipe fits s tandard 3" duct. 

R o o f J a c k s , R o o f V e n t i l a t o r s , W a l l C a p s , 
B a c k d r a f t D a m p e r s , a n d a complete line of 
other f a n a c c e s s o r i e s a r e a l s o a v a i l a b l e . 

A S K F O R C A T A L O G 2 6 8 - L 

The World's Largest Line of Ventilating Fans, 
Range Hoods and other Huilding Products 
for the Home. 

L E I G H B U I L D I N G P R O D U C T S , Coopersville, Mich., Division of Air Control Products, Inc. 
2560 Lee Slreet. West Coast Warehouse: Leigh Industries (California), Inc., 649 South Anderson, Los Angeles, California. 
Made in Canada by: Leigh Metal Products Ltd., 72 York Street. London, Ontario. Prairie Provinces Affiliate: 
Leigh-Tornel Distributors Ltd., 549 Archibald Street, St. Boniface, Manitoba - Copyright 1960 LBP-ACP. , Inc. 

start on p 285 

V i n y l w a l l c o v e r i n g is a sandwich of 
paper backing, a luminum f o i l moisture 
barrier, fabric and embedment decoration. 
Krene sheet overlay. Rovaltex goes up 
like wallpaper, resists mars like v inyl , 
w i l l not suffer f r o m moisture staining. 
Sheets come 23"x95". Plain patterns cost 
34c" to 50(* a sq f t . botanicals about 65$. 
Over 20 patterns arc available. 

Polyplastex. Inc. Union , N.J . 
For details, check No. 43 on coupon, p 3S2 

N e w a c o u s t i c a l t i l e f r o m US Gypsum 
includes Accent Acoustone (above) , a 
12"x24" tile wi th rabbeted edges that butt 
together instead o f interlocking, give 
broad accented joint . Profile Acoustone. 
another style, has two kerf planes instead 
of one. Ti le are held by splines which add 
to pattern. 

US Gypsum. Chicago. 
For details, check No. 44 on coupon, p 382 

F o r m i c a w a l l s above are in primavera. 
one o f three new woodgrains in Formica 
wal l tile line. (Others are teak and 
walnut . ) Like other Formica tile, the new 
woodgrains come I ( ) " x l 0 " . Countertops 
are the new Tidestone pattern. 

Formica Corp, Cincinnati . 
For details, check No. 45 on coupon, p $82 

continued on /> 350 
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O N E M O D E L H O M E S T A N D S OUT 
. . . i t ' s t h e o n e w i t h s a l e s p o w e r b y L i g h t o l i e r 

It may take a few dollars more (but not many) to put Lightolier fixtures 
in your models. And for those dollars you get the Lightolier name, 

evidence of quality; Lightolier lighting, evidence of sound planning; 
Lightolier styling, proof of your good taste. Perfect example: the exciting 

new Corona fixture above. The efficient fluorescent light is framed with 
to give the look of fine cabinet work. Other examples below, 
fit any sensible budget. To learn more about Lightoliers and 
they can do for your homes, fill out the coupon today. 

L I G H T O L I E R , Dept . h h - b o 
Jersey City 5. N.J. 
Please send me your new free catalog of 
lighting especially for builders, the name of 
my L i g h t o l i e r d i s t r i b u t o r , d e t a i l s of your 
builder merchandising plan. 

NAME. 

T I T L E . 

FIRM NAME. 

ADDRESS 

I . I G L-L " T O L_ I I E R 
S h o w r o o m s : New Y o r k - 1 1 E. 3 6 t h S t ; C h i c a g o - 1 2 6 7 M e r c h a n d i s e Mar t ; D a l l a s - 1 7 1 8 Hi L i n e Dr ive ; L o s A n g e i e s - 2 5 1 5 S o . B r o a d w a y 
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HUSH-TONE CEILING TILE 
Featured by Top Builders, Coast-to-Coast! 
In All Price B r a c k e t s . . . Helps Sell Homes! 

"There was a world of comment on the attractive cei l ing," say 
Mr. Gual and Mr. Smith, well-known builders in the Western 
part of Dallas. Their stunning room (above) and their descrip
t ion of the impression made on prospects by the use of HUSH-
TONE ceil ings are representative of the results being achieved 
by scores of builders in all parts of the country. 

"This $35,000 home sold several people," Mr. Gual and Mr. Smith 
add, "and when we bui l t for them, they all wanted the same 
Fissured HUSH-TONE ti le you see in the picture. People like 
the idea of cut t ing down noise, and these ceil ings make HI-FI 
and Stereophonic sound better, too. We like HUSH-TONE t i le 
because it helps us sell our homes." 

See glamorous new Hush-Tone designs at Celotex dealers, now! 

This Smith-Gual, Inc. home is a "Parade House," one of 
from 6 to 15 model homes built at each of 5 locations by 
members of the Dallas County (Texas) Home Builders 
Assoc. for the annual National Homes Week Fall Festival. 

I f i t ' s " b y C E L O T E X " 

y o u g e t Q U A L I T Y . . . p l u s ! 

B U I L D I N G P R O D U C T S B Y 

C e l o t e x 

YOUR HOME 5 " 

COMES FIRST 

A national program to encourage 
s p e n d i n g for f i r s t t h i n g s f i r s t T H E C E L O T E X C O R P O R A T I O N 

120 S O U T H LA S A L L E S T R E E T . C H I C A G O 3, I L L I N O I S 
H U S H . T O N E I S A R E G I S T E R E D T R A D E M A R K F O R C E L O T E I F I B E R D O A R D S O U N D A B S O R B I N G C E I L I N G T I L ) 
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B R O N Z E G L O W . B I R C H 

  

T h e m o s t b e a u t i f u l k i t c h e n o f t h e m a l l • . . 

. . . i s s t o c k e d b y 5 5 d i s t r i b u t o r s a c r o s s t h e 

c o u n t r y ( s e e t e l e p h o n e b o o k Y e l l o w I ' a g e s ) 

. . . i s b u i l t i n o n e o f t h e c o u n t r y ' s l a r g e s t 

p l a n t s p r o d u c i n g f a c t o r y f i n i s h e d c a b i n e t s 

. . . i s a p r o d u c t o f e x c e p t i o n a l l y f i n e e n g i n e e r i n g 

b o t h a s to c o n s t r u c t i o n a n d f i n i s h 

. . . i s d e s i g n e d f o r m a x i m u m f l e x i b i l i t y i n k i t c h e n 

p l a n n i n g a n d u t m o s t e a s e o f i n s t a l l a t i o n 

. . . i s c o n t r i b u t i n g i m p o r t a n t l y to t h e s a l e o f n e w 

h o m e s i n c o u n t l e s s l o c a l i t i e s 

H . J . S C H E I R I C H C O . , L O U I S V I L L E 9 , K E N T U C K Y 
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H e r e ' s a n o t h e r f i n e b u i l d i n g p r o d u c t b y h e 

a l l a l u m i n u m 

Vent-A-Ridge provides a natural escape 
route for summer's hot, humid attic 
a ir . In winter it controls dama
ging condensation. Economical, 
attractive, efficient. FHA accepted! 

, a ^1 ' Trade Marl, of Home Comfort Mfg. Co. 

2_uJty K^tfa/rua/* fit U&M-i 

TODAY! 

h o p r o d u c t s c o . 

P r i n c e v i l l e , I l l i n o i s 

Pleaie ruih me literature on X - P A N D A 
p r o d u c t s c o . 

P r i n c e v i l l e , I l l i n o i s 

Name 

Street 

| City State 

New products 
start on p 285 

H u m i d i s t a t by kitehen-aire controls 
moisture content o f air by operating 
ventilating fans in bath, laundry, kitchen. 
Cont ro l uses a 150-strand human-hair 
element to activate unit f o r any setting 
between 10% and 100% relative humidi ty . 
New unit is single-pole, double-throw, line-
or low-voltage, a-c or d-c. 

Stewart Industries, Indianapolis. 
For details, check No. 46 on coupon, p 382 

P a c k a g e a i r c o n d i t i o n e r fits a 36"x36" 
floor area at an exterior wa l l f o r individual 
apartment heating and cooling. A i r han
dling face extends through wa l l : condenser 
handles intake and exhaust air on same 
side or opposite sides. Un i t is precharged 
to speed installation. Gas furnace has a 
51.000 Btuh input, cooler provides nominal 
two tons. 

Lennox. Marshal l town. Iowa. 
For details, check No. 47 on coupon, p 382 

E a s y - t o - r e a d t h e r m o s t a t has a dial 
40% larger than earlier models f r o m 
Honeywel l , numerals are 20% larger. Set 
point is at top o f unit, thermometer scale 
at bot tom. C o m f o r t /one is clearly marked 
f o r easy checking. Finish is silver gray, 
or decorator r ing can be recovered and 
painted to match walls. 

Minneapolis-Honeywell . Minneapolis. 
For details, check No. 48 on coupon, p 382 

continued on p 352 
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The first practical 
"sandwich-type'' 
insulated aluminum siding! 

AK-R-FOAM 
I n s u l a t e d P a n e l 

*ith MOISTURE CONTROL 

Here is the technological breakthrough in exterior wall 
construction that will make aluminum-clad houses as 
common as wood in just a few short years. So correct 
in principle and application is Rigid BAK-R-FOAM 
that it is certain to be imitated by other manufac
turers — large and small. 
Accept no half-designed siding panels. Only Alsco 
makes Rigid BAK-R-FOAM which is the "perfect" 
insulated siding for new and "lived-in" houses. 

A L U M I N U M 
B U I L D I N G P R O D U C T S 

Manufacturers of America's No.7 QUALITY Aluminum Siding 

Mr. Jack Saltzman, Vice President/Sales 
Alsco, Inc., 225 S. Forge St., Akron 8, Ohio 

Please send complete Information on Alsco Siding' 

I am ( ) Builder 

Name 

( ) Remodeling Conlroctor 

Position 

Firm Name 

Address 

City _ Zone 

AS-95 

Other-

State 

(Clip this coupon to your letterhead and mail or call Akron, BL 3-7701.) 



 

• The sight of smart ly - ta i lored c a n v a s 

awnings in a pretty paste l or a g a y new 

stripe s a y s a lot to a prospect ive home 

buyer . It suggests comfortable living that 

can begin right now—with rooms f ree 

from horsh g l a r e and sizzling sun heat . 

Smar t shoppers know, too, that c a n v a s 

awnings m a k e a home e a s i e r to cool 

without a i r conditioning, c h e a p e r to cool 

with air conditioning. G e t the latest on 

the new acry l ic paints and vinyl coat ings 

that m a k e c a n v a s awnings a better-

than-ever feature to at tract new cus

tomers and k e e p home buyers h a p p i e r . 

See our catalog 19e/Ca in Sweet's Architec
tural Cata'og or write for a free copy. II 
contains original and practical ideas p'uj 
helpful information for specifying canvas. 

CANVAS AWNING INSTITUTE, INC. and NATIONAL COTTON COUNCIL 
P. 0. Box 9907/Memphis 12, Tenn. 

New products 
start on p 285 

R a d i a l s a w i m p r o v e m e n t s f r o m De-
Wal t include drop-leaf table extension, 
totally enclosed direct-drive motor, new 
ring guards. Other new safety features are 
offered as a kit for straight and cup grind
ing wheels. The new 120/240-v motor 
delivers 3 hp at the spindle. 

DeWal t . Lancaster. Pa. 
For details, check No. 61 on coupon, p 382 

S e l f - p o w e r e d v i b r a t o r combines an 
80-lb, 1200-w generator wi th a 2W d i 
ameter vibrating head. The new head re
verses usual practice, has an outside rotor 
and inside stator. Eccentric rotor is the 
only moving part. Generator armature 
whirls in air. held away f r o m other parts 
by magnetic field. 

Master Vibra tor Co, Dayton, Ohio. 
For details, check No. 62 on coupon, p 382 

N e w O n a n g e n e r a t o r s now carry a 
performance certified guarantee. New re
mote-starting model shown is certified at 
2.5()()-w. The air-cooled 2()5A.I comes in 
120 or 120/240-v models designed basic
ally for home standby service but can 
also serve to power mobile workshops, 
displays, etc. Price: $459 

D. W. Onan & Sons, Minneapolis. 
For details, check No. 63 on coupon, p 382 

continued on p 372 

H O U S E & H O M E 



M a k e t h a t f i r s t s t e p i n s i d e - t h e f i r s t s t e p t o a s a l e ! 

Oak — 
Natural or Toast Brown Oak 

O n l y W - M " M u l t i - C h o i c e " 

H a r d w o o d B l o c k F l o o r s 

g i v e y o u c u s t o m f l o o r 
v a r i e t y a t c o m p e t i t i v e p r i c e s ! 

• W-M offers you four basic woods to choose 
from—Oak, Walnut, Maple anil Cherry. 

• Many patterns and combinations are possible. 
Now you can put interest and beauty into unin
teresting looking floor space and make it your 
biggest potential "sales area." 

• Installation is fast, clean and easy. Blocks are 
prcfinished with "Diamond Lustre," a W-M ex
clusive, and are ready for immediate use after 
installation—save up to 3-4 days labor on the job. 

Investigate the W-M Way — 
a new concept in Hardwood Flooring 

If you haven't received your free 10-page Wood-Mosaic 
catalog, showing W-M hardwood blocks in actual size and 
color, write to Dept. 1111-5. Louisville 9, Ky. In Canada: 
Woodstock. On tario. 

Checkerboard 
Maple with Walnut 

Monti cello 
Cherry with Walnut, W o o d - M o s a i c 

Genuine Hardwood 
B L O C K F L O O R S 

Marie AntoinetM, 
Oak with Walnut 

M A Y 1960 



New products 

  

William Brockwcy 
residence, Lot 

Angalei, Calif. 
Burton Schult, 

architect. Reprinl, 
Sunset Magazine. 

H. H. Baikorville.Jr., 
photographer. 

T H I S F R E E 

B O O K L E T . . . 

S h o w s h o w d e c o r a t i v e g l a s s 

b r i g h t e n s a n d b e a u t i f i e s h o m e s . 

It is f i l l ed wi th d r a m a t i c i l l u s t r a 

t i o n s o f t h e w a y s t r a n s l u c e n t 

g l a s s a d d s a touch o f l u x u r y a n d 

s m a r t n e s s to e v e r y r o o m . S p e c i f y 

M i s s i s s i p p i G l a s s . A v a i l a b l e in a 

w i d e r a n g e o f e x c i t i n g p a t t e r n s 

a n d s u r f a c e f i n i s h e s w h e r e v e r 

q u a l i t y g l a s s is s o l d . 

 
  

 

C r e a t e a d is t inc t ive d e c o r wi th 

t r a n s l u c e n t g l a s s b y M i s s i s s i p p i 

t h a t f l o o d s i n t e r i o r s w i t h s o f 

t e n e d , f l a t t e r i n g l i g h t , m a k e s 

r o o m s s e e m l a r g e r , f r i e n d l i e r , 

i m p o r t a n t . W r i t e fo r f r e e b o o k 

let . A d d r e s s D e p a r t m e n t 9. 

Mil ' > 

I S S I S S I P P I 
G L A S S C O M P A N Y 

88 Angelica St. • St. Louis 7, Mo. 
N E W Y O R K • C H I C A G O • F U L L E R T O N . C A L I F O R N I A 

W O R L D ' S L A R G E S T M A N U F A C T U R E R O F R O L L E D , FIGURED & WIRED GLASS 

start on p 2S5 

T V r e c e p t a c l e provides both power and 
antenna connections f o r U I I F and V H P oper
ation. One-gang units incorporate ground
ing receptacle wi th one T V outlet. Com
bination o f power and T V units must use 
single or two-gang divider plates. Re
ceptacles f i t standard outlet boxes, are 
specification grade. 

A r r o w - H a r t & Hegeman. Ha r t fo rd , Conn. 
For details, check No. 52 on coupon, p 382 

O c t a g o n o u t l e t b o x e s in nine new 
types have been added to Keystone Mfg 's 
line. The new boxes are Wz" deep. Choice 
of bx or Romex cable clamps all have 
nested fit f o r faster wire pul l ing. Standard 
W or combinat ion Vz"-3/*" knockouts are 
available. Both bx and Romex iypes come 
wi lh mount ing ears or J-type brackets. 

Keystone M f g Co. Warren. M i c h . 
For details, check No. 53 on coupon, n 382 

E a s y - t o - f i n d o u t l e t is assured by new 
outlet covers lor use in plaster walls. 
When outlet box is installed, it is covered 
wi th the new device and protective tape 
is peeled off . When box is plastered over, 
a dye in the cover plate seeps out and 
shows through the plaster to locate the 
box. When cover is broken out , it leaves 
a clean hole. 

Code Cover Co, Chicago. 
For details, check No. 54 on coupon, p 382 

continued on p 360 
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You know prospects will examine every closet • I Grant Pulley & Hardware Corporation 

Grant's wonderful new Closet Rod has glamour, excite-! 3 1 H i g h S t r e e t ' W e s t N y a c k ' N ' Y" 
I YES, I'D LIKE ADDITIONAL INFORMATION 

ment, visible value • Its operation is superb! Gold J ON GRANT'S CLOSET ROD! 

anodized track and black nylon snap-in carriers will I NAME: 

bring the "oohs" and "aahs" that help put your pros-! ™ ™ " ™ E ' ~ 

pects in a down-payment mood • You must see it! • CITY: 

Write today for the inside story • — — — — — — — _ — _ 

A R E YOU SELLING BEHIND THE MOST 
OPENED DOORS IN YOUR MODEL HOME? 

 

SPECIF ICATIONS: 
aluminum track, gold, 
anodized 
carriers, black nylon 
center bracket, brass 
end brackets, brass 

GRANT CLOSET ROD 
GRANT PULLEY & HARDWARE CORPORATION 

Eastern Division/ SI High Street, West Nyack, N.Y. 
Western Division/ 944 Long Beach Ave., Los Angeles Calif. 

sliding door hardware drawer slides drapery hardware • pocket frames pulls special sliding hardware 
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How to get more families to modernize 
You can get a greater share of the booming mod
ernization market with the Universal C.I.T. Prop
erty Improvement Plan. Finished attics, patios, 
new garages, kitchens and bathrooms, you can 
remodel old homes into new—even install a swim
ming pool. Best of all, you can close sales in two 
fast steps: (1) estimate, and (2) close the sale by 
quoting low monthly payments. 

With the C.I.T. plan you are backed by 50 years 
of experience. Your prospects pay nothing down 
—except 10% on swimming pools. They can take 

up to 60 months to repay. In addition, their unpaid 
balance is covered by Group Life Insurance. 

C.I.T., the nation's largest independent finance 
company, has served more than seventeen million 
families. More than 400 offices coast-to-coast as
sure you of fast, profitable, localized service. Find 
out how you can boost sales and profits with the 
C.I.T. Property Improvement Plan. Call your 
local Universal C.I.T. representative today for 
full details. Look him up in your telephone direc
tory or write: Universal C.I.T. Credit Corporation, 
650 Madison Avenue, New York. 22, N . Y. 

Universal 
P r o p e r t y I m p r o v e m e n t P l a n 
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W I L L A M E T T E ' S 
Q U A L I T Y P L Y W O O D 

G R A D E S T A M P p r o M your building investment 

D a l l a s , O r e g o n 
P h o n e MAyfa i r 3 - 2 3 5 1 , T W X 8 0 - U 

The Teco Grade Stamp on every sheet of plywood is your 
guarantee of superior quality. TECO means that plywood 
carrying this stamp has undergone production line inspec
tion and testing by a technician employed by the Timber 
Engineering Company. This technician is on duty every day 
watching and checking every step of the manufacturing 
process. He knows what goes between the two outer plies— 
the core material, the kind and type of glue, patching, in 
fact the whole operation from log to finished product. Only 
when plywood meets TECO's rigid requirements is it given 
the TECO grade stamp approval. For all your sheathing 
needs use Teco Tested plywood and protect your building 
investment. 
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New products 

RAYNOR Goroge DOORS 
F a c t o r y R e g i s t e r e d 

f o r your protection and convenience 

SELL HOMES FASTER.. 
with Raynor 
Factory Registered 
Builders 
Promotion Kit! 

 

  

The "Customized Design" of Raynor <loors offers :i garage door 
architectur;iIly cr»rrcct for the homes you build. They embody 

only the finest materials . . . exclusive ''Graduated Seal*' . . . 
heavy-<luty galvanized hardware . . . quality controlled 

construction built complete under one roof . . . and NOW 
every Raynor Oarage Door is FACTORY REGISTERED with the 

registration number that appears on Ihe namcplate of the door . . . 
your guarantee that yon have chosen the finest 

when you install a RAYNOR GARAGE DOOR. 
The Raynor Factory Registered Builders Promotion Kit is 

designed to help you sell your homes faster and easier, provide 
protection and convenience for your customers. A complete 

builders promotion with banners, literature, admats, feature 
arrows, registration cards, etc., ideally suited for use on model 

or tract homes. Call your nearest Raynor Distributor 
or write direct for complete information. 

R A Y N O R M F G . C O . 
D i x o n , I l l i n o i s H a m m o n t o n , N e w J e r s e y 

start on p 285 

V e n t f a n hood for pitched roofs has 
self-flashing bottom to assure watertighl-
ness without caulking. Hcavy-guagc alumi
num is formed with louvers on three sides 
to give large net free area and to eliminate 
clogged screens. Back-draft damper is 
mounted on a rolled stack to avoid 
damper clatter. 

I.ouvcr Mfg Co . Minneapolis. 
For details, check No. 55 on coupon, p 382 

W a l l v e n t i l a t o r s of styrene plastic " i l l 
not rust or corrode to stain paint. The 
vent design is claimed to disperse driving 
rain or snow while preventing interior 
condensation by exhausting moist air. In
conspicuous tubes can also be used in
doors to vent confined spaces in closets, 
under stairs, under sinks, etc. 

Turb-O-Vent. Inc. Elyria. Ohio. 
For details, check No. 56 on coupon, p 382 

C l e a r a c r y l i c v e n t s have been used on 
over 50.000 boats, are now offered for 
use in homes. Sudbury Sky-Vent combines 
a transparent dome and transparent bot
tom plate in a ventilated skylight. Wide 
openings allow a free flow of air but 
dams keep vent tight against driving 
rain or snow. 

Sudbury Laboratory, Sudbury, Mass. 
For details, check No. 57 on coupon, p 382 

continued on p 364 
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W h e n she can see herself i n your k i t chen 
she can see herself in your home! 

 

 

 

r i g 
W a l l O v e n s 
let your kitchen help sell her with Pull 9N Clean Ovens, 
Drop-Leaf or French Doors, colors, automatic cooking! 

Build-in a Frigidaire "Holiday f rom Apron Strings'" and you have I lie 
woman house-hunter on your team ! Build-in the promise of more time 
for family and other household duties. Point out that Frigidaire Wall 
Ovens i n Sheer Look styled douhle or single oven models, cook whole 
meals automatically! Wi th either Drop-Leaf or French Doors—and 
with new-for-'oO Pull U Clean lower ovens—cleaning is quick, standing 
up, with no tiresome stretching! Use Frigidaire quality features and 
workmanship to point up other quality features huilt into your home. 
Get product data f rom your Frigidaire representative or write Frigidaire 
Division. Da\ ton I . ( )hio. 

Wall Ovem. Cooking Topi and I'ndvi-counlvr llithuaih-
r ' l available in M a y / a i r Pink. Sunny Yiitlow. Tur-
quui ie , Charcoal Gray. Atlve Coppi-r and Satin Chroma. 

She'll feel like a Queen!  

I n s t a l l any m o d e l in m i n u t e s ! Drop-Loaf Door or French 
Door models, nil an- designed for fast installation in stand
ard 21" width oahinets or wall sections. W ith carpentry and 
rough wiring completed, simply: (1) Conned junction hox 
and IJX cahle supplied. (2) Slide in unit (leveling screws 
included, if needed). < 3 > Mount with concealed screws. (3a) 
French Door models, tighten only two dampe (no screws). 

1 ^ 1 
F R I G I D A I R E z ^ & W 

P r o d u c t of G e n e r a l M o t o r s O v 
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INTRODUCING. 
t h e N E w ^ & t t z * . M I X E D - F L O R A N G E H O O D 

it combines the per formance you want 
with the pr ice that you l ike 

Two important advantages come your way with this new contract 
winning hood. Both of them help make your bid look best. 
Advantage No. 1 is a hood of superior performance. With the 
Mixed-Flo Fan you can point to an exhaust system that is revo
lutionary in development . . . that performs more efficiently, 
runs more quietly than any fan or blower-operated hood on 
the market. 
Advantage No. 2 is cost. You can bid low with the Mixed-Flo 
because you have an initial price advantage. And you save val
uable time and money on every job because this great hood, like 
all Broan hoods, comes to you as a complete package, factory 
wired, fully assembled, ready to mount in place. And the Mixed-
Flo is engineered to f i t your installation with either vertical 
or horizontal discharge. 

M I X E D - F L O HOOD F E A T U R E S -
• Unitized Construction — the fan is fully housed within the hood/ 

There is no lost cabinet space whatever. 

• Great I n Exhaust Power — the new Mixed-Flo Fan provides 
extra pressure needed for long duct runs and elbows . . . formerly 
achieved only by blower powered units. 

• Remarkably Quiet In Operation — the highly efficient Mixed-Flo 
Pan is designed for low sound level performance. 

• Smooth Inside, Outside Construction — no sharp screw ends. 

• Smart Sculptured Hood Design — only 5 slim inches high. 
Mitered corners permit cabinet doors to open fully. 

• Equipped for Twin Lights for shadowless cooking. Recessed 
lifetime aluminum filters snap out with the greatest of ease. 
Front pushbutton controls. 

• Accommodation For Vertical Or Horizontal Discharge to 3Vi 
x 10" duct without fittings. 

• A Fast Running Installation — comes prewired, preassembled 
. . . simply remove the outlet box cover to hook up power supply. 

See your wholesaler or write for full information 

vtotut-® 

M A N U F A C T U R I N G CO., I N C . • 924- W . S T A T E S T . , H A R T F O R D , W I S . 
^—*• ^ ( N e a r Milwaukee) 

Specialists in Quality Ventilating Equipment for Over 25 Years 

In Canada — 
Manufac tu red by 

Superior Electrics Ltd. , 
Pembroke, O n t a r i o 
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RUBEROID gives you quality where it can be seen 
The luxury look of backer board (or wood-strip) 
undercoursing and the economy of Ruberoid Dura-
Color Clapboard Siding are a combination that's 
hard to beat. The prospective buyer will be im
pressed by the lasting good looks and low mainte

nance cost. You'll like the low original price and 
cost-saving easy application. Write for more infor
mation on how Ruberoid can help you build . . . 
new home sales. The RUBEROID Co., 500 F i f t h 
Avenue, New York 36, New York. 

R U B E R O I D 
.<§> 

H E L P S Y O U B U I L D . . . S A L E S 
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New products 
start on p 285 

  

C o m p a c t s h o v e l has been added to 
Hough's Payloader line. Model H-30 has 
an operating capacity of 3,000 lb, is 
equipped with one yard bucket. Four-
wheel drive operates off power trans
mission that shifts on-the-go, three speeds 
forward and reverse. Bucket clears 8'4". 
reaches 29". Power is llVz-hp gas engine. 

Frank G. Hough Co, Libertyvillc. III. 
For details, check No. 58 on coupon, p 382 

S e l f - p r o p e l l e d t r e n c h e r has a digging 
range of 4" wide to 66" deep, 12" wide to 
30" deep. Variable speed drive gives 1' 
to 12' per minute trenching. Dual tracks 
drive at up to 2 mph for back filling or 
transport. Instant forward or reverse. 
Power is 12'/2-hp air-cooled engine. At
tachments include dozer blade, crumber. 
over-the-road trailer. 

D;ivis Mfg Inc. Wichita, Kan. 
For details, check No. 59 on coupon, p 382 

R o l l e r b l a d e will level 600 sq yd of 
rough graded area in 20 minutes simply 
by driving over it. With a seed dispenser 
it will seed, fertilize, cover, and compact 
the same area in ten minutes. Blade floats 
behind wheels, shears soil to desired level; 
mesh roller follows blade, pulverizes, 
mulches, and compacts soil. Unit come 
4' and 6' wide. 

Viking Mfg Co, Manhattan. Kan. 
For details, check No. 60 on coupon, p 382 

continued on p 370 

Your best jobs are done with . . . I ^ ^ ^ ^ ^ ^ ^ m m ^ ^ ^ ^ ^ ^ 

I l e v i t o n 
LEVITON MANUFACTURING COMPANY, INC. | ^ 

Brooklyn 22, New York 
Listed by Underwriters' Laboratories 

Chicago • Los Articles • Leviton (Ccnada) Limited, Montreal 

For your wire r W s . *nlarf our subsidiary AMERICAN INSULATED WIRE CORP. 
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1. "This pre-cast concrete form makes an 
ideal starl for installing the General Electric 
Built-in Thinlinc in cement," Charles L a -
Monte says. T o install the unit, merely tap 
out this outside shell. 

2 . After the all-aluminum case is perma
nently sealed into wall with mortar, the 
drawer-type chassis slides easily into place. 
No nuts, bolts or screws needed. Outside 
louver installs from room side. 

3 . Next, attach the interior baffle. It's 
adaptable to any room decor. Paint, paper 
or panel it. Or hang a picture over it. All 
that's left is to plug in the Built-in Thinlinc 
and let it run. 

1 . . . 2 . . . 3 . . . a n d t h e y ' r e b u i l t i n 
and one General Electric Built-in 

cools Florida builders' whole five-room house 

  

Left to right: Charles LaMonte. Mandcll Shimberg and James Shimberg. 

ONE General Electric Built-in Thinlinc really does the 
wholeairconditioningjob!" says Charles LaMonte, 

"and in Florida that's quite a job ." LaMonte. in part
nership with the Shimberg brothers, Mandcll and 
James, owns Everina Homes, Inc., builders of Town 
"N Country Park in Tampa, Florida. 

Everina offers home buyers an optional choice of 
other appliances, but finds that the majority of people 
want the General Electric Built-in Thinlinc It's one 
of the top selling attractions of the homes. 

The Florida builders went on to say that they espe
cially like the Thinlines easy installation and design. 

"With the inside baffle, it is so easy to furnish any room 
attractively. You can paint, paper or panel the baffle 
to match the decor. And, you don't have to worry 
about avoiding drafts when you arrange furniture." 

Everina is partial to General Electric for other rea
sons, too. LaMonte listed three important ones. "The 
top acceptance of the General Electric brand name, the 
national advertising campaign that helps to sell the 
Thinlinc and the good product service that General 
Electric offers locally." 

General Electric has the Thinlinc for your air con
ditioning needs, whatever the problem.* Your General 
Electric dealer will be happy to give you all the details. 
General Electric Company, Room Air Conditioner De
partment, Appliance Park, Louisville 1, Kentucky. 

•Cooling capacities arc tested and rated in accordance 
with N E M A Standard C N 1-1958. 

I t 

Progress Is Our Most Important Product 

GENERAL A ELECTRIC 
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YES, this Vitreous China Lavatory 
with Uni-Lox Hang 

You don't have to go into the lion's den to 
prove that the exclusive Uni-Lox hanger is 
the most permanent and satisfactory way 
to install china lavatories in your homes. 
Al l y o u h a v e to do is tell your Plumbing 
Contractor to order Universal-Rundle vi t 
reous china lavatories f rom the nearest 
U / R wholesaler. Uni-Lox Hangers are fur
nished free. 
G r o w l s f rom customers — about lavatories 
coming off or starting to come off the 
hanger—are ended for good. You can have 
complete confidence that U / R china lava-

r Supports a Lion 
tories wi l l "stay put" during your guaran
tee period. In actual use, with over two 
million installations, we have never heard 
of a failure. 
B e s i d e s , y o u s a v e m o n e y because no legs 
are needed. Floor is clear for easier clean
ing. And lavatory installations with the 

U n i v e r s a l 
MAKER OF THE WORLD'S 

Plants in Camden, New Jersey; Mi lwaukee . W i s e ; Ne 

Exclusive, patented Uni-Lox 
hanger is furnished free with 
U/R vitreous china lavatories 

Uni-Lox hanger take less of the Plumbing 
Contractor's time. 
G i v e y o u r homes the sales appeal of U/R 
quality plumbing fixtures. Write for cata
log to Universal-Rundle Corp., 621 River 
Road, New Castle, Pa. 

R u n d l e 
FINEST PLUMBING FIXTURES 

Castle Pennsylvania; Redlands. Cal i forn ia ; Hondo. Texas. 
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Only Clay Pipe 
Combines Faster Installation 

and Lower Cost 
with Long-Range Economy 

M M '*M 

When planning the sewer system for a completely-
new, self-contained community like Indiantown 
Park, Fla., costs have to be kept low. But not at 
the expense of quality—thanks to Vitrified Clay 
Pipe. Here's why: Clay Pipe is the one pipe that 
combines low installation costs with guaran
teed performance. 

Unlike substitute materials, Clay Pipe handles 
arinlhing that flows through a sewer without rot
ting, rusting, corroding, squashing or disintegrat
ing. And new longer lengths with research-
developed Factory-Made Joints cut installation 

Vitrified Clay Pipe was specified exclusively 

for the newly-developed town of 

Indiantown Park, Fla. 

costs . . . stop roots and infiltration. 
I t is the only pipe with all the features you 

can trust! 

PLANNERS: 

Indiantown Co., Inc. 

CONSULTING 
ENGINEERS: 

Rader and Associates 
Miami , Florida, 
George Burks, 
Resident Engineer 

CONTRACTORS: 
W a d c l l Utilities, 
Albany , Georgia 

WRITE TODAY for assistance in fitting Clay Pipe into your sewer project... and 

be sure of tlic lowest cost with tlio best performance. 

N A T I O N A L C L A Y P I P E M A N U F A C T U R E R S , I N C . 1820 n s treet , n . w . , Wash ing ton 6 . d . c . 
311 High Long Bldg.. 5 E. Long SI.. Columbus 15. Ohio • 445 Ninth SI., San Francisco 3, California • Box 172. Barrington, Illinois • 1401 Peachtrea St.. N.E.. Atlanta 9, Georgia 
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qualified 
buyers... 

H A L H I C K M A N 

G r e e n c a s t l e , I n d i a n a 

'Ms why 
I build 
PEASE 
HOMES 
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With lending institutions becoming increasingly particular in 
qualifying home prospects for loans, builders across the country 
are confronted with this selling problem — how do you attract 
the qualified buyer1? 

HAL HICKMAN of Greencastle, Indiana, is one of the many 
experienced builders who knows the answer . . . "Quality 
homes attract the higher calibre home buyer. They have to i n a 
college town like mine." 

"Wi th operations centered in the midst of the home 
manufacturing area, I have had a wide choice of plans," Hickman 
reports. "Long ago, however, I decided that Pease Homes best 
represented the excellence in materials and workmanship that 
would bring me sound, solid families. Today, hundreds of 
Pease Homes later, I am positive that this was a wise decision." 

Your own success as a builder today depends largely on being 
associated wi th a progressive manufacturer who never 
compromises on quality. But that's just the beginning. Quality 
homes mean fewer complaints and minimum maintenance, as 
well as easy financing. With a modern 275,000 sq. f t . plant 
strategically located in the Ohio valley near Cincinnati, Pease 
is i n a position to help you capitalize on the market for quality 
homes. Whatever the size, design and price of the plans you 
require, Pease can fit the needs of your next development. 

Act now to discover the many advantages of the complete Pease 
program for converting F.I I . A. approved land to profits. 

Write or phone William Strieker, General Sales Manager, and 
arrange for a sales representative to call. Pease Woodwork 
Company, 905 Forest Avenue, Hamilton, Ohio. 

P e a s e H o m e s 
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STEEL T R I M FRAMES FOR WOOD DOORS 
I N S T A L L S O V E R D R Y W A L L 

• O v e r l a p p i n g mi t e r a d j u s t s to rough s tud o p e n i n g . 
• A t t aches wi th wood screws t h r o u g h h inge a n d s t r ike p l a t e . 

• Beve led des ign and m i t e r e d co rne r s m a t c h wood t r i m . 

S A V E $ 2 . 0 0 PER O P E N I N G 

• Can be in s t a l l ed by one m a n i n less t h a n 15 m i n u t e s . 

• E l imina tes m o r t i s i n g , d r i l l i ng a n d f i t t i n g of j a m b s . 

• Doors a re s h i p p e d ready f o r p a i n t i n g . 

• E l imina tes " c a l l b a c k s " . . . s p l i t t i n g or w a r p i n g . 

New products 

C O N C E A L E D B A S E A N C H O R 

E L I M I N A T E S S P A C K L I N G 

Sel f -a l ign ing base anchors keep f r a m e s p l u m b . 
These base a n c h o r s na i l over d r y w a l l a n d 
a re concea led by the base m o u l d i n g . 

Send today for 
free catalog 

WELD BUILDING PRODUCTS 
3 0 P L A N T S T R E E T . N I L E S , O H I O 

A D i v i s i o n o f 
T h e A m e r i c a n W e l d i n g & M a n u f a c t u r i n g C o . 

W a r r e n , O h i o 

   

    

C o m p a c t g a s f u r n a c e may be installed 
in attic, under floors, in garage, or sus
pended from joists. Four capacities are 
available: 60.000 Btuh. 80.000 Biuh. 100.-
000 Btuh, 120,000 Btuh. Package comes 

in insulated steel cabinet, needs only gas 
hookup, thermostat, power line., and vent 
connections. Controls are automatic. 

Bar-Brook Mfg Co, Shreveport, L a . 
For details, check No. 49 on coupon, p 382 

 
G a s h u m i d i f i e r will put out 24 gal of 
water in 24 hours, will maintain 40% 
relative humidity in houses up to 40,000 
cu ft at zero degrees outside temperature. 
Unit is 23"xl4"xl4", attaches directly to 
forced-iiir heating unit. Water vapor is 
delivered into duct on demand when 
blower is operating. Operating costs range 
from 754 lo $1.50 a month. 

Valley Mfg Co, Valley. Neh. 
For tie I ails, check No. 50 on coupon, p 382 

E l e c t r o - K l e a n 4 0 0 is latest in American 
Air Filter's dry-type electrostatic air 
eleaners. It can be used with any forced 
air furnace or ducted air conditioning 
system. Collecting media are four charged 
flat-pack filters, which are replaced for 
each heating or cooling season. Unit draws 
about 15 w when operating. 

American A i r Filter. Louisville. 
For details, check No. SI on coupon, n 382 

continued on p 356 
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T h e r e ' s n o p a c e l i k e H o m e - B u i l d i n g 

Olin Aluminum is right in step with fast-moving home builders and building product manufacturers. They like us 
because we go all out to meet their precise schedules. Want sales-provoking alloys and finishes for siding, 
flashing, railings, gutters, etc.? We tailor-make the metal and speed it out Want extrusions that cut the time 
and cost of producing components? 2 will help you design them.. . will make them. Looking for quality 
materials that cut down on job-site operations? Plenty of products fill the bill and they're made of Olin Aluminum. 
Call us today for a rundown on the many ways aluminum can cut your costs.. . improve your product.. . 
speed your sales. Your local Olin Aluminum sales office or distributor is listed in the Yellow Pages. 

  

 

 
              



I N S T A N T L Y 
establishes 

the quality of 
your homes 

New products 

Philippine Mahogany 
T o the discriminating; home seeker—and 
more and more of your prospects are pre-
i is. ly that these days—paneling of beautiful 
IIco Philippine Mahogany immediately 
conveys the impression that your home is 
quality built. There is a distinctive richness 
about this superb solid hardwood that is 
undeniable . . . and unattainable with 
plywood or veneer. 

Ideally complementing Ilco's handsome 
paneling are Ilco moldings. Like all prod
ucts of Insular Lumber (world's oldest and 
largest producer of Philippine Mahogany), 
Ilco moldings are, of course, solid hardwood. 

Available in a very wide selection, they 
combine beautifully with stone or brick, 
papered or painted walls. 

So specify Ilco Philippine Mahogany . . . 
and give your homes a look of luxury at a 
modest cost. 

WRITE FOR F R E E CATALOG 
Just off the press, an all-new illustrated 
catalog of the entire Ilco Philippine M a 
hogany line is yours for the asking. You 
should find this color booklet—with its 
special emphasis on moldings—extremely 
helpful. 

I L C C f > P A N E L I N G • S I D I N G • M O L D I N G S • F L O O R I N G • T R I M • R O U G H & S U R F A C E D L U M B E R 

  

INSULAR 
LUMBER SALES CORPORATION 

EVERY APPLICATION 1405 Locust Street, Philadelphia 2, Pa. 

start on p 285 

R e c e s s e d f i x t u r e has a snap-on acrylic 
diffuser, no exposed frame. Diffuser is 
lightweight, tough, will withstand incan
descent heat without warping or discolor
ing. T w o standard models are sold, 
unwired and prewired. Diffuser carries 
a five-year guarantee. 

Alkco Mfg Co . Chicago. 
For details, check No. 64 on coupon, n 382 

E n t r a n c e g a s l a m p is one of several 
new styles from Coleman. Lamps are 
made in mantle or open-llamc style. Open-
flame models burn bottled LP gas. mantle 
types used piped gas. This year a Gas-lite 
is being given away with each Coleman 
heating system sold. 

Coleman Co, Wichita. Kan. 
For details, check No. 65 on coupon, p 382 

T w o - p o s i t i o n d i m s w i t c h simplifies 
installation of controls for incandescent 
lights in new and fix-up jobs. .Switches 
come in usual single and combination 
forms for 200 to 500 w, fit standard boxes. 
Plates come in Sta-KIcen ivory (shown) 
or stainless steel. Price for single-pole 
unit: $8 to $12. 

Slater Electronics, Glen Cove, N . Y . 
For details, check No. 66 on coupon, p 382 

Publications start on p 374 
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T O M A K E Y O U R J O B S G O U P F A S T E R 
T O M A K E Y O U R N E W H O M E S S E L L F A S T E R 

0 A I 8 Y A L U M I N U M 
R O L L I N G 0 0 0 R 8 

you'll BUY these Builder Benefits: 
FAST INSTALLATION . . . exclusive adjustable threshold track feature makes every job a perfectly level 
installation . . . save time and money because you never have to paint a Daisy. 
W I D E RANGE OF SI ZES . . . heights of 6' 10" and 8 ' . . . 6' to 20' widths are standard . . . special sizes 
available, too, with speedy delivery. 
ADAPTABLE GLAZING . . . adjustment to either dual or single glass is made with singular ease . . . 
you can install glass from Vn" sheet to 1 inch sealed glass units. 
POPULAR P R I C E S . . . now for the first time the quality feature of a heavily constructed door is available 
to you in the competitive medium-price range. 

you'll SELL these wanted features: 
P R O W L E R - P R O O F VENTILATION . . . with strong appeal for women . . . locks firmly closed and in 
three open positions without permitting entry. 
P O S I T I V E S E A L W E A T H E R STRIPP ING . . . that keeps heat and air conditioning efficiency and 
economy high . . . by itself a potent sales argument. 
OUTSIDE HUNG S C R E E N and integral bug b a r r i e r . . . combine to make absolute insect control a fact. 
DESIGN . . . clean lined, elegant and adaptable to all architectural styling. 

Find out how easily you can add the powerful sa les appeal of Daisy Doors to your next group of homes. Put 
this great quality and merchandising plus to work for y o u . . . then watch it help you sell more homes faster! 

Get details at once; write or tall: P E T E R S O N WINDOW C O R P O R A T I O N 
720 LIVERNOIS AVENUE • FERNDALE 20 , MICHIGAN 

THINWALL BATHROOM VENTILATING FAN . 

Catalogs available on Ventrola's complete line of dis
tinguished Fans and Range Hoods and the Venaire 
"Builders' Budget Line" ol Fans. Write today! 

T H I N 
T R I M 

TERRIFIC 

(ONLY 3V 4" 
DEEP) 

(TUCKS INTO 
WALLS OR 
CEILINGS) 

(QUALITY 
and 

PERFORMANCE) 

FOR TOP QUALITY and QUIET 
PERFORMANCE.. SPECIFY THE "409"! 
This brand new member of the Ventrola f a m i l y is designed for 
extra-quiet performance and ease of instal lat ion in ony type 
wal l s or ceilings where space is at a p remium. Its s l im (3 V.i ' 
deep) housing fits into wa l l s as thin as 4 inches. The eff icient 
4-pole motor assures excellent air movement and QUIET per
formance . . . ideal for apartments, motels and prefabs. The 
beaut i ful modern designed chrome plated grille w i l l blend 
wi th any decor. Fully guaranteed for 5 years. 

Available in "Builders' Budget Line" VENAIRE Model 806 
with lifetime guaranteed anodized aluminum gril le. 

V E N T R O L A M A N U F A C T U R I N G C O . o w o s s o . M i c h i g a n 
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THE 
INDUSTRIAL 
REVOLUTION 
IN 
HOUSING 

PROGRESS REPORT CO
 

Now—the first catalog 

of industrialized 

house components 

A 36-page brochure just issued by Koppers' Dylite 
panel department brings the big housing develop
ment of the 60s right to the merchandiser's threshold. 

Two NAHB Research Houses have made these 
panels familiar in their experimental form: In the 
1958 South Bend house, plywood-faced styrene panels 
were used in the walls, partitions, and roof of a single-
level structure (H&H . Jan '59). In the 1959 East 
Lansing house, Dylite panels were used above and 
below grade, with brick facing, in floor panels, as 
two-story wall sections, and as the main roof struc
ture (H&H . Mar). 

Now. an AIA file catalog shows just what can be 
done with modular components available today. 

The drawings on the left are taken from the bro
chure, show how Koppers' modular system works in 
erecting a typical panel house. Reading from top to 
bottom: 

1. Foundation and floor plan are laid out on basic 
4' grid. (For details, grid is broken down to 4" 
module.) 

2. Floor plates arc located, squared, and secured 
to the floor along center lines indicated by modular 
plan. Plates are leveled with automatic leveling tool. 

3. Exterior wall panels are erected in sequence, 
secured to plates and adjacent panels. Continuous 
top plate is installed. 

4. Interior load-bearing partitions and ridge 
beams are erected and secured. Non-bearing parti
tions go in simultaneously and mechanical installa
tions are started. 

5. Roof panels are affixed to ridge and wall con
nector plates. Interior partitions are fastened to roof 
panels. Roof joints and openings are taped; con
ventional roofing applied. 

6. Trim work is installed: cabinets placed: elec
trical and mechanical systems connected; pre-finishctl 
flooring installed. 

Koppers' drawings on the facing page show some 
of the system's versatility. 

For copy, check No. 67 on coupon, p 382 

M A N Y S H A P E S AND S I Z E S of Koppers panels are now 
available as the drawing (right) shows. Roof panels are 8' 
to 24' long. Wall panels of various heights fit flat or pitched 
roofs, inside and out. F.ven special valley shapes can be had 
for intersecting surfaces. 

Publications continued on p 376 



ROOF £ W A L L P A N E L S 

P O R P L A T " R O O F S 

NON-LOAD BEAMING 
PARTITION • 

CENTER LOAD REARING PARTITION 

HON LOAD BEARING PARTITION 

INTERMEDIATE LOAD 
•EARINC PARTITION 

F I L L E R P A N E L S 
F O R 
R O O P V A L L E Y S 

FLAT CEILING PANEL OVER 
IATHROOM CLOSETS ANO HALL 

NON LOAD REARING PARTITION 

WAROROBE CLOSETS 

    
   

P A R T I T I O N ' S F O R 
H O U S E S W I T H : 
S L O P I N G C E I L I N G S 

LOAD REARING PARllTl 

NON LOAD 
PARTITION 

WARDROBE CLOSETS 

P A R T I T I O N ' S F O R H O U S E S 

W I T H P L A T C E I L I N G S 



 

 

 

 

 

 

 

 

 
 

 

 

                       

Here are four ways to make the most of drywall 

site and can be either movable or fixed. 
System D uses 8" gypsum board strips to give 

rigidity to wall without using double lamination. 
In system A (above) the base layer is nailed 

to studs 16" oc with VA" blued nails. Surface 
layer is glue-nailed to base layer. 

In system B (below) two layers of wallboard 
over 1" rib form a VA" thick partition. 

Bestwall G y p s u m C o . Ardmore , P a . 
For copy, check No. 68 on coupon, p 382 

lUMMER " B " SYSTEM forms studless partitions from drywall sheets and spacers, uses stock gypsum hoard and I" gypsum spaces to make a 2'4" wall. 

 

 

Publications continued on p 378 

Bestwall G y p s u m has now summed up the dry-
wall innovations of Engineer E . B. Hummer in 
four booklets that show how to make the best 
interior walls and partitions from gypsum board. 

System A shows how to install high-quality 
double-drywall in frame construction. 

System B shows how to make a non-bearing 
studless partition. 

System C is also a partition system but dif
fers f rom system B because it is fabricated off 



finishing touch to your quality homes 

R o - W A Y 

o v e r h e a d 

d o o r 

RESIDENTIAL 
COMMERCIAL 
INDUSTRIAL 

ISoW.i y 
OVERHEAD 

DOORS 

In R O - W A Y garage doors you have quality that practically speaks for itself. Smart 
styling, for example, with decorative or standard panels . Finest materials with 
carefully se lec ted w o o d s and h e a v i e r - g a u g e hardware . Superior construction 
throughout, with glued and steel pinned mortise and tenon joints, rabbeted s e c 
t ions, precision squared munt ins, rails and st i les . Easy, quiet operation, with 
ball bearing rol lers, special ly designed track and tension-balanced spr ings work
ing together for smooth performance. T h i s is R O - W A Y quality . . . quality your 
prospects can s e e and appreciate . . . quality that helps make your sa les job 
easier . S e e for yourself—call your R O - W A Y distributor for full details. 

R O W E M A N U F A C T U R I N G C O . , 1121 H O L T O N S T . , G A L E S B U R G , I L L . 

Factory-Built "Oxigest" 
Sewage Treatment Plants 
Headed for New Jersey, 

Canada and Ohio 
This line-up for rail shipment in
cludes a 16,000-gallon "Oxigest" for 
a high school in Cape May, New 
Jersey; a 5,000-gallon unit for in
stallation at an Air Force refueling 
base on the Dewline in Canada; and 
a 27,000-gallon "Oxigest", with spe
cial hopper ends, destined for a new 
high school in Barlow, Ohio. 

BY THE MAKERS OF AMERICA'S 
FINEST FACTORY-BUILT SEWAGE 

LIFT STATIONS 

SmitA & ^oveU&A " O X I G E S T " 

" O X I G E S T " M E A N S P R O V E D Q U A L I T Y , E C O N O M Y A N D D E P E N D A B I L I T Y I N S E W A G E 

T R E A T M E N T F A C I L I T I E S F O R H O U S I N G D E V E L O P M E N T S , M O T E L S A N D S C H O O L S 

The Smith & Loveless "Oxigest" provides a low-
cost, dependable treatment of sewage . . . without 
requiring a skilled operator. Available in single, 
factory-built units to serve from 10 to 100 homes 
—or can be installed in parallel, as needed, to 
serve larger subdivisions. 

The long-period "Aerobic Digestion" treatment 
process of the "Oxigest" provides maximum treat
ment efficiency with minimum annual main
tenance. 

Complete factory-built units are available in 27 
standard sizes to cover a wide range of applica
tions. The "Oxigest" is easily and quickly in
stalled after delivery to the job site on specially-
built Smith & Loveless t r u c k s . . . o r by rail, for 
larger units. 

WRITE TODAY FOR F R E E ENGINEERING DATA 
MANUAL ON "OXIGEST" SEWAGE TREATMENT 
PLANT. ADDRESS DEPARTMENT 70. 

DIVISION-UNION TANK CAR COMPANY 
P. O. B O X 8 8 8 4 

KANSAS CITY 15, MISSOURI 
Plant: Lenexa. Kansas 
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Publications 

The builder's 
confidence builder! 

GLASS 
LINED 
WATER 
HEATERS 

Y o u take Mr. and Mrs. Prospect through your 
model home. You tell them about construction 
detail, materials, things they can't see and have 
to take on faith. 

But, down in the basement, they can see the 
name, " P E R M A G L A S , " on the water heater. 
Right away, everything else you've said is easier 
to believe. They' l l reason that a builder who has 
selected the best water heater made—and they 
know it's the best—has probably done a top job 
all the way through. 

H o w do they know it's the best? T h e public 
has already bought more than 5 , 0 0 0 , 0 0 0 water 
heaters from A. O. Smith ! That 's proved con
fidence—and you can put it to work for you 
without increasing your cost or selling price ! T h e r e 
is only one P E R M A G L A S and it's made by 
A. O . Smith. 

Write today, for details on the product and 
the proposition. 

Through research .. . a belter way 

A O Smith 
P E R M A G L A S D I V I S I O N 
KANKAKEE, ILLINOIS • NEWARK, CALIFORNIA 

A. 0. Smith International S.A.. Milwaukee 1. Wis. 

A. O. Smith Corporation, Kankakoe, Illinois 
Permaglas Division, Dept. H50 
Please send more information about Permaglas to me. 

Name. 

Street 

City Z o n e . . . . S l a t e . 

start on p 374 

F u l l w a t e r - h e a t e r l i n e 

A 46-page catalog of the Jackson line of 
gas and electric water heaters and hydro-
pneumatic pump tanks lists capacities, 
styles, and sizes for galvanized and glass-
lined equipment. Water heaters covered 
run from 6-galIon mobile-home units 
through undercounter. table-top. squat 
and tall residential models up to 200,000 
Btu booster and 120-gal commercial 
models. Water tanks covered run from 12 
to 525 gal. 

W . L . Jackson Mfg Co . Chattanooga. 
For copy, check No. 69 on coupon, p 382 

D a t a o n v e n t e d g a s h e a t e r s 

Literature describing H.C. Little's gas 
heaters covers recessed and surface-
mounted room units, window units, and 
wall furnaces. All units have sealed heat 
exchangers vented to the outdoors. Btu 
inputs run from 8.000 to 30,000. Larger 
models may add counter-flow blowers. 

H.C. Little Burner C o . San Rafael. Calif . 
For copy, check No. 70 on coupon, p 382 

B u i l d e r v e n t i l a t i n g l i n e 

L a u attic fans, range hoods, and central 
vent system are shown in the company's 
new builder catalog. Also included are 
Wall-Vanity bathroom cabinets and ven
tilating accessories. A separate folder 
shows how to install Center-Vent system. 

Lau Blower Co . Dayton. 
For copy, check No. 71 on coupon, p 382 

M o l d e d d r a w e r s t o r y 

Monsanto, which sells the plastic used by 
many drawer manufacturers, has put to
gether a 10-page booklet pointing out the 
advantages of molded drawers. The pam
phlet shows where and how to use them, 
how to install them. Among the uses sug
gested: under stair areas, in walk-in 
closets, under windows, in knee walls, in 
linen closets, as room dividers. 

Monsanto, Springfield. Mass. 
For copy, check No. 72 on coupon, p 382 

N e w look fo r i n t e r i o r . . . 

Two new booklets from Masonite plug 
the theme "Choose modern materials." In
cluded in one booklet are details of the 
Panelok system, Royalcote cherry and wal
nut panels, textured Seadrift. Peg-Board, 
and other types of hardboard. 
For copy, check No. 73 on coupon, p 382 

. . . a n d e x t e r i o r s 

Another new Masonite catalog covers all 
the company's exterior hardboards, in
cluding a wide range of vertical and hori
zontal siding. 

Masonite Corp, Chicago. 
For copy, check No. 74 on coupon, p 382 

S l i d i n g d o o r s a n d w a l l s 

A new 12-page color catalog from Ador 
covers the company's Scries A custom 
door. MS multiple units. M medium-price 
door. I budget-price door, and T fully 
insulated door. Also covered, the new 
Ador window-wall system. 

Ador Corp. Fullerton. Calif. 
For copy, check No. 75 on coupon, p 382 

continued on p 379 

INCREDIBLE BUT TRUE! 

BATHROOMS 
TILED 

PER MAN 
PER DAY 

MIRACLE 
CERAMIC TILE ADHESIVE 

B E S T F O R P R O D U C T I O N W O R K ! 

Right now in Levittown, as well as in developments 
all over the nation, one mechanic is installing tile in 
four bathrooms in just one day. Certainly it takes a 
special material to do the job. That's Miracle Ceramic 
Tile Adhesive. Truly the mechanic's mastic. Made by 
Miracle Adhesives Corporation, who introduced the 'thin-
set' adhesive method of setting clay tile more than 20 
years ago, and has been the pacemaker to progress in 
setting tile ever since. And, Miracle has engineered its 
Ceramic Tile Adhesive in accordance with the mechanic's 
own specifications. All over the country tile mechanics 
have told us what they wanted. In economy, in coverage, 
in long open time and in real waterproofness. All are 
combined in Miracle's Ceramic Tile Adhesive, finest and 
most economical tile adhesive in Miracle's entire 20 year 
history. Really long lasting, too! Try it. You'll be delighted 

with the way it speeds installations 
to achieve important savings. 
Send for latest edition of valuable, 
authoritative handbook "Adhesive 
Products for 'Thin-Set' Genuine Clay 
Tile." No obligation. 

MIRACLE ADHESIVES 
CORPORATION 

250 Pett i t Avenue, Bellmore, L . I . , N . Y . 
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N O W . . . Two easy steps 
guaranteed to increase 
y o u r 1960 profits . . . 

Publications 

step one 
Install National swimming pools 
beside your model homes 
to dramatize your subdivision . . 
to sell more homes . . . faster. . . 

step two 
Sell National swimming pools 
to buyers of your larger homes 
for added business profits 
through your own pool business . 

. . . NATIONAL pools . . . made of 
prestressed concrete for a life-time, 
trouble-free investment. . . 
specified by architects and 
engineers for America's finest 
country club, hotel, community 
and residential pools . . . 

. . . NATIONAL pools . . . easily 
installed by home builders . . . 
profitable builder franchises 
offer you special discounts . . . 

N A T I O N A L 

i k P O O L 

^ t o 3 = = c s S 3 ^ ^ e q u i p m e n t c o . 

Ind ianapol is . Ind . . F l o r e n c e . A la . , El Monte. Ca l i f . 
S o l e s o H i c t l i n principal cities 

NATIONAL POOL EQUIPMENT C O . , 
Box 1101, Indianapolis. Indiana 

Please send Information on National Prestressed Pools 

I am interested in: • BUILDING A POOL 

• FRANCHISE • EQUIPMENT • F I L T E R S 

Name 
Company 

Address _ 

City .Zone . S ta te . HH 

start on p 374 

P l a s t i c l a m i n a t e s a n d s u r f a c e s 

Pioneer Plastics new 8-page color brochure 
covers both Pionite laminates and Glamor-
Board plastic-surfaced hardboard. Colors 
and patterns are shown in full color. 
Photographs show typical installations. 
Diagrams show basic installation methods. 
Full specification data—properties, sizes, 
grades, adhesives, etc—are included. 

Pioneer Plastics Corp. Sanford, Me. 
For copy, check No. 76 on coupon, p 382 

L i g h t e d c e i l i n g b r o c h u r e 

Diffusa-Lite's 4-page brochure shows three 
current-styles of lighted ceilings—wall-to-
wall Vinylux. modular Modulux. and panel 
units—and introduces prefabbed hung-ceil-
ing units planned for use in kitchens, 
baths, recreation rooms. Brochure includes 
price list. 

Diffusa-Lite Co , Conshohocken, Pa. 
For copy, check No. 77 on coupon, p 382 

F i b e r i n s u l a t i n g p r o d u c t s 

Kaiser has a new 16-page catalog of the 
full line of Fir-Tex insulating products. 
Brief descriptions and application sug
gestion for each product are given as 
background data for specifications. The 
booklet also serves as a sales reference 
manual. Line includes all types of sound 
and heat insulating materials. 

Kaiser Gypsum. Oakland. Calif. 
For copy, check No. 78 on coupon, p 382 

F i l m on a l u m i n u m s i d i n g 

Alcoa has filmed a 30-minure story on how 
to sell and apply its new siding introduced 
in January. The picture tells how the 
siding was developed and manufactured. 
It tells how to estimate the job. use the 
special Alcoa accessories, complete the 
installation. Says Thomas J . Lannen of 
Alcoa: "If these procedures are followed, 
dealers should have no dissatisfied cus
tomers." The film is available for show
ings from distributors of the siding: 

Barrett Div. Allied Chemical Corp, New 
York City. 

Bird & Son Inc. East Walpole. Mass. 
Flintkote C o . New York City. 
Mastic Corp. South Bend. Ind. 
Philip Carey Mfg Co , Cincinnati. 

For showing, write direct to distributor 

H e a v y e q u i p m e n t c h e c k l i s t 

International has a 24-leaf foldout show
ing the construction equipment made by 
the company. Included: crawler tractors, 
blades, scrapers, cable control units, push 
plates, scraper-haulers, skid-shovels, side 
booms, and power plants of 16 hp to 
385 hp. 

International Harvester. Chicago. 
For copy, check No. 79 on coupon, p 382 

G u i d e to b u i l t - i n hi - f i 

Stromberg-Carlson has a 40-pagc color 
brochure detailing the many components 
and assemblies made by the company. The 
units include f m , a m , monaural, and 
stereo components. Assemblies are all 
stereo. Performance characteristics are 
charted in full tables. 

Stromberg-Carlson. Rochester. N.Y. 
For copy, check No. 80 on coupon, p 382 

continued on p 380 

 

SEND FOR 

NEW W H O L E S A L E 

C A T A L O G TODAY! 

Your Customers 

want the assur

ance that Quality 

Products alone can 

give. Across the 

country, Everyone 

looks to 

Morgan-Wightman 

to assure customer 

satisfaction. 

One-stop buying at 

Morgan - Wightman 

s a v e s . . . 

T i m e . . . 

M o n e y . . 

P a p e r w o r k 

 

  

    

     

M O R G A N - W I G H T M A N 

D e p t . H 3 , 9 9 1 0 P a g e , St . L o u i s , M o . 

P l e a s e s e n d m e y o u r c a t a l o g N o . 1 6 0 

N A M E 

C O M P A N Y . 

S T R E E T 

C I T Y S T A T E 
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Publications 

A d d b e a u t y plod 

m o r e e f f i c i e n t 

v e n t i l a t i o n 

 
 

C o n t r o l s c o n d e n s a t i o n in W i n t e r 

R e d u c e s A t t i c t e m p e r a t u r e in S u m m e r 

A p r a c t i c a l , a t t r a c t i v e l o w - s i l h o u e t t e i n s t a l l a t i o n 
o f V e n t - A - R i d g e is a m o r e - t o - s h o w , m o r e - t o - s e l l 
f e a t u r e . T h o u s a n d s o f h o m e s h a v e a d d e d t h e 
s a l e a b i l i t y o f a d d i t i o n a l c o m f o r t a n d b e a u t y 
w i t h a V e n t - A - R i d g e i n s t a l l a t i o n . . . a t n o 
p r e m i u m i n c o s t . 

   
    

     

    
  

• E C O N O M Y IN C O N S T R U C T I O N 
V e n t - A - R i d g e e l i m i n a t e s c u t t i n g and f r a m i n g o p e n i n g s a n d r i d g e s h i n g l e s . 
R e d u c e s l a b o r , i n s t a l l s in m i n u t e s . S i m p l y l e a v e 1 - 1 / 2 " a i r g a p at the 
r i d g e a n d c o v e r w i th V e n t - A - R i d g e . 

• I N C R E A S E D V E N T I L A T I N G C A P A C I T Y 
18 s q . i n c h e s of net f r e e a r e a p e r l i n e a l foot i n c r e a s e s a i r c i r c u l a t i o n a n d 
c u t s a t t i c t e m p e r a t u r e . Heat a n d m o i s t u r e r i s e . V e n t - A - R i d g e p r o v i d e s 
a n a t u r a l e s c a p e r o u t e . 

• W E A T H E R P R O T E C T I O N 
E x c l u s i v e , ( P a t . P c n d . ) 1 / 8 " r e v e r s e d l o u v e r s o n t h e u n d e r s i d e of V e n t -
A - R i d g e p r o v i d e e x c e l l e n t p r o t e c t i o n f r o m r a i n and s n o w . T e s t e d u n d e r 
h u r r i c a n e c o n d i t i o n s . V e n t - A - R i d g e m i n i m i z e d r a i n i n f i l t r a t i o n . 

A V A I L A B L E IN 8 ' 9 ' & 1 0 ' L E N G T H S 
V e n t - A - R i d g e i s a v a i l a b l e in 8". 9' and 10 ' l e n g t h s and c a n be c o m p o u n d e d 
to any l e n g t h to p r o v i d e the m a x i m u m a m o u n t of f r e e v e n t i l a t i n g a r e a f o r 
a n y a t t i c s p a c e . 

c l i p a n d m o i l y * T r a d e m a r k o f H o m e C o m f o r t M f g . C o . 
T O D A Y ! r 

W\Y% p r o d u c t s ( o . 

P r i n c t v i l l e , I l l i n o i s 

P l e a s e r u i h me l i te ra ture on V E N T A ' A ' R I D G E 

  
 

 

S t a t e 

start on p 374 

S i m p s o n b u i l d i n g p r o d u c t s 

This new 24-page catalog covers the com
pany's acoustical, insulating, and hard-
board products. Included arc: acousticul 
ceiling tile, acoustical roof deck, decora
tive tile and plank, building board, in
sulation, and 17 varieties of hardboard. 
The brochure illustrates and describes 
methods of application, physical properties, 
.ind specifications. 

Simpson Logging Co . Seattle. 
For copy, check No. 81 on coupon, p 382 

E l e c t r i c h e a t c o n t r o l s 

The complete Chromalux line of thermo
stats is described in a new 4-pagc folder. 
Line-voltage and low-voltage, single-stage 
and two-stage, transformers, relays, and 
magnetic contactors are included. Each 
unit is illustrated, described, specified, and 
shown in a typical wiring diagram. 

Edwin L. Wiegand Co . Pittsburgh. 
For copy, check No. 82 on coupon, p 382 

D a t a on i n s u l a t i n g s h e a t h i n g 

Celotex has a new 12-pagc brochure de
tailing the bracing strength, insulation 
value, durability, etc. of its fiberboard in
sulation. Results of strength tests are 
listed; application instructions for various 
exterior surfaces are included. A chart 
compares the economy and insulating ef
ficiency of various types of sheathing. 

Celotex. Chicago. 
For copy, check No. 83 on coupon, p 382 

F l o o r i n g f i lm a v a i l a b l e 

Amitco has prepared a I2-minutc four-
color film to show its new flooring prod
ucts. Amtico floorings are shown installed 
in the home of movie actor Cornel Wilde 
and surveyed in showroom scenes. 

American Biltrite Rubber Co . Trenton. 
For showing, write direct to distributor 

W a t e r t i g h t c e m e n t w o r k 

Master Builders has two new booklets: 
one tells how to design and specify water
tight masonry; the other discusses water
tight concrete. 

The masonry bulletin tells how to get 
a cohesive plastic mortar. It discusses 
mortar ingredients and proportioning: 
compatability of brick and mortar; con
trol of shrinkage and bleeding: separation 
cracks: importance of proper protection. 
For copy, check No. 84 on coupon, p 382 

The concrete bulletin summarizes au
thoritative data on watertightness. It dis
cusses the basic requirements and how to 
reduce shrinkage, bleeding, segregation. 

Master Builders Co . Cleveland. 
For copy, check No. 85 on coupon, p 382 

M i c a r t a w a l l s u r f a c i n g 

Westinghouse has a new H-pagc booklet 
telling where and how to use new Micarta 
PanelWall materials. The pamphlet has 
three major parts: 4-color pictures of 
room settings finished in PanelWall. a 
timed and detailed installation sequence, 
and a 4-color palette of the colors and 
styles available. 

Westinghouse. Pittsburgh. 
For copy, check No. 86 on coupon, p 382 

continued on p 382 
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50 NOW! A W YEAR 
WRITTEN GUARANTEE 
ON HOME DRAINAGE 
SYSTEMS AND SEWERS! 
I t ' i t r u e ! U s e s u p e r i o r T Y L E R C a s t I r o n Soi l P i p e & 

F i t t i n g s in the n e w h o m e s y o u b u i l d a n d , A T N O E X T R A 

C O S T , y o u a d d the a d d i t i o n a l q u a l i t y - f e a t u r e of a n e n t i r e 

h o m e d r a i n a g e s y s t e m G U A R A N T E E D F O R 5 0 Y E A R S ! A 

w r i t t e n G u a r a n t e e t h a t c o v e r s m a t e r i a l A N D l a b o r . 

A N D m e a n s w h a t it s a y s ! For c o m p l e t e d e t a i l s o n 

T Y L E R 5 0 - Y E A R H O M E D R A I N A G E S Y S T E M S , s e e 

y o u r p l u m b i n g c o n t r a c t o r o r w r i t e us T O D A Y ! 

TYLER PIPE & 
T Y L E R , 

member cast iron ((j/j^ sail pipe institute 

 
 

          

    
    

N o w , e v e r y k i t c h e n c a n h a v e 

P U R I F I E D A I R 
. . . with N O o u t s i d e d u c t s ! 

D U C T L E S S HOOD 
banishes cooking odors. . . 

removes smoke, grease—even 
pollen—by a time-tested 

scientific miracle. This is the 
magic of Activated Charcoal 

— the substance that purifies 
the air men breathe in 

atomic submarines. 

S IMPLE TO I N S T A L L . . . 
D U C T L E S S HOOD 

uses no expensive outside 
vents or louvres. Instead, 

powerful motor-blowers re
circulate kitchen air through 
filters to remove impurities. 

V. 8. Patent No. 2880124 

TOTAL FREEDOM 
IN K ITCHEN D E S I G N ! 

D U C T L E S S HOOD is self-
contained, permitting kitchen 

units to be placed in any 
desired location. Sizes 

and colors for every decor. 
For other rooms—the built-in 
DUCTLESS AIR PURIFIER 

 
    

Pipes and 
ducts costly 
to install — 
take up shelf 
space-waste of 
house heat and 
conditioned air. 

Write for literature: T H E D U C T L E S S H O O D C O . . I N C . 

Dcpt 81, 601 Plandomc Rd., Manhasset, N. Y . 

I N S T A L L E D I N S E C O N D S ! 
N O H a n g i n g ! 

N O P a i n t i n g ! 

N O H a r d w a r e ! 
New, unique patented de
sign enables the builder to 
use construction short-cuts, 
labor-saving installation pro
cedures never before en
joyed. Available in heights 
to 8', widths to 4' . Can be 
installed in pairs. 16 lovely, 
\\ ashable, fire-resistant v iny l 
colors available. 

FABRIC DOOR 
Slashes Builders Costs 

For complete details write 

T H E C O L U M B I A M I L L S , I N C . 
3 6 8 S . W A R R E N S T R E E T S Y R A C U S E 1, N E W Y O R K 

Cut installation t ime 
| M M £DIAJE in half! 

EllVERY 
COMPLETE 
PRE-ASSEMBLED 
SET 
I n c l u d e s a l u m i n u m j a m b 
c o v e r , steel f l o c k e d s p r i n g 
b a l a n c e s , s p r i n g c o v e r s 
C O V E R S R I V E T E D 
P E R M A N E N T L Y . 

One piece for each side of double 
hung window! Just fasten the sash 
and the job is done. Installation 
time is half! Speeds window produc
tion, too! Increases profits! Complete 
range of sizes for all frame openings! 

Gives silent dependable 
operation plus tightest 

possible seal. Check with 
{ us today for prices. 

S E N D F O R T H I S 

FREE 

CATALOG 

CENTRAL METAL STRIP C O . 
4 3 4 3 N . W E S T E R N A V E N U E • C H I C A G O 1 8 , I L L I N O I S • J U n i p e r 8 - 8 0 3 6 
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H O W A R D M I L L E R 

HOWARD MILLER BUILT-IN W A L L C L O C K S 
enhance any decor. Model 6734 . . . Alu
minum or Brass . . . 15" to 24" dial diame
ters . . . Retail $50. A complete line of 
built-in wall clocks . . . 9" to 12" dial diame
ters from $11.95 to $17.95. UL Approved. 

Movement is mounted in wall. Easy installa
tion according to template and complete 
instructions furnished. W R I T E FOR COM
P L E T E , I L L U S T R A T E D L I T E R A T U R E . 

B U I L T - I N D I V I S I O N 

Howard miller clock company 
Z E E L A N D , M I C H I G A N 

How to p l a n a pool 

A Texas swimming pool equipment maker 
has issued a 24-page booklet giving statis
tics on pool ownership, descrihing the types 
of pools commonly available, telling what 
equipment is needed, how the pool should 
be planned and sited. The last four pages 
of the booklet are squared off to help in 
planning. 

Paddock of Texas. Dallas. 
For copy, check No. 87 on coupon below 

start on p 374 

S t u d l e s s m e t a l - l a t h p a r t i t i o n s 

Methods of installing studless plaster par
titions have been hrought up to date in a 
new publication from the Metal Lath 
Mfrs Assn. The booklet lists recommended 
construction techniques and sample specifi
cations. Detail drawings show ceiling and 
floor attachments, door framing, and cased 
openings. 

Metal Lath Mfrs Assn. Cleveland. 
For copy, check No. 88 on coupon below 

Want more information? 
T h e n u m b e r s b e l o w a r e k e y e d t o t h e i t e m s d e s c r i b e d o n t h e N e w 

P r o d u c t s a n d P u b l i c a t i o n s p a g e s . C h e c k t h e o n e s t h a t i n t e r e s t y o u 

a n d m a i l t h e c o u p o n t o : 

H o u s e & H o m e R o o m I 9 6 0 . T i m e & L i f e B u i l d i n g 

R o c k e f e l l e r C e n t e r , N e w Y o r k 2 0 , N . Y . 

NEW PRODUCTS • May 
1. Q Alcoa adhesive bucked foil 
2. • Super Mieroseal process 
3. P Chambers appliance line 
I . • Clopny Shoji doors 
5. J Curtis Co's natural urn In floors 
0. p Holcombe & Hoke soundproof door 
7. • Weather-Seal storm door 
8. Q Seattle Tent airhouse 
It. Q Specialty Electronics shelter 

10. • A i r Structures plastic tent 
11. • General Lite Metal's fence 
12. Q Bohn Aluminum grille 

"' Kaiser embossed panels 
14. • Jerrold antenna system 
15. f j Foam plastic celling 
HI. P Superior water purifier 
17. P My Maid ccntrnl vacuum cleaner 
! H . p Caradco awning unit 
ID . • Heuten casement bow 
20. • Peterson Penguin window 
21. • Rimco casement unit 
22. • Preclsionware cabinets 
2:1. • Dimensional kitchen 
24. • Major Line kitchen 
tS. Q Thermador Lcctro-Host 
20. P Gaffers & Snttler double oven 
27. n Emerson oven hood 
2K. P Duo-Fast staple irun 
20. Q Filon lightweight panel 
•Hi. p Stran-Steel colored panel 
31. P Kohler one-lever faucet 
32. p Magnalum shower pan 
33. P Carlton lavatory bowl 
31. P Astral refrigerator 
83. P Dixie free/er 
30. p CiE refrigerator-freezer 
37. P In-Sink-Brntor disposers 
38. P Broan mlxed-flo hood 
30. • Knnpe & Voirt wastehasket rack 
40. P Amtlco travcrtlmc vinyl 
+1. O Cambridge serpentine tile 
42. P Tlbbnls block flooring 
43. O Polyplastex wall coverinir 
44. P US Gypsum Acoustone 
45. P Formica wood grain tile 
id. • Stewart humidistnt 

47. • L e n n o x p a c k a g e c o n d i t i o n e r 
4 8 . • H o n e y w e l l e a s y - r e a d t h e r m o s t a t 
IB. • B a r - B r o o k g a s f u r n a c e 
.10. p V a l l e y h u m ) diner 
5 1 . • E l e c t r o - K l e a n t i t t e r 
52. • A r r o w M a r t & l i e g e m a n T V p l u g 
5 3 . • K e y s t o n e o u t l e t b o x e s 
54. • C o d e C o v e r o u t l e t p l a t e 
55 . • L o m a n c o r o o f v e n t 
5 f l . • T i i r b - O - V e n t v e n t i l a t o r s 
57. O S u d b u r y S k y - V e n t 
5 8 . • H o u g h H-30 P a y l o a d e r 
5 9 . • D a v i s s e l f - p r o p e l l e d t r e n c h e r 
0 0 . • V i k i n i r r o l l e r b l a d e 
0 1 . O D e W a l t s a f e t y f e a t u r e s 
02. • M a s t e r s e l f - p o w e r e d v i b r a t o r 
03. • O n a n g e n e r a t o r s 
04. P A l k e o d i l T u s e r 
05. n C o l e m a n e n t r a n c e l a m p 
flfl. • S l a t e r t w r > - p n s i t i o n s w i t c h 

PUBLICATIONS 

07. • Kopper's Dylite panel catalog 
08. • Bcstwall's Hummer systems 
Oil. • Jackson wnler-heater line 
70. p H.C. Little vented heaters 
71. • L a u ventilating line 
72. _' Monsanto molded-drawer story 
73. P Masonite interior uses 
74. P Masonite exterior uses 
75. P Ador slifling doors anil walls 
70. P Pioneer plastic laminates 
77. P Diffusa-I.ite ceiling brochure 
78. p Kaiser insulating products 
71). P International heavy equipment 
so. P Guide to Stroml>erg-Cnrlsoii hi-fi 
81. P Simpson budding products 
82. P Chromalux heat controls 
83. P Data on Celotex sheathing 
84. P Watertight masonry hulletin 
85. P Watertight concrete hulletin 
80. P Micarta wall surfacing 
87. P Paddock pool planning l>ooklct 
88. • Studless metal-lath partitions 

NAME 

POSITION FIRM 

KIND OF B U S I N E S S . 

S T R E E T 

CITY STATE 

IMPORTANT: 

House & Home's servicing of this coupon expires Aug, I960. In addressing direct inquiries 
please mention House & Home and the issue in which you saw the product or publication. 

I wish to enter a subscription to House & Home for I year, S<5 f j 2 years, $8 • 

US and possessions and Canada only 

• New • Renewal 
Signature 
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OVER 5,000 BUILDERS 
ASKED FOR THIS 
BOOKLET IN ' 5 9 ! 

WOSLEY TV 
WIRING HELPS 
SELL HOMES 

C o m p l e t e p a c k a g e d kits 

w i th w i r i n g , w a l l 

p la tes a n d h a r d w a r e . . . 

d e s i g n e d by M o s l e y 

e lectronic spec ia l is ts for 

per fect -p ic ture recept ion . 

G i v e s e a c h h o m e a 

f a c t o r y - e n g i n e e r e d , bui l t - in 

sys tem that connects 

one rooftop a n t e n n a w i th 

t w o or four rooms. 

( H a v e a set in e a c h room or 

m o v e one a r o u n d . ) 

A L R E A D Y USED IN 

T H O U S A N D S O F 

Q U A L I T Y H O M E S 

WRITE FOR YOUR FREE 

BOOKLET HH-5 NOW! 

You' l l want this 

/ low cost extra feature in 

your new h o m e s ! 

£ 4 6 1 0 N o . L i n d b e r g h • B r i d g e t o n , M o . 

S Y M O N S S t e e l S t a k e 

C a n B e 

R e u s e d 

I n d e f i n i t e l y 

D r i v e s e a s i l y i n t o 

h a r d e a r t h . C a n b e 

u s e d f o r p r a c t i c a l l y 

a n y t y p e o f s t a k e 

w o r k . T h i s p o p u l a r 

a n d p r o f i t a b l e i t e m 

i s a v a i l a b l e i n 1 2 " , 

1 8 " , 2 4 * . 3 0 " , 3 6 " 

a n d 4 2 " s i z e s . 

 
  

   

 

• Pullout hole 
for easy 
removal 

Easi ly secured 
to lumber— 
can be nailed 
every 1" O.C. 

. " I " beam design 
drives eas ier , 
holds best 

FREE! 

S t a k e P u l l e r 
w i t h o rde r o f 

100 
Sizes can be mixed 
P r i c e s a n d i t e m s s h o w n a r e 

n e t F . O . B . C h i c a g o , I l l i n o i s 

f a c t o r y a n d s u b j e c t t o c h a n g e 

w i t h o u t n o t i c e . 

TERMS: (Check one) Check enclosed ; if satisfactory mercantile 
rating or reference is furnished, net 30 days , C.O.D. . 

^t/mons CLAMP & MFG. CO. , 
4 2 7 7 D i v e r s e y A v e n u e D e p t . E O 

P l e a s e s h i p t h e f a l l o w i n g S t e e l S t a k e s : 
C h i c a g o 39, I I I . 

Q u a n t i t y S i z e Pr ice E a c h To ta l Pr ice Q u a n t i t y S i z e Pr ice E a c h To ta l Pr ice 

1 2 " $ 1 . 0 0 3 0 " $ 1 . 3 0 

1 8 " 1 . 1 0 3 6 " 1 . 4 5 

2 4 " 1 . 2 0 4 2 " 1 .60 

P L E A S E PRINT 

F i rm N a m e — — 

A d d r e s s 

C i t y 

B y 

- Z o n e S t a t e -

S I G N A T U R E 

For Family Room, Recreation Room 
Outdoor Kitchens the new 

JUlirtone 
KITCHEN CENTER 

creates 

new prestige 

and 

sales appeal 

M o r e a n d m o r e f a m i l i e s s e e a n d w a n t t h e 
s t e p - s a v i n g c o n v e n i e n c e , s m a r t e r e n t e r 
t a i n i n g a n d g r e a t e r l u x u r y in h o m e s t h a t 
f e a t u r e t h i s v e r s a t i l e , a t t r a c t i v e K i t c h e n 
U n i t . 
A F a m i l y - S i z e R e f r i g e r a t o r . . . A S i n k . . . 
2 - B u r n e r R a n g e . . . A l l in 3 0 C o m p a c t 
I n c h e s ! 

Write for brochure and complete information on 
this, and larger All-in-One Kitchen Centers and 
the complete King line of Refrigerators . . . Air 
Condit ioners . . . Freezers . 

30 wide x 2 4 " deep x 3 6 " high 

5 CU. FT. REFRIGERATOR has freezer 
compartment, new magnetic door clos
ure and inner door liner with increased 
shelf space . 

1 7 " STAINLESS S T E E L SINK holds 
largest platters 
PLENTY OF WORK SPACE 
2-BURNER STOVE — gas or e lect r ic 

Perfect anywhere space is precious 
and attractive appearance is essent ia l ! 

KING REFRIGERATOR CORP. / 76-02 Woodhaven Blvd., Glendale 27, N. Y . / TW 7-2200 
MANUFACTURER OF REFRIGERATION PRODUCTS FOR MORE THAN 25 Y E A R S 

t h e s e f o o t p r i n t s l e a d t o t h e m o s t p r o f i t a b l e 

d e a l e r s h i p y o u c o u l d e v e r h a v e — 

cabana 
vis-a-pool 

the family swimming pool at a family price 

16' x 32' COMPLETE 

READY FOR SWIMMING 
$3295 retail 

Larger models available 

Patent! Pending 
I n 1960 A m e r i c a n famil ies will spend more than $247,1)00.000 

for private hack-yard swimming pools. Y o u r slice of this 
profitable business is loo big to ignore. W i t h no investment 

in inventory, with no costly equipment, you can become 
a C u h n n a dealer. C a b a n a offers you what you need: 

1 . A unique pool that can be installed In 3 days without disrupting household 
toutine, durable for a liletrme. virtually maintenance-free, designed for 
contemporary architectural beauty, dollar for dollar, square loot for 
square foot, the lowest priced real swimming pool in Ameuca. And it's 
the safest swimming pool on the market! 

2 . Exclusive territory, and a product no competitive dealer can duplicate— 
at any price. 

3. Sales, advertising, and engineering support. Selling is no big problem— 
you get every lead in your territory that our national advertising pulls in. 
You get all the material you need for local advertising — foldors, 
brochures, newspaper ads, premiums, promotion and sales training, and 
the services of our top notch advertising agency and publicity firm. 

A. The solid product and reputation of the soundly managed, well-financed 
Cabana Pools Corporation, which has never had a dealer failure! 

c a b a n a p o o l s i n c . 
6 4 0 F i f t h A v e n u e N E W Y O R K 19, N E W Y O R K 

Do no more now than write for 

full details. Find out how you 

can become a money-making 

man in one of the most 

dynamic markets in America! 
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CONTRACTORS! time, labor and 
BUILDERS! $*"%xpensive lumber 

  

Pour Basements 

with B N C O - P O L L M A N adjustable 

Concrete Wal l Forms . . . 
It's the easy, economical way to ImiM . . . much faster 
ami lower in cost than cement Mocks. Versatile, light
weight B N C O - P O L L M A N Concrete Wall Forms are 
now available for rental with option to huy. 

W R I T E T O D A Y for fu l l i n f o r m a t i o n 

BIERSACH a NIEDERMEYER CO. 
founded 1873 

1 9 3 7 N O R T H H U B B A R D ST. M I L W A U K E E 1 2 , W I S C O N S I N 

SPEED IS PROFITABLE 

NEW I D A C O AUTOMATIC RAFTER MACHINE 
UP TO 40 RAFTERS PER MINUTE WITH TWO MEN ! 

ATTENTION ! 
Volume Home Builders, Pre-Cut 
and component parts manufacturers. 
This machine was designed for you! 
• M A K E S F O U R C U T S at o n e p a s s . 
• T W O C U T S f rom t o p -

o n e or t w o d a d o or notch u n d e r cuts . 
• D O U B L E C U T S m a t e r i a l 4 ' to 2 4 ' l o n g . 

All saws will angle cut—end/ess c h a i n feed. 

RECENT DELIVERIES: 
B U R N S I D E C O N S T R U C T I O N C O . , C h i c a g o H e i g h t s , I I I . / J O H N F. L O N G H O M E S , 
I N C . , P h o e n i x , A r i z o n a / S T E I N E R L U M B E R C O . , S a c r a m e n t o , C a l i f o r n i a / 
S T E I N E R L U M B E R C O . , O r o v i l l e , C a l i f o r n i a / I D A C O L U M B E R C O . , H e a l d s b u r g , 
C a l i f o r n i a / A I R K I N G M F G . C O . , T i g a r d , O r e g o n / * W A R M S P R I N G S L U M B E R 
C O . , C a l i f o r n i a / * L O G H O M E S , I N C . , L a k e G e o r g e , N . Y . 
* l n production 

A L S O M A N U F A C T U R E R S O F A U T O M A T I C W A L L S E C T I O N , C E I L 
I N G J O I S T A N D M E T A L C O N N E C T O R R O L L P R E S S M A C H I N E S . 

Write, wire or telephone 

5A C O i d a c o E n g i n e e r i n g & EQUIPMENT CO. ( I D A C O 
3 2 0 0 P E R A L T A ST. 

C A L I F O R N I A 
O A K L A N D 8, 

O L y m p i c 2 - 2 4 0 0 

O V E N A N D 

B R O I L E R 
or s t a n d a r d 16" d o u b l e - o v e n . 

SUPERB STYL ING! Giant 
24* or standard 16' double-
oven. 

SHALLOW C O O K - T O P — 
only t%* deep. Allows ex
tra drawers underneath! 

SAVE UP TO 25% L A B O R C O S T S 

A quick sale . . so close to the heart (and 
pocketbook) of every man who sells! 

The beauty, convenience and sales-appeal 
of new Vesta Built-ins bring the 'ooooohs' and 
"aaaaahs" that make sales come faster. Finest 
Vesta no call-back quality keeps 'em sold, too! 

Magnificence in every inch! Four beautiful 
porcelain enamel finishes or handsome stain
less steel. 

O N E - Y E A R F A C T O R Y W A R R A N T Y 

. . . G A S O R E L E C T R I C 

  
  

 

fiift sHytfuAQ {ouch 

NEW! Push-in 
Irame always 

lits f lush 1 1 JTT\ 

NEW! 
Square-tit 

cook-top—no 
curves to cut! 

s - r A 
Also Builders of 

famous Vesta ranges 
A T H E N S S T O V E W O R K S INC. 
Dept. 3 A T H E N S . T E N N . 

NEW RUGGED Campbell-Hausfeld 

 
PRESSURE 

TANK 
UNITS 

. . . ideal for paint and 
building contractors, 
rental, maintenance, 

or other hi-volume 
air power requirements! 

• Rugged twin cyl inder air compressor (2VV bore x 2" stroke) 
. . . delivers 5.4 CFM at 45 psi . 

• Up to 100 psi continuous, 150 psi intermittent. 

• 1 HP electric motor with automatic pressure switch, or 3 HP 
gasoline motor with constant speed unloader. 

• 20 gallon tank. Stationary, or mobile with 10" rubber tired 
wheels. 

Offers years of trouble-free high volume air delivery for fast 
sa les , satisfied customers. Write for Bulletin HP 100 today! 

"Whatever your paint spray needs . . . 
Campbell-Hausfeld has the unit for you.' 

T h e Campbel l -Hausfe ld C o . , 305-0 Ra i l ro ad Ave . , H a r r i s o n , i 

C A M P B E L L - H A U S F E L D 
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A C M E . . . a g a i n chosen for important installations! 

R O E - 5 
Relrigorolor Range 

Oven-Sink 4 in 1 
Complete Packaged Kitchen 

A C M E . . . 

R E F R I G E R A T O R - R A N G E -

S I N K - C O M B I N A T I O N S 

Architects everywhere find A C M E Space -
Saving Units ideally suited for apartment 
conversions, homes, motels, hotels, cabins, 
resorts, playrooms, etc. Send for our fully 
illustrated catalog with complete specifica
tions and prices. 

A m e r i c a n a — Miami Beach , Flo Riv iera — Los Ange les , C a l . Triton Hotel - S a r a s o t a , F l a . 

 

  
    

 
A R I S T O C R A T 

Refrigerator and 2 burner 
Hide away Range 

w 
See our complete line in S W E E T ' S C A T A L O G 25 -fc 

A C M E NATIONAL REFRIGERATION CO., INC. 
O F F I C E S & F A C T O R Y : 1 9 - 2 6 H a z e n S t r e e t , A s t o r i a 5 , N . Y . M a i l i n g A d d r e s s : P. O . B o x 1 8 8 , A s t o r i a 5 , N . Y . , R A v e n s w o o d 1 - 5 5 1 0 

R E S - 4 A F 

2 burner Ronge, 
Refrigerator and Sink 

A D V E R T I S E R S I N D E X : 
This advertisers index publisned by HOUSE & HOME is an editorial service 
to its readers. HOUSE & HOME does not assume responsibility to adver
tisers for errors or omissions in preparation of these listings. 
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385 Acme National Refrigeration Co. 

218-219 Alliance Ware. Inc. 
221 Allied Chemical Corp. (Barrett Div.) 
351 Alsco, Inc. 

222-223 Aluminum Company of America 
16-17 American Biltrite Rubber Co. (Amtico Flooring 

Div.) 
111 American Brass Co. 

243. 339 American Gas Association 
122-123 American-Marietta Co. 

59 American Motors Corp. (Kelvinator Div.) 
39 American-Olean Tile Co. 

258-259 American Screen Products 
11-14 American-Standard 

307 American-Standard Corp. (Youngstown Kitchens 
Div.) 

24-25 American Steel & Wire Div. (U. S Steel Corp.) 
121 American Telephone & Telegraph Co. 
370 American Welding & Mfg. Co. 

227-228 Amerock Corp. 
23 Amsterdam Corp. 

96-97 Andersen Corp. 
244 Arcadia Metal Prod.. Inc. 
384 Athens Stove Works 

317-318 Barber Coleman Co. 
221 Barrett Div. (Allied Chemical Corp.) 

36 Bell & Gossett Co. 
27 Berry Door Corp. 

384 Biers;ich & Niedermever 
261 Bird A: Son. Inc. 

40-41 Borg-Warner Corp. 
353-354 Bostitch. Inc. 

257 Briggs Manufacturing Co. 
362 Broan Manufacturing Co. 
340 Brown Co. 

99 Bruce Co.. E. L. 
37 Bryant Manufacturing Co. {Div. of Carrier Corp.) 

68-69 Bulldog Electric Products Co. 

383 
232-233 

Cabana Pools. Inc. 
California Redwood Assn. 

Page: 
389 Caloric Appliance Corp. 
384 Campbell-Hausleld Co. 
216 CARADCO. Inc. 
352 Canvas Awning Institute, Inc. 

386-387 Careay Manufacturing Co.. The Philip 
92 Carrier Corp. 

268 Carrolllon Manufacturing Co. 
266-267 Cast Iron Pipe Research Assn. 

348 Celotex Corp., The 
381 Central Metal Strip Co. 
309 Chambers Built-lns, Inc. 
118 Coleman Co.. The 
284 Colorado Fuel & Iron Corp. 
381 Columbia Mills. Inc.. The 
309 Consolidated General Products. Inc. 

299-300 Consoweld Corp. 
76-77 Crane Co. 
90-91 Curtis Companies, Inc. 

226, W8. 9 Day & Night Mfg. Co. 
302 Delta Faucet Corp. 

72-73 Dow Chemical Co. 
381 Ductless Hood Co., Inc. 
242 Dunn Manufacturing Co.. W. E. 
388 DuPont de Nemours & Co.. Inc., E. I . 
338 Dwyer Products Corp. 

242 Edwards Engineering Co. 
229 Efron Manufacturing Co.. Theodore 
280 Eljer Division (Murrav Corp. of America) 

83. 85. 87. 89 Emerson Electric Mfg. Co. 

226. W l Fabricon Products 
224-225 Farley & Loetscher Manufacturing Co. 
320-321 Fasco Industries. Inc. 
290-291 Fedders Corp. 

226. Wf>. 7 Fibreboard Paper Prod. Corp. (Pahco Gypsum 
Div.) 

226. W3 Filon Plastic Corp. 
86 Flintkote Co.. The (Orangeburg Div.) 

9 Flintkote Co.. The ( Van Packer Co. Div.) 
6. 337 Flintkote Co.. The (Building Materials Div.) 
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275 Float-Away Door Co. 
226, W2 Forest Fibre Prod. Co. 

322 Ford. Inc., Ivon R. 
270-271 Ford Motor Co. 
125-126 Formica Corp., The 

103 Frantz Manufacturing Co. 
361 Frigidaire Division (General Motors Corp.) 

Page: 

59 Kelvinator Division (American Motors Corp.) 
42 Kentile, Inc. 
10 Kcwanee Manufacturing Co. 

286-287 Keystone Steel & Wire Co. 
383 King Refrigerator Co. 

15 Knapc & Vogt Manufacturing Co. 
67 Koppers Company, Inc. (Wood Preserving Co.) 

5 Kwikset Locks, Inc. 

106- 230-231. General Electric Co. 
283, 305, 365 

112-113 General Electric Co. (Hotpoint Div.) 
361 General Motors Corp. (Frigidaire Div.) 

79-82 Georgia-Pacific Corp. 
315 Gerber Plumbing Fixtures Corp. 

226, W11 Gladding, McBean Co. (Hermosa Tile Div.) 
74 GOOD HOUSEKEEPING MAGAZINE 

357 Grant Pulley & Hardware Corp. 
7 Gustin-Bacon Mfg. Co. 

292 Lancer Pools Corp. 
346 Leigh Building Products Division (Air Control 

Products, Inc.) 
237-240 Lennox Industries Inc. 

364 Leviton Manufacturing Co. 
254-255 Libbcy-Owens-Ford Glass Co. 

347 Lightolier. Inc. 
28-29 Line Material Co. 

344 Long-Bell Division (International Paper Co.) 
289 Lyon, Inc. 

298 
345 
38 

327 
335 
314 

226. W l 1 
52-53 

324 
315 
325 

350,380 
112-113 

293 

326 
384 
296 
107 
372 

4 
344 

84 
34, 294-295 

H. C. Little Burner Co.. Inc. 
Hager & Sons Hinge Mfg. Co., C. 
Hall Mack Co. 
Harnischfeger Homes. Inc. 
Harris Manufacturing Co. 
Hastings Aluminum Products 
Hermosa Tile Div. (Gladding, McBean A Co.) 
Hines Lumber Co. 
Hobart Manufacturing Co., The 
Holcombe & Hoke Mfg. Co. 
Homasote Co. 
Home Comfort Mfg . Co. 
Hotpoint Co. (Div. of General Electric Co.) 
HOUSE B E A U T I F U L MAGAZINE 

Tda Prod. Co. 
Idaco Engineering & Equipment Co. 
Ideul Co. 
Inland Steel Prod. Co. 
Insular Lumber Sales Corp. 
Insulating Siding Assoc. 
International Paper Co. (Long-Bell Division) 

Jerrold Electronics Corp. 
Johns-Manville Corp. 

3 8 6 

220 Magic Chef 
330 Majestic Co., Inc., The 

8 Major Industries, Inc. 
104-105 Malta Manufacturing Co., The 

334 Marsh Wall Products, Inc. 
276-277 Masonite Corp. 

297 Meadows. Inc., W. R. 
306 Midwest Houses. Inc. 
382 Miller Clock Co.. Howard 

48-49 Minneapolis-Honeywell Regulator Co. 
378 Miracle Adhesives Corp. 
356 Mississippi Glass Co. 

328-329 Moe Light Division (Thomas Industries, Inc.) 
234-235 Monsanto Chemical Co. (Plastics Div.) 

319 Monsanto Chemical Co. (Organic Chemicals Div.) 
379 Morgan-Wightman Supply Co. 
50 Mortgage Associates. Inc. 

383 Mosley Electronics. Inc. 
312 Municipal Service Co. 
280 Murray Corp. of America, Inc. (Eljer Div.) 

367 National Clay Pipe Mfrs.. Inc. 
18 National Concrete Masonry Assn. 

108 National Gypsum Co., The 
390 National Homes Corp. 
379 National Pool Equipment Co. 
124 New Castle Products, Inc. 
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i s o u r b u s i n e s s 
C A R E Y F I R E - C H E X , » ' 3 2 5 S H I N G L E S * 

...the quality roofing fo r homes of highest quality 
Carey Fire-Chexcift '325 Shingles were 
developed specifically for the builder of 
quality homes. Fire-Chex '325 tasteful, two-
tab styling gives every home that long, low 
look which so typifies modern living. Lovely 
Fire-Chex "Shadow Blends"—true "works 
of a r t " — w e r e d e v e l o p e d by H o w a r d 
Ketcham, Inc., leading American color con
sultant, to fu l f i l l the desires of home-buyers 
everywhere for full-color living. Each Fire-
Chex roof-top is an exciting experience in 
rich color. 
Indestructible Carey asbestos fiber, com
bined wi th Carey thermoplastic asphalt, 
has resulted in the toughest, strongest roof
ing shingle ever developed. This unique 
composition has won for the Fire-Chex '325 

Shingle the UNDERWRITERS' LABORA-
TORIES CLASS '"A" FIRE SAFETY RAT
ING. Fire-Chex ' 3 2 5 Shingles also seal 
INSTANTLY on pressure contact, and 
stay sealed under the most adverse weather 
conditions, thanks to the exclusive STA-
SEALiy tab. No anxious waiting for the 
sun to do the sealing job! 
Fire-Chex ' 325 Shingles "have i t " i n so 
many ways . . . Class "A" Fire Safety 
Rating . . . tough, strong composition . . . rich 
"Shudow Blend" colors . . . contemporary two-
tab styling . . . immediate protection against 
the elements. W h y not write Dept. 5 6 0 for 
the full-color Fire-Chex Bulletin, or call 
your Carey Representative for details. 
"U.S. Patent No. 2,326,723 (nnd others). 

 

330 
88 

2, 2A-B 

Nichols Wire & Aluminum Co. 
Norton Door Closer Co. (Div. of Yale & Towne 

Mfg. Co.) 
Nutonc, Inc. 

226. \V4, 5 OKeefe & Merritt Co. 
371 Olin Mathieson Chemical Corp. (Metals Div.) 

226, W12 Olympic Stained Prod. Co. 
86 Orangeburg Manufacturing Co. (Div. of The 

Flinikote Co.) 
56-57 Overhead Door Co. 
93-95 Owens Corning Fiberglas Corp. 

226, W6. 7 Pabco Gypsum Div. (Fibrcboard Paper Prod. Corp.) 
368-369 Pease Woodwork Co. 

373 Peterson Window Corp. 
226, W10 Pioneer Mfg . Co. 
250-251 Pittsburgh Plate Glass Co. 
101-102 Ply wall Products Co.. Inc. 

253 Ponderosa Pine Woodwork 
281 Preway, Inc. 

263 Radio Corp. of America 
360 Raynor Mfg. Co. 
341 Red Cedar Shingle Bureau 
26 Red Cedar Shingle Handsplit Shake Assn. 

303 Republic Steel Kitchens 
19-22 Reynolds Metals Co. 

313 Richmond Plumbing Fixtures Division (Rhegm 
Mfg. Co.) 

62 Rock Island Millwork Co. 
301 Rolscreen Co.. The 

3 R. O. W. Sales, Inc. 
377 Rowe Manufacturing Co. 
363 Ruberoid Co., The 

246-247 Samuel Stamping & Enameling Co. 
226. W l 2 Sani-Top. Inc. 

349 Scheirich Co., H . J. 
35 Schlage Lock Co. 

229 Simplex Forms System. Inc. 
378 Smith Corp., A. O. 
377 Smith & Loveless, Inc. 
308 Spotnails. Tnc. 
241 Square D Co. 
304 Stanley Works. The 

Pago: 
116-117 

383 
Stylon Corp. 
Symons Clamp & Mfg. Co. 

119-120 Tappan Co., The 
115 Textron Metals Co. 

328-329 Thomas Industries, Inc. (Moe Light Division) 
98 Trade-Wind Motorfans. Inc. 

100 Trane Co.. The 
336 Trinity White/General Portland Cement Co. 
381 Tyler Pipe & Foundry Co. 

331-333 United States Gypsum Co. 
245 United States Plvwood Corp. 

24-25 United States Steel Corp. (American Steel & Wire 
Div.) 

114 United States Steel Homes, Inc. 
358 Universal C.I.T. Corp. 
366 Universal-Rundle Corp. 

310-311 Upson Co., The 

9 Van Packer Co. (Div. of The Flintkote Co.) 
373 Ventrola Manufacturing Co. 

110 Wahlfeld Mfg . Co. 
226 Wallace Co., William 
316 Welsh Plywood Corp. 
109 West Coast Inspection Bureau 
343 Western Lock Mfg. Co. 
282 Western Pine Assn. 
236 Western Red Cedar Lumber Assn. 

264-265 Westinghouse Electric Corp. 
64-65 Weyerhaeuser Co. (Lumber & Plywood Div.) 

323 Weyerhaeuser Co. (Silvatek Div.) 
32-33 Whirlpool Corp. 

359 Willamette National Lumber Co. 
359 Willamette Valley Lumber Co. 

60-61 Wood Conversion Co. 
355 Wood Mosaic Corp. 
67 Wood Preserving Division (Koppers Co., Inc.) 

88 Yale & Towne Manufacturing Co.. The (Norton 
Door Closer Div.) 

342 Yeoman Brothers Company 
30-31 York Corporation 

307 Youngstown Kitchens (Div. of American Standard 
Corp.) 
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O H I O B U I L D E R S S A Y : 

 

"Air conditioning was a key factor in selling 
our $13,750 to $15,250 homes in Columbus, Ohio 

Julius Cohen (left) and Sam Sherman, President and Secretary-Treasurer, Jewel Builders 

"Most of the home buyers we were interested in wanted two 
features above all: brick construction and central air condi
tioning," continues Mr. Cohen. "Our Homestead tract offered 
both in the $15,000 price range. 

"We promoted the fact all 300 homes were air conditioned 
in radio, T V and billboard advertising," adds Mr. Sherman. 
"Results were wonderful. We sold all the homes—and more 
than 50 r ; of the buyers cited air conditioning as the key ad
vantage that influenced them. We've made every non-air con
ditioned home of comparable size and priceobsolete in ourarea." 

Columbus, like many other northern cities, has summers 
with maximum temperatures ranging from 80° to 100° and an 

average relative humidity of 70%. 
Mr. Cohen concludes: "Year-round comfort and filtered air 

are big sales points. In fact, all the nearly 1,600 homes we plan 
for 1960 will be air conditioned. They'll be erected in Columbus, 
Youngstown and Pittsburgh areas and will be priced from 
$13,750 to $17,000." 

T H E R E ' S Y O U R P R O O F that air conditioning can help you sell 
in northern as well as southern tracts! Remember, most top-
quality air conditioning units are charged with dependable 
Du Pont Freon* refrigerants. Call your equipment manufac
turer today for details about the sales power of air conditioning. 

D O E S Y O U R T R A C T F A L L I N A C L I M A T E S I M I L A R T O C O L U M B U S , O H I O ? 

VBV rm~T~—J-

I f so, air conditioning can help you sell, just as it did for Jewel 
Builders. Look at the shaded area on map to left. I t includes 
Columbus and hundreds of communities across the country with 
the same climatic conditions. Is your tract in this area? 

*Freon is L)u Font's registered trademark for its fluarocarbon refrigerants. 

BETTER T H I N G S F O R BETTER L I V I N G . . . THROUGH CHF.MISTRY 

"EG.U.S PAT O f 
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