
:GraM>-Hill's marketing and management publication of housing and light construction 
$2 per copy 

\toberl972 House ̂ Home 

oisy failures... 

file:///toberl972


How to make a quick exit. 
The Vinyl Shield Pre-Hung Door. 

Just take Georgia-Pacific's new Vinyl Shie ld* Pre-Hung Door from the 
protective carton, slide door unit into opening, and tack in place, shim for 
fit, assemble the facing jamb/casing, insert this on reserve side and nail. 

Install your lock-set and that's it: you've just made a quick exit. It's 
completely pre-finished too. Tough vinyl surfaces on both the door and the 

jamb/casing prevent damage during and after installation. And you can 
install the door after the room has been finished and painted. All units are 

uniform in authentic-looking woodgrain patterns and color. Available in 
woodgrain patterns such as Maple, Tudor Oak, Walnut and Driftwood. 

See your G-P representative or dealer for complete details. 

Georgia-Pacific 
C I R C L E 2 ON READER SERVICE CARD 



It makes 
S o u n d S e n s e 

to include NuTone 
Radio/Intercom in your 

homes and apartments 
What the telephone did for communicat ions / . 
between homes, NuTone's Radio/ In tercom 

Systems do for communicat ions within 
homes. A new age 

of sound for 7 2 . 

Sales features in sight 
and sound. Remote high 

fidelity speakers th rough
out the home and grounds 
bring a new dimension to 
home and apartment sales. 

A rich background of 
sound to enhance the 

life-style and mood of 
any dwel l ing. Pipe music 
to the patio. Put sales 

features into every wa l l ! 

NuTone's Master Stations. The heart of 
every system. Houses solid-state 
F M / A M radio. Whole-house intercom 
and monitor ing controls. The superb 
Communicenter'" takes handy snap-in 
Cassettes for personal ized sound or 
recorded messages. Plus a built-in 
c lock-t imer to put the system in act ion 
any t ime. Day or night. Puts in-home 

sound commun i 
cation at 

the owner 's 
f ingert ips. 

 
Answer the door from any room. Even 
the bathroom! Two-way voice com
municat ion al lows residents to talk to 
strangers without ever opening the door. 
Attract ive entrance speakers, control led 
f rom within, offer cal lers hands-free 
conversation. Door signal sounds in the 
house wherever there's a speaker! 
Saves running up and down stairs. 
Builds real sales advantage into mult i 
level units. The perfect way to insure 
privacy and security in townhouses, 
garden apartments and high rises. 

Common 
sense 
security. 
Resident can 
listen for a whimper f rom 
the nursery. While cooking in the 
kitchen. Or doing laundry in the base
ment. Or hear chi ldren at play any
where in the home with the system set 
to 'Monitor. ' Makes peace-of-mind a 
unique, new sales feature! Puts a 
'guard ' in every home. Monitor ing all 
sounds. Inside and out. Day and night! 
From a single speaker in any bedroom. 

Communications. Talk-l isten switches, 
at each speaker location keep the 
family in touch. When Dad is in his 
workshop. The gang is in the garage. 
And the chi ldren are in the yard. A call to 
dinner is only a f l ick of a switch away! 

Concert sound. Radio/ In tercom makes 
every room a true l iving unit. Residents 
feel free to roam about without missing 
a note or word of their favorite pro
gram. Puts mood music where they 
want it! Or turns the whole home into 
a concert ha l l ! 

A system for every purpose and price 
range. NuTone Radio/ In tercoms are 
packed with enough sales features to 
turn the simplest dwell ing into a custom 
home. Choose one to suit your needs 
f rom the fo l lowing page. 



S o u n d S e n s e i s . . . 
built-in communication and concert 

sound at a nominal one-time 
installation cost! 

 
 

Communicenter*. Model 2542. A 6-wire 
central ized system. With Message-
center and Clock-t imer. An exquisi tely 
designed unit wi th unique versati l i ty. 
Offers three bui l t- in music sources: 
Sol id State F M / A M Radio, Cassette 
Tape Player/Recorder, plus phono- jack 
for optional fold-away Record Changer. 
Records in-house messages or pipes 
custom sound to any room. Operates up 
to 10 remote speakers. Installs in wal ls 
as thin as 3 " ! 

A centralized system. Models 2540-2541. 
Offers features usually available only 
in expensive decentral ized systems. 
Radio is automatical ly si lenced when 
Intercom is being used. Persons being 
cal led can answer without using 
speaker controls. Includes 
separate F M / A M Slide-
Rule Tuning with AFC 
for FM lock- in. 

Radio-Intercom. Models N2561-2562. 
Smart ly styled. Cleanly funct ional . An 
outstanding unit w i th extra power and 
sensitivity for maximum FM/AM 
reception and Intercom performance. 

Radio/Intercom. Models 2090-2091. 
Luxury features in a simple 3-wire, low-
budget system. Superb sol id-state 
F M / A M radio performance with control 
switches in Master Station, to operate 
8 remote speakers. Includes 'All Cal l ' 
convenience-lever to page all speakers 
at the same t ime. With door s igna l / 
answer feature. The perfect choice at a 
perfect pr ice. 

New! SecuriCom.™ Model 462. A 
dist inctive combinat ion of four built- in 
conveniences in one handsome unit. 
The pleasure of built- in music. Step-
saving intercom with 'permanent 
moni tor ing ' feature. Early warning 
alarm against intruders and forced 
entry. And a door signal that can be 
answered from as many as 3 inside 
speakers. Security alarm circui t ry sets 
off penetrat ing sound from Master Sta
t ion upon forced entry. Whether owner 
is at home or away. Choose Secur i 
C o m ™ for maximum performance; 
maximum sales advantage! Part icularly 
in mult i- family dwel l ings, garden apart
ments and townhouses. Let security 
and carefree l iving go hand-in-hand. 

NuTone Radio/Intercom Systems 
offer a wide selection of re
mote components. From dual 

range outdoor speakers 
to high fidelity inside 

speakers wi th 'break-away' 
remote control . Including a 

dist inct ive speaker /c lock timer. 

See the complete Radio / In tercom line 
at your nearest NuTone 'Sound Sense' 
distr ibutor. For his name and address, 
DIAL F R E E : 800-543-8687. 
(In Ohio, 800-582-2030). 
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[NEWS/ELECTION 

Nixon landslide buries McGovern, 77% to 20%, in HOUSE & HOME reader poll 
NATIONWIDE BUILDER STRAW POLL 

Aug./Sept. May/June 

No. of Votes % of Total No. of Votes % of Total 

Nixon 1,121 7 7 5 % 1.133 57.1% 
McGovern 289 20.0% 341 17.1% 
Others 25 1.7% 363 18.2% 
Undecided 10 .7% 147 7.4% 

Total 1.445 99.9%* 1,984 99.8%" 
'Does nol total 100% because percentages rounded oft 

The second straw poll of H O U S E 
& H O M E readers, taken between 
mid-August and mid-Septem
ber, shows that an over
w h e l m i n g 77.5% plan to vote for 
President Richard M . N i x o n . 
Twenty percent plan to vote for 
Senator George McGovern, 
1.7% named other candidates 
and .07% were undecided. 

The earlier pol l , taken be
tween mid-May and mid-June 
[ N E W S , July) gave N i x o n 5 7 . 1 % 
of the vote, McGovern 17.1% 
and other candidates 18.2%, 
w i t h 7.4%undecided. 

Undecided vote. Thus, since 
the nominat ing conventions, 
N i x o n has attracted many of the 
undecided voters plus support
ers of other candidates for the 
nominat ion, whi le McGovern 
has done l i t t l e more than hold 
onto those w h o were already 
commi t t ed to h i m . 

The N i x o n margin of 57.5 
points over McGovern is consid
erably higher than the 34-point 
lead he polled i n a national sur
vey taken at the same t ime. 
However, the H O U S E & H O M E 
sample is not representative of 
the electorate as a whole, as the 
magazine's subscribers are p r i 
mar i ly construction industry 
leaders* who have prospered be
cause of the President's housing 
policies. 

Housing not an issue. In v iew 
of President Nixon ' s emphasis 
on housing as the spearhead of 
his economic recovery, a sur
prisingly high percentage— 
18%—of those w h o indicated 
they wou ld vote for h i m were 
unsure about whether he wou ld 
do the best job for housing and 
another 6% even said he wou ld 
not do the best job i n this area. 

S t i l l , many agreed w i t h the 
Louisiana Democrat who said: 
"Housing is the least of the rea
sons for his selection." The ma
jor i ty of these readers fe l t that 
N i x o n was the best man in gen
eral; others supported h i m be
cause of his economic and 
foreign policies. 

Against McGovern. A signif i 
cant number indicated that they 
were not vot ing for N i x o n but 

"The poll is based on a sample of 1.5% of 
HOUSE & HOME'S 94,000 domestic sub
scribers. HOUSE e< HOME'S readership is 
composed of builders, contractors and 
subcontractors (56% I, architects, design
ers, engineers, decorators, etc. 114%), gov
ernment employees (.V!»), manufacturers, 
dealers and distributors |11%), realty and 
financial firms (14%), misccllaneous|2%). 
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against McGovern. "Have I a 
choice-" said a Pennsylvania 
Democrat. Again and again, 
N i x o n voters termed h i m the 
lesser of t w o evils. 

"We cannot afford a commun
istic type," said an I l l ino is Dem
ocrat, and many more N i x o n 
supporters echoed the fear that 
McGovern was too far lef t . 

Others fe l t "McGovern is un
aware of real i ty ," and that he is 
"too disorganized to govern." 
These comments came f rom an 
Arkansas Democrat and I l l ino is 
Republican, both of w h o m indi 
cated they wou ld vote for Pres
ident N i x o n even though they 
were not satisfied w i t h his hous
ing policies. 

Priorities and the war. The 
McGovern voters cited ending 
the Vietnam war and reordering 
the nation's priorities as their 
chief reasons for vot ing for h i m . 
Twenty-one percent of his sup
porters were unsure about 
whether he wou ld be the best 
man for housing, but just 1% 
thought he wou ld not be. 

However, although only t w o 
voters termed h i m the lesser of 
two evils, it was evident that, as 
w i t h President N i x o n , many 
were vot ing against the opposi

t ion rather than for a candidate 
of their choice. 

"He can't do worse than 
N i x o n , " said a Massachusetts 
Independent. "We need a new 
broom," said a Florida Demo
crat. "Nixon ' s bureaucracy is 
mind-boggling,"said a Michigan 
Independent. 

Voter profile. A total of 1,427 
respondents indicated their 
usual party a f f i l i a t ion : 45.2% 
Republican, 33.6% Democrat , 
20.4% Independent and .8% 
Conservative, Liberal or Amer i 
can Party. President N i x o n re
ceived 90.0% of the total 
Republican vote, whereas 
McGovern received only 34.2% 
of the total Democratic vote. 
The Independents gave N i x o n 
72.2% of their vote and Mc
Govern 27.8%. 

The geographical breakdown 
for N i x o n versus McGovern was 
as fo l lows: New England 59.8% 
vs. 37.3%; Middle At lan t i c 
65.2% vs. 30.1 % ; South At lan t i c 
78.6% vs. 18.8%; Southeast 94% 
vs. 5.2%; Midwest 81.5% vs. 
17%; Rocky Moun ta in 83.8% 
vs. 16.2%; Southwest 85% vs. 
15%; Pacific 77.5% vs. 19.5%. 

Comments. Eighty-nine per
cent of the respondents an

swered the question "What is the 
single most important th ing the 
next President could do for 
housing?" (see chart). 

In general, the N i x o n support
ers tended to ment ion financial 
matters, such as holding down 
interest rates or retaining price-
wage controls whi le the Mc
Govern voters concentrated on 
social issues such as subsidized 
housing and urban problems. 
However, on a significant 
number of issues both groups 
agreed. For example, s imilar per
centages of N ixon and McGov
ern supporters cited the need to 
overhaul the FHA and H U D , 
stabilize the economy, standar
dize bui ld ing codes and, surpris
ingly, insure better qual i ty i n 
construction. 

Other frequent suggestions: 
el iminate H U D , e l iminate the 
FHA, loosen mortgage require
ments, place more emphasis on 
design and encourage the expan
sion of the economy. 

Fear of change. Housing policy 
is not an issue i n this election as 
the Democratic and Republican 
programs are s imilar in many re
spects. However, many industry 
voters view the choice between 
N i x o n and McGovern as a choice 
between less versus more gov
ernment in tervent ion. 

They may not be entirely 
happy w i t h things as they are, 
but they see no reason to elect 
a President w h o at best would be 
an unknown factor and at worst 
might effect major changes i n 
the economy and the free enter
prise system. 

— N A T A L I E G E R A R D I 

BUILDERS' SURVEY: WHAT THE NEXT PRESIDENT SHOULD DO FOR HOUSING 
Nixon McGovern Other/ Total 

Supporters Supporters Undecided Votes Cast 
1. Hold down interest rates 14% 7% 3% 12% 
2. Retain (or extend) price/wage controls 13% 2% 6% 10% 
3. Keep enough low-cost money available 10% 6% 6% 9% 
4. Control prices of construction materials 9% 1% — 7% 
5. Overhaul FHA 6% 5% 6% 6% 
6. Stabilize the economy 5% 4% 3% 5% 
7. More money for subsidized housing 2% 17% 3% 5% 
8. Overhaul HUD 4% 4% 3% 4% 
9. Cut red tape 5% 2% 12% 4% 

10. Get gov't out of housing 4% 0.7% 12% 4% 
11 Standardize bldg. codes 4% 4% 3% 4% 
12. Control inflation 5% 0.7% 9% 4% 
13. Get a better HUD secretary/staff 3% 2% 15% 3% 
14. Less money for subsidized housing 3% 0.7% 9% 3% 
15. Leave housing to free enterprise 3% 0.7% — 3% 
16. Stop waste—administer programs better 2% 0.4% — 2% 
17. Eliminate discount 2% 4% — 2% 
18. Cut property tax 3% 1% — 2% 
19. More emphasis on land-use planning 1% 4% — 2% 
20. Encourage manufactured housing 1% 4% 3% 2% 



NORMS INDUSTRIES, a new force in building 
products brings you ideas in bathroom fixtures 
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Ideas in bathroom fixtures from Plumbingwa 

 

Vitreous China Oval 
Lavatories 

T r u l y , a new dimension in elegance, Nor r is Indus

tries No . 28S Playa oval lavatory offers convenience 

of instal lat ion in either dressing table or bathroom 

commode. Adaptabi l i ty of use is fur ther enhanced 

by mount ing either singly or in matching pairs to 

meet today's "his "n' her" concepts. No rma l outside 

measurements of 2 1 " x 17" provide perfect d imen

sions fo r easi ly b u i l d i n g in to 2 1 " counter tops, 

whether t i le, plastic or marble. The Playa's lustrous 

free flowing appearance is again enhanced by con

cealed front overf low. Ant i -sp lash r im adds to its 

other conveniences. 

CIRCLE 40 O N READER SERVICE CARD 

 

1 Piece Beauty — 
2 Piece Economv 

m 

The low silhouette beauty of Norr is Industries #1.2 

San Clemente vitreous china closet combines the 

handsome looks of the most expensive one piece 

closet w i th the low ini t ia l cost and economy of i n 

stallation of two piece closets. N o need for special 

t r im with the San Clemente. Accommodates con

ventional scat and normal 12" rough in . Bui lder. 

Plumber and Owner all benefit f rom the outstand

ing features embodied in this syphon vortex close 

coupled reverse I rap closet. Rouge Pink. Cafe Tan , 

Forest Green , Ye l l ow , B lue . Wh i t e , A v o c a d o , 

Harvest Go ld . 

CIRCLE 41 O N READER SERVICE CARD 
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other NORRIS INDUSTRIES company 

 

Beauty you can See, 
Quality you can Trust 

The 525 San A n t o n i o boasts the contemporary s ty l 

ing and gleaming finish that is a hallmark of Norr is 

Industr ies v i t reous china . Classic in design and 

proport ion the San A n t o n i o is ever popular wi th 

Builders and Home Owners. Architects specify be

cause it meets r igid requirements fo r efficiency and 

long t e rm r e l i a b i l i t y . T h i s easy to clean, close 

coupled reverse t rap closet is always popular be

cause it provides an easy economical method of up

dating older baths. Co lo r shades blend harmoni

ously wi th co lo r fu l accessories. Rouge Pink. Cafe 

Tan . Forest Green. Blue, Yellow, Whi te , Avocado, 

Harvest Go ld . 

CIRCLE 42 O N READER SERVICE CARD 

Porcelain-on-steel one-piece 
5 ft. Bathtub No. 610 

Dramatic design combines wi th functional features 

to make this one-piece bathtub a creation of beauty 

and durabi l i ty . Its f u l l wid th and f u l l height one-

piece cons t ruc t ion achieves the largest in t e r io r 

bathing area while its over-al l appearance is sleek 

and t r i m . Adaptable to any wall surface, this tub 

has wide edge and safety seat. Craf ted especially for 

shower-over- tub installations, it's available wi th 

either right or lef t hand dra in . Specify and install 

Norr is Industries porcelain-on-steel bathtubs f o r 

s t r e n g t h . . . c o l o r . . . b e a u t y . . . a n d economy. Rouge 

Pink. Cafe Tan , Forest Green. Blue, Yellow, Whi te , 

Avocado, Harvest Go ld . 

CIRCLE 43 O N READER SERVICE CARD 
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More ideas from NORRIS INDUSTRIES, 
a new force in building products. 

IDEAS IN 
L O C K STYLES 

e 
C " 

i 
i 

I 

1 

• 

1 

WEISER LOCKS 
4100 ARDMORE AVENUE 

SOUTH GATE, CALIF. 90280 

C I R C L E 4 4 O N 

R E A D E R S E R V I C E C A R D 

IDEAS IN 
PLUMBING BRASS 

PRICE-PFISTER 
13500 PAXTON STREET 
PACOIMA, CALIF. 91331 

C I R C L E 4 7 O N 

R E A D E R S E R V I C E C A R D 

IDEAS IN 
M A J O R APPLIANCES 

 

WASTE KING-UNIVERSAL 
3300 EAST 50th STREET 

LOS ANGELES, CALIF. 90058 

C I R C L E 4 5 O N 

R E A D E R S E R V I C E C A R D 

IDEAS IN 
KITCHEN PRODUCTS 

 

THERMADOR 
5119 DISTRICT BOULEVARD 
LOS ANGELES, CALIF. 90022 

C I R C L E 4 8 O N 

R E A D E R S E R V I C E C A R D 

IDEAS IN 
DECORATIVE FAUCETS 

ARTISTIC BRASS 
3136-48 EAST 11th STREET 
LOS ANGELES, CALIF. 90023 

C I R C L E 4 6 O N 

R E A D E R S E R V I C E C A R D 

IDEAS FOR THE 
ELECTRICAL C O N T R A C T O R 

BOWERS 
6700 AVALON BOULEVARD 
LOS ANGELES, CALIF. 90003 

C I R C L E 4 9 O N 

R E A D E R S E R V I C E C A R D 
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NEWS/ELECTIONS 

From Miami Beach 
Confident Republicans promise the country four more years of the same 
For housing, this means the 
Republicans are going to run on 
their record, and they're satis
fied it 's a good one. 

The pla t form reflected their 
confidence in the status quo: 

"We are bui ld ing 2.3 m i l l i o n 
new homes a year," i t said, "and 
housing quali ty has risen at the 
sametime. W e w i l l m a i n t a i n and 
increase this pattern of g r o w t h . " 

Recognizing that more must 
be done because "signif icant 
numbers of Americans s t i l l lack 
the means for decent housing," 
the pla t form pledged to: 

• continue housing produc
t ion for low- and moderate-in
come famil ies . 

• improve housing subsidy 
programs and expand Federal 
mortgage credit. 

• continue development of 
technical and management i n 
novations to lower housing 
costs. 

Confidence. Even H U D Secre
tary George Romney, who 
shortly before the convention 
had told the President he was 
qu i t t i ng [ N E W S , Sept.), echoed 
the prevailing confidence. 

"Solely f r o m a production 
standpoint, i t w i l l be possible for 
this nation to realize the 
quarter-century-old goal of a de
cent home in a suitable l i v ing 
environment for every Amer i 
can f a m i l y by 1976," he told the 
pla t form commit tee . 

Romney and other Republican 
spokesmen alternated between 
cr i t ic iz ing the programs of the 
Democratic regime that had pre
ceded them and taking credit for 
progress that had been made 
under many of these same pro
grams. 

There was, of course, no men
t ion of the three years of scandals 
that have shaken H U D , sparked 
investigations in half a dozen 
cities, resulted in the ind ic tment 
of a dozen people and turned 
housing in to the nation's most 
investigated ac t iv i ty [ N E W S , 
Sept.]._ _ 

Divisions. The entire tenor of 
the convention and its p la t form 
w r i t i n g sessions was one of co
operation and compromise. S t i l l , 
some deep cracks in the facade 
of un i ty could not be hidden. 

Senator Jacob K. Javits (R., 
N . Y . ) , speaking for the liberal 
w ing of the party, urged a na
t ional policy to upgrade and pre
serve urban neighborhoods and 

UPI PHOTO 

The moment of victory, as the N ixon-Agncw team acknowledge the cheering crowd. 

to prevent the continued deteri
oration and abandonment of 
large numbers of houses i n cen
tral cities. 

When the pla t form writers 
finished their work, however, 
Javits' policy had been reduced 
to a pledge to urge "prompt ac
t ion by the state, county and 
municipal governments to seek 
solutions to the serious prob
lems caused by abandoned 
buildings in urban areas." 

Labor. A controversy devel
oped over the platform's labor 
planks, w h i c h praised the 
statesmanship of union leaders 
and pledged the party's support 
of organized labor. 

Interior Secretary Rogers C. B. 
Mor ton termed the pla t form the 
most pro-labor i n history, and 
AFL-CIO President George 
Meany called it the most liberal 
ever wr i t t en by Republicans. 

But many Republican tradi
tionalists objected to its silence 
on the closed shop r ight- to-work 
issue that Republicans have 
backed for decades. 

Former Postmaster General 
Win ton Blount, once a general 
contractor in Alabama and now 
running for the Senate against 
Banking Commit tee Chairman 
John Sparkman, described the 
omission as a "nod to our new
found friends, the labor leaders." 

The pla t form cited the Con
struction Industry Stabilization 
Commit tee as a prime example 
of the value of union and man
agement cooperation and cred
ited i t w i t h braking "the dan
gerously skyrocketing costs in 
the construction industry ." 

Economy. On economic 
issues, the pla t form boasted: 

"Our m i x of policies has 
worked. The nation's economic 
growth is once again strong and 
steady." 

It promised to "pursue sound 
economic policies that w i l l 
e l iminate in f l a t ion , fur ther cut 
unemployment, raise real in 
comes and strengthen our in 
ternational economic pos i t ion ." 

Wage and price controls w i l l 
be removed "once the econom
ics distortions spawned i n the 
late 1960s are repaired. We are 
determined," the p la t form said, 
" to return to our unfettered 
economy at the earliest possible 
moment . " 

It also promised tax reform, 
pledging to "pursue such pol i 
cies as revenue-sharing that w i l l 
al low property tax rel ief ." 

New towns. The more vigor
ous economy, the Republicans 
say, enables them to accelerate 
other programs—for example, 
the development of new towns 
" i n order to afford all Americans 
a wider range of residential 
choices." 

However they strongly op
posed the use of housing or com
m u n i t y development programs 
to impose arbitrary housing pat
terns on u n w i l l i n g communi 
ties. Instead, the p la t form 
pledged to provide communi t ies 
" w i t h the means and incentives 
to increase the quant i ty and 
qual i ty of housing in conjunc
t ion w i t h providing increased 
access to jobs for their low- in
come citizens." 

Finally, regarding the envi
ronment, the Republicans 
termed i t a nostalgic not ion to 
believe that the clock could be 
turned back to a simpler t ime 

when less energy was needed. 
"We are not going to give up 

electric l ight ing and modern in 
dustry, but we do expect cleanly 
produced electric power to run 
them," i t said. 

They said that their admin
istration was spending more 
money for c iv i l ian research and 
development than had been 
spent under previous Demo
cratic administrations. 

In addition, much of the addi : 

t ional fund ing has been funneled 
into homebuilding, energy, law 
enforcement and related fields, 
they said. 

Republicans vs. Democrats. 
Underneath the campaign rhet
oric the housing policies of the 
Republicans and the Democrats 
are not s t r ik ingly different. Both 
pledge to mainta in a high rate of 
homebuilding, both propose to 
promote new towns and new 
building techniques and both 
favorrevenue-sharingasameans 
of reducing the property tax. 

Both also favor housing subsi
dies, although Senator McGov-
ern places greater emphasis on 
subsidizing the tenant or buyer 
rather than the builder. Both 
pledge to tackle the problems of 
the environment and the central 
cities, and here Senator Mc-
Govern has taken a stronger 
stand than President N i x o n . 

However, as important as they 
are, these are not the real issues 
of the campaign. The voters w i l l 
decide, not on housing and taxa
t ion , but on the basic issue of 
what the role of government 
should be. 

— W I L L I A M D. H I C K M A N 

M c G r a w - H i l l World News 

DENNIS B R A C K - B L A C K STAR 

Team player Romney at the convention. 
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Mission Viejo: 
committed to developing 

better places tolive. 
And Tappan is part of it. 

Environment. Not so long ago, it was 
just another little-used word in the 
dictionary. 

But not any more. Today everyone 
is thinking and talking environment. 

m l 

Less than ten years ago, 
Mission Viejo Company set 
out to create environment — 
for people who wanted a 
better place to live. For people 

who wanted a community with all the 
facilities that make life pleasant. A 
planned community with no 
"wrong side of the tracks. 
The idea was a winner. 
With only about twenty-
five percent of the planned-
11,000 acres now devel-
oped, Mission Viejo, Cali
fornia is already a beautiful 
city of some 20,000 resi
dents. Multiple parks and reel 
areas, shopping centers and a wide 
range of housing styles and prices 
have combined to make Mission Viejo 
a most desirable place to live and a 
particularly difficult place to leave. 

In fact, the Mission Viejo Company 
has now expanded the 

same idea to two other 
locations in Arizona 
and Colorado. And 

they have earned the 
admiration of home 

builders and commu
nity planners all over 

the U.S. 
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Of course, the Mission Viejo en
vironment also extends to home 

interiors. Including kitchens, 
;here Tappan appliances — 

range, vent hood, dish
washer, disposer and 

refrigerator (optional) —provide the 
kind of dependable convenience so 
important to Mission Viejo living. 

Tappan offers the successful builder 

a single source for equipping beautiful, 
functional, desirable kitchens: Tappan 
ranges (gas or electric—built-in, slide-
in, or free-standing), plus Tappan 
refrigerators, dishwashers, disposers, 
vent hoods, compactors, wall vacs, 
electronic ovens and cabinets. 

For the name of your Tappan distrib
utor, write Tappan, Dept .B 2610,Tappan 
Park, Mansfield,* fe^Ohio 44901. 

T u p p u n 
WHEil YOU HAVE 

A CHOICE 
C I R C L E 1 1 ON READER SERVICE CARD 
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NEWS/POLICY 

Lumber price spiral: multiple mark-ups, fast deals—and a pact of silence 
 

   
   

 

   

   
   

 
   

     

 
        

 
                  

The wage-price controls pro
gram was designed to halt a cost-
push type of in f l a t ion , but 
whenever strong demand has 
begun to drive up prices, the 
controls have had l i t t l e effect. 
Lumber is a s t r ik ing example. 

Lumber and plywood prices 
are i n some cases 30% higher 
than when controls were i m 
posed in the summer of 1971. 
The Price Commiss ion held 
hearings i n San Francisco, Port
land and New Orleans in August 
and has another scheduled Oct. 
19 i n Atlanta, but there is no 
ready solution i n sight for home-
builders. 

A commission task force 
headed by Assistant Executive 
Director Peter Carpenter is 
seeking an answer, but some 
staffers already regard the effort 
as a failure. 

Even the commission chair
man, C. Jackson Grayson Jr., 
admits the present approach to 
price control has done l i t t l e to 
hold down in f l a t i on i n instances 
where demand is out running 
supply. 

Fear of testifying. Demand is 
theproblem. Wi thhous ing starts 
running we l l above an annual 
rate of 2 m i l l i o n uni ts so far this 
year, i t is a true seller's market . 
Demand is so strong, i n fact, that 
the commission has had trouble 
getting lumber users to test ify at 
i ts hearings. 

"There is a reluctance among 
users to talk about violat ions of 
our rules because they are fearful 
their supplies w i l l be cut o f f , " a 
commission spokesman says. 

However, the commission has 
asked the Internal Revenue 
Service to investigate some 
suspected violat ions and to 
begin a series of surprise audits 
of companies w i t h i n the in
dustry to uncover more. For ex
ample, the commission has re
ceived reports that lumber and 
plywood are being transferred 
among brokers, wholesalers and 
retailers several t imes so that the 
customary markup can be added 
each t ime i t is transferred. 

Builders' protest. Stanley 
Waranch, president of the Na
t ional Association of Home 
Builders, i n a letter to the com
miss ion cal l ingfor action, noted: 

"Reports circulate of g im
micks and subterfuges being 
employed to manipulate the 
market and to evade price-con
t ro l regulations. There are pub

lished reports of 'new and inter
esting channels of d i s t r ibu t ion ' 
being employed, bold and imagi
native schemes being hatched to 
avoid ceilings." 

Added Waranch: "The current 
s i tuat ion is both intolerable and 
baffl ing. Perhaps we builders 
may be naive, but we have as yet 
to understand how there may be 
cei l ing prices at the production 
level—the m i l l — y e t when the 
product reaches us those prices 
are 20 or 30 or 40 or, i n some 
cases, more than 50% higher 
than the m i l l ceil ing prices." 

The N A H B president com
plained that m i l l prices have 
risen " i n a range of 14% to about 
48%, w i t h the average increase 
for the f r aming lumber and 
plywood generally used i n hous
ing to be 25.9%," f r o m m i d -
August 1971 to mid-August 
1972. 

Return of controls. As a direct 
result of soaring lumber prices, 

President N i x o n has proposed 
stiff new measures that w o u l d 
double the coverage available 
under the federal flood insurance 
program and require new zoning 
and bui ld ing codes. 

Flood insurance wou ld be 
mandatory for construction in 
flood-prone areas that is aided i n 
any way by federal programs or 
f inancing—including mortgage 
insurance and guaranties and 
loans f rom federally insured or 
regulated f inancial ins t i tu t ions . 

In addit ion, communi t ies 
w o u l d be required to adopt "ef
fective land-use controls." 

and especially gouging by 
wholesalers, the Cost of L i v i n g 
Counci l on July 17 reimposed 
controls on lumber companies 
w i t h sales of more than $ 100,000 
annually. They had become ex
empt on May 1 under the so-
called small-business exemp
t ion. Despite the council 's ac
t ion , Waranch said, prices rose 
an average of an additional 1.6% 
f rom July 7 to Aug. 11. 

Theprob lem has several other 
dimensions, according to gov
ernment authorities, inc luding 
outright violations of the Price 
Commission's regulations by a 
significant number of lumber 
companies. The IRS says i t hopes 
to stop such practices. 

But a more d i f f i cu l t aspect re
mains untouched: The price of 
lumber is s ignif icant ly affected 
by the price of stumpage paid by 
the mi l l s , and the stumpage price 
is not presently controlled. 

Exports to Japan. The com-

Construct ion would have to 
meet certain f lood protection 
standards, among them: that the 
first f loor of houses be above the 
level of the hundred-year f lood 
(the f lood hazard that, according 
to hydrological surveys, has a 1 % 
chance of occurring i n any year); 
that new drainage and sewage 
systems be capable of carrying 
off the water involved w i t h o u t 
seepage; that new subdivisions 
be protected against damage 
f rom floods,- that no new struc
tures be bu i l t that w o u l d raise 
the level of the hundred-year 
flood more than one foot. 

mission wou ld also l ike to dis
courage log exports and encour
age additional t imber cu t t ing to 
increase supply of t imber for do
mestic use, hopeful ly at lower 
prices. But because of balance-
of-payments problems, espe
cially w i t h Japan, the largest 
buyer of U.S. logs abroad, the 
N i x o n Adminis t ra t ion does not 
want to curb exports. And pleas 
for heavier cuts on federal t i m -
berlands draw fire f r om conser
vationists. 

Behind the price cuts. Never
theless, the commission takes 
heart f r om t w o recent develop
ments. Weyerhaeuser Corp. and 
Georgia-Pacific Co., two of the 
biggest producers, have made 
price cuts that were not dictated 
by the market . 

Both companies signed term-
l i m i t price accords w i t h the 
commission months ago. They 
agreed to l i m i t price increases for 
their products to a weighted 
average of 2%. Individual prod
uct prices might rise as much as 
15%, and many wood products 
were marked up by that amount . 

But Weyerhaeuser then found 
that i t could not raise prices i n 
its pulp and paper operations, 
where market conditions were 
f i rming , w i t h o u t either viola t ing 
terms of its agreement or cu t t ing 
i ts wood products prices. Be
cause i t was more interested i n 
raising pulp prices than i n main
taining i ts wood product prices, 
w h i c h i t migh t have to t r i m any
way if the volat i le market so de
manded, i t chose to cut the latter 
by about 5%. 

Commiss ion sources say 
Georgia-Pacific, on the other 
hand, apparently was about to 
get in to trouble w i t h another of 
the commission's rules, the 
profi t -margin l imi ta t ions . That 
rule l i m i t s a company's current 
pre-tax operating prof i t rate to 
the average rate i t enjoyed in the 
best t w o of its last three fiscal 
years ending prior to Aug. 15, 
1971. As a result, Georgia-Pa
ci f ic cut prices on several prod
ucts, inc luding sof twood 
sheathing plywood and 2x4 fir 
studs, by 2% to 4%. 

So the price cuts are a drop i n 
the bucket. The commission is 
s t i l l looking for a handle on the 
lumber problem, w i t h scant 
prospects in sight. 

— J O H N BERRY 

M c G r a w - H i l l Wor ld News, 
Washington 

New flood rules to mean revised building codes 
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ican lores 
you think. 

f i t * 
 

 

 

 
Wherever you are. 
Because after giving up land 

to build our cities and highways, after 
meeting our constantly growing de
mands for wood and paper products, 
we still have three-fourths as much 
forestland as we had when Columbus 
landed. 

Even more surprising, this 761 
million acres is still widely distrib
uted all across the country—it's not 
all just "out West" or "down South!' 
51% of New York State is forest. 65% 
of Rhode Island. And 51% of New 
Jersey—the most densely populated 
state. As a matter of fact, more than 
half of the forest in the continental 
United States is located in the east-

em part of the country. 
Because America's forest is 

truly an American forest, growing in 
many different elevations and rain
falls and temperatures and soils, its 
six distinct natural regions provide 
us with a constant variety, too, from 
the Douglas firs of the Northwest to 
the hardwoods of the Northeast. 

Much of the forest has been 
harvested and regrown three or four 
times. And, public or private, gov
ernment or individually owned, much 
of it is available for hunting and fish
ing, picnicking and camping—as mil
lions of outdoorsmen from Maine to 
California can tell you. So if you 
haven't seen it lately, why wait? 

C I R C L E 13 O N R E A D E R S E R V I C E C A R D 

It's right there in your back
yard, keeping America green—and 
growing. 
For the whole story on America's forest today, net "Forests USA'.' 

For your copy of this full-color, 16-page booklet, send 25c to 
AFI, 1619 Massachusetts Avenue. N.W.. Washington, D.C. 20036. 

I 1 
Name 

Address 

City 

State Zip 

wm 
American Forest Institute 24 

H & H O C T O B E R 1 9 7 2 13 



Here are 
Tlfree 
ideas on 
high 
density 
from PPG. 1 The patio ki tchen. Kitchens can be 

' given a new dimension with a layout like 
this to permit serving to the outdoors. 

/ I The light " s t e a l e r . " Clerestory glass C The bright bath. Good overhead lighting C£ The cheerful dinette. A fixed window 
^ (upper right) borrows light from this cheerful and canted wall mirrors brighten ^ and a glass return wall offer bright 
living room for an adjacent bedroom. this bath and give it an illusion of more space. but intimate views of a private court. 

You can 
get hundreds 
more for 
just 80. 

If you'd like more ideas for your high-density 
plan, send the coupon for PPG's new 48-page, 
full-color brochure—"PPG Li festy le /70s ." 
See how PPG TwindoW* insulating glass, 
High-Fidelity"6 mirrors, Herculite* K tempered 
safety glass and PPG tinted glass can open up 
your plans—open up the potential for sales, 
rental and profits. 

PPG Industries, " P P G Li festy le /70s" 
Departmenl HH-5102 
One Gateway Center 
Pittsburgh. Pa. 15222 
Gentlemen: Please send me a free copy of 
" P P G Li festy le /70s" at the following address: 

Name 

Address. 

City .State. -Z ip . 
Q The g lass A-frame. Glass walls of an A-frame 
* * fourplex unit wrap around an enclosed courtyard 
to provide indoor-outdoor living with complete privacy. 



O The front-door merchandiser . A totally glass enclosed vesti 
™" bule and waiting room in an apartment building are unique 
design details that can be a successful front-door merchandiser. 

The year-round pool. A retractable glass wall creates an 
indoor-outdoor pool; makes year-round bathing possible. 

\ 

7 The spac ious owner 's suite. A full 
* structural mirror wall in this town-
house bedroom doubles the spaciousness 

O The sunl i t townhouse. This entire two-
^ story townhouse plan is designed around 
a glass-enclosed atrium-type courtyard. ^ 

 

KEY TO PHOTOS: 1. 8: Coronado Cays. San 
Diego, Calif. Developers: Cedric Sanders Corp. 
and Signal Properties, Inc. 2 , 6, 11: Oak Creek, 
San Francisco. Calif. Developer: Gerson Bakar & 
Assoc. 3: Sixty-01. Seattle. Wash. Developer: 
W-0 Associates. 4, 5: The Meadows, Los 
Angeles, Calif. Developer: Ring Brothers Corp. (a 
subsidiary of Monogram Industries, Inc.) 7: The 
Bluffs, Newport Beach, Calif. Developer: George 
M. Holstein & Sons. 9: L'Atriums, Dallas, Texas. 
Developer: Devane Clarke & Assoc. 10: University 
Park/Vil lage Three, Los Angeles, Calif. 
Developer: Stanley C. Swartz Co. 

PPG: a Concern for the Future 

1^1 The dramatic sta i rwel l . A private 
' ^ court turns inward to brighten this 
jntry and stairwell, as well as inside rooms. 

The effective environment. Glass walls 
overlook a private patio and pool. An effective 

technique for merchandising the environment. INDUSTRIES 
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NEWS/FINANCE 

Runaway from FHA—or how the mortgage business is going conventional 
 

    

  
 

   
  

 
 

     

 

 
             

  

For more than 3 0 years the world 
of the mortgage banker has been 
the safe haven of the govern
ment-backed home loan, with 
its assured secondary market in 
the Federal National Mortgage 
Assn. (Fannie Mae). 

The confused state of federally 
supported housing has changed 
all that, and irate mortgage 
bankers are now in a mood to try 
the risks of the conventional 
mortgage market. 

Scandals have choked Federal 
Housing Administration pro
grams in such red tape that a 
builder may have to wait a year 
in extreme cases for a go-ahead 
to start construction. Strictly 
private housing activity has 
never been more opulently in
viting to developers, and there
fore to mortgage bankers. 

Goodby to quality. For those 
mortage bankers who would still 
rather cling to their old standby, 
there is another new fear—that 
the quality borrower who used to 
provide the industry's bread-
and-butter income by taking out 
FHA-insured mortgages is in
creasingly likely to take a con
ventional loan from a savings 
and loan association. 

The conventional is not in
sured by the government, and it 
has usually required a larger 
down payment and faster repay
ment than an FHA or VA mort
gage. But the private loan is often 
insured by private mortgage in
surance companies, and it is 
granted in less time and with 
infinitely less red tape. 

The 95% invasion. A new 
mortgage has now given the 
S&Ls and their conventional 
loans another distinct competi
tive advantage over the FHA-VA 
lenders. 

The S&L industry's regulator, 
Chairman Preston Martin of the 
Home Loan Bank Board, has al
lowed S&Ls to write mortgages 
up to 9 5 % of the house price— 
and this without the delays, and 
with few of the discount points, 
that plague the FHA-VA loans 
that mortgage bankers usually 
make. 

The low downpayment has 
proven extremely seductive. An 
FHA loan, by contrast, can le
gally be a 9 7 % mortgage—that 
means a downpayment of only 
3%— but i t is usually a 9 0 % loan 
with a 10% downpayment. 

Flight out of FHA. The FHA's 
strangulating paper work and 

the S&L's 9 5 % loans are inex
orably changing the structure of 
mortgage finance. 

Whereas in the first half of 
1972 total housing starts rose 
19% from the 1971 level, ap
plications for FHA insurance by 
the second quarter of the year 
had sunk 4 2 % , and insurance is
sued was down 2 7 % . If present 
trends continue, several housing 
experts now contend, the home-
lending market could go com
pletely private except for subsi
dized housing. 

Divided opinion. "The con
ventional won't replace the FHA 
in the immediate future," says 
Sidney Kay, executive vice pres
ident of Detroit's big Advance 
Mortgage Corp. But he con
cedes: "We're planning to make 
a big thing of it to take some of 
the slack out of FHA." 

And President David DeFran-
ceaux of Frederick W. Berens 
Inc., the Washington mortgage-
banking house, maintains that 
there is a decided shift to the 
conventional loan. 

The largest mortgage banking 
company, Lomas & Nettleton of 
New Haven, Conn., has set a tar
get of $55 million in conven
tional loans by the second 
quarter of next year. The present 
volume is "too small to count," 
says Vice President Richard 
Carnevale who adds: 

"Prospects are good just about 
everywhere. A lot of S&Ls and 
mutual savings banks wi l l buy 
conventionals because the yield 
and quality are better." 

FHA's defenders. That ques
tion of who wi l l buy the mort
gage bankers' conventional 
loans, when they begin to ini t i 
ate them in real volume, is far 
from clear. Since mortgage 
bankers are simply packagers of 

loans to sell to other investors, 
this uncertainty is important. It 
is sufficient to prompt the more 
skeptical viewers of the vogue 
for conventionals to search for 
ways to resuscitate the close 
relationship with government 
loans. 

"The burden of proof is on 
those who say you don't need 
FHA," insists John Wetmore, re
search director for the Mortgage 
Bankers Assn. 

Problems. There may be an
other reason why mortgage 
bankers wi l l prefer to stay with 
government loans. An official of 
the U.S. Savings and Loan 
League asserts: 

"Mortgage bankers don't have 
the expertise to do underwriting. 
They've always leaned on FHA 
for that. But if they make con
ventional loans, the FHA won't 
be looking over their shoulders 
to help." 

Proof that mortgage bankers 
are having underwriting diffi
culties comes in word from Fan
nie Mae that a lot of conven
tional loans mortgage bankers 
tried to sell to it have been re
jected. 

Exclusion. The Federal Home 
Loan Mortgage Corp. (Freddie 
Mac) is another Washington sec
ondary market for conventional 
mortgages, and in some respects 
a better one, many mortgage 
bankers think. 

But Freddie Mac was set up to 
buy loans from S&Ls. Mortgage 
bankers are effectively denied 
access to i t , even indirectly 
through the sale of mortgages to 
S&Ls for resale to Freddie Mac. 

In-fighting. "The S&Ls feel 
Freddie Mac is their baby," 
mourns Alan Rothenberg, direc
tor of corporate development for 
R.H. Lapin & Co., the San 

Francisco mortgage banker. 
"Each year mortgage bankers 
introduce a bill in Congress to 
give themselves direct access to 
Freddie Mac, and each year the 
S&Ls knock it out." 

Private market. But if the gov
ernment isn't buying as many of 
their conventionals as mortgage 
bankers would like, there is a 
modest but burgeoning private 
secondary market where mort
gage bankers are getting a piece 
of the action. 

A spur to this development is 
the rapidly rising acceptance 
among mortgage men of private 
mortgage insurance. The first 
post-depression private insur
ance firm, Mortgage Guaranty 
Insurance Corp., was started in 
1957 and grew slowly until the 
current housing boom. This year 
MGIC projects insurance ap
plications at $ 6 billion, six times 
the level two years ago. 

And private insurance helps 
mortgage bankers find the sec
ondary market buyers for con
ventional loans. Says David En-
gelman, MGIC's senior vice 
president: "The S&Ls, of course, 
account for most of our insur
ance volume. But, especially 
since March, mortgage bankers 
have been responsible for a 
greater share each month." 

S&Ls as buyers. With thrift 
institutions still highly liquid 
with surplusfunds, the mortgage 
bankers'biggest secondary mar
ket for conventional loans re
mains the individual S&L. En-
gelmanestimatesS&Lswill take 
$1 billion in conventional loans 
off the hands of mortgage bank
ers in 1972. 

This, he insists, is not just 
a loose-money phenomenon. 
"The more sophisticated S&L 
has changed its attitude," he 
says. "It no longer concentrates 
so much on initiating loans lo
cally but buys quality loans from 
outside." 

So the rush of mortgage bank
ers into conventionals goes for
ward, although many still insist 
it wi l l not get out of hand. One 
executive puts it this way: 

"Mortgage bankers are putting 
one toe into a cold pond." 

While that experiment goes 
on, many mortgage men cling 
tightly to FHA. Says Wetmore: 

"We'll get out of that only if 
we're driven out." 

— S T A N W I L S O N 

McGraw-Hill News, Washington 
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The "Go-Anywhere" Moderne . . . the 
most popular model in our line. To
gether with its smaller companion 
model, the "Capri", it reflects tradi
t ional values in a space age setting. 
Burns wood, but also accommodates 
gas or electric logs. Smart, compact 
styl ing make the 38" Moderne, and 
equally versatile, 30" Capri welcome 
upstairs or down . . . anyplace a f i re
place stands for Fun & Flames! 

< 

P R E W A Y , inc. 
Dept. 101-B WISCONSIN RAPIDS, Wl 54494 

HERE'S WHAT IT MEANS TO Y O U ! 
• Great versatil ity . . . with a broad range of 

popular models and styles to harmonize or 
accent any decor. Add the exclusive Preway 
Chimney Package, and you can fill any 
installation requirement. 

• Low initial cost . . . stems from our high-
volume, manufacturing to supply major 
national accounts. Low cost per unit. 

• Excellent delivery . . . most f ireplace orders, 
large or small, are shipped factory-direct from 
our huge inventory within 48 hours. 

• Product styl ing . . . keeps up with new 
ideas, techniques, but is welded to old 
fashioned VALUE. 

• Select from the best . . . Preway. A company 
with important f inancial strength, reliability, 
and a reputation for marketing successes. 

INVESTIGATE THE PREWAY PAYOFF TODAY! 
Write us on your letterhead, for the name and 
location of your nearest Preway distributor. 

\ 
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N E W S / M A R K E T I N G 

Lopsided housing boom continues with record 2.3 million starts predicted 

 
 

 

 
    

 
    

 

HOUSING S T A R T S FJR$T HALF, W72.VSJ l«?7l 

The nation's lopsided housing 
boom, led by the South and the 
West, continued in the first half 
of 1972 with housing starts to
taling 1,161,300, up 19% from 
last year's vigorous first half. 

Total starts for the year should 
be close to 2,300,000 units, ac
cording to the latest national 
survey by Advance Mortgage 
Corp. of Detroit. The 1971 total 
was 2,052,200. 

Lopsided boom. Seventy per
cent of the starts were in the 
South and West, which contains 
less than half of the nation's 
population but generated 66% of 
the new jobs. 

Employment shifts are not the 
only reason for the lopsidedness 
of the boom, according to Irving 
Rose, president of Advance 
Mortgage. He noted that "many 
people are choosing the climate 
or environment in which they 
would like to live and taking a 
chance the jobs wi l l follow 
them." 

In addition, Rose points to the 
impact second homes and retire
ment housing have had on the 
market. 

Hottest markets. These fac
tors have combined to make 
Florida the hottest state housing 
market in U.S. history. Florida 
accounted for nearly a third of 
the increase in total permits and 
nearly half the increase in apart
ment permits. 

"At its current annual rate of 
33 permits per 1,000 population, 
the state wi l l double its housing 
stock inside 10 years," Rose pre
dicted. 

The top market in Florida, and 
in the nation, was West Palm 
Beach, with an incredible 55 per
mits per 1,000 population. It was 
followed by Orlando, Fla., with 
48 permits per 1,000, Tampa-St. 
Petersburg with 44, Phoenix, 
Ariz., with 38, and Miami-Fort 
Lauderdale, Fla., with 37. 

Much building is also taking 
place outside of metropolitan 
areas. In the small towns and 
rural areas the composite rate is 
23 permits per 1,000. 

Apartments and condos. 
Apartment construction in the 
first half of 1972 totaled 438,800 
units, 21% higher than a year 
ago, compared to 722,500 l-to-4 
family homes built, an increase 
of 18%. 

Only 12% of the total—106,-
800 homes and 32,300 apart

ments—was government-subsi
dized, a 20% drop from last 
year's first half. 

Condominiums accounted for 
a large part of the increase in 
apartment construction. Some 
20% to 25% of this year's market 
were condominiums compared 
with 5% to 10% of last year's 
smaller market. In Florida they 
represented 60% of the apart
ment starts; in Detroit, 50%; and 
in Chicago and Atlanta, at least 
25%. 

Irving Rose points out that 
outside of Florida more condo
miniums are now under con
struction than have been built to 
date, and even more are in the 
planning stage. "If there is a 
danger of overbuilding any
where," he says, " i t is in this 
sector." 

Vacancies. In the rental mar
ket vacancy rates continuein the 
15% range in Dallas-Fort Worth 
andHouston(NEWS,March| , and 
they are also high in Atlanta, 
Denver, Phoenix and San Diego. 
Atlanta and Dallas have already 
cut back on apartment con
struction, and Phoenix and San 
Diego expect cutbacks in the 
second half. In Denver the va
cancies are still concentrated in 
the southeastern sector and in 
luxury units while the rest of the 
market is strong. No cutback 
seems to be developing in Hous
ton. 

In California, which has 
shown signs of overbuilding for 
some time, second-half cutbacks 
are expected in the San Fernando 
Valley and in the San Francisco-
Oakland area. 

Southern Florida building boom threatened by pollution-control moratoriums 
Florida's public services have-
not kept pace with the building 
boom that has turned that state 
into the nation's top housing 
market (see above). As a result, 
homebuilders are faced with a 
ruling by the State Pollution 
Control Board that could halt 
most new construction from 
Miami to Palm Beach. 

Building halt. The Board has 
now set Jan. 1, 1973 as the date 
when it wi l l move to stop is
suance of building permits in all 
areas served by ocean outfall 
sewage disposal systems that do 
not remove 90% of the pollu
tants [ N E W S , May|. 

Sewage plants in Miami 
Beach, Key West, Pompano 

Beach, Delray Beach and Lake 
Worth are pumping raw sewage 
into the ocean, and the Pollution 
Board says it would impose a 
total moratorium in those areas. 
In places where sewage is par
tially treated, the moratorium 
would merely seek to curtail 
construction. 

How swiftly the building 
boom puts a strain on sewage 
facilities can be seen in Miami's 
big Virginia Key treatment plant. 
A year ago it removed 75% of 
pollutants; today it removes 
only 66%. New tie-ins are 
blamed for the decrease in 
efficiency. 

Business reaction. The Miami 
Chamber of Commerce is press-

ingforasummitconference with 
Governor Reubin Askew. It 
wants a flexible deadline, area by 
area, to give local governments 
time to finance and build new 
treatment facilities at a rea
sonable pace. 

" I think the deadlines should 
be based on what is possible," 
said former Chamber of Com
merce President David Blum-
berg, a major southern Florida 
land developer. 

Controversy. In the mean
time, Pollution Board member 
lames Redford, who has been 
pressing for an October 1 mora
torium, resigned from the Miami 
Chamber of Commerce's Envi
ronmental Quality Action 

Committee. He complained that 
the Chamber had done little to 
stimulate improvement of the 
community's sewage facilities 
and accused Chamber members 
of refusing his requests for meet
ings on the new state law and its 
enforcement. 

"We are not trying to clobber 
the builders," Redford said in his 
resignation message. "The point 
is that the law is there. If we have 
done nothing when January 1st 
rolls around, any citizen's group 
could go to court with a writ of 
mandamus and order us to en
force the law." 

— F R E D S H E R M A N 

McGraw-Hill World News, 
Miami 
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This is one successful lowrise 
nonresidential structure. 

Our free booklet shows more. 
C I R C L E 22 O N R E A D E R S E R V I C E C A R D 

The new look in low-rise 

NONRESIDENTIAL 
BUILDINGS 

The new look in commercial bui ldings is Western Wood. Be
cause builders across the country are finding that Western Wood 
buildings are successful. Restaurants, stores, medical cl inics, fire 
stations—all kinds of buildings. 

Why are Western Wood buildings so successful? They have a 
unique warmth and charm. They're compatible with any environ
ment. And they're adaptable to any situation. In short, they're 
beautiful, functional, and profitable. 

See the new look—the successful look—in our new 8-page, 
4-color booklet. Send the coupon for your free copy today! 

M B I T B 

Title 

Address 

City State Zip 

/W\ Western Wood Products Association 
\jj*J Dept. HH-1072, Yeon Bui lding, Portland, Oregon 97204 

One of a series presented by members of the American Wood Council. 



ungry Tiger Restaurant, designed by Robert L. Barnett, A.I.A.; South C o a s t Village, designed by Bodrel l Joer'dan Smith, A.I.A.. & Assoc ia tes , Santa Ana, Calif. 

 

 

 

  



N E W S / M A R K E T I N G 

Rockford learns to live with (but not to like) scatter-site public housing 

 

 

             

That in itself is quite an achieve
ment these days when the very 
words "scatter-site" are enough 
to set off a neighborhood crisis 
in places such as New York and 
Chicago. 

But in Rockford, 111., a city of 
150,000 some 80 miles north
west of Chicago, the Rockford 
Housing Authority (RHA) has 
quietly been building scatter-
site housing under HUD's sec
tion 236 program. 

Despite some initial local op
position, 226 single and duplex 
units have been constructed. 
Some are located on isolated 
lots; others are grouped in culs-
de-sac. 

Low-income. The program is 
designed to serve families earn
ing $3,800 to $7,700 a year, 
depending on family size. Resi
dents pay 22% of their monthly 
income—the average monthly 
payment is $62—for a maximum 
of 25 years, or until the $19,000-
$22,100 brick and clapboard 
homes are purchased. 

At this point 38% of the ten
ants are black, although blacks 
constitute only 9% of Rockford's 
overall population. However, 
after an initial flurry of opposi
tion led by the mayor and alder
men who wanted as few of the 
homes as possible in their wards, 
the program has been accepted 
by the community to the extent 
that there is now little vocal op
position. 

No integration. "The RHA has 
exercised good discretion in the 
location as well as the selection 
of people," says M ayor Ben jam in 
F. Schleicher. "This is a housing 
program, not an integration pro
gram." 

An original plan calling for 
public housing in high-income 
areas was a misfit, according to 
the mayor, who adds: 

"You can't take public hous
ing and put it into an area where 
you have $50,000 homes." 

Schleicher had been one of the 
program's strongest opponents 
back in 1967 when the RHA 
began planning Illinois' first 
scatter-site housing after outside 
consultants had studied Rock-
ford's future housing needs and 
urged a stepped-up building pro
gram for households earning 
$4,000 to $7,000. 

Opposition. The City Council 
tried to block construction by 
refusing to issue building per
mits. Finally, a legal opinion 

from the Council's own staff and 
a threatened lawsuit forced it to 
rescind the ban. 

In 1969 four Rockford resi
dents also tried to block the pro
gram in circuit court, but the 
case was dismissed. 

Even today, one RHA official 
admits that if a vote were taken 
on scatter-site housing in Rock
ford, the residents would vote it 
down. "There is a difference be
tween tolerance and accep
tance," he says. 

Administration. What makes 
the program tolerable to Rock
ford is the way the RHA admin
isters it. 

• Applicants must meet a 
minimum income requirement 
of $3,800 and have a good record 
of meeting payments and main
taining property. The RHA even 
goes so far as to interview past 
landlords. Says one official: 
"You have to l imit selection of 

F D I C drafts rules to end 

The Federal Deposit Insurance 
Corp. has proposed a series of 
regulations designed to elimi
nate discrimination in mortgage 
lending. 

The new rules, which would 
affect some 8,000 insured com
mercial banks and 326 insured 
mutual savings hanks, would 
allow loan applicants to fill out 
a form stating their racial or eth
nic background. If the loan were 
denied, however, the bank 
would have to fill out a second 
form giving the reason for the 
decision. 

Complaint. The form would 
advise the applicants that if they 

individuals to those qualified to 
become potential homebuyers, 
or else it won't work." 

This was a lesson the RHA 
learned from hard experience. 
Until it became more selective, 
there was a turnover rate of more 
than 50% because residents 
failed to make their monthly 
payments, bought other homes 
or left the city. 

• Residents must attend 
classes in "care, maintenance 
and management responsibili
ties." 

• The RHA inspects each site 
annually to make sure that the 
houses and grounds are being 
kept up properly. It bills the ten
ants for repairs due to vandalism, 
considerably reducing this ex
pense to the Authority. 

"You have to be strict like any 
landlord if you want this pro
gram to work," says RHA Exec
utive Director i l l i am Lewis. 

mortgage discrimination 

thought they had been denied a 
loan because of race, color, reli
gion or national origin, they 
could request a copy of the 
bank's reasons for the denial and 
subsequently file a complaint 
with HUD. 

Census tract. Another 
proposed rule would require the 
banks to list on the loan applica
tion the number of the census 
tract in which the property was 
located. This would allow the 
FDIC to determine whether a 
bank was lending only to partic
ular areas or if it was refusing 
loans to blacks who wanted to 
move into white areas. 

• Finally, the agency is care
ful not to select sites in areas 
where the racial makeup is too 
homogeneous or where the price 
of the land is too high. Instead, 
it attempts to concentrate on ra
cially mixed areas. 

Then it delays announcing site 
locations until it applies for 
building permits, thus cutting 
the time for the opposition to 
organize and protest. The Au
thority is able to do this because 
it is completely autonomous 
from the City Council, which 
has to wait like everyone else for 
the official announcement of the 
sites. 

Criticism. Critics charge that 
the scatter-site program does not 
meet the needs of very low-in
come families. A University of 
Illinois study, which was gener
ally favorable, commented: 

"Selection procedures for 
scatter-site units must be flexi
ble enough to accommodate 
more lower-income families. In 
the search for stable families 
who could take on the respon
sibilities of ownership, the 
housing authority has discour
aged a substantial proportion of 
low-income families from par
ticipation." 

Lewis concedes this, but adds 
that the program was not in
tended for very low-income 
families who are accommodated 
by traditional public housing 
projects instead. 

Another criticism, which 
Lewis also concedes, is that 
black residents rarely end up in 
the white areas of the city. 

Economics. "It's strictly a 
question of economics—the 
price of the land—and what was 
offered to us," says Lewis. Lots 
for the program as a whole 
average between $3,000 and $4,-
000, hut in the affluent northeast 
section they can go as high as 
$6,000 or $7,000. 

"We are limited to what is 
available," Lewis adds, "but we 
also found that when we went to 
the people, minorities chose to 
live where their friends were." 

Despite the criticism, HUD 
seems pleased with the program. 
It recently granted the RHA S5.3 
million for an additional 175 
units, and the Authority already 
has taken options on 109 new 
sites. 

— D E N N I S C H A S E 

McGraw-Hill World News 
Chicago 
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CRYPTAR 
MEANS 
SECURE 

The Cryptar Interference Filter is a new 
exclusive feature of Genie Automatic 
Garage Door Opener Systems that's very 
big on garage door opener security. 

With the Cryptar accessory unit, Genie 
Radio Controls wil l give you security 
not found in any other radio control for 
your garage door opener system. 

Cryptar is an exclusive^, 
feature ot Genie. M 

Automatic Garage Door 
Opener System by Alliance. 

This means that homeowners wil l 
have the added peace of mind knowing 
that their system is one of 1440 different 
codes. So that no two systems in any 
area will ever be alike. 

In addition. Cryptar turns on the code 
selector for only 6 seconds at a time, as 
compared to other garage door opener 
receiving mechanisms which remain 
ready to receive signals for 24 hours 
a day. 

This helps get rid of random, un
wanted signals that can cause erratic 
operation of your garage door opener 
system. 

And what with security being fore
most in everyone's mind these days, 
the addition of Cryptar units to your 

homes will be a very big plus when it 
comes time to sell them. 

Genie offers a garage door opener 
system for every type of residentia 
application. 

Call your local dealer or 
write The Alliance Manufac
turing Co., Inc. to find 
out how the merchan
dising program for 
Genie Automatic 
Garage Door 
Opener Systems 
by Alliance 
with Cryptar 
can help you 
sell more homes. 
CRYPTAR, buy it now or add it later. 

The A L L I A N C E Manufacturing Co., Inc., Alliance, Ohio 44601 Dept.HH-io 
A NORTH AMERICAN PHILIPS COMPANY 
Maker of the famous Antenna R o t a t o r . . . Al l iance Tenna-Rotor 1 1 . . . "TV's Better Color Getter!" 

) I97J TMt AIU»NCC M » 0 . CO.. IMC. 
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a timesaving 
guide 
to the 1973 
NAHB exhibits 
Builders attending the 
big sprawling NAHB 
convention in Houston 
next January will face a 
bewildering array of 
products, new and old, 
spread out over a huge 
exhibit area. Products 7 3 
has been created by 
House & Home and its 
advertisers to organize 
your shopping tour of this 
impressive display. 
Copies will be available 
free at Houston. 

New Products from House & Home Advertisers 

see the best, newest, most excit ing 
This pocket sized guide to the ex
h ib i ts is a co l l ec t i on of bu i l d i ng 
products, materials, tools and equip
m e n t . . . i n each case e s p e c i a l l y 
selected by the exhibitors them
selves as being the best, the newest, 
the most excit ing they wil l be offer
ing in 1973. Each product wil l be 
handsomely il lustrated in full color, 
described in detail and identified by 
company and booth number. 

save time and steps 
The order of presentation in Prod
ucts 7 3 wil l be by booth sequence 
enabling you to move quickly and 

e f f i c i en t l y t h rough the a is les p i n 
pointing just the specific products 
of interest to you. 

The booth numbers wil l also be 
color coded to match the carpeting 
and banners that identify the differ
ent sections of the exhibit area. This 
means you can start your Products 
7 3 tour at any exhibit and still save 
hours of t ime and thousands of 
footsteps. 

can't make the show? 
If you can't make the show this year 
you can use Products 7 3 to see for 
yourself just what the participating 
exhibitors are displaying as their 

best, their newest, their most excit
ing. Every copy of Products 73 , in
cluding those distributed in Houston, 
wil l have two reader service cards 
so that you and your assoc ia tes 
can request catalog information by 
mail. 

reserve your copy now 
If you can't make the show, you can 
reserve a copy now by sending two 
dollars along with your name and 
address to Products 73 , House & 
Home, 1221 Avenue of the Americas, 
New York, New York 10020. Your 
copy wil l be mailed immediately on 
publication in December. 

Be sure to attend the NAHB Convention in Houston: January 7-11, 1973 
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The edge is our palented exclusive 
"thermal break." The only crack 
you'll ever see in an 
Ever-Strait Door. 

It extends all the way 
around the edge of every door. 
So the steel facings of an Ever-
Strait never touch. There's never 
any transference of tempera
tures from the outdoors to the 
indoor side of the door. Insulation 
is 100'/ complete. 

And off course Ever-Strait is 
the original never warp, never 
buckle, never sag, never swell 
foam insulated steel faced door. 
The one that does away with 
Costly door problems forever. 

 

Ever-Strait Doors come factory primed. In 
a wide range ot decorator styles. With a 
variety of doorlight. sidelight and toplight 
options available. 

C IRCLE 27 ON READER SERVICE CARD 

Every Ever-Strait Door comes 
prehung in its own frame. 
Magnetically weatherstripped. 
With our patented adjustable 
sill/threshold. 

There are plenty of imitations. 
But only one Ever-Strait Door. 
Look for the one with the thermal 
break edge. Only Ever-Strait has it. 

Write Ever-Strait for complete 
information and the name of 
your nearest Ever-Strait 
distributor. 

U S Patents No 3.153.817; 3.273.287; 3,238.573. 
3.426.479 Patented in Canada 1965. 1966. and 
in United Kingdom 1962 Other patents pending 
© Pease Company 1972 



NEWS/CODES 

It taxes credibility—but higher buildings don't mean higher tax revenues 

 

   

All the comforts of suburbia are just ten minutes Irom downtown Toronto, but 

Developers have always argued 
that they did. 

But redeveloping a neighbor
hood from low-density homes 
to high-rise apartments wi l l not 
add significantly to the tax 
coffers or benefit the taxpayer. 

That's the startling finding 
of a study recently completed 
in metro Toronto.* Its con
clusions cast into doubt the 
familiar argument that develop
ers long have used to obtain 
rezoning—that large structures 
increase the assessment base 
and so provide greater tax rev
enues than the buildings they 
replace. 

The study, which examined 
the fiscal effects of high-density 
land use, found that the added 
revenues that high-rises bring 
into an area are largely canceled 
out by the municipality's added 
expense in servicing the build
ings and their people. 

Fact over fiction. The $25,000 
research project, conducted by 
management consultants Price 
Waterhouse Associates, was 
commissioned by the Borough 
of York, a political subdivision 
of metro Toronto. 

"Many citizens have ques
tioned whether in fact high-rise 
apartments do pay their own 
way. Builders have always as
sumed they do," said Mayor 
Phillip White of York. "We de
cided facts were needed." 

Case studies. To examine 
the effects of redevelopment 
on municipal income and ex
penditures, the consultants se
lected seven cases. Five were 
sites for which specific projects 
were under consideration, and 
two were apartment develop
ments already built. The em
phasis was on high-density 
dwellings, but other land uses, 
including commercial-indus
trial and low- or medium-den
sity, were also studied. 

The consultants estimated 
the added capital costs—recrea
tion and community services, 
fire protection, sanitation and 
waste removal—that were at
tributable to redevelopment, 
but they did not consider the 
costs of its social impact. 

They then compared the costs 
with the additional tax revenue 
to be anticipated from the 
higher market value and assess-

"Metro Toronto consists of six bor

oughs, each with its mayor and council. 

ment of the new towers. The 
two developments already in 
place were compared wi th 
buildings that they had replaced. 

Summary. The experts ar
rived at these conclusions: 

• If all seven sites were re
developed into high-density 
apartment properties, the added 
tax revenue from the new as
sessments would lower the 
average taxpayer's annual bill by 
only $2.12. 

• If all the best redevelopment 
decisions were made (i.e., those 
that would produce the highest 
tax revenues; for example, on 
one site industrial use would 
have brought in more taxes than 
apartment development), the 
average taxpayer would save 
only $5.76 a year. 

This means that replacing 
buildings assessed at $7.5 mil
lion with structures worth $160 
million would cut only $5.76 off 
the average tax bill of $450. 

The consultants summarized: 
"The study demonstrates that 

financial considerations are not 
so material in redevelopment 
decisions as some have thought 
them to be. 

"The figures suggest that the 
financial stability of the bor
ough is not so dependent on 
apartment redevelopment. The 
taxpayers therefore are free . . . 
to chose the kind of community 
they wish without incurring 
financial hardship." 

Examples. The two develop
ments already in place offer 
some specific examples. 

The Hopewell site was for
merly occupied by single-family 
homes. Now it is occupied by 
high-rise apartments with 
nearly 135 units per acre. The 
municipality gained $ 182,400 in 
tax revenues from the change to 
higher density. However, $111,-
500 of this had to be spent for 

community services directly 
attributable to the high-rise 
apartments. Thus the average 
homeowner saved only four 
cents on his tax bill . 

The Jane Woolner site changed 
from industrial use to high-rise 
apartments wi th 90 units per 
acre. That change brought 
$ 123,900 in added revenue to the 
municipality, but required 
$196,000 in added costs, result
ing in a net loss to the taxpayer. 
In this case, however, the prop
erty was not developed to its 
maximum high-density poten
tial. If maximum development 
had taken place, the property 
could have made a net contribu
tion of $77,500 to the munici
pality, or a savings of $1.08 on 
the average tax bill . 

Effect. Reverberations may 
reach a long way. Neighborhood 
associations are already using 
the findings to fight unwanted 
development. And although the 
study was admittedly an urban 
study rather than a suburban 
study, requests for copies have 
come from all parts of Canada 
and the United States. 

R. EADES, YORK PLANNING BOARD 

 

Pressure for rezoning has brought high-
rises into single-family neighborhoods. 

(A similar study in San Fran
cisco last year focused on down
town commercial high-rise and 
reached similar conclusions. 
But the data was collected by 
a citizens' group so its objec
tivity could be questioned. The 
Toronto study appears to have 
no such inherent bias.) 

Hottest market. The results 
are particularly significant for 
metro Toronto because that 
city of 2.6-million people is 
growing at the rate of 50,000 
residents a year. At the moment 
it is the biggest boom town in 
North America, with new 
people arriving daily from Eu
rope, the rest of Canada and 
the United States. Naturally 
there is considerable pressure 
to build, and last year metro 
Toronto issued $1.2 billion in 
building permits—more than 
any other city on the continent. 

The arguments over develop
ment center on the control 
and direction of growth. Some 
builders and business people 
would like to restrict the center 
city to commercial and residen
tial high-rise. But many resi
dents have fought spiritedly, 
and with some success, to main
tain the aspect of a city of home
owners. Several major devel
opers actually shifted into sub
urban construction this year 
contending that zealous neigh
borhood associations have made 
land assembly too difficult. 

Cutback. The Borough of 
York could have provided a 
locale for massive new build
ing. Now that's less likely. 

The 1969 official plan had 
designated new high-rise sites 
for 24,000 dwelling units. The 
forthcoming plan, which is for 
10 years, allots high-rise land 
for only 3,600 new units, a 
reduction of 83%. 

"That's not to say we are 
all-out opposed to such con
struction," says Mayor White. 
"Certainly there must be build
ing to accommodate the people 
who enter the city as well as 
for senior citizens and young 
married couples. There are still 
suitable high-rise sites in and 
near commercial areas. 

"But what the study does 
show is that the officials can 
no longer justify injecting high-
rise into stable residential areas 
on the basis of public financial 
gain. — M A R I A N N E F R I E D L A N D 

Toronto 
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y o u d o n ' t . 
Make your bathrooms something special 
with the patented Showerfold tub and 
shower enclosures. There's nothing like them. 

Showerfold's flexible panels open all the 
way like a curtain. So there's full access 
for easy in-and-out, bathing youngsters and 
cleaning up. Yet Showerfold closes 
lock-tight like a door. Positively keeps water 
inside. Showerfold has built-in safety, too. 
Panels are guaranteed crackproof and 
shatterproof for life (no call-backs, no 
replacement costs). 

No upkeep either. Panels won't mold, 
mildew or fade—wipe clean with a damp 
cloth. Closed bottom track prevents build-up 
of scum and soap. 

Eye appeal? Definitely. A rich choice of 
decorator colors, accented with gleaming 
trim, enhances the bath beautifully. 

Showerfold looks expensive . . . but 
isn't. There's a style for every type and 

size of tub and shower. 
One man can install Showerfold in minutes. 
It's that simple, that light. Yet those panels 

are rugged enough to lean against. 
Showerfold can take it. 

Model Home Special: Try a Showerfold 
for only $12.00. That, plus a half-hour 

installation, is all it wi l l cost to show off 
a Showerfold in your model home . . . 

to let buyers see its advantages firsthand. 
For full information, write Kinkead, 

Chicago, III. 60646, Dept. HH-972 

KINKEAD 
I N D U S T R I E S 
'NCOOPORATEO • I I • »IM 11 Mtm 
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Traditional Casement? Contemporary Awning? 

 

It's just one window-the 
Now there's a quality Andersen Window for lower-
cost housing. It's Flex-Pac™, a new line of wood 
windows which brings Andersen's traditional qual
ity and "curb appeal" within reach of builders 
selling to this market. 

Yes, it has Andersen quality lumber, 
Andersen quality glazing, Andersen quality hard
ware, construction, design and finish. Yet Flex-
Pac prices are truly competitive. 

How did we achieve a lower-cost window 
without compromising Andersen quality? This 
way: 

Long runs, lower costs. 
We limited the range of sizes offered to a func
tional number, simplified the options, and achieved 
lower unit cost through volume production. 

Completely prefinished, too. 
Flex-Pac Units feature the latest development in 

prefinishing wood windows with electrostatically 
applied paint. Andersen leads with this important 
new technology. Two coats, inside and out, mean 
no on-site painting and a higher quality finish, too. 

Out of the carton and into the wall. 
Flex-Pac is completely factory assembled. All 
operating hardware, including screen strikes, is 
factory applied, so there is no hardware to be 
attached on job site. The basic jamb is 3-9/16", 
which accommodates either 3!L>" o r studs. 

Factory-applied prefinished exterior casing 
allows easy installation. Factory-applied jamb 
liners allow flexibility in wall thickness up to 4%", 
trimming out costs are minimized. 

Four window styles—one window inventory. 
Flex-Pac Windows can be installed as either an 
awning or a casement—beveled casing on all four 



Contemporary Casement? Traditional Awning? 

new Andersen Flex-Pac! 
sides allows proper draining either way. This 
feature cuts inventories (it can halve them, in 
fact), without reducing variety. And removable 
grilles, which give either casement or awning 
window a traditional appearance, can easily be 
added. 

Packed and ready to go. 
Flex-Pac units are packed in protective cartons 
and our distributors and dealers are ready to 
supply them right now. 

So now home builders or manufacturers 
working to tight budgets . . . in fact any builders 
. . . can include the quality and "curb appeal" of 
Andersen Windows and retain a competitive price. 
Everyone wins! 

Visit us at Inbex. 
(Booth E-710) 

See the entire Andersen line including 
the latest Flex-Pac development--the new 
color option—Terratone™—selected to 
blend with natural materials—wood tones, 
brick, stone. We'll be looking for you. 

Andersen Windowalls 
"ANOFRSFN CORPORATION • • BAYPORT. MINNESOTA 5500.1 
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Hotpoint Hustle: 
What's in it for you? 

 
  

 

 

  

1. Every appliance you need. 
You name it; Hotpoint makes 

it: refrigerators, ovens, dishwashers, 
air conditioners, ranges, hoods, dis
posers, compactors, washers and 
dryers. We make them in every size 
and style your plans can call for. And 
because you buy from a single 
source, you can save time and 
money. 

2. On-time delivery. 
Hotpoint can help meet your 

critical work schedule and construc
tion deadline because we have 
regional warehousing nationwide 
and factory-owned distribution. 
We're committed to seeing that your 
appliances arrive at the proper 
time and site. 

3. Special services. 
Hotpoint will do a lot more than 

sell you appliances. Our kitchen de
sign staff will analyze your blueprints 
to help make your kitchens more 
saleable. They'll offer suggestions on 
layout, material and color combina
tions. And, when your job is done, 

we'll offer you promotional planning 
assistance that can open the door to 
fast, profitable closings. 

4. A salesman who thinks like 
a builder. 

Your Hotpoint builder repre
sentative is the guy who puts all the 
above to work for you. He's a guy 
who won't leave you once he has 
made the sale. He'll see your appli
ances are delivered as scheduled. 
And always be available for ques
tions and problems, if they should 
ever come up. 

5. All this and more. 
We're putting a lot of money on 

the line because we believe in your 
business: new and increased manu
facturing plants, the latest in re
search and development facilities, in 
advertising and merchandising, and 
the largest company-owned, com
pany-trained service organization in 
the business. It all adds up to even 
better appliances and services for 
you and your customers. 

That's Hotpoint Hustle. Let 
your Hotpoint builder representative 
tell you more. 

We think you'll get a lot out 
of it. 

Hotpoint. 
The difference 

is hustle. 
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H o w t o m a k e a t o w n h o u s e a c o u n t r y h o u s e 
Introducing BarnwaH'." 

A new exterior siding from 
U.S. Plywood that looks and 
feels like planks of real weath
ered barnsiding. And gives 
low-rise residential and com
mercial buildings that "best-
selling" edge. 

Barnwall is every bit as 
rugged as its name. The 
handy 4' x 8', 9' or 10' panels 
provide natural insulation, as 
well as great dimensional sta
bility and rigidity. So they can 

be nailed directly to studs. No 
sheathing, building paper oij 
corner bracing is necessary. 
Saving you barnloads of time 
and money. 

Barnwall comes in two 
different grades. Clear (as 
pictured above) and rustic, 
with solid and filled knots. 
Both grades are %" thick. 
With classic 8" o.c. grooving 
in a "plank" pattern carefully 
textured by U.S. Plywood. 

Whenever you specify 
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tjbxtured siding, remember: 
re make the most complete 
ine in the business —vertical 
>anels (both grooved and un-

ĵ rooved), lap and board-and-
>atten. A total of 16 different 

[styles, including Barnwall. 
For more information, con

tact your local U.S. Plywood 
Branch Office. 

U.S. Plywood 
A Division ol Champion International 
777 Third Avenue. New York. N Y. 10017 
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Ceramic tile can make your 
homes look like they're worth 
more thanyour asking price. 

As you can see from the living room pictured on the left, 
ceramic tile can make a big impact in a home. 

When its used creatively it can make your homes look far 
more valuable than others in the same price range. That means 
quicker sales. And less quibbling over your asking price. 

A prospective buyer cant help but be impressed with the 
distinctive appearance of a ceramic tile inlay in a foyer floor. 

Or a dining room wall with sculptured tile. 
And when it comes to the kitchen, nothing can be more 

impressive to a woman than ceramic tile walls, splash backs and 
countertops. Because ceramic tile is virtually cutproof, fireproof, 
waterproof and stainproof. And she knows it. 

She also knows how practical and pretty it is in the bath. 
In fact, the most beautiful bathrooms are still made with 

ceramic tile. Because the materials that try to look like ours end 
up looking like what they are: cheap imitations. 

To help you visualize the stunning effects ceramic tile can 
create, we've put together a booklet that contains color pictures 
of applications that could turn a so-so house into a showplace. 

Besides page after page of decorating ideas, our book also 
brings you up to date on the great new joint 
f . 11 1 1 1 1 1 1 1 • Room 101 ftitKcton. New Jersey 08S40 

ruler that can be color-blended: mastic grout, 
a pre-mixed formula that resists mildewing, 
staining and chipping. 

Let us send you a copy of our booklet. 
Its yours for the asking. And it could be the 
most valuable thing you ever got for nothing. L

m ^ ^ r f A m e ^ I n c ; j 

Send your tree hook"CeramicTilc Makes a Lot 
of Sense in a Lot or Rooms Besides the Bath" 

Company 

Address 

City.Staie.Zip 
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NEWS/MARKETING 

'You are the architect, you can plan your own home...' builder tells buyers 
"Start with a central core con
taining two complete bath
rooms and a fully equipped 
kitchen. Then decide what 
rooms you want, where you 
want them, their ideal size... ." 

This is the concept behind 
Inter Discipline Homes, a new 
company based in Alamo, Calif., 
which an enterprising group of 
California architects, interior 
designers, land planners, real 
estate brokers, lawyers, general 
contractors, electricians and 
carpenters formed because they 
believe that most people would 
like to design their own homes. 
The company describes its prod
uct as "a factory-built housing 
system that is trying very hard 
to be custom. . . . " 

rooms larger or smaller, pro
vided he does so in multiples 
of four feet. And he can choose 
from six roof styles plus a vari
ety of exterior sidings and in
terior finishes. 

Price. The do-it-yourself 
aspect even extends to pricing: 
once the buyer settles on a lay
out, he merely determines the 
number of square feet of living 
space and multiplies by $17.50 
(or $15.50 if he is a developer). 

seeking FHA and VA approval. 
Construction. A major ad

vantage of these expandable 
modulars is that they can be 
erected quickly—in two-to-
three weeks—and cheaply— 
principally by a carpenter and a 
crew of laborers. Al l of the high-
technology work is done when 
the core is manufactured, so 
specialists merely hook-up the 
plumbing and electricity. 

Construction starts with the 
drilling of pier holes in the 
building site. The core is then 

Designer into builder. The 
Inter Discipline concept was 
developed by general partner 
David Grassi, who calls himself 
a designer turned builder. The 
company has two more general 
partners plus twelve other part
ners, most of whom work for it 
only part-time. 

Grassi sees his system as ideal 
for several people who might 
want to purchase a one- or two-
acre parcel where they could 
plan their houses around some 
shared amenities. 

First you start with a central core . . . 

Child's play. For the home-
buyer, designing his dream 
house can be as easy as playing 
dominoes. Inter Discipline 
sends him diagrams of the cen
tral core and various other 
rooms and patios that he can cut 
out and fit together any way 
he pleases. He can make the 

. . . add living, dining and bedroom . . . 

There is no extra charge 
for patios, exterior storage room, 
double carport, clothes washer 
and dryer, dishwasher, garbage 
disposal, electric range with 
two self- or continuous-clean
ing ovens, 17-cu.-ft. refrigera
tor, fireplace, sliding-glass 
doors, shag carpeting and oak-
parquet flooring in two rooms. 

Inter Discipline houses are 
designed to comply with the 
national uniform code and can 
be purchased with conventional 
financing. The company is also 

L — 

ft 
8 
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. . . perhaps another bedroom, some patios 

delivered and set in place by a 
crane. Next a steel foundation 
system (manufactured by Kaiser 
Steel) is assembled, squared 
and leveled. Concrete is poured 
into the pier holes, and the 
steel foundation is anchored to 
the concrete as it dries. The rest 
of the house is built of panels. 

. . . until finally this is what you have. 

In the 7 months Inter Dis
cipline has been in business, i t 
has sold 10 houses. It now hopes 
to franchise the system through
out the country and to sell plans, 
cores and panels to developers 
who might want to assemble 
them on their own land. 

-J .K. 

Selling condominiums two at a time: one near Chicago, other in Florida 
The concept of owning two 
condominium apartments—one 
wholly and the other jointly— 
is being promoted by Chicago's 
Richard }. Brown Inc. in con
junction with its Cambridge-
on-the-Lake development in 
Buffalo Grove, 111. 

The development company, a 
subsidiary of Leisure Technol
ogy Corp. (Lakewood, N.J.), is 
assembling groups of two to six 
persons to buy condominiums 
at Seven Lakes, a 2,000-apart-
mcnt community in Fort 
Myers, Fla., which is being de
veloped by Karpay Bros. Inc., 
another Leisure Technology 
subsidiary. Bylaws at Seven 
Lakes permit joint ownership— 
which most condominium de
velopments prohibit, according 
to the Brown Company. 

The buyers. The joint owner
ship plan is being promoted 
both as an inducement to buy 

in Cambridge and because 
Cambridge buyers themselves 
are considered good prospects 
for Seven Lakes. "At Cambridge 
we're selling to a market that 
is pre-retirement by ten to 20 
years," explained Robert Ver-
bic, the company's director of 
association activities. "These 
people talk about Florida, and 
many go there on vacations." 

New Cambridge buyers who 
go to Florida to inspect Seven 
Lakes, and subsequently buy 
there, wi l l receive the inspec
tion trip without charge—at 
least during the initial period of 
the promotion. The Brown 
company wi l l also help to put 
together groups of non-Cam
bridge buyers, but they won't 
qualify for the free Florida trip. 

Financing. Mortgages on the 
Seven Lakes apartments are 
available through three Florida 
savings and loan associations. 

The Brown company collects 
credit information and forwards 
it to the lenders. 

Ultimately, the company 
hopes to offer financing for both 
Cambridge and Seven Lakes 
through one mortgagee. Two 
lenders are under consideration 
—a real-estate trust and an in
surance company. 

Each member of a six-member 
group at Seven Lakes receives 
two months' annual ownership 
for the price of a normal two-
week Florida vacation, Verbic 
says, and there are also tax ad
vantages. 

Seven Lakes units sell from 
$20,090 to $41,490. Under the 
six-member joint purchase each 
buyer of a $20,090 one-bedroom 
model, after downpayment, 
would pay $32.50 a month for 
principal, interest, maintenance 
and taxes. For the $24,790 two-
bedroom model, each member's 

share would be $39.25 a month. 
Rotating occupancy. Bylaws 

at Seven Lakes require that 
each group have a chairman, 
who wi l l be rotated annually. 
Duties of the chairman include 
scheduling of time periods dur
ing which each member of the 
partnership has sole right to the 
Florida condominium. Al l 
members of a group take title 
as tenants-in-common. Hus
band and wife partners take 
title as joint tenants-in-com
mon with the other partners. 

Verbic hopes to expand the 
dual ownership plan to other 
Leisure Technology develop
ments, including the Brown 
company's Leisure Village and 
Vacation Village, now nearing 
completion at Fox Lake, 111. 

Condominiums at Cambridge 
sell from $26,390 to $57,290. 

— G O R D O N W R I G H T 

McGraw-Hill News, Chicago 
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from the people who make the world famous Speakman shower heads 
Speakman Champagne Shower. The first of its kind . . . mixes everyday faucet water 
with air . . . jets effervescent white foam .. . bubbles tiny bubbles . . . billions . . . soft and 
cushiony . . . a cascade of air in water . .. soft air bubbles . . . so soft they can't splash . . . 
they cling . . . they caress . . . they make showering very, very special. 
The Champagne Shower is the creation of Elie P. Aghnides, the originator of the faucet aerator. Champagne Shower 
is covered by Aghnides patents 2,998,929 and 2,998,931 and patent pending. 

SPEAKMAN COMPANY • Wilmington, Delaware 19899 • In Canada-Cuthbert-Speakman 

C I R C L E 37 O N R E A D E R S E R V I C E C A R D 

hang, hook or hoi 



 

       

 
   

 

 
 

 

NEWS/FINANCE 

Stocks still down 
H O U S E & H O M E ' S index of 25 
housing stocks continued to 
slip in the month ended Sept. 
6, closing at 528.86 versus 
530.53 on Aug. 9. Mortgage 
companies and S&Ls provided 
the only bright spots as mobile 
homes and land developers con
tinued their retreat and builders 
drifted to lower ground. 

The index equates share val
ues of January 1965 wi th 100. 
Issues on the index are over
printed in color in the lists that 
follow. 

Here's the composite trace. 

Here's how the five com
panies in each group performed. 

Sept/71 A U R . 7 2 Scpt.'72 

Builders 563 470 465 
Land develop. 562 445 431 
Mortgage cos. 895 1,216 1,225 
Mobile homes 1,246 1,752 1,531 
S&Ls 199 181 220 

Sept 6 Chng 
Bid/ Prev 

Company Close Month 

BUILDING 
Alodex 5*4 - 1 
AVC0 Community Devel m - ft 
American Housing Systems m + ft 
American Urban Corp 6ft - 1 
Bramalea Cons (Can f 455 - .05 
Building Systems Inc. 61* - ft 
Capital Divers |Can.| 59 - 02 
• Centex Corp.' 264* - 1* 
Christiana Cos." 
Cons BWg (Can) 

5% 
250 

- V4 
+ ,10 

Dev. Corp Amer " 36 - 1 
Dev. Int. Corp 2ft - ft Edwards Indus 12% - ft First Builders Bancorp ' 
First Hartford Corp.1' 

5ft - ft First Builders Bancorp ' 
First Hartford Corp.1' 4 + ft 
First Nat Rlty' 1 - ft 
FPA Corp." 12V4 - 1H 
Frouge Corp 4ft - ft 
General Builders" 3ft - ft Gil Development ft + ft 
Hallcratt Homes" 12 + ft 
Hottman RosnerCorp. 6% - 1ft 
HomewoodCorp - 1ft 
Hunt Building Corp 12** 

42 
+ ft 
+ ft 

Key Co" 
Leadership Housing' 

5% 
7ft 

- 1ft 
- ft 

(Includes BehnngCorp.) 

Sept 6 Chng 
Bid/ Prev. 

Company Close Month 

Leisure Technology" 17ft 4 2ft 
LennarCoro' 22 - 2ft 
McCarthy Co." 5ft - ft 
McKeon Const" 10ft 2 ft 
H Miller & Sons 13ft * ft 
National Environmenl 3Vi +11* 

iSproul Homes) 
L B NeteonCorp* 11ft * 1* 
New America Ind 7ft - 1ft 
Oriole Homes Corp.' 34 - ft 
Prel.Corp." l i f t - 2ft 
Presidential Realty" 11ft + ft 
Presley Development" 12ft - 2 f t 
Pulte Home Corp.' 8ft - ft 
Robino-Ladd Co. 15ft * 2ft 
•Ryan Homes" 24ft - 1ft 
Ryland Group 47ft • 1ft 
Shapell Industrie*' 22ft • ft 
Shelter Corp ot America • . 8 f t - ft 
Standard Pacific' 4ft - ft 
3-H Building Corp. 12ft + 2 
Universal House 4 Devel.' 4 
•US. Financial" 30ft - ft 
•US. Home Corp' 26 + 1ft 
Valley Forge Corp' 13ft - 2ft 
Jim Walter' 26ft - ft 
Washington Homes 9 - 1ft 
Del. E.Webb' 8ft - 1ft 
Western Orbis" 2ft 
Westchester Corp 11ft - 1ft 

SAVINGS ft LOAN ASSNS. 
American Fin 16ft - 1ft 
Calif. Rn.' 7ft + 1 
Citizens S4L Assn 32 - 2 f t 
Empire Fin." 14ft * 2ft 
•FarWeatFIn: 10* • 1\«i 
Fin. Corp. of Santa Barb." 27ft + 2ft 
•Fin. Fad' 22ft *• 1ft 
•First Chattel FW 31% • 6 
First Lincoln Fin 6 * 1ft 
First S4L Sham' 24ft • 2ft 
First Surety 4 - ft 
First West Fin 2 - ft 
Gibraltar Fin.' 25ft + 4ft 
•Great West Fin1 31ft + 5ft 
Hawthorne Fin .... 14ft + 1ft 
•impenal Corp: 16ft * 2* 
Trans-Coast Inv 4ft • ft 
Trans World Fin' 12ft + ft 
Union Fin." 12 * ft 
United Fin Cal' 13ft • ft 
WescoFin.' 15ft • 1ft 

MORTGAGING 
Charter Co " 29ft 
CMI Investment Corp1 65'.1 
•Cotwell" . 22ft 
Cont Illinois Rlty' 20ft 
Excel Investment 23ft 
Fed Nat. Mtg. Assn.' 20ft 
Financial Resources Gp 3ft 

(Globe Mortgage) 
First Mtg Ins. Co 27ft 
•Lomas4Net.Fm' 23 
•MGIC Inv. Corp' 70ft 
Midwestern Fin" 19ft 
Mtg. Associates 26 
Palomar Fin" 9ft 
So. Cal . Mon. 4 Loan Corp I0H 
UPI Corp" 2ft 

(United Imp 4 Inv) 

- ft 
3*4 

- ft 
+ ft 

- 2 
* 2ft 
+ ft 

- 2ft 
+ 1ft 
- 1* 
- 2ft 
- 4ft 

- ft 

MORTGAGE INV. TRUSTS 
Alison Mtg." . 27ft + \ 
American Century" 26ft + ft 
Arlen Property Invest 15 
Atico Mtg.' 21ft + ft 
Bard 4 Warner 19ft + ft 
BankAmenca Rlty 
Berrien Mtg. Tr 

25ft 
26 * ft 

ft 
Beneficial Standard Mtg" 25ft • IS 
Cameron Brown 30ft + ft Capital Mortgage SBI 25ft - ft Chase Manhattan' 54ft 2ft 
CI Mortgage group' 22ft m 1 
Citizens Mtg> 14ft 
Citizens & So Rlty 31ft '+ t f t 
Cleve Trust Rlty Investors 19ft + ft Cotwell Mlg trust' 28ft + ft Conn General' 28ft + 1ft 
•Cont. Mtg investors' 
Cousins Mtg. 4 Eq. Inv.' 

13ft 
24ft 

• it) 
ft Diversilied Mtg Inv.' 26ft - » 

Equitable Life' 29ft - t f t 
Fidelco Growth Inv' 35'* + 1*4 
Fidelity Mtg." 29*4 4> ft First Memphis Realty 20ft - K 
•First Mtg investor!' 24W • 1ft 
First of Denver * 
First Pennsylvania' 

19ft 
24 

»i 

ft Franklin Realty1, 8ft _ ft Fraser Mtg 22ft 2 
Galbrealh Mtq 29ft 
Great Amer Mlg Inv 33 
Guardian Mtg' 39ft 4> 3ft 
Gulf Mtg 4 Rlty " 18ft - ft Hamilton Inv 16ft _ ft Hertman Mtg Investors' 13 _ N 
Hubbard R. E. Investments' 20ft • ft Larwin Mtg" 28 - 1ft 

9ft 
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Sept 6 
Chng. 

Bid/ Prev 
Company Close Month 

Mass Mutual Mtg & Realty 27% _ 2% 
Median Mlg. Investors 12% - ft Mony Mtg. Inv.' 12% —< W 
Mortgage Trust of Amer' 22* — % 
National Mortgage Fund 13% 
Noflfl Amer Mlg Inv 31 + 1 
Northwestern Mutual Life Mtg. 

& Rlty' 22% - 1 
PNBMtg.&RKy Investors' 24'A + % 
Palomar Mtg. Invh  15% + % 
Penn. R. E. Inv. Trb 12% 

27 1 
Realty Income Tr' 13 + % 
Republic Mtg.' 17% ft 
B F Saul,RE IT 25% + % 
Security Mlg. Investor 13 - 1ft 
Stadium Realty Tr 10% - 1ft 
State Mutual SBC 24 + % 
Sutro Mtg.' 18% + 2 
Unionamenca Mfg. 4 Eq1 25% - % 
U S Realty Inv' 15% % 
Wachovia Reattv Inc' 31% % 

23% + % 

L A N D D E V E L O P E R S 

All-State Properties rai * ft 
American Land* Vi» 
•AMREPCorp.' 
ArvKtaCorp 

16% 
11% r % 

Atlantic imp 5 - 1 
Canaveral Int." 3% 
Cavanagh Communities 7% - " i % 
Crawford Corp 5 % 
•Deltona Corp." 24% - 4% 
Disc. Inc 3% + % 
Fairfield Communities 3% % 
•Gen. Development' 17% - 1ft 
Getty Financial Corp' 6% - % 

(formerly Don (tie Beach-. 
comber) 

•Holly Corp.'1 1% * % 
Horizon Corp.' 27 - 3 
Landmark Land Co'' 3 - % 

(Gulf State Land) 
Land Resources 3% - % 
Maior Realty 8ft (ft 
•McCullochOil' 23% 
Southern Rlty & Utt" 6V4 - ft 

M O B I L E H O M E S A M O D U L E S 

Conchemcoh 15% 
•Champion Home Bldrs1 16 
Commodore Corp.' 10% 
De Rose Industries1, 7ft 
•Fleetwood' 32 
Golden West Mobile Homes1 13** 
•Guerdon' 26 
Moamco Corp.'' 11% 

(lormerty Mobil Americana) 
Mobile Home Ind' 16% 
Monarch Ind 3% 
•Redman Ind.' 23% 
Republic Housing Corp. „ 11ft 
Rex-Noreco11 7% 
•Skyline' 51ft 
Town & Country Mobile' 8 
Triangle MoWe 4% 
Zimmer Homes" 9 

Albee Homes 
ASM Ind. (formerly AABCO) 
Brigadier Ind 
Environmental Communities 
Hodgson House 

2% 
1V4 
4% 
4 6V4 

Liberty Homes 8 
Lindal Cedar Homes 
Modular Dynamics 
Modular Housing Systems 
Nationwide Homes'' 
Shelter Resources" 
Stirling Homex 
Swift Industries 

11% 
1% 
8% 

11 
13 
.15 

1% 

• ft 
- 3ft 
- 1% 
• ft 
- 6% 
- 1ft 
*• ft 
- ft 
- 4 

% 
- 2% 
- 2 
- 3ft 
- 4% 
- m 
- ft 
- v» 

ft + 1 

- ft 
- 1% 
+ ft 
• ft 
- 1% 
- 1 
- i f t 
- 2 

D I V E R S I F I E D C O M P A N I E S 

Amer Cyanamid' 34% - 1% 
Amer Standard 12% 

(Wm.Lyon) 
Arlen Realty & Develop1 15% - ft 
AVCOCorp' 16 - 1ft 
Bethlehem Steel' 29% • 1% 
Boise Cascade' 10% - 1ft 
CNA Financial (Larwin)' 20% % 
Castle & Cooke' 17ft * % 

(Oceanic Prop.) 
CBS(Klingbeil)' 58 - 4ft 
Champion Int Corp 22% - ft (U S Plywood-Champion) 
Christiana Securities 194 •10 
Citizens Financial' 9% 
City Investing' 15% - ft (Sterling Forest) 
Corning Glass' 242% -18% 
Cousins Properties 27% • 1% 
DreytusCorp' 15ft - 1ft 

(BertSmonier) 
Environmental Systems 9 - 2 
Evans Products' 22% + % 
Ferro Corp.' 46% - 2% 
First Gen Resources 2 - ft Fischback 4 More' 59% + 1% 
Forest City Ent " 16% - % 
Flagg Industries' 7% - % 

Sept. 6 
Bid/ 

Company Close 

Frank Paxlon Corp '1 15% 
(Builder Assistance Corp.) 

Fruehauf Corp.' 38% 
FuquaCorp' 17% 
Georgia Pacific' 39% 
Glasrock Products" 12 
Great Southwest Corp I f t 
Gulf Oil (Gulf Reston)' 24% 
INA Corp. (M J. Brock)' 42% 
Inland Steel' (Scholz) 32% 
International Basic Econ 5% 
International Paper' 35 
Internal Tel. & Tel' 54% 

(Levitt) 
Investors Funding' 8% 
Killearn Properties' 15% 
LeroyCorp 7% 
Ludlow Corp.' 22 
Monogram Industries' 12% 
Monumental Coro 63% 

(Jos MeyerhoHOrg ) 
National Homes 16% 
Occidental Petroleum' 14% 

(Occ Pet Land&Dev) 
Pacific Coast Prop." 3% 
Penni Corp.' 4 
Philip Morris' 106 
ProsherCorp 3% 
Rouse Co 26% 
Santa Anita Consol . 23% 

(Rott.H Grant Corp.) 
Sayre 4 Fisher" 2ft 
Shareholders Capital Corp. 1% - f t 

(SharehokJersR.E.Group) 
Temple Industries' 25 
Tishman Realty' 21% + ft 

- 1 
+ ft 
+ ft 

4 
18% 
16% 
17% 
42 

Titan Group Inc 
UGI Corp* 
UrisBWg 
Weii-McLiin' 
Westmghouse 

(Coral Ridge Prop.) 
Weyerhauser' 50% 

(Weyer Real Est Co ) 
Whittaker (Vector Corp.)' .., 8 
WickesCorp' 28% 

S U P P L I E R S 

Alpha Portland Cement' 17 
Armstrong Cork 32% 
Automated Building Comp' 9% 
Berven Carpets 16% 
Bird 4 Son 32ft 
Black 4 Decker' 101% 
Carrier Corp.' 24ft 
Certain-teed' 21% 
Crane' 18% 
Deere' 77ft 
Dexter 22% 
Dover Corp' 55% 
Emerson Electric' 89V? 
Emhart Corp' 32'/4 
Fedders' 29ft 
Flintkote' 25% 
GAF Corp' 22% 
General Electnc 66% 
General Motors 77 
Gerber 35 
Goodrich' 28% 
Hercules 69 
Hobart Manufacturing' 68% 
Int Harvester' 37ft 
Johns Manvllle' 30% 
Kaisor Aluminum' 20 
Keene Corp' 10% 
Kwetr 42% 
Leigh Products' 21% 
Magic Chef 45% 
Masco Corp.' 51% 
Masonite Corp' 65 
Maytag' 36% 
Modern Maid" 9% 
National Gypsum' 18 
Noms Industries' 51% 
Omark Ind.' 12 
Otis Elevator' 40% 
Overhead Door"" 19% 
Owens Corning Fibrgl.' 50% 
Poilatch Forests' 24 
PPG industries' 43% 
Reynolds Metals' 16% 
Rockwell Mtg' 34 
Rohm Haas' 77% 
Ronson' 6ft 
Roper Corp.' 30% 
St. Regis Paper 39% 
Scovill Mlg.' 26% 
Sherwtn Williams' 55% 
SkilCorp.' ............ 40% 
Stanley Works' 46% 
Tappan' 24 
Thomas Industries' 26% 
U.S. Gypsum' 25% 
U.S. Steel' 29% 
Wallace Murray' 19% 
Welbift Corp.* 2ft 
Whirlpool Corp' 33% 

Chng. 
Prev 
Month 

* 1% 
- 2ft 
+ ft 
* 1 
* ft 
+ 2 
+ ft 
+ % 
- 1 
- 2% 
- % 

* ft 
- 3% 
+ 1% 
- 2% 
t % 
- 2 

- 2% 
* ft 
- % 
- % 
- 6% 

- 2 

- 4 

+ 2% 

- % 
- 5 

+ ft 
- 6 
- ft 
- % 
- 2% 
- 3% 
- 1ft 
- % 
- 2% 
-13% 
- 1ft 
• 3% 
- 1 
- 1ft 
- 3% 
- 2% 
- 2% 
- 2% 
- 1ft 
- % 
• 1% 
- % 
- 1% 
+ 5% 
- % 
- % 
* % 
- 1ft 
- 2ft 
- % 
- 7 
+ % 
+ 2% 
+ ft 
+ ft 
- 1 
+ % 
- % 
- 2% 
- 4% 
- % 
- % 
* % 
- 1% 
- 1% 
t % 
- ft 
- 2 
- 1ft 

+ 4ft 
- ft 
- 4ft 
+ ft 
+ % 
+ 1% 
- 1% 
- % 
- 1% 

a—stock newly added to table b—closing price 
ASE c—closing price NYSE, d—not traded on date 
quoted, g—closing price MSE. h—closing price 
PCSE. —Computed in HOUSE 4 HOME'S 25-stock 
value index y—adiusted lor 2-for-l split 

Source Standard 4 Poor's. New York City 

 

suddenly: uniqueness! 

indoors a n d out 
mm 
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D U t H l A L 
RUSTIC C E R A M I C TILE 

Uniquely versatile. With a rustic kind of handsome
ness that's right at home—at home. And right for 
patios, plazas, public buildings. Best of all, once 
they're in, maintenance is out. 

Exclusive U.S. representatives and distributors: 

H B f f l f i B f l B B B B B H B B B I C O R P O R A T I O N 

41 EAST 42ND STREET, NEW YORK, N.Y. 10017 
New York (212) 697-3300 • Philadelphia (215) 732-1492 
Miami (305) 891-4331 • Oakland (415) 444-6050 
Washington, D C . (202) 529-8835 

C a l l o r w r i t e f o r f r e e c o l o r b r o c h u r e s 



House &. Home 

1972 
Modular 

Market 
Guide 

House & Home's new Modular 
Market Guide reflects the chang
ing face of a market in mot ion . 

Jo in ing the r anks o f m o d u l a r 
manufacturers dur ing the past six 
months are scores of new f irms 
and key personnel pinpointed by 
c o n t i n u i n g House & H o m e re
search. 

W i t h last-minute changes made 
right up to press time—additions 
an4 dropouts as well—House & 
Home's 1972 M o d u l a r M a r k e t 
Guide updates the modular mar
ketplace for supplier, producer 
and buyer who want to do busi
ness w i t h each other. 

For quick reference, the nation's 
modular hous ing producers—in
cluding firm name, address, tele
phone and personnel—are listed 
b o t h a l p h a b e t i c a l l y and geo
graphically. 

The 1972 Modular Market Guide 
also features—for the first time— 
a comprehensive Profi le of the 
Modular Housing Producer. 

I n addit ion to a statistical mea
sure of the industry, the Profile 
presents, i n the words of modular 
p roducer s themse lves , an ap
praisal of ma jo r m a n u f a c t u r i n g 
problems, major marketing prob
lems and how suppliers can work 
more e f fec t ive ly w i t h modu la r 
producers. 

Profile of the Modular Housing 
Producer includes the fo l l owing : 

Modular Ownership: Type of Or
ganization; Parent Company A f 
filiation; Public & Private Stock 
Ownership. 

M a i l C o u p o n W i t h R e m i t t a n c e 
t o H o u s e & H o m e , 

M o d u l a r M a r k e t G u i d e , 
1221 A v e n u e o f t h e A m e r i c a s , 

N e w Y o r k , N . Y . 10020 

MODULAR M A R K E T GUIDE 

P r o f i l e o f t h e M o d u l a r H o u s i n g P r o d u c e r 

Modular Plants: Number Oper
ated; Net Factory Space; Number 
of Shifts. 

Modular Production: Extensive 
Analysis of Uni t s Produced; Ma
jor Manufac tu r ing Problems. 

M o d u l a r M a r k e t i n g : M a r k e t 
Areas; Marke t Targets; M a r k e t 
Services; Participation i n Govern
ment Subsidy Programs,- M a j o r 
Market ing Problems. 

Modular Suppliers: Verbatims on 
how suppliers can work more ef
fectively w i t h producers. 

Copies of the 1972 Modular Mar
ket Guide w i l l be available on a 
first-come, first-served basis at a 
cost of $2.00 each. 

To order copies, pr in t your name 
and address clearly on the coupon 
below and enclose check payable 
to House & Home. 

r yes! Send .copies of the MODULAR MARKET GUIDE 1 
for $2.00 each. Enclosed is check for $. 

Your u n c 

Firm n.ime 

Mailing address 

City Zip 
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Marvin's new Singl-Glide and Singl-Lift windows cost a little 
less than most other wood windows. But with any Marvin 

window, the big savings come later. They're all factory-assembled, 
with everything in place. They can be 100% factory-prefinished 

— beautiful interior and exterior finishes you can't equal 
on the job. They're easy to install, 

and when you're done, they 
work. That's how you can take 

the cost out of fine windows. 

ft . H Singl-Glide and Singl-Lift units have one operating sash 
and one fixed lite. Big choice in glazing, from insulated to 

button-on storm panels to interchangeable storm sash and 
screen. Everything designed for generations of easy 

living. Get the full story in Marvin's new catalog. Marvin 
Windows, Warroad, Minn. 56763. Phone: 218-386-1430. 

tivating windows 
1 dorit all 
cost a lot m ARVIN 
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Now, you can build the 
callback floor, with Franklin 

  
  

 

 

 

 

~ SB 



glued, no-squeak, no-nailpop, 
Construction Adhesive. 
Study these unique cost-saving advantages of Franklin construction adhesives for 
field-glued floors, factory-built housing, mobile homes, and other construction systems. 
This is the Age of Adhesives. The con
struction industry today is entering its 
most revolutionary phase since the in
vention of the hammer and nails, or the 
discovery of bricks and mortar. 

Single-unit houses, mobile homes, 
apartment buildings, schools, factories, 
whole towns are being built wi th new 
systemized methods that offer better 
cost efficiencies, and improved construc
tion techniques. 

Y o u can only gain the enormous 
profit potential of this exciting new type 
of construction by employing the latest 
advances in adhesives technology. With 
over 35 years in research and develop
ment of high-performance bonding 
materials, Frankl in is uniquely able to 
supply adhesives for al l construction 
systems. 

Whether applied from automatic extrusion 
equipment or cartridges, Franklin Con
struction Adhesive provides good wet co
hesive strength, high ultimate shear 
strength, and proven long-lasting bonds. 

Franklin Structural Adhesives 
Polyvinyl Acetate Glues 
Aliphatic Resin Glues 
Contact Cements 
Solvent Elastomeric Mastics 
Emulsion Elastomeric Mastics 
Caulks and Sealants 

Finished with wood parquet, tile, or carpet 
these trouble-free glued plywood floors-
ensure customer satisfaction. Hardwood 
floors, vinyl roll goods, any floor covering 
can be used over the glued nail floor 
system. 

Up to 709r more stiffness 
than with old-fashioned con
struction. 

Defects a fraction of conven
tional floors, ends callbacks. 

Joists can span longer dis
tances, also smaller joists can 
be used. 

Bridging eliminated — re
moves a major source of 
squeaks and high labor costs. 

Speedy application — field-
glued floors go down fast. 

Nails needed on only 12-inch 
centers, 

Floor and joists fused in 
strong T-bcam unit. 

No squeaks — stress carried 
on glue, not nails, 

One floor layer eliminated, 
saves material and labor 
costs. 

Speed, rigidity, strength, and reduced costs are all prime benefits of using Franklin con
struction adhesive with the new A PA glued floor system. Sectional view, above, shows 
how and why you gain these advantages. 

Profitable applications 
Since the company's beginning, Frank
l in has developed innovative products. 
Our research chemists and engineers 
were alert to the trend to systems build
ing, and formulated superb quality ad
hesives for this specialized industry. 

Already, Frankl in Construction A d 
hesive has received wide acceptance fo r 
use with the A P A Glued Floor System. 
I t is certified to meet the requirements 
of H U D - F H A Use of Materials Bulletin 
No. 60, and surpasses the requirements 
of the American Plywood Association 
Specification A F G - 0 1 . 

You can employ this and other 
Frankl in Structural adhesives fo r a 
variety of profitable applications. 

We have glues, cements, mastics, 
caulks and sealants — all developed to 

increase efficiency, and provide mobile 
home construction, factory-built mo
dules, and on-site units wi th better, 
faster adhesives, and higher quality con
struction systems. 

Get the Franklin facts 
Franklin can provide you wi th the ma
terials and knowhow to get into this 
dynamic new construction market. Send 
the coupon today fo r detailed informa
tion about our structural adhesives and 
technical assistance. I t could well be 
the most important move you make in 
the next decade. 

r HH-72 
Structural Adhesives Division 
The Frankl in Glue Company, 2020 Bruck Street, Columbus, Ohio 43207 

Structural Adhesives 
for al construction auatamB 

We are interested in the advantages of 
Frankl in Structural Adhesives. 

• Please send us further technical information. 
• Have your representative call. 

Name 

Tit le 

Company — 

Address 

C i t y . .State- Z i p . 
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Trintessa! 
The shower one man can 

put up in no time flat. 

No t i le . No grou t mess. One man 
can put up the FORMICA® walls and 
Molded Stone® base quickly and eco
nomically. And leakproof construction 
gives years of customer satisfaction. 

Trintessa® shower units come completely packaged for a 
fast one-man one-trade installation. The 5/s-inch Formica" 
brand laminate walls install dry—no mortar, no mess. 
Molded Stone*1 base has factory-installed stainless steel 
drain that can't leak. Simple corner moldings snap in for a 
finishing touch. And Trintessa showers come in nine differ
ent color combinations and three sizes for extra customer 
appeal. Ask about Trintessa . . . the "no-tile" shower. Con
tact your Fiat representative or write Dept. HH-10 

QUALITY BY DESIGN 

( f i a t ) 
FORMICA CORPORATION 

NEWS/MERGERS 

Behring Corp. and Leadership merge 
to form a new stick-building firm 

© 1972 Cincinnati, Ohio 45202 • subsidiary of c f.% vi m o 

Leadership Housing Systems of 
Santa Ana, Calif., has merged 
with Behring Corp. of Ft. Lau
derdale, Fla., and the combined 
company wil l be known as Lead
ership Housing Inc. The merger 
price was over $35 million. 

The new company, which wil l 
be headquartered in Ft. Lauder
dale, Fla., w i l l be owned 86.5% 
by Cerro Corp., headquartered in 
New York City. Cerro had 
owned 100% of Leadership 
Housing Systems and 65.2% of 
Behring. 

Terms. Under the terms of the 
merger agreement, Cerro Corp. 
wi l l receive 4,583,717 shares of 
Behring common stock in ex
change for all of Leadership's 
common stock. At the same 
time Behring shareholders wi l l 
receive one share of a new series 
A preferred stock of the new 
Leadership Housing Inc. for each 
five shares of Behring common 
that they owned on the merger 
date. 

Finally, Cerro will receive 4 
million shares of a new series B 
preferred stock of Leadership 
Housing Inc. in exchange for all 
of the original Leadership's is
sued and outstanding preferred 
stock. 

The new company is assuming 
existing stock options and war
rants covering 747,887 shares of 
Behring common stock. Thus, 
the entire transaction involves 
5,331,604 shares of Behring, 
which closed at 7% on the day of 
the merger. 

Payout. The merger agree
ment contains an earnings 
payout provision under which 
20% of the shares wi l l be kept 
in escrow and issued to Cerro and 
the option holders, most of 
whom are officers of the new 
company, only if earnings reach 
a certain level during 1972 and 
1973. 

H. M. Lasky, who had been 
president of both Behring and 
Leadership, wi l l head the new 
company, and Lon B. Rubin, 
former executive vice president 
of both companies, wi l l be exec
utive vice president of the new 
one. 

Background. The Behring-
Leadership merger is the finaJ in 
a series of events that began 
when BehringCorp., a successful 
Florida builder and developer, 
decided to enter the modular 

housing field. 
It built the modular industry's 

largest plant in Ft. Lauderdale in 
1970. However, i t was plagued 
with production problems and 
incurred heavy losses. 

Finally in February 1972 Cerro 
bought 65% of the company's 
shares through its wholly-
owned subsidiary, Leadership 
Housing Systems. It put in new 
management which immedi
ately decided to close down the 
modular-housing plant and con
centrate on conventional on-site 
construction. 

The company estimates its 
1971 loss resulting from the 
writedown of the modular plant 
at $12,335,920. 

However, Kenneth B. Camp
bell, head of Audit Investment 
Research, calculates the losses 
and write-downs attributable to 
the modular disaster at $20.12 
million, before tax credits of 
$7.65 million. 

For the first six months of 1972 
Leadership had an unaudited net 
income of $982,000 and sales and 
other revenues of $25,779,000, 
compared with a net loss of 
$834,000 and sales and other 
revenue of $23,752,000 for the 
first six months of 1971. 

Projects. The new Leadership 
Housing is presently building 
single-family homes and apart
ments in California, Florida, 
Arizona and Texas, and it has 
entered into a joint venture with 
C. Brewer & Co. to build in 
Hawaii. 

Larwin aide chosen 
for FHLB council 
Daniel D. Ashe, president of the 
Urban Housing Division of the 
Larwin Group Inc., of Beverly 
Hills, Calif., has been appointed 
as one of the six industry repre
sentatives on the Federal Savings 
and Loan Advisory Council of 
the Federal Home Loan Bank 
Board. 

Before joining Larwin in 1972, 
Ashe was director of Eastern 
operations for Boise Cascade 
Urban Development. He also 
served as president of the Ar-
mendaris Land Development 
Corp. of Los Angeles. 

The Larwin Group is a subsi
diary of CNA Financial Corp. of 
Chicago. 
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Ford Vans 
b o r n a n d b r e d f o r c i t y w o r k . 

City service demands a lot from a 
truck. And Ford Econolines...Amer
ica's No. 1 vans . . . really deliver. 
A choice of swinging or sliding 
doors, for example . . . whichever 
might fit 
your needs. / 
Only Ford ' L ^ " ™ 
offers you 
both. The J 
latest slid- T/^pBHEl^—1 k 
ing type rides on three tracks with 
true-center support . . . to give you 
smooth one-hand operation. 
Short overall length . . shorter than 
other comparable vans . . . gets you 
through city traffic eas ie r . . . into 
skimpy parking spots faster. 

Twin-I-Beam independent front sus
pension uses 

two forged 

 

I-beam axles 
to give Econ

olines special toughness. And uses 
big coil springs to smooth the ride 

for driver and load alike. 
Ford s out-front 

servicing saves you 
time in the shop, too. 
Just flip up the hood 

to reach water, oil, bat
tery, voltage regulator 

and more. 
Payload ratings up to 4,250 lbs. give 
Econolines the capacity for your big
gest jobs. And now Ford offers the 

E-300 Parcel Van with 6-foot-high 
walk-in bodies, 10 or 12 feet long. A 
wide choice of regular Van and Super 
Van models, too. Get the full story at 
your Ford Dealer's now. 
Availability may be subject to Environ
mental Protection Agency certification. 

FORD 
ECONOLINE 

VANS 
FORD DIVISION 
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2 and 3-bedroom duplex town-
houses like the one below were 
designed for National Homes by 
architects lor the Frank Lloyd 
Wright Foundation. Each dwell
ing unit is assembled f r o m tour 
3-dimensional modules, ranging 
f r o m 12 to 14 feet wide , and 
f rom 24 to 54 feet long. 

The floor system begins w i t h 
USS Super-C Steel Joists spaced 
24" on centers. These are spot 
welded to open steel channels 
running the length of the module. 
3A" plywood decking is then ap
plied directly to the joists w i t h 
bo th se l f -d r i l l ing screws and 
adhesive. 



National Homes 
is building 
modular townhouses 
with steel joists. 
vie have a booklet 
that tells you why. , 

As the world's largest producer of manufactured homes, 
National Homes Corporation is always looking for new mate
rials to improve their industrialized system. In a current series 
of modular townhouses, they found that steel joists developed 
by U.S. Steel cost less in place than wood. And because they're 
galvanized steel, these USS Super-C Joists are dimensionally 
stable...particularly important for assembly line operations. 
National Homes is only one of many builders using steel joists 
in a wide range of applications, from single family homes to 
apartments, factory built or field assembled. This experience is 
summarized in a highly factual booklet—which shows typical 
applications, various framing plans, even provides load span 
tables and cost estimates. 

Read this booklet before you place another order for 
lumber. ^ ^ ^ ^ 

(UsS) Super-C • 
V _ y Steel Joists • 

TRADtMARK | 

United States Steel (USS 7540), 600 Grant St., Pittsburgh, Pa. 15230 | 
Dear Sirs: Please send me your booklet on USS Super-C Joists. 

Name Title I 

Company Name 

Address 

State 

Area Code & Telephone No. 

Types of units planned 

Number of units planned _ 

Zip 

J 
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NEWS/LABOR 

Questions about worker productivity find answers in NAHB study 
O- What most destroys produc
tivity at a building site? 
A. Inefficient handling of ma
terial. 
Q. What single factor is most 
likely to increase productivity-
A. Lots of supervision. These 
and many other questions that 
have long bugged builders are 
tentatively answered in a recent 
NAHB Research Foundation re
port entitled Pilot Study of 
Productivity in the Residential 
Building Trades. 

The report concludes that ma
terial handling problems are 
most likely to steal time from 
what otherwise would be effi
cient work crews. A builder, the 
report says, has a material han
dling bottleneck if: 

• Workers leave the site for 
materials. 

• Workers seem productive 
but the total job takes longer 
than it should. 

• Workers sometimes have to 
wait for material delivery. 

• Materials are delivered to 
the wronglocation in the job site. 

• Material becomes damaged 
when handled. 

• Material is scattered all 
around the site. 

• Material is handled more 
than once. 

The impetus for the Pilot 
Study ofProductivity came from 
Lee Fisher, head of the industrial 
engineering section of the 
foundation. While compiling 
problem reports on individual 
building trades, Fisher noticed 
that crews were sometimes very 
productive, at other times very 
unproductive. 

Breaking time. Using two in
dustrial engineering observation 
methods (Group Timing Tech
nique and Work Sampling Tech
nique), Fisher's engineers broke 
construction time into three 
categories: productive-direct, 
productive-support and nonpro
ductive (see definitions, right). 

Thirteen case studies con
ducted at various construction 
sites throughout the U.S. fo
cused on carpenters, electri
cians, masons, plumbers and 
painters. Each case study ana
lyzed how workers spent their 
time and recommended changes 
in procedures. Then cost-benefit 
analyses were compiled to dem
onstrate what would happen if 
these recommendations were 
implemented and productivity 
increased. 

For example, when four car
penters were observed installing 
load-bearing partitions and 
wood-frame floor systems in a 
three-story townhouse, their 
time was spent thus: 
Productive-direct 66.6% 
Support 17.4% 

Material handling 16.0% 
Talk business & 

maintain tools 1.4% 
Nonproductive 16.0% 

Idle 12.9% 
Personal rest & 

coffee 3.1% 
100% 

Suggestions for improving 
productivity were specific: "It is 
recommended that material be 
ordered and delivered for eight 
basement apartment-unit parti
tions and eight first-story floor 
systems rather than for the 
present four units. Material 
could be delivered in four sepa
rate bundles.. . . Two manhours 
per day should be saved.. . . Idle 
time (four manhours per day) 

could be reduced by the con
struction superintendent talk
ing business only with the fore
men." 

By increasing the material 
handling flow and reducing idle 
time, the engineers calculated a 
10.5% probable time reduction, 
which is equivalent to an $8,000 
per year potential cost savings. 

Plug the drain. It was obvious 
to the NAHB industrial engi
neers that for most job sites ma
terial handling bottlenecks were 
the most serious drain on pro
ductivity. The engineers sug
gest a careful investigation of 
the material handling sequence. 
Specifically: 

• Predetermine the best 
methods for handling. 

• Keep material lists updated. 
• When ordering materials, 

specify precise delivery loca
tions and times. 

• Keep material handling 
systems flexible by anticipating 
equipment breakdowns; plan a 

baekup system. 
• Insure proper placement at 

the site to reduce hand carrying 
and sorting. Minimize storing 
and moving materials from site 
to site. 

• Have materials delivered 
and stacked by sequence of use, 
eliminating sorting and restack-
ing. 

• Purchase packaged and 
unitized materials to discourage 
scattering and pilferage. 

• Reduce interdependence of 
men and machines to reduce 
waiting time. 

• Schedule work for continu
ous material flow. 

• Establish a good house
keeping program. Retrieving us
able material from scrap and 
waste consumes time and im
pedes the movement of ma
chines and men. 

• Keep material handling 
equipment operating at close to 
its maximum capacity. 

• Use multipurpose equip
ment (i.e. a front-loader-and-
backhoe tractor can also pull 
wagons). 

• Evaluate equipment pur
chases by comparing annual 
savings anticipated with annual 
equipment costs. 

• Solicit employee ideas for 
reducing handling costs. 

Talk is not cheap. In most of 
the case studies lack of supervi
sion adversely affected the 
amount of productive-direct 
work. Rework was most often 
necessitated by poor com
munication in the form of erro
neous or incomplete plans and 
specifications. Talk-business 
time was greatest on jobs where 
plans were vague. 

NAHB engineers observed 17 
work crews in 13 case studies. 
The data from such a small het
erogeneous sampling cannot be 
considered statistically valid, 
but it does indicate areas for fur
ther research. The foundation is 
expanding its work in produc
tivity research, using its own 
funds plus HUD money. 

However tentative the pilot 
study may be, it cannot but pro
vide builders with food for 
thought about their own opera
tions. 

Pilot Study of Productivity in 
the Residential Building Trades 
is available from the NAHB Re
search Foundation Inc., P.O. Box 
1627, Rockville, Md. 20850. 
Price: $2 per copy. 

How workers used time in 13 case studies 
Crew Non

Case study size Productive Support productive 

1 Rough carpentry 4 66.6% 17.4% 16.0% 
2a Carpentry 5 62.0% 20.0% 18.0% 
2b Carpentry 3 51.2% 31.0% 17.8% 
2c Carpentry 1 54.0% 32.0% 14.0% 
3 Carpentry 5 55.1% 21.9% 23.0% 
4 Masonry 6 90.5% 0 9.5% 
5 Masonry 6 74.7% 0 25.3% 
6a Masonry—masons 3 58.8% 25.2% 16.0% 
6b Masonry—laborer 3 76.5% 4.2% 19.3% 
7a Masonry—masons 2 59.2% 28.7% 12.1% 
7b Masonry—laborer 2 42.2% 17.7% 40.1% 
8 Electrical 2 81.2% 16.7% 2.1% 
9 Electrical 2 73.0% 21.0% 6.0% 

10 Plumbing 2 58.6% 34.9% 6.5% 
11 Plumbing 2 50.3% 37.3% 12.4% 
12 Paint Interior 2 72.4% 16.0% 11.6% 
13 Paint Interior 2 86.1% 9.5% 4.4% 

How to translate the engineer's jargon 
Productive-direct is defined this category are talking busi-
as time expended doing work 
"that can be identified and 
assessed against a particular 
construction operation and is 
considered necessary for 
progress of construction." 
Examples: nailing sheathing 
and framing walls. 

Productive-support is de
fined as "time expended per
forming services necessary to 
production that cannot be as
signed against a particular 
operation." Example: moving 
materials from delivery site 
to work area. Also included in 

ness,readingplans, setup, put 
away, etc. 

For a carpenter to nail 
trusses is productive-direct; 
for him to leave his immedi
ate work area to get lumber is 
productive-support. For a 
mason laborer to carry bricks 
to a work area is productive-
direct for his job category. 

Nonproductive is defined 
as accountable time ex
pended for personal reasons 
(hygienic needs), coffee 
breaks, unavoidable delay, 
idleness and rework. 
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Carrier changes 
apartment cooling 

inside and out. 
Carrier's new split system equipment is 

tailored neatly to apartments. In both size 
and cooling capacity. 

• 

p 1 

Outside, Carrier's new 38GS Compact 
condensing unit completes the system. 
16" low on the roof. Or behind the bushes 
on the ground. 

Its upflow air exhaust cuts down the 
sound. So does its unique computer-
designed fan. 

Like its inside companion, the 38GS 
comes in the sizes you need to handle tons of 
cooling in any apartment complex. Simply. 

Know, too, that since the 38GS-40VU 
system carries our name, you'll get the 
kind of tenant recognition and dealer service 
that's made our name. 

Have a Carrier Dealer quote your next 
garden apartment. Inside and out. He's in 
the Yellow Pages. Or write us. Carrier Air 
Conditioning Company, Syracuse, N.Y. 13201 

Inside, our 40VU fan coil unit stands 
out of the way in a closet. And quietly 
cools an apartment. 

Comes in six sizes to match your 
apartment sizes. And now or later, you can 
slip in an electric heating coil. We made 
room for it. Upflow. Or downflow. 

On larger models, a solid state circuit 
even controls the fan speed. Set it. 
And forget it. 

air conditioning 
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( d o m i n i u m 
We lit the spark. And we're doing more to keep it booming than anyone. 

Since 1 9 6 1 , FMI has loaned hundreds of 
millions of dollars for condominium construction 
and development. 

Starting in Florida, the cradle of the condo
minium, and growing all over the U.S. 

We have the f i rst n a t i o n w i d e f ie ld service 
force in the mortgage investment trust industry, 
to help you over hurdles and around pitfalls. 
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In short, we wrote the book on condominium 
interim f inancing. 

And we're anxious to wri te a profitable new 
chapter for you, if you'l l have your broker call or 
write First Mortgage Investors, 801 Forty-First 
Street , M i a m i Beach, Flor ida 3 3 1 4 0 . Phone 

3 0 5 / 5 3 2 - 7 3 6 1 . 

First Mortgage Investors. 
We wrote the book. 



E x p l o s i o n . 
EASTERN DIVISION: 
Robert 0 . Cahill. Senior Vice President 
801 Forty-First Street. 
Miami Beach. Fla. 33140 
Phone: 305/532-7361 
WESTERN DIVISION: 
T. W. Owens. Senior Vice President 
National Foundation Life Building 
3535 N.W. 58th Street. Suite 700 
Oklahoma City. Oklahoma 73112 
Phone: 405/947-5695 
SOUTH FLA./CARIBBEAN 
REGIONAL OFFICE: 
Donald E. Gray. 
Vice President 
9300 South Dadeland Blvd. 
Miami. Florida 33156 
Phone: 305/666-5971 

SOUTHEASTERN REGIONAL OFFICE: 
Owen N. Frakes. 
Vice President 
2233 Lee Road. Suite 217 
Orlando. Florida 32789 
Phone: 305/644-1200 
NORTHEASTERN REGIONAL OFFICE: 
James L. Osmond 
Vice President 
30 Evergreen Place 
East Orange. New Jersey 07018 
Phone: 201/674-2290 
MIDWESTERN REGIONAL OFFICE: 
George R. Callantine, 
Vice President 
1001 East Jefferson Boulevard 
South Bend. Indiana 46617 
Phone: 219/234-6096 

SOUTH TEXAS REGIONAL OFFICE 
Roy S. Simpson. Vice President 
1109 Cullen Center Bank Building 
600 Jefferson Street 
Houston. Texas 77002 
Phone:713/229-9132 
CENTRAL REGIONAL OFFICE: 
T. W. Imes, Vice President 
National Foundation Life Building 
3535 N.W. 58 Street. Suite 700 
Oklahoma City. Oklahoma 73112 
Phone: 405/947-5695 
MID-ATLANTIC REGIONAL OFFICE: 
John S. Frisby. Vice President 
7910 Woodmont Avenue 
Suite 1118 
Bethesda. Maryland 20014 
Phone: 301/654-9140 

SOUTHERN REGIONAL OFFICE: 
Robert H. Jenkins. Vice President 
4539 1-10 Service Road 
Metairie. Louisiana 70002 
Phone: 504/885-8696 
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N E W S / T E C H N O L O G Y 

Refuse + disposal plant = heat + air conditioning 
This is the equation proposed for 
solving Nashville's solid-waste 
disposal problem, while simul
taneously providing heating and 
cooling for more than two dozen 
downtown buildings. If the 
equation works—and there's 
every indication that it wi l l—i t 
could aid large developers of 
high-density commercial and 
residential projects who are 
working with the community in 
reduction of the projects' impact 
on the local environment. Even
tually the equation could possi
bly put large developers in the 
public utility business. 

Nashville's plan is to use 
compacted garbage as fuel for a 
plant producing chilled water 
and steam used to air condition 
and heat 27 private and public 
buildings. Initially, when the 
$ 17 million plant goes on steam 
in two years, it wi l l consume 720 
tons of solid waste per day in two 
incinerator-boilers equipped 
with high-efficiency pollution-
abatement devices. 

Steam from the boilers wi l l 
drive turbines powering two 
water chillers totaling 13,500 
tons of chilling capacity— 
enough to cool 5,400 one-family 
houses. By 1980 the plant wi l l be 
expanded to consume 1,300 tons 
of waste per day—the amount of 
refuse now generated by the 
500,000 residents of Nashville 
and surrounding Davidson 
County. 

Major surgery helps. In 1969 
Nashville's mayor, Beverly Bri-
ley, retained the engineering 
firm of I.C. Thomasson and 
Associates to investigate the 
feasibility of building a conven
tionally fueled central facility 
for heating and cooling metro
politan government buildings. 
The firm suggested a plant be 
built to provide chilled water and 
steam for the entire downtown 
area, which was soon to undergo 
the major surgery of urban re
newal—with its attendant tear
ing up of streets. Thus, piping 
could be laid to new as well as 
existing buildings. 

At about the same time the 
state passed a law requiring that 
by 1972 all solid waste landfills 
must use earth covering. This 
would increase the cost of an 
already expensive service. 

"So," said Mayor Briley, " i t 
seemed the district plant idea 
and the solid-waste problem just 
blended together naturally. 

Subsequent studies by the 
Thomasson firm indicated that 
using solid waste as a fuel was 
completely feasible." (Steam-
generating plants which use 
compacted garbage as fuel have 
been operating successfully in 
Europe since 1954.) 

From the city's viewpoint 
combining incineration of gar
bage with steam generation 
offers several advantages: 

• The need for sanitary 
landfills is eliminated. 

• Refuse collection costs are 
reduced. 

• Consumption of electricity 
and fossil fuels are reduced. 

• Air pollution is decreased. 
• Some materials in the ref

use may be recycled. 
• Community heating and 

cooling is provided at lower cost. 
The chilled water and steam 

wi l l provide government and 
private buildings with cooling 
and heating at three fourths the 
cost of operating individually 
owned systems. 

A nonprofit firm, Nashville 
Thermal Transfer Corp., has 
been established to build and 
operate the plant. NTTC was 
authorized to issue tax-exempt 
revenue bonds, and the plant wi l l 
be turned over to the city when 
the bonds are paid off. The Inter
nal Revenue Service has agreed 
to the firm's tax-free status on 
the grounds that the plant is in 
the public interest. 

Free garbage. Under the terms 
of a 30-year contract, the city 
wi l l deliver solid waste at no cost 
to NTTC. 

"We wil l save about $3 per ton 
of waste collected—more than 
$ 1.25 million per year—through 

reductions in sanitary landfill 
operation," says Mayor Briley. 
"We wil l realize another $72,000 
savings annually in lower haul
age costs." 

Contrary to rising costs antic
ipated for conventionally fueled 
heating and cooling systems, 
NTTC service costs are expected 
to remain fairly constant. One 
reason is the yearly increase in 
the thermal-energy value of gar
bage due to more disposable 
paper packaging. 

A preliminary environmental 
impact statement, approved by 
the U.S. Environmental Protec
tion Agency, showed that the 
NTTC plant wi l l substantially 
decrease air pollution levels. 

Sixty thousand acres lost. 
Melvin Holm, chairman of Car
rier Corp., the firm that wi l l sup
ply the water chillers to the 
NTTC plant, believes strongly 
in the concept of district cooling 
and heating through solid waste 
incineration. He points out that 
each year the U.S. consumes 
to 60,000 acres of land in the 
process of disposing of 200 mil
lion tons of community refuse in 
landfills. Thecostranges from S6 
to $20 per ton. 

"Obviously this concept is a 
natural for municipalities," says 
Holm. "But it can also be used 
effectively in hospital com
plexes, university campuses, 
shopping centers, industrial 
parks or very high-density resi
dential areas—actually, any 
place where district cooling and 
heating is feasible. 

" I also see this concept as a 
possible tool for large real-estate 
developers, because they can use 
it in bargaining with municipal 

officials for rezoning of residen
tial projects or tax rates for in
dustrial and commercial proj
ects. For instance, a developer 
wanting to put in a large high-
density townhouse complex 
might tell the town fathers: 'Not 
only wi l l this complex not gen
erate more solidwaste,butit wi l l 
consume its own waste as well 
as X number of tons supplied by 
the town. In addition, the com
plex's disposal plant can supply 
heat and cooling at lower cost to 
the school across the street and 
the hospital down the block. The 
plant can also beequipped so that 
the steam powers electric gener
ators.' " 

Holm notes that the developer 
and the town might share the 
cost of the plant, or conceiv
ably—if disposal plants can be 
economically scaled down—a 
developer might find it advanta
geous to build the plant himself 
and sell steam, chilled water and 
electricity to the town and pri
vate customers. 

"Unfortunately, we don't 
have good yardsticks to quickly 
measure the economic viability 
of the concept. While we do 
know that a major limiting fac
tor is the high cost of laying the 
piping, every situation must be 
evaluated on its own merits. Fi
nancing, local laws, tax benefits 
and so forth are going to vary 
widely across the country. But 
the fact remains that the disposal 
of solid waste, while generating 
district cooling and heating, 
offers municipalities and devel
opers the opportunity for 
progress and at the same time 
improves the quality of the en
vironment." 

 

 
  

  
                      

       

60 H&.H O C T O B E R 1972 



 
 

 

 
 

  

  

  

Waldo Wals and the Nord Regency A entry door 
used in the Pointe Bleue development near Atlanta. 

"Nord doors give 
instant curb appeal." 
More than 80 acres of DeKalb County, 
near Atlanta, Georgia, have been 
developed by Waldo L. Wals. All the 
homes he has built have one thing in 
common—Nord doors. Wals likes the way 
Nord designs complement the style of 
his homes. And he thinks Nord does a 
better job of construction: "You can see 
the difference in the panels and the 
entire door." 

Gets the guided tour off to a good start 
Wals builds about 80 units a year and has 
four major developments to his credit. 
One is Pointe Bleue, where the homes 
are priced from $37,000. They are 
reflective of the French architecture he 
enjoys—and he can often be found 
showing the homes himself. "Since the 
door is one of the first features a 
prospect sees as he gets to the home, it 
is an important selling point. Nord doors 
get the guided tour off to a good start." 

Distinctive doors, "commodity" prices 
Wals takes personal pride in his homes. 
Similarly, the Nord family takes personal 
pride in their doors. Nord perfected a 
4-way clamp to assemble doors so all 
joints are tight and exact, but each door 
is still hand-finished by one of Nord's 
skilled artisans. It's part of the Nord 
philosophy of combining natural wood 
with advanced technology and 
old-world craftsmanship. That way, 
builders get doors of distinction at 
"commodi ty" prices. 

For full-color literature on Nord doors of 
distinction, just write "doors" on your 
letterhead and mail it to 
E. A. Nord Company, Everett, WA 98206. 
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Split buildings help open up a high-density garden project 

     
 

   
 

 

 

  

 

   

 

       
      

 
 

 

 

 
     

       
         

       
         

        
       

     

There are 256 units on the ten-
acre site in Placentia, Calif. And 
even though some of the build
ings have three stories, double-
loaded interior corridors would 
normally have been used to cut 
down on ground coverage. 

Instead the architect split 
open the seven 2- and 3-story 
buildings by inserting a 15-ft.-
wide inner court yard into each 
L-shaped structure. The land
scaped court yard is an open, 
continuous light well which also 
provides access to each apart
ment. At the ends of each build
ing stairs lead up to outdoor cov
ered walkways and covered 
bridges which cross the ten feet 
to the opposite side of the court
yard. Each bridge leads to a pri
vate entry for two apartments. 

"The bridges coming off a 
single corridor provide a sense of 
identity to individual apartment 
entries," notes architect Peter 
Munselle. "Also an interior 
court makes each apartment 
more sunny since there are win
dows in front as well as back." 

The open feeling is reinforced 
by greenbelts around the build
ings and four landscaped courts. 

Three walled-in parking areas 
are cut in almost to the site 
center. Space is available for 
more than 400 tenant and guest 
vehicles under carport roofs. A 
space between the parking lot 
wall and the carport roof admits 
sunlight to what is typically a 
dark back-alley. 

At the site center is a swim
ming pool and a clubhouse con
taining a lounge, kitchen, card-
room, sauna and showers. 

Each apartment has either a 
private patio or balcony. 
Ground-floor sliding glass doors 
are screened by solid walls en
closing a patio, thus there are 
front entrances through the 
inner courtyard plusaccess ways 
through the patio for units facing 
the outer courts. Upper floors 
have extended-wall balconies. 

The one- and two-bedroom 
units, which range in size from 
741- to 1,110-sq. ft. , rent from 
$150 to $220 per month. The 
vacancy rate is reported to be 
zero. The architect was Dor-
man/Munselle Associates, Bev
erly Hills; the builder, Wm. Lyon 
Development Co. Inc., a subsi
diary of American-Standard Inc. 

Site plan shows how seven buildings are separated by courts and parking areas. 
Pool and recreation building are at center of the site 
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weatherproof 
insulation, 
structural roof 
sheathing, 
termite, rot and fungi 
protected, and 

a beautiful, 
prefinished 
ceiling. 

specs: (2 3 / 8 " thick) 
R 6.88; U-0.15 
(add 1" thick urethane, 
R = 13.74; U = 0.07). 

rafter spacing: 
for 40 psf live load: 60" o.c. 
nominal sizes: 
2 ' x 8 ' x % " , 1 V 8 " , 1 7/B", 
or 2 3 /B" thick. 

ceiling finishes: 
White Korad* 100% acrylic; 
white, "flitter" pattern vinyl; or 
prime-coated with white acrylic. 

from 
the family of 
code-approved 
products 
by 



 

 

 

 

 
 

  

 

 

 
 

 



This paneling 
with a real 
hardwood 
face veneer 
costs no more 
than imitations. 
Imagine that! 
Gold RushM plywood paneling from 
Georgia-Pacific costs about $5.00 per panel. 
It's rustic. Versatile. With a real hardwood 
face veneer you won't find on other 
inexpensive paneling. Comes in two color 
tones: Charcoal and Nugget, both with a 
simulated rough sawn finish. 

See your Georgia-Pacific representative 
or dealer today for paneling with the rugged 
look that will give your homes more sales 
appeal: Gold Rush paneling. 

Paneling with Imagination from 

Georgia-Ffecific ^ 
Portland, Oregon 97204 

C I R C L E 65 O N R E A D E R S E R V I C E C A R D H&.H O C T O B E R 1972 65 



This is your invitation to enter the 
1973 HOMES FOR BETTER LIVING 
AWARDS PROGRAM 
Sponsored by: 
The American Institute of Architects and the editors of 
House & Home and American Home magazines. 

Eligibility: 
Any house or apartment building in the United States or 
its possessions, built since January 1, 1970 and designed 
by a registered architect is eligible. Entries may be sub
mitted by any architect, builder, developer or owner. Any 
number of projects may be entered. 

Entry categories: 
Custom-designed houses—one-of-a-kind detached houses 

designed for private clients including year-round 
and vacation houses and major remodeling and ad-
ditions.'t 

Merchant-built houses—single-family detached houses for 
sale or rent including vacation and year-round, pro
motional and zero-lot-line houses and remodelings.'t 

Multifamily housing—multifamily housing includes single 
apartment buildings, multi-building projects, PUDs, 
attached housing such as townhouses, duplexes, 
triplexes, fourplexes and rehabilitations.*! 

tall categories include modular housing 

"remodclings must take In the whole structure. Custom additions to a 
detached house must be tied into original design of house. No single room 
or single apartment remodclings are admissible. Redecorations are not admis
sible. Face-liftings must be structural. Photos of both before and after con
struction will be required for ludging. 

Registration date and fee: 
Entry fee: $20 per entry. Deadline: postmarked by mid
night, Friday, December 15, 1972. 

Submission of material: 
On receipt of registration form and fee, entrant wi l l be 
sent a spiral binder—color-coded to the project's category— 

which is to be filled with sufficient black and white pho
tographs and plans to illustrate the design, any unusual 
problems or solutions. (Detailed instructions for prepara
tion of entries will be included in the binders mailed to 
entrants.) 

Fudging: 
Wil l be held on March 20 and 21, 1973 at the American 
Institute of Architects headquarters in Washington, D.C. 
The panel wi l l consist of outstanding architects, housing 
industry leaders and editors of American Home and House 
& Home. The number of awards to be presented shall be 
solely determined by the judges. 

Winners: 
Wil l be notified by telegram immediately after judging. 
Award certificates wi l l be presented and photos of win
ning projects wi l l be displayed during the 105th annual 
convention of the American Institute of Architects, May 
7-10, 1973 in San Francisco. Winners wi l l be expected to 
prepare and ship to the AIA convention—at their own ex
pense—a project display board representing the winning 
entry. Instructions for these boards wi l l be forwarded to 
winners. Winning binders and display boards wi l l not be 
returned to entrants. 

Conditions: 
Entries must be approved by all parties concerned. A l l 
material accompanying entries must be free from copy
right restrictions and any other restrictions that would 
prohibit publication of such material by House & Home 
or American Home magazines. House & Home and 
American Home shall have the right to publish all mate
rial submitted and shall have the right to photograph for 
publication any entry project. 

R E G I S T R A T I O N F O R M 
I wish to submit a project in the 1973 HOMES FOR BETTER LIVING AWARD PROGRAM. Enclosed is $20 per entry 
in check or money order made payable to HOMES FOR BETTER LIVING. I have used a separate form (or photocopy) 
for each entry. Please send me my entry material for the following category: 

Custom-designed house • Merchant-built house D Multifamily housing • 

Please print or type all information 

Architect name. 

Street, city, state, zip. 

Project name & location. 

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

Company and address. 

Check appropriate company category(ies) Builder Q Architect • Developer Q Owner • 

Mail entries to: Dept. HFBL, House & Home, McGraw-Hill, 41st Floor, 1221 Avenue of the Americas, New York, N.Y. 
10020 by midnight, Dec. 15, 1972. 
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This siding 
saves more than 
painting costs. 

Saves time. Saves waste. 
Saves one more scheduling 
headache. 

Choose any of 
Color-Side's four 
exterior fashion 
colors: Dawn white, 
Burnt gold, Moss 
green or Sage 
yellow. Complete 
color-matched 
accessories are 
available. 

Boise Cascade Color-Side 
Insulite Siding benefits the 
cost-conscious builder with a 
tight schedule to meet. 

It's the one prepainted siding 
you can buy, apply and sell with 
ease. 

Color-Side Insulite Siding costs 
less and looks better than many 
sidings you paint on site. It saves 
time and labor in priming and 
painting. It gives you famous 
Insulite strength and stability . . . 
plus a choice of four fashion 
colors in the kind of smooth finish 
every home buyer wants. And 
because it is prefinished, 
Color-Side helps you finish 
homes on schedule in good 
weather and bad. 

Color-Side covers walls fast in 
big 12" x 16' lap. It cuts and nails 
with ease. Its reversible edges 
save time and waste. Simply 
cut and turn for a perfect fit on 
gable ends. 

There are few sidings that can do 
so much to help the modern 
builder profit. And still cost as 
little as Color-Side. 

See your Boise Cascade dealer. 
Or send this coupon now for a 
detailed, four-color brochure. 

Boise Cascade 
Wood Products Division, 
P.O. Box4463 
Portland, Oregon 97208 

Mama 

C o m p a n y 

A d d r e s s 

City State Z ip 

I am a: • Bui lder , • Archi tect . • Wholesa ler , • Reta i ler 
Number of units p lanned this year: 

Typo of units: • S ing le Family, • Mult i -Family 
C S - B H H - O C T 

Boise Cascade 
Wood Products Division 
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"Dens and family rooms are key sales 
areas in your model homes . . . To set the stage 
properly, zero-in on the four Cs: 
comfort, casualness, cheerfulness and conviviality" 

T H E M E R C H A N D I S I N G SCENE 

If the requisite quality of the family room 
and/or den in a model home can be described 
in one word, the best one would be comfort. 
The more comfortable and inviting they are, 
the more effective they become in merchan
dising your overall product. Because no mat
ter what section of the country you are 
building in, these rooms have become pri
mary focal points in selling shelter to today's 
leisure-oriented consumer. 

Home entertaining has become a way of 
life and even the backyard barbecue has 
moved indoors to become a buffet dinner or 
cocktail party in many households, and 
eventually these affairs gravitate to the fam
ily room. 

Comfort and entertaining naturally com
plement one another, but capturing this 
convivial feeling in a model home or apart
ment is not all that easy. What is needed is 
an overall mood, and this can be accom
plished largely with color and furnishings. 
Family-room decor should be casual, not 
formal, and it should provide a place where 
the husband can put his feet up on a coffee 
table without feeling a twinge of guilt. In 
other words, the family room should be a 
relaxed version of the living room which 
usually has a don't-touch or don't-wrinkle-
my-pillow look. 

There are no special rules to follow to 
obtain informality in a family room. Fur
nishings can be in a single style—traditional, 
French provincial, warm contemporary—or 
an eclectic blending. 

Some pieces of furniture, however, should 
be specialized. Recreational equipment like 
a billiard table, or if the room is smaller, a 
bumper-pool table, is a sure bet to strike a 
responsive chord with dad and the kids. A 
dry bar is a good substitute for a wet one and 
should be placed in the family room. 

The family room is also the perfect setting 
for an old player piano or organ. They don't 
have to work to be effective; just stick one 
in the corner, load it down with old sheet 
music, and it w i l l radiate charm. 

The overall goal in designing family-room 
interiors is to involve the whole family. Put 
in something for everyone: a chessboard 
(with the chessmen glued down), a stereo 
system, television, family games—anything 
that conveys the fact that this is where the 
family congregates and enjoys one another. 

It might also be the place to exhibit 
youngsters' toys. After all, no mother wants 
her children underfoot in the kitchen. But 
if she can keep her eyes on them, she feels 
confident about their safety. 

Designing a den is a special challenge all 
its own. The den, quite often used as an 
additional bedroom, should be a male retreat 
in my estimation. Make it private, reclusive 
almost—a cozy and comfortable escape for 
the head of the family. 

I have have long held that to please a man, 
really please a man, it is necessary to make 
him totally comfortable and secure. Trans
lating comfort into color means using 
warm-toned hues, shutters, paneling, per
haps a desk and floor-to-ceiling bookcases. 

Comfort can be achieved using a wide 
range of furnishings. Don't feel that every 
den must look like the main sitting room of 
a banker's or Union League club. Select from 
massive furniture, traditional, French Pro
vincial or sleek chrome and glass. Al l can be 
used successfully while still giving the den 
a masculine ambience. 

Accessorizing contributes heavily to this 
ambience, for i t sets a definite mood. Acces
sories tell you something about the person 
who lives there. For instance, enlarged, 
mounted black-and-white photographs, a 
camera tripod and a scattering of prints ob
viously indicate that the head of the house
hold is a camera buff. Old National Geo
graphies, game trophies and an antique globe 
of the world are all items that appeal to a 
wide cross section of men. 

Dens and family rooms, therefore, have a 
specific merchandising mission. In the den 
the sought-after mood is solitary relaxation 
and comfort for the man of the house; the 

family room is a cheerful, chatty locale for 
a gathering of family and friends. 

The dens and family rooms below illus
trate how this can be accomplished in a 
variety of ways. 

In photo A we have achieved warmth in 
a den by using coral-painted shutters to rein
force the coral, pink, shrimp and white color 
scheme of the quilted, traditional sofa and 
matching chair. An antique pushcart coffee 
table completes the furnishings; built-in 
ceiling-high bookcases frame the shutters. 

The den in photo B is for the outdoorsman 
or for the dad who wishes he were out-of-
doors more often. The super-comfortable 
couch is covered in a rough suede, a perfect 
place to stretch out, read a book or catch a 
few winks before dinner. The accessories 
draw on a taxidermist's talents. Colors are 
warm, soothing earth tones. 

We have combined elements of both a 
family room and a den in photo C. The husky 
furniture, bookcase wall and dark-brown 
tones appeal to the male while the wrought 
iron and wood dining table and hintsof white 
wicker wi l l capture the woman's eye. A 
combination den and family room is appro
priate in homes aimed at the first- or second-
time homebuyer—where you are sure all the 
extra bedrooms wi l l be put to use. 

A house-and-garden family room seen in 
photo D dramatizes the indoor-outdoor ar
chitectural objectives found in many homes 
today. Family recreation is the theme here 
evidenced by the bumper-pool table. A con
versational area fronts the fireplace. The 
color scheme is parrot green and white and 
again wicker and parson-styled tables are 
employed. 

Summingup, dens and family rooms, more 
than any other rooms, offer a builder the 
opportunity to project the personality of his 
imaginary family into his product. Yet re
member, the watchwords are leisure and 
comfort—two elements that must be present 
and credible in the interior design if your 
models are to be a merchandising success. 
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Stratton's carpet of Herculori met a hot tomato from Campbell's... 

 
and kissed it goodbye. 

Stratton's rugged " P o l y c o r d " carpet made wi th pile o f 
HERCULON* olefin fiber got together with some crispy croutons 
and Campbell's Tomato Soup. But it didn't last long. With just 
a bit of easy cleaning, it was all off between them. 

The stain resistance of HERCULON. coupled with uncommon 
resistance to abrasion and fading, gives you the ideal carpet 
for any commercial installation. Even Campbell's didn't stick it 

out with Stratton's new quarter 
gauge carpet of HERCULON for 
very long. But your customers wil l . 

For detailed information on HERCULON olefin fiber see 
Sweet's Q Light Construction, Architectural and Interior Design 
files. Or, write Fibers Merchandising Dept. 226. Hercules, Incor
porated, Wilmington. Delaware 19899 for free 24 page booklet. 

Specify Carpet of Herculoh by Strattorv Industries, Inc. 

C I R C L E 7 1 O N R E A D E R S E R V I C E C A R D 

H E R C U L E S 

'Hercules registered trademark. 
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the nation's 
first family of 
distinguished homes 
What does this mean 

to you? In a word: 
Nobody —but nobody —offers the range, the scope, the 
prestige of homes of fered by Nat ional Homes. 

From the traditionally designed best sellers to the homes 
designed by the best-known, best-praised architects in 
America. The Frank Lloyd Wright Foundation. Edward Durell 
Stone. Richard Hahn. And many more. Plus our own staff 
of professional architects and designers. These are homes 
that are creating new buying trends and capturing huge 
segments of the market in every market. Including yours. 

As a builder of National Homes, you provide a range that 
appeals to all ages, all tastes, all the needs of the people in 
your market. From one generation to the next. And that 
spells profit for you. 

Join the Profit Builders. They're the leaders. The builders 
who are enjoying greater sales and profits by being First. 
Put simply: you can't beat 'em. So, join 'em. Talk to the 
Man from National. 

Appliances by -V- -HxrtpjtrUi*-

PROFIT Join the Profit Builders 
A team that includes hundreds of 
builders in 42 states. It's one of the 
important reasons why: 

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

n i l 
H O M E S 

V. IMI OtOWIN I H H T I i COMPANY 

n HH1 0 
National Homes Corporation 
P.O. Box 680, Lafayette, Indiana 47902 
Attn: Marketing Division 

Y E S ! I want to be a profit builder on the National Homes team. Send the 

Man from National nearest me. Best time for appointment 

Name.. 

Company. 

Address— 

City .State. .Zip. 

Phone. .Area Code. 

I have built .homes in the last 12 months. I now have. Jots available. 

My typical selling price is $ 



T H E M A R K E T I N G SCENE 

"Memo to apartment builders: 
Have you noticed your newest competition? It's 
those condominium and townhouse 
complexes—and they're gaining momentum every day" 

It's time you apartment builders, owners and 
managers looked over your shoulders at your 
newest competitor. He's the condominium 
and/or townhouse builder, and he's gaining 
on you. In fact, he has thepotential to capture 
much of your future rental market and 
present tenants, as well. 

Until recently, your primary concerns 
have mainly been the apartment project 
down the street, or the newly planned com
plex a mile to the south or the request for 
a zoning change to multifamily just north 
of you. But things are changing. Condomin
ium and townhouse projects are cutting into 
the rental market in a big way in several 
geographical markets and wi l l do so soon in 
most others. And it won't just be a project 
on the next block or a mile away. In urban 
areas condominiums can pull renters out of 
projects from a 15-mile radius. 

The market. Some of the demand for 
condominiums comes from empty nesters 
seeking to underpurchase (for the first time 
in their lives) in order to prepare for retire
ment and to have more cash for discretionary 
spending—traveling in Europe or buying a 
recreational vehicle, for example. Most of 
these buyers come from homes; therefore the 
ability to resell becomes a significant factor. 
Other prospects for condominiums are the 
singles—unmarrieds, divorced or widowed. 

But the majority of the condominium-
townhouse market is comprised of young 
households—mainly low- to moderate-in
come renters who have not been able to 
afford single-family detached homes. Theirs 
is a pent-up demand that has been building 
for years, so the elatively moderate-priced 
condominium or townhouse attracts them. 
They have no resale problem and, unless 
they're tied into a long-term lease, no re-
renting problem. 

In other words, the demand for this kind 
of housing, unlike demand created by new 
family formations, can be and is generated 
without population growth. Thus if you as 
an apartment builder see no rental units 
beingbuilt orplanned in your area, you could 
easily fall into a trap. You might find yourself 
overbuilding an area with rental units with
out realizing the potential effect of your 
condominium or townhouse competitor. 
California is a classic example and the leader 
of the movement. And trends experienced in 
California over the past couple of years are 
beginning to show up in other housing mar
kets. 

As an example, look at McKeon Con

struction Co., which brought fourplex rental 
apartments into the market as low-cost 
condominiums, revitalizing the building in
dustry. The original McKeon quads were no 
more attractive to the housing industry than 
the VW bug was to the automotive industry. 
However, like the VW manufacturer, Mc-
Keonfound a hole in the market and satisfied 
a pent-up demand. 

Even now, when McKeon's projects are 
more expensive and conventionally rather 
than FHA financed, the company hits home 
the fact that monthly payments (including 
principal and interest, fire insurance, taxes 
and homeowner association dues) are about 
the same as rent for comparable existing 
apartments and usually lower than most 
rents in new apartments. On top of this, i t 
shows prospects a tax savings derived from 
home ownership which results in less net 
cost, a hedge on inflation and appreciation. 

And McKeon is not the only one using 
this approach. Levitt & Sons' Casa Canon 
condominiums (in Orange County) push the 
theme: "You can own your own home for 
less than you can rent someone else's apart
ment. We said own. With all the advantages 
of home ownership . . ." And Levitt also in
cludes a cost analysis in its brochure. On top 
of this, the company's media advertising 
goes right out and verbally qualifies a young 
family interested in owning rather than 
renting: " I f your income is $675 per month, 
you can own a patio townhome in Ana
heim." 

On the average, about 70% of the condo
minium buyers previously rented. Of course 
this varies with the type of market respond
ing to a particular condominium. The 
lower-priced shelter projects w i l l attract 
more renters. However, the same program 
selling at the same price in two different 
areas of the same county wi l l show varia
tions. For example, over 75% of the sales at 
the Grant Corporation's successful Bradford 
Place townhouses [ H & H , Dec. 71] in Stan
ton, Calif. (Orange County) came from 
renters. This same program, now being mar
keted just as successfully in Santa Ana, is 
only capturing 55% to 60% renters. Corre
lating with the larger number of buyers who 
previously owned homes is an increase in 
median age at the latter project. 

Buyer profile. Actually, then, what the 
apartment builder must do is to study his 
market even more closely than he has done 
heretofore. See if the demographics of these 
condominium and PUD buyers match up 

with your renters: 
• Average household size is 2.5. 
• 80% are married. 
• 44% have no children. 
• Of families with children the average 

number of children is 1.5 of which 60% are 
under 5 years old. 

• White-collar workers relate better to 
condominiums than do blue-collar workers. 

• Most condominium buyers had for
merly resided within 15 miles; however, in 
the more sprawling urbanized areas, 40% to 
45% had previously resided beyond the 15-
mile radius. 

Of the condominium buyers only about 
half were specifically shopping for a condo
minium. What sold the others were price, 
closeness to friends, benefits of home own
ership combined with conveniences of 
apartment living and lack of maintenance 
(which was of more significance to empty 
nesters moving from detached homes). 

The acceptance of condominiums and 
townhouses by alarge segment of the market 
has been established. There wi l l now be a 
tendency to overbuild this type of housing 
in areas where it has been successful. This 
in turn wi l l cause more hardship to the rental 
apartment builder and owner. As major 
builders look across the nation for new mar
keting areas, condominiums and town-
houses wi l l be offered almost everywhere 
over the next two years. 

Even the inner-city apartment builder wi l l 
not escape this trend. There are now the 
beginnings of a very large wave of condo
minium conversions from existing rental 
apartments. 

Summingup. It's evident that many of you 
apartment builders and owners must find a 
way to combat this potential threat. Perhaps 
you can capitalize on some of the things 
condominium buyers dislike about their 
new homes. Many condominium or town-
house projects offer no more privacy than 
rental apartments. Lack of privacy and the 
transmission of noise are the biggest com
plaints. Another significant factor is poor 
management. We are now seeing problems 
in some of these projects emanating from 
local teenagers looking for fun and games. 

But your best bet is to develop new mar
keting programs. One way may be to direct 
yourdesign and/or merchandising to specific 
market segments. There are many, but one 
good example is working mothers needing 
day-care facilities. Such an approach may 
be the only way to keep ahead in the race. 

HERBERT L. AIST, P R E S I D E N T , H E R B E R T L . A I S T A N D A S S O C I A T E S , E N C I N O , C A L I F . 
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PALCO REDWOOD PLYWOOD 
the prestige of redwood, the economy of plywood 
PALCO Redwood Plywood . . . you see it wherever quality, 
appearance and economy are important. IN and O N all types 
of construction: apartment buildings, office buildings, motels, 
recreat ion centers, pre-engineered bu i ld ings , homes, 
restaurants, stores. There are good reasons for this: 
Beautiful natural russet color and interesting grain patterns 
on clear, knot-free faces, handsomely saw-textured. Factory-
applied water repellent treatment. An ability to hold any 
type of finish longer, wi th minimum maintenance. Can be 
used as combination siding-sheathing. 

The convenience of 4' x 8', 9' and 10' plywood sheets in 3/e" 
and s / B " thicknesses. M a d e in a p la in pa t te rn ( w i t h no 

grooves)—also made in a wide selection of grooved patterns. 
And importantly—an established consumer demand for red
wood's incomparable features. 

Send for color brochure that gives complete product speci
fications, application instructions, and detailed finishing 
recommendations. 

I » A L C O 
Architectural Quality Redwood 

T H E P A C I F I C L U M B E R C O M P A N Y 
1111 Columbus Avenue. San Franc isco 94133 
2540 Huntington Drive. San Marino. Calilornia 91108 
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Thisman justinstalled a 
good-looking, inexpensiver 
pre-painted metal bi-fold 
door ini5 minutegflat. 
No wonder hê  smiling. 

giveyou-aiottosmileaboulT~^a#/ . 
Costjor one. The^re-mareF / : 

economicaTthaB-wood^ 
Ease of installation, for another. 

Our doors are precision engineered 
to fit right every time—without 
planing, shaving or fussing"And 
our hardware system permits accu
rate adjustment for horizontal and 
vertical variances in finished 
openings. 

No painting's needed ai time of 
installation. (Another time and 
money, saver.) Because all our 
metal bi-folds get enamel baked 
right at the factory. For a fini sh th 
lasts much longer than any job-s 
painting, and won't crack, peel 
chip. 

Finally, our doors/come in a vari
ety of styles and colprs, to cov 
anything from an IS" cubbyhole to 
a full room width.! 

If you'd like to learn more happy 
facts about our money-savang 
metal bi-folds, call your local 

U.S. Plywood Branch Office. 

U.S. Plywood 
A Division ol C h a m p i i f i International 

777 Third Avenue. NfrwVork. N Y 10017 
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Editorial 

Wall Street and housing: Who's doing what 
and with which and to whom? 

You can't really talk about modular housing—as 
we're doing in this issue of H O U S E & H O U S E — w i t h o u t 
also dragging in the subject of Wal l Street. So this is 
as good a t ime as any to look at the effect The Street 
has had not just on modular housing but on home-
building in general, and in particular the current 
mania for going public. 

In theory, at least, Wall Street and homebuilding 
should get along famously. Housing is a capital-shy 
industry engaged in a somewhat r isky but potentially 
very profitable business; Wall Street's business is 
finding investors w i l l i n g to share that risk for the 
promise of a handsome return. 

But Wal l Street itself doesn't share in the risk. It 
takes its bite when a company goes public and, if 
things go badly, takes another bite when disil lusioned 
investors sell at a loss. When an industry catches the 
investing public's fancy, as both mobile and modular 
housing did recently, The Street pushes out new 
issues as fast as it can find new companies; when the 
bubble bursts, as i t almost always does, we l l , that's 
showbiz; let's go f ind another hot one. 

Wal l Street doesn't get hurt, but housing does. For 
a long t ime investors are going to th ink of housing 
as a particularly bad risk, and solid companies, wh ich 
are in fact very good risks, are going to find i t next 
to impossible to raise a public nickel . 

Then there's the other end of the stick. Fora builder, 
developer or real estate firm, going public is not just 
a way to raise necessary capital; i t is also a way to 
become very wealthy. The principals keep some stock 
for themselves, and what happens to the price of that 
stock gets to be very important indeed—sometimes 
too important . Then trouble can start. 

A t the root of the trouble is the fact that housing 
doesn't generate profi ts as fast as most other indus
tries. Even a successful project may not show a posi
t ive cash f low u n t i l three or four years after i t starts, 
and the real gravy doesn't f low t i l l the very end—often 
seven or eight years after ground is first broken. 

Most investors don't understand this, and in conse
quence a developer's stock may stay unnaturally low 
in the early years of a project. Th i s is bad for the 
developer,- i t means his net wor th , his borrowing 
power and his abi l i ty to go back to The Street for more 
capital all suffer. 

In all too many cases the developer (or builder or 
real estate firm) then tries to force-feed the price of 
his stock. He may unload some land he' l l need later 
on ; he may sell off some good tax shelters; he may 
buy a marginal company just because its current cash 
f l o w is good—anything to improve that bottom line 
and make the stock look l ike a better buy. 

One result is that he weakens his company over 
the long haul. Another is that instead of running his 
business, wh ich is the prime source of his financial 
wel l being, he spends most of his energy t ry ing to 
manipulate his stock. And whatever short-term 
benefits he may realize f r o m this k ind of diddl ing are 
going to disappear if his business goes belly-up. 

One could say w i t h some justice that all of this is 
the faul t of the developer, not of Wall Street, which 
does nothing more than provide the machinery and 
the market for going public. But underwri t ing new 
issues of stock is very profitable for Wal l Street firms, 
hence, their urgings to small companies to go public 
are usually strong and often undiscriminating. Thus 
many companies that have no business going public 
are persuaded to do so anyway, to their eventual 
misfortune. 

None of the foregoing is meant to imp ly that going 
public to raise needed capital is necessarily a bad 
move. Many housing companies have prospered on 
this path, and many others w i l l fo l low. 

The point is, the decision to go public should be 
made on the merits of the case, not on the instigation 
of the underwriter. T o put i t in chauvinistic terms, 
housing should use Wal l Street. If Wal l Street uses 
housing, housing is in trouble. 

M A X W E L L C. H U N T O O N JR. 
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The two 
faces of 

modular 
housing 

noisy failures... 
and quiet successes 

The wrong people have been making most of the news in 
modular housing. 

Behring Corp. has closed what was 'the biggest modular 
factory in the country; Stirling-Homex, best known of the 
modular producers, has gone down the drain; Wickeshas shut 
down operations; the closing of Levitt's big plant seems 
assured; and there's ample evidence that a lot of other big 
names won't be around for very much longer. 

Such a spate of big, bad news would seem to indicate that 
modular housing is in real trouble, perhaps even on the way 
out. Certainly Wall Street thinks so, as evidenced by its 
current downgrading of modular stocks. 

But underneath all the noise generated by the big failures, 
the real modular-housing industry—still very small—is 
quietly but surely growing. It's this growth, not the big disas
ters, that is the important news. And it's this growth, and 
the way it's being achieved, that we'll talk about in the pages 
that follow. 

First, there's this question of Wall Street's low regard for 
modular companies. Is it justified? To find out we talked to 
a specialist in housing stocks who has just written a book 
on modular companies. That story starts on the next page. 

Following that is a close look at the plant operations of two 
of the country's more successful modular companies. You'll 
see what sort of plant, what sort of equipment and what sort 
of production philosophy lies behind the quiet successes. 



the two faces of modular housing 

®who s making it 
who isrit 
and how come ? 

These arc confusing questions, to put i t 
mi ld ly . The big modular disasters are glar
ingly apparent, but among companies s t i l l 
i n production i t 's extremely d i f f i cu l t to sep
arate the possible failures f rom the possible 
or probable successes. 

To help put the si tuation into clearer 
perspective, H O U S E & H O M E talked to Ken
neth Campbell, president of Aud i t Invest
ment Research Inc., investment advisers 
specializing in housing and real estate, and 
a former associate editor on H O U S E & H O M E . 

Campbell has just published a book, Profits 
and the Factory-Built House, 1972 Update, 
which is based on in-depth talks w i t h the 
managements of 83 modular-housing com
panies. 

Based on these talks, Campbell estab
lished four categories: companies that have 
ceased production (there were 17), compa
nies that were successfully expanding (also 
17) and the balance divided almost evenly 
between those in what he calls a holding or 
testing stage and those too new to be judged 
accurately. Examples of all four categories 
start on page 82. 

Even more interesting than the analysis of 
specific companies is the insight Campbell 
gained into the current state of modular 
housing in general. Starting below, he gives 
his views on whether Wall Street's current 
opinions are valid, w h y some experts have 
been way off base i n their i n i t i a l judgments 
about modular production, what direction 
the industry w i l l take and most important , 
what separates the successes f rom the fa i l 
ures. 

Is Wall Street's present 
gloomy outlook on modular 
housing really justified? 
No, says Campbell , because the same 
amount of fallacious reasoning that made 
the Street bul l ish about modulars is now 
making it bearish. In other words, there's 
been a failure to understand the business 
f rom the very beginning. 

" I t goes back to A p r i l , 1969," he says, 
"when H U D Secretary George Romney an
nounced Operation Breakthrough. This 
seemed to say two things to people: first, that 
the federal government was going to s t imu
late production of industrial ized housing and 
second, that there was an impl ied promise 
of government funding on a scale never be
fore attempted in this country. 

"There also was an impl ica t ion that the 
business would report growth rates ap
proaching 100% a year for five or seven years 
and that therefore profi ts would be quite 
handsome." But what actually happened in 
the next couple of years, Campbell says, is 
that whi le gross production of modular 
units did increase roughly as predicted, prof
its weren't so easy to come by. One reason 
was that the numberof entrants in to the field 
created a highly competi t ive situation, 
which in tu rn contributed to a number of 
companies sustaining large losses and quit
t ing the business. And this struggle for prof
its combined w i t h recent debacles l ike Behr-
ing and St ir l ing Homex, Campbell believes, 
is the source of the Street's current deep 
suspicions and cynic ism. "Wal l Street tends 
to t h ink in concepts and in broad general
izations. 

"The net result: Even companies that are 
performing w e l l are not being recognized. 
Take a look at Nat ionwide Homes," Camp
bell says. "This small company recently 
reported a 92% increase in its quarterly 
earnings per share. The stock hi t a new low 
right af terward." 

But despite the highly publicized failures 
and heavy losses by other companies, 
Campbell is convinced that many firms w i l l 
make i t—part icular ly those wh ich have gone 
through the testing stages, have assembled 
strong managements that can produce and 
so have a big head start over new companies. 

Campbell also contends that a recent 
conclusion by Barron's Weekly that modu
lar is going to be a tough business and that 
very few companies w i l l survive and make 
money was too broad a generalization. 

"But it is apparent," he adds, "that the 
investment c o m m u n i t y isn't going to sup
port new modular operations—for a l i t t l e 
whi l e anyway." 

Why did the experts guess 
wrong, and how come? 
Principally, says Campbell , because the 
realities of modular production are very dif
ferent f rom the concept. Too many compa
nies—partly because of Breakthrough and 
partly because of "very, very muddy th ink
ing"—assumed that you could bui ld housing 
units by the yard, so to speak, and turn them 
out l ike gypsum board or plywood or any 
other industrial commodi ty . " I n other 
words, they thoughtyou couldpush a factory 
button and out wou ld come complete hous
ing units, and they'd be sold l ike automo
biles. That was one wrong analogy. Another 
was the mobile home. 

"People whoentered the modular business 
failed to recognize that there's a major dif
ference between real estate and chattels. 
Mobi le homes are chattels or personal prop
erty as are automobiles. Housing is real es
tate, and a modular is real estate. There's a 
crucial difference between what happens 
when you set a mobile home on its pad and 
put a module on its foundation. A mobile on 
its pad is s t i l l legally mobile—even if the 
owner doesn't t h ink of it that way. But a 
modular becomes a house or real estate the 
minute it 's attached to a permanent founda
t i o n . " 

According to Campbell, modular produc
ers are in exactly the same position as any 
other original equipment manufacturer. You 
have a piece of hardware—it may cost f r om 
$10,000 to $15,000—and there's no place to 
put i t . Using the automobile analogy, you 
haven't any chassis to set the body on. The 
automobile body can be th rown onto a 
chassis assembly line and boom, there's an 
automobile. It 's the same w i t h a mobile 
home. Essentially, there's a large supply of 
pads that can take the mobile home as i t 
comes off the assembly l ine. 
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"But in the modular business, you don't 
have this continuous line of chassis—a place 
to put these things and convert them to real 
estate." 

Some people main ta in the solut ion is 
merely to control the bui ld ing site, and 
Campbell admits that some companies have 
had a moderate degree of success by m i n i 
miz ing investment i n plant and max imiz ing 
investment in control of bui ld ing sites. 

"But , " he says, " i t ' s easy to say, but quite 
d i f f i cu l t to execute." And he cites one man
ufacturer who concluded i t would be neces
sary to invest about seven times more money 
i n model homes and control and subdivision 
of land than would be needed for investment 
in plants. 

Actual ly , says Campbell , one of the in
dustry's ma in problems is "the big plant 
fixation. People want to develop the most 
sophisticated plants. Some of the biggest 
fiascoes have been companies that called in 
appliance or automotive engineers and said, 
'bui ld me a very complex plant. ' " 

Another problem, he says, is that most 
modular companies started out w i t h faul ty 
estimates of capital needs, and so are cur
rently undercapitalized. Here Campbell 's 
analogy is the on-site home builder who has 
two sources of work ing capital not available 
to the modular builder—suppliers and sub
contractors. 

" I n the modular business subcontractors 
won ' t extend any k ind of credit based on 
work done in the plant. They say 'Sure you've 
got boxes, but you don't have them on the 
site, and I can't attach them w i t h a me
chanic's l i en . ' Similar ly, the supplier says 
'You really haven't proven you can sell or 
install them. I don't want to end up having 
my b i l l secured by a big bunch of boxes that 
may not be usable.' So these two big sources 
of credit, of ten the banks for the on-site 
builder, generally are denied to the modular 
producer." 

Obviously, says Campbell , there were 
additional reasons w h y the experts guessed 
wrong. Among other things the big push 
f rom Washington impl ied that bui ld ing in a 
factory would be duck-soup, whereas in re
a l i ty i t 's an incredibly complex, logistical 
and technical business. 

" A n d there were other pressures: The 
architects came in and said, 'This is the real 
way to upgrade the design characteristics of 
housing and get away f rom the l i t t l e t icky-
tacky single-family box. And let's do all sorts 
of fancy things ranging up to Habitat. ' They 
tried to impose a mission—leadership in de
sign—on a learning-kind-of-business. It 
created a load that was impossible for many 
companies to bear." 

Despite the problems, 
some companies are making it. 
How come? 
Basically, says Campbell , the successful 
companies fo l low certain key patterns. 

First, they tend to operate w i t h a very low 
profile. They haven't looked at modulars as 
an opportuni ty to promote their stock. 

Second, w i t h the exception of one or two 

of the expanding companies, most decided 
that Operation Breakthrough wou ld give 
them only moderate benefits. So they ig
nored it , went their own way and did their 
own thing. 

Th i rd , they pay a lot of at tention to logis
tics—weather and transportation details, for 
example—which are particularly cr i t ical in 
m u l t i f a m i l y operations. 

"Take weather," Campbell says. "Once 
modules leave the plant, they're very vu l 
nerable. If you're bui ld ing a typical three-
story garden apartment, the minute the 
shipping wrapping is removed, gypsum 
board ceilings on lower floors are exposed 
u n t i l the th i rd tier of modules is put on. 
So any threat of rain in the morning ki l ls you 
for the day. 

"Then there's the site itself. If it rains, you 
probably need a dry-out t ime before you can 
get your trailers onto the site. So whi le you 
can build inside away f rom the weather, 
you're vulnerable once the installat ion 
process begins." 

Campbell is convinced that one of St i r l ing 
Homex's big problems stemmed f rom this 
year's exceptionally wet spring i n the 
Northeast. "They just weren't able to as-

 

Kenneth Campbell 

semble or instal l any modules during that 
period." 

Regarding transportation, Campbell vis
ited an apartment-project site where i t 
wasn't possible to keep a f low of modules 
to the site crew, even though the project was 
only two miles f rom the plant. 

"Three trailers wou ld be lined up i n a row, 
and they would wai t an hour whi le the crew 
worked continuously; then the ground crew 
would wait for 45 minutes or an hour u n t i l 
the next big string of trailers arrived." 

So, says Campbell , since most contracts 
for modules call for payment of construction 
drawsonly when the modulesare on the site, 
as the day for the draw comes closer a suc
cessful company's money man watches the 
f l o w of modules every hour of the day. If 
there's a delay, they ' l l work overt ime to 
make up the lost time—even at premium 
pay—to get enough modules on foundations 
so they can get their cash to meet the payroll . 
That 's why to be successful it 's imperative 

that a company must know its logistics. 
A four th sign of expanding companies, 

says Campbell: They tend to keep most 
operations as simple as possible. Many—at 
least those bui ld ing wood-frame units—are 
essentially glorif ied wood-working shops 
where the efficiencies lie not in the way 
modulars are put together but in the way raw 
materials are bought. 

"Look at i t this way," says Campbell . 
"Labor is about 2 1 % or 22% of the typical 
house, the materials about 56%. If you save 
4% or 5% on material costs you've made a 
bigger proportional contr ibut ion to profi t 
abi l i ty than you can by cut t ing the percent
age of man hours or pay scale. So these com
panies emphasize the economies of buying 
as opposed to the economies of labor." 

A fifth indication, Campbell finds, is that 
successful companies do almost no sub-as
sembly or component work. They keep in
ventories to a m i n i m u m . They don't get 
involved in big capital expenditures either 
for the plant or the equipment inside i t . Thus, 
they have m i n i m a l exposure on their invest
ment. 

And, he adds, they're doing what he is sure 
appallsarchitects and land planners: They're 
producing simple boxes which , w i t h a few 
exceptions, are not architecturally attrac
tive. 

"But they have the advantage of making 
money for their producers. And that's what 
the business is all about." 

What direction will the 
industry take, and is there room 
for newcomers? 
The way Campbell sees it, the successful 
modular producer is going to be essentially 
a homebuilder who happens to build in a 
plant. And this, he maintains, "requires a 
great deal more capital than anyone in his 
wildest imagination has ever required. Any
one who wants in should be prepared to take 
a very high risk on his money. 

" I f you haven't been in the bui lding busi
ness, forget about modulars. When compa
nies l ike Behring and Levit t , long in the 
home-building business, can't make i t in 
modulars, then I don't see much hope for a 
neophyte. The latter is going to come in and 
concentrate on plants and construction pro
cesses. He ' l l lose his shirt s imply because 
that's the wrong thing to worry about." 

Campbell strongly believes the best 
chance for success lies w i t h bui ld ing in 
dustry people who see modulars as a way to 
serve a market. But, he insists, they have to 
know their market, select a market they 
want to serve, then build a plant to serve this 
market. "Don ' t do it the other way round," 
he cautions. "Don ' t buy a plant and go out 
looking for a market. It's backwards." 

A typical company on the right track, ac
cording to Campbell , is Nat ionwide Homes 
of Mar t insvi l le , Va. The company is spon
sored essentially by Ralph Lester who has 
had long housing experience. 

In 1969 Nat ionwide began producing a few 
modules in a 24,000-sq.-ft. plant. The first 
were v i r tua l ly hand-crafted; then the com-
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pany developed a production l ine. But for a 
long t ime this was the smallest plant i n the 
industry, and nobody gave i t passing notice. 
Meanwhile Nat ionwide was bui ld ing a 
dealer organization comprised basically of 
local real-estate developers—subdividers 
who didn' t want to be general contractors but 
who needed a product to put on their lots. 

This market relies to a great extent on 
Farmers Home Adminis t ra t ion financing 
and some FHA loans, and i t is relatively less 
restrictive i n the areas of bui ld ing codes and 
zoning. So, says Campbell, Nat ionwide was 
essentially s t imula t ing a market w h i c h re
ally lacked skil led craftsmen and, at the same 
t ime, didn ' t have many of the restrictions 
found in urban m u l t i f a m i l y areas. 

Once i t had developed its product and 
market, Nat ionwide decided to expand and 
a year ago bu i l t a new plant that effectively 
quadrupled its capacity. The previously 
mentioned 92% increase i n quarterly earn
ings was the first real reflection of this in 
crease. 

"So today,"says Campbell, "the company 
has a plant that's on its books for not more 
than $ 1 m i l l i o n . It doesn't have any deferred 
start-up expenses or a lot of other things that 
could be called negatives. What i t does have 
is a viable product in a viable market. 

"Nat ionwide is not going to get r ich . Sales 
probably w i l l not even get up to the $10 
m i l l i o n mark this year ; i t may take another 
year. But I believe that five years f r o m now 
this company is going to be much bigger. It 
has developed an expertise i n a method of 
operation that the others haven't. And i t has 
done i t w i t h o u t fanfare. This is the safest 
way. If the operation had folded i n 1969 or 
1970, what wou ld have been lost? Maybe 
$100,000 on a t i ny plant. 

" I t was a small company and couldn' t af
ford a big exposure, so i t went i n w i t h what 
i t could afford. There were no grandiose 
plans. The company went in on an experi

mental k ind of basis, made i t work. That's 
the way I wou ld enter the business." 

All of which brings Campbell to the sub
ject of who should not get into modulais— 
namely the big, blue chip industrialized 
companies. 

"They tend to overlay this business w i t h 
the bureaucracy of an industrial ized organi
zation. They tend to th ink in oversized 
terms—for exam pie, the Fruehaufand Inland 
Scholz plants, wh ich are going to be huge. 
They appear to have very l i t t l e relationship 
to the industry as we see i t evolving—com
panies closely attuned to the needs of the 
on-site builder rather than companies that 
just push things out of the factory door. So 
we feel companies producing appliances, or 
steel or automobiles have a very s l im chance 
of making i t . " 

Campbell admits that there are a couple 
of exceptions to this rule—Boise Cascade and 
A V C O for example. The reason, he says, is 
that they are relatively free-form in their 
operations. Managers can meet and serve the 
market as they see i t . Both have somewhat 
stronger financial resources than many 
others in the business. And both are in the 
single-family home field, wh ich , he believes, 
offers the best opportuni ty for the modular 
industry. 

Campbell has some additional thoughts 
on what separates a potential success f rom 
a potential fai lure: 

"One good indicat ion is a comparison of 
instal lat ion figures vs. numbers of modules 
produced. A T o t of companies have backed 
off f r om reporting this data because they 
cla im i t is competi t ive in format ion . 

"But as i t turned out in the case of St i r l ing 
Homex, numbers weren't revealed because 
the company was ashamed of them. And 
when the financial c o m m u n i t y finally dis
covered that only 30% of the units produced 
over a three-year period had been installed, 
i t was a start l ing discovery. Th i s is one of 

the ma in reasons w h y the entire industry is 
i n the dog-house r ight now." 

So Campbell believes that absolute candor 
about such data is essential. 

"The automobile people learned this early 
i n the game, but the modular industry has 
been very lax about i t . The company that 
won ' t discuss inventory and instal lat ion 
numbers probably has a problem. That 's one 
lesson f rom the St ir l ing Homex si tuation 
that the industry should never forget." 

Campbell believes that those companies 
that are just now emerging are going to be 
"interesting, viable companies. But the 
business is going to be a much different k ind 
of business than many people have envi
sioned up to now." 

Following are eight encapsulated case 
histories selected from Campbell's book. 
His analyses and figures are based on data 
available in mid-July. His four categories are 
defined thus: 

• Expanding companies—those far 
enough in to modular housing to satisfy their 
managements that profi ts jus t i fy expansion. 

• Holding- or testing-stage companies— 
those that have significant experience, but 
whose management, in Campbell 's judge
ment is not ready to c o m m i t itself to expan
sion. 

• New entrants—those which , i n Camp
bell's judgment, have had only l i m i t e d 
operating experience and so cannot be de
finitely placed. 

• Departing companies—those wh ich 
have actually ceased or are phasing out mod
ular production. 

The examples are presented i n the reverse 
order—from the bot tom up to so speak, and 
leading off is the noisiest failure of them 
al l—Sti r l ing Homex—which was in bank
ruptcy, but not yet out of business when the 
book was wr i t t en . 

— J U N E R. V O L L M A N 

A company that didn't make it 

STIRLING HOMEX CORP. (OTC) 
Fiscal year ends July 31 

Common shares: 8,849,200 outstanding as of July 31,1971 
1,379,310 reserved for conversion of 500,000 sh. of pfd. 

STATISTICAL RECORD (Dollars in millions) 

Earn./ Price P/E 
Year Sales Earnings Share range" ratio 

1969 $ 9.64 $1.08 $0.13 None None 
1970 22.55 2.04 0.24 51 Va-8% 214-36 
1971 36.85 3.25 0.37 26%-11% 72-32 

Interim: 
lOMos. 

May, '72 16.97 26.31' 3.03" 

"For calendar years shown. 
''After preferred dividends of $0.09 per share. 
"Deficit 

St i r l ing Homex, whose organ
izers were heavily experienced 
i n on-site construction, began 
operating in August, 1968 as the 
largest company exclusively set 
up to produce modular housing. 
Its 215,000-sq.-ft. plant (ex
panded i n 1971 f rom 140,000 sq. 
f t . ) produces wood-frame mod
ules for townhouses. Some com
ponents are produced nearby. 

In February, 1970 the com
pany went public, of fer ing !,-
175,000 shares at $16.50. The 
stock price more than doubled i n 
early trading, u l t imate ly reach
ing a high of 51 Vz. Then i n 1970 
and 1971 evaluation of company 
prospects dropped the shares to 
near the offering price. And 
when the company's accounting 

methods came under cr i t ic ism, 
a July, 1971 prel iminary pro
spectus for a proposed offering of 
500,000 preferred shares had to 
be revised twice. 

Th i s led to a reported loss in 
the nine months through Apr i l , 
1972 and one mon th later to the 
election of Paul M . Kuveke 
(former vice president and treas
urer) as president and chief 
operating officer. His report dis
closed an inventory of 10,000 
modules wh ich had not yet been 
installed and also that the com
pany wasnot incompliance w i t h 
certain covenants contained i n 
agreements under wh ich it had 
obtained $38 m i l l i o n i n bank 
loans. The stock price declined 
to below $5. 
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On July 10, the company filed 
a Chapter X bankruptcy pet i t ion . 
Share prices fell to under S I . 

A year before, the company 
had veered f rom its original mar
keting strategy of selling to pub
lic housing agencies under firm 
bid or turnkey contracts to sell
ing to builder/developers; later, 
early in 1972, i t announced i t 
wou ld sell to single-family 
house builders—in other words 
to customers who could provide 
cash progress payments, thus re
ducing the need to carry receiv
ables for extended periods. 

The backlog si tuat ion may ex
plain this strategy change. In its 
in i t i a l February, 1970 offering, 
company backlog was reported 
at $30 m i l l i o n as of December 31 , 
1969. In its July, 1971 prospectus 
backlog was reported at $179 
m i l l i o n , inc luding a $100 m i l 
l ion order (from a nonprof i t 
sponsor) that was contingent 
upon complet ion of a Gul fpor t , 
Miss, plant (originally an
nounced i n 1971, then delayed) 
and $59 m i l l i o n subject to f u l 
fillment of one or more condi
tions. Then in March, 1972 the 
backlog was reported as $207 
m i l l i o n as of January 31. This 
included the $100 m i l l i o n con
tract deliverable over six years. 

But the fact that backlog for 
the company has come to mean 
orders w i t h o u t cash progress 
payments, w i thou t firm delivery 
schedules and w i t h o u t hope of 
near-term construction in some 
instances gives the term backlog 
an imprecise connotat ion. 

The company reports manu

facturing sales and profi ts when
ever a module is produced and 
assigned to a specific contract. 
Revenues and profi ts on in 
stallation work are recorded on 
a percentage-of-completion ba
sis. The above-noted imprecise 
def in i t ion of backlog has per
mi t ted recognition of sales and 
earnings on production of nearly 
all modules, even though con
tracts have not permitted the 
company to b i l l for work done. 

Thus a major port ion of re
ceivables carried on the com
pany's books has consisted of 
unbil led receivables. On July 31 , 
1971 total contract receivables 
were $35.02 m i l l i o n , of wh ich 
$24.63 m i l l i o n (about 70%) were 
unbil led. A year earlier only 
$4.63 m i l l i o n (about 30%) of 
$15.19 were unbil led. 

Th i s accounting policy has 
permit ted the company to rec
ognize significant gross prof i t i n 
its manufacturing division 
whi le the installat ion division 
operated at or near breakeven. 

Unfortunately, the realities of 
cash f low meant that unbil led 
receivables represented inven
tory which the company had to 
support through borrowing. 

A look at production versus 
installat ion fur ther explains the 
above figures. (The company has 
not provided investors w i t h a 
clear picture of modular produc
t ion, but some parameters can be 
gleaned f rom prospectus and 
other sources.) 

From its inception in August, 
1968 through December, 1969, 
St i r l ing Homcx produced 4,283 

modules for 1,136 dwel l ing 
units. Tota l production for fiscal 
1970 (which overlapped five 
months of the above period) was 
5,184 modules. Dur ing the nine 
months through A p r i l 30, 1971 
an additional 4,526 modules 
were produced. Total production 
for fiscal 1971 was not disclosed. 

Dur ing fiscal 1970 only 1,281 
modules were installed, and for 
the nine months through A p r i l 
30, 1971, 1,740 were installed— 
or 31.3% of total production for 
the combined period. On A p r i l 
30, 1971 the company reported 
the remaining 6,689 were stored 
at the plant (43%) and at con
struction sites or were i n transit. 
On May 10, 1972 the number of 
uninstalled modules was re
ported to have risen to about 10,-
000. But the company expected 
to reduce this to 5,500 by the end 
of calendar 1972. The an
nouncement also noted that $7.4 
m i l l i o n had been provided for 
refurbishing stored modules 
through A p r i l , 1972. 

Thus, cash flow is a major 
consideration in evaluating the 
company's current posit ion and 
potential. For fiscal 1970 cash 
receipts of $10.77 m i l l i o n 
equalled about 48% of $22.55 
m i l l i o n sales reported. In the 
nine months through A p r i l 30, 
1971 cash receipts of $9.02 m i l 
l ion declined to about 26 V2 % of 
the $24.65 m i l l i o n reported 
sales. A major por t ion of sales 
not matched w i t h cash receipts 
was financed by bank loans. 

The company's bank credit 
lines in July, 1971 consisted of 

in recent years on gaining expe
rience in industrialized housing 
and last year developed a condo
m i n i u m project i n the Cleveland 
suburb of Shaker Heights. Uni ts 
selling for an average of $35,000 
were supplied by the DeLuxe 
Homes division of Fleetwood 
Enterprises (which recently sus
pended operations). But late last 
year M u l t i c o n acquired a 190,-
OOO-sq.-ft. modular plant in Del
aware, Ohio, f r o m Kaiser A l u 
m i n u m & Chemical (which 
never started operations) and has 
begun producing wood-frame 
units priced $20,000 to $55,000. 

For the present the company 
expects to continue to produce 
solely for its own developments. 
However, once enough experi-

a l ine of 90-day unsecured notes 
w i t h interest rates '/2% above 
the prime rate. In its July, 1971 
prospectus the company stated i t 
was negotiating for one-year re
volv ing credit under wh ich i t 
could borrow up to 60% of speci
fied receivables up to $25 m i l 
l ion . This agreement was not 
signed and another (for wh ich 
terms were never publicized) 
was substituted. But the May, 
1972 announcement said that 
bank loans then approximated 
$38 m i l l i o n under agreements to 
provide St ir l ing Homex and a fi
nancing subsidiary (U.S. Shelter 
Corp.) up to $55 m i l l i o n . 

As noted earlier, the company 
said i t was not i n compliance 
w i t h certain covenants in these 
agreements and when not in 
compliance, banks holding two-
thirds of the amount drawn 
could declare the loans payable 
at any t ime. In consideration of 
the involved banks lending addi
tional funds, and pending com
pliance, land and buildings 
owned by the company were 
mortgaged to the banks, and 
David St i r l ing Jr. and W i l l i a m G. 
St i r l ing (chairman and vice 
chairman) agreed to pledge their 
stock as security for the loans. 

Other capitalization includes 
500 shares of $2.40 cumulat ive 
convertible preferred stock, con
vertible in to shares at 14 Vi per 
share and carrying an involun
tary l iquidat ion value of $20 
m i l l i o n . There also is common 
stock w i t h a carrying value of 
$13.8 m i l l i o n after evaluating 
preferred at l iquidat ing value. • 

ence is gained to begin market
ing to independent build
ers/developers, M u l t i c o n ex
pects the bulk of its sales w i l l be 
to independents. 

Al though no figures on sales 
and earnings have been publi
cized, the operations are be
lieved to have resulted in operat
ing losses—depending on the 
amount of deferrals—through 
early 1972. A n estimated pro
duction of 500 units could result 
i n 1972 sales of about $17.5 m i l 
l ion (at about $35,000 per unit) 
when units are sold to ind iv id
uals. However, closing of all 
units is not l ike ly i n 1972. • 

T O N E X T P A G E 

Two companies just getting under way 

BETHLEHEM STEEL CORP. (NYSE) 
Owns 80% of Multicon Properties Inc. 

Fiscal year ends December 31 
Common shares: 44,012,000 outstanding as of December 31, 1971 

STATISTICAL RECORD (Dollars in millions) 

Earn./ Price P/E 
Year Sales Earnings Share range ratio 

1969 $2,927.7 $156.5 $3.56 36%-26% 10-7'/2 

1970 2,935.4 90.1 2.05 30%-19'/2 15-9'/a 
1971 2,963.6 139.2 3.14 30tt-20'/4 10-6'/i 

Interim: 
3 Mos. 

March 72 701.3 25.0 0.56 

Bethlehem's modular opera- 1970. M u l t i c o n , a Columbus, 
tions are conducted through Ohio-based developer of apart-
M u l t i c o n , wh ich i t acquired in ment projects, has concentrated 
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FRUEHAUF CORP. (NYSE) 
Fiscal year ends December 31 

Common shares: 8,739,717 as of March 31,1972 

STATISTICAL RECORD (Dollars in millions! 
Earn./ Price P/E 

Year Sales Earnings Share range ratio 

1969 $536.85 $26.39 $3.03 48-32 16-11 
1970 450.12 17.76 2.03 42-23 21-11 
1971 482.96 19.36 2.21 40-31 18-14 

Interim: 
3 Mos. 

March,'72 129.66 5.76 0.61 

Fruehaui entered the modular 
housing field hoping to ut i l ize its 
expertise in container manufac
tur ing. The company builds 
steel-frame modules and has 
erected 108 homes in Michigan. 

A standard two-story town-
house, consisting of four mod
ules is expected to be builder-
priced at $ 12,000 including erec
t ion on a permanent foundat ion. 
The retail price, dependingon lot 

cost, w i l l range f rom $17,000 to 
$25,000. 

As of A p r i l Fruehauf was pro
ducing its units at a pi lo t plant 
at Ypsi lant i , and the company 
anticipated production wou ld 
begin at i ts first permanent 
plant—a 350,000-sq.-ft. fac i l i ty 
in M i l a n , M i c h — i n July. The 
Ypsi lant i plant w i l l be closed 
when operations at M i l a n are on 
stream. 

The company has already sold 
some of the 79 planned town-
houses at i ts Belle V i l l a town-
house project i n Belleville, M i c h . 
In conjunct ion w i t h Thompson-
Brown Co., a Det ro i t area devel
oper/builder, Fruehauf plans to 
erect and merchandise 200 
townhduses at River Bend where 
about 29 homes arc already bui l t . 

But management indicates that 
further manufactur ing of units 
for both River Bend and Belle
vi l le may be delayed due to high 
production costs at Ypsilanti . 

As of December, 1971 stock
holders' equity of $230.3 m i l l i o n 
represented about 57% of total 
capital. Long-term debt 
amounted to $117.1 m i l l i o n . 
The cost of the M i l a n plant, i n 
cluding land, amounts to over $8 
m i l l i o n . • 

Two companies still in question 

UGICORP.INYSE) 
Fiscal year ends December 31 

Common shares: 4,110,044 outstanding as of March 31,.1972 

STATISTICAL RECORD (Dollars in millions) 

Earn./ Price P/E 
Year Sales Earnings Share range ratio 

1969 $73.2 $7.0 $1.88 29-18 15-10 
1970 87.2 5.3 1.42 27-19 19-13 
1971 103.5 8.0 2.09 26-19 12-9 

3 Mos 
Mar. '72 35.6 

Interim: 

3.8 0.93 

U G I Corp., a Philadelphia-based 
u t i l i t y , is involved in modular 
production through its whol ly -
owned subsidiary, U G I Devel
opment Co. The latter, through 
two of its subsidiaries, manufac
tures single-family homes and 
modular classrooms and offices. 

The single-family home op
eration is conducted under the 
bannerof Capital Industries Inc., 
a majori ty-owned (80%) sub
sidiary i n an 86,00Q-sq.-ft. plant 
at Avis , Pa. T w o lines are pro
duced: the Crusader, wh ich sells 
for below $10,000 and the Roy
alty, w h i c h consists of eight 
models priced f rom $17,000 to 
$30,000. Capital sells i n 16 states 
through builders/dealers as we l l 
as retail through its Royalty 
Homes sales operation. 

The company's modular 
classrooms and ofTices arc pro
duced in a 230,000-sq.-ft. plant 
at Oswego, N .Y . by Sectional 
Structures Inc., a whol ly-owned 

subsidiary. Production of single-
and m u l t i f a m i l y units was due 
to begin in June. Sectional, 
wh ich has its o w n staff to sell 
m u l t i f a m i l y units, classrooms 
and offices i n 15 states, w i l l retail 
its s ingle-family homes through 
Capital's Royalty Homes opera
t ion . 

Capital began production in 
September, 1971, and although i t 
averaged only two units per day 
through the balance of 1971, 
production has now almost 
reached the plant's m a x i m u m 
capacity of six-per-day. Sec
tional started producing in Sep
tember, 1970, but no m a x i m u m 
production figures are available 
because operations have been on 
an erratic basis. 

Dur ing 1971 Capital 's uni t 
sales cl imbed to 627 f rom 349 in 
1970. Sales rose to $7.3 m i l l i o n , 
up 49%, whi le net income 
cl imbed to $177,000 in 1971 
f rom $43,000 in 1970. Startup 

costs cut in to earnings in 1971. 
Sectional's sales came to $3 m i l 
l ion i n 1971, up f rom $2.1 m i l 
l ion in 1970. However, a net loss 
of $539,000 was sustained i n 
1971 due to the change in em
phasis f rom commercial and ed
ucational to residential units. 
U G I , whose modular operation 

represented less than 10% of 
1971 sales, expects sales and 
earnings improvement f rom 
both Capital and Sectional in 
1972. • 

ALBEE HOMES INC. IOTC) 
Fiscal year ends June 30 

Common shares: l,738,690outstandingasof June30, 1971 
202,345 reserved for conversion, exercise of warrants 

and options 

STATISTICAL RECORD (Dollars in millions) 

Earn./ Price P/E 
Year Sales Earnings Share range" ratio 
1969 $2.10 $1.53" $0.92" 14%-4 A 
1970 3.02 1.98" 1.18" 13K-1W. d 

1971 3.77 1.15" 0.66" 5%-2% d 

Interim: 
6 Mos. 

Dec. '71 3.64 0.13 0.04-

"Price range for calendar years indicated. 
' Before tax credits of $0.03 per share. 
"Deficit. 

Albee produces wood-frame sec
tionals and apartment uni ts at a 
Niles, Ohio, plant containing 
70,000 sq. f t . of assembly and 
cu t t ing area and about 100,000 
sq. f t . for materials storage. Ca
pacity of the plant, w h i c h is 
served by t w o rail sidings, is 
about 2,000 houses per year on 
a single-shift basis, and i n May 
the company was producing 
three per day w i t h one f u l l and 

one skeleton shif t . 
Albee's market ing thrust is 

two-pronged. Speculative units 
are erected in company-owned 
subdivisions—primarily in the 
Niles-Youngstown area—and 
sold by its own sales-force for 
$25,000 to $35,000 including lot . 
Other production, predomi
nately m u l t i f a m i l y units, is ear
marked for large contracts. For 
fiscal 1972, about 37% of pro-
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duction was tor Section 236 
units, about 27% for speculative 
use, about 23% for sale to public 
housing agencies and the bal
ance to miscellaneous buyers. 
Section 236 and public housing 
sales are on firm contract after 
Albee submits firm proposals 
based on sponsors' specifi
cations. 

In the late 1950s, the company 
began pr imar i ly as a precut 
house manufacturer, and in fis
cal 1965 its sales reached $17 
m i l l i o n . Subsequently, sales de
clined to a low of $2.1 m i l l i o n in 
fiscal 1969, and the company's 

struggle to repay a $14.8 m i l l i o n 
bank debt w i t h o u t loss of 
principal was completed in fiscal 
1969. In lu ly of that year Albee 
obtained a SI.5 m i l l i o n convert
ible promissory note w h i c h led 
to the start of its present opera
tions. Losses totaled $7.9 m i l 
l ion in the six fiscal years 
through 1971 and reduced share
holders' equity to $1.67 m i l l i o n 
by the end of 1971. 

The company's speculative 
single-family houses are fi
nanced through conventional 
and FHA mortgages. For other 
production a local bank provides 

50% on finished goods inventory 
under a standard collateral loan 
agreement. In May the bank had 
loaned $150,000 on single-fam
ily units and $288,000 on units 
being erected by the company in 
a Sec. 236 rental project near its 
plant. This arrangement, w h i c h 
allows Albee to borrow about 
50% of the cost of modules dur
ing plant assembly and to re
cover direct costs and profi ts 
when modules are placed on 
foundations, but not necessarily 
accepted for final inspection, 
makes the company vulnerable 
to rainy weather. 

Sales for the first half of fiscal 
1972 indicated full-year figures 
in the $7.7 to $8 m i l l i o n range. 
Of this indicated total about $3 
m i l l i o n was estimated f rom the 
aforementioned 236 project, 
about $1.8 m i l l i o n f rom public 
housing units i n Pennsylvania 
and about $2.2 m i l l i o n f rom 
single-family houses sales. • 

Two companies on the way up 

NATIONWIDE HOMES INCiASE) 
Fiscal year ends March 31 

Common shares: 749,631 outstanding as of March 31, 1972 
49,500 sh. reserved for options 

STATISTICAL RECORD (Dollars in millions) 

Earn./ Price P/E 
Year Sales Earnings Share range" ratio 

1969 S1.91 $0.29 S0.48 10'/4-2 21-4 
1970 2.62 0.39 0.56 9'/«-6% 16-12 
1971 2.89 0.41 0.55 7%-5% 13-10 
1972 4.72 0.50 0.66 i6y8-5% 25-9 

"For calendar years prior to fiscal years shown. 

VINDALECORP.(OTC) 
Fiscal year ends February 28 

Common shares: 1,173,000 outstanding as of June 27, 1972 (adjusted) 
28,575 reserved for options 

STATISTICAL RECORD (Dollars in millions) 
Earn./ Price P/E 

Year Sales Earnings Share range" ratio 

1970 $19.63 $0.64 $0.68 NM NM 
1971 23.47 0.68 0.66 10'/4-6'/8 16-9 
1972 30.75 0.99 0.84 17%-8 21-10 

All share amounts adjusted for 50% stock dividend to be distributed |uly 
28,1972 to shareholders of record luly 12,1972. 
"Price range for calendar year preceding fiscal year shown. 
NM—No market; initial ofteringOct. 14, 1970. 

Nat ionwide began producing its 
wood-frame sectional uni ts in 
1969 at a 24,000-sq.-ft. plant in 
Mar t insvi l le , Va. In the fa l l of 
1971 the company's production 
capacity was quadrupled when i t 
opened a 120,000-sq.-ft. addi
t ion . Panelized-house produc
t ion has also begun. 

About two-thirds of its pro
duction is sold through a net
work of builder-dealers and the 
remainder on lots developed by 
the company. Builder-dealers 
average about 12 houses per year 
w i t h the bulk of sales concen
trated in suburban or rural areas 
w i t h i n a 300-mile radius of the 
plant—although some are 
shipped farther. A deposit of 
under 10% of the $8,000 to $ 12 (-
000 dealer price is generally re
quired upon receipt of an order; 
company-marketed uni ts are 
sold under third-party financing 
arrangements. 

Before getting in to the sec
t ional business, Nat ionwide was 
an on-site builder, selling many 
units under instal lment or land-
sales contracts. These are carried 

at $5.99 m i l l i o n as of March 31 
before discounts of $583,000. As 
of that date the company was 
capitalized w i t h $5.26 m i l l i o n 
shareholders' equity and $2.54 
m i l l i o n long-term debt, includ
ing a $2.5 m i l l i o n term loan (en
tered into March 15,1971)which 
calls for interest at the New York 
prime rateplus 1% w i t h i n ranges 
of 7% to 9'/2%. To ta l company 
assets are $9.13 m i l l i o n , includ
ing total receivables of $5.93 
m i l l i o n net, inventories of $1.11 
m i l l i o n and $1.28 m i l l i o n net 
property and equipment. Net 
sales of houses in fiscal 1972 
were $3.99 m i l l i o n , up 84%. 
U n i t volume in lune was 
reported at 12 houses weekly, 
about half modular and half 
packaged houses. The com
pany's housing operation pro
duces about a 3 1 % gross prof i t 
margin, one of the industry's 
highest. Nat ionwide, wh ich has 
two-story units on the drawing 
board for use in garden apart
ments and townhouses, states i t 
is in a position to double produc
t ion this year. • 

Vindale produces mobile homes 
and sectional houses in four 
plants: Brookvil le , Ohio (147,-
000 sq. f t . ) ; Crossville, Tenn. 
(90,000 sq. f t . ) ; Tallahassee, Fla. 
(112,000 sq. f t . ) ; and Ada, Okla. 
(95,000sq. f t . ) . These plants have 
a combined mon th ly capacity of 
425 mobiles and 225 sectionals. 
Wood and steel frame sectionals, 
selling for $8.75 per sq. f t . , are 
mainly sold through the com
pany's established mobile home 
dealers, many of w h o m pre
viously branched in to mobile 
home park development and 
more recently into separate sec
tional house subdivisions. 
About 80% of the sectionals are 
presold by dealers, so invoices 
are generally paid prompt ly . 
Sales are balanced between 
urban fringe areas and smaller 
towns, and the company main
tains that shipping costs are no 
barrier to sales up to 500 miles 
f rom its plants. N o sectional or 
mobile homes are bu i l t for in 
ventory. 

Vindale, w h i c h began opera
tions solely as a mobile home 

manufacturer, got in to sec
tionals in 1968. Since then sec
tional sales have grown f rom 
9.4% of total sales in 1969 to 
23 .1% for fiscal 1972. 

The company is capitalized 
w i t h $5.86 m i l l i o n in share
holder's equity or about 69% of 
total assets of $8.54 m i l l i o n . 
Work ing capital is$2.82 m i l l i o n , 
and the company has no long-
term debts. As one of the more 
f u l l y integrated mobi le and sec
tional home manufacturers, 
Vindale has somewhat slower 
turnover of receivables and in
ventory than other mobile home 
companies. Fiscal 1972 opera
tions returned 20 .1% on share
holders' equity. The company 
hopes to open one new plant an
nually at a cost of $ 1.25 to $ 1.35 
m i l l i o n , using cash f l o w and re
tained earnings to finance the 
expansion. • 
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the two faces of modular housing 

think 

The key to quiet success: 

small 
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MODULAR HOUSING 
SYSTEMS 

Recently acquired by U.S. Financial Corp., this 
company has a 100,000-sq.-ft. f ac i l i ty in Nor th
umberland, Pa. 

First-yearoutput in 1970 was 500 units wor th 
$5.5 m i l l i o n ; this year's projection is 1,300 units 
at S20 m i l l i o n , says Executive Vice President 
Joseph C. Grasso. 

A n integral developer-builder-constructor, 
MHS produces m u l t i f a m i l y units for its o w n 
rental and condomin ium projects, most of them 
conventionally financed. T O P A G E 88 

86 Hif<H O C T O B E R 1972 



So say two modular builders who, for the moment at 
least, are operating profitably in a business where 
disaster is more the rule than the exception. 

Thinking small does not mean limiting corporate 
aims; both companies are looking towards strong 
expansion. Rather it means holding down capital 
costs so that a company can make money despite the 
inevitable ups and downs that the vagaries of the 
housing business force on modular production. 

Salem House produces single-family modulars, or 
sectionals, and has the usual seasonal problems in 
both site preparation and sales. Modular Housing 
Systems produces and develops multifamily modular 
units, and so has seasonal site problems plus the 
additional woes of zoning and construction scheduling. 

For both companies these factors tend to create 
violent swings in demand—periods when the factory 
is hard pressed to keep up, alternating with periods 
of low demand where an overly expensive plant might 
not break even. 

To deal with these swings, Salem and MHS run lean, 
no-frills production operations that can still make 
money at a fraction of full-plant capacity. 

For Salem House, the break-even point is one house 
per day, compared with a capacity of three per day 
on one shift; for MHS the comparable figures are 
two and a half units per day vs. a capacity of 
five per day on one shift. 

Low capital costs make these low break-even 
points possible. Salem's original plant and 
equipment price tag was a mere $695,000—peanuts 
compared to some of the industry's more elaborate 
setups. And MHS, somewhat larger and more sophis 
ticated in production equipment, has only $1,200,000 
invested. (Roughly speaking, each company has a 
break-even point of one unit per day per $600,000 
of capital cost.) 

Keeping capital costs down is also an advantage 
for both companies' future marketing strategy. 
They can afford to expand by building new plants 
in new marketing areas rather than having to hold 
high production in a single plant and pay high 
transportation costs to the new markets. 

A walk-through tour of pictures on the next six 
pages shows how both companies combine simplici 
and efficiency in their factories. 
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SALEM HOUSE 

A divis ion of Hodgson Houses Inc., Salem 
House operates an 85,000-sq.-ft. plant in Ber
wick , Pa. 

Production began in Apr i l , 1969 w i t h a f irst-
year output of 56 units valued at $65,000. Vol
ume has just about doubled every year since; 
by 1974 the addition of five or six new plants 
w i l l bring sales up to at least $21 m i l l i o n , says 
Hodgson Houses' president Raphael D . Silver. 

Salem's sectional houses sell for $10,000 to 
$15,000 f.o.b. and are marketed through dealers, 
chief ly i n Pennsylvania. T O P A G E 89 
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Preassembly techniques: where economies begin 

MODULAR HOUSING SYSTEMS 
C O N T I N U E D 

"Keep i t simple; keep i t m o v i n g , " is the way 
to run a modular assembly line, says Grasso. 
Simpl ic i ty is v i ta l because complex automated 
equipment puts a prohibi t ive overhead burden 
on each house, and if i t breaks down, the whole 
assembly line stops u n t i l the ma l func t ion can 
be repaired. 

Modular Housing Systems does v i r tua l ly all 
i t s o w n subassemblingin plant. Wall panels, for 
example, are hand-nailed on simple j ig tables 
(1) before being fed to the main assembly line, 
and small f raming members (2) are precut in 
batches by power saws. Just about the most 
complex tools in the plant are pneumatic ham
mers (3). 

The company prefers to buy prefinished inte
rior paneling and exterior materials to el iminate 
drying headaches. T O P A C E 90 

PHOTOS; I O I I N A S H W O K T H 
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in me moauiar plant 

SALEM HOUSE 
C O N T I N U E D 

"Many people don't realize that 
less than half of a worker 's t ime 
is spent product ively," says 
Silver. "The rest is spent getting 
i n and out of work positions. And 
no amount of machinery w i l l 
cure tha t ." 

This, he adds, also increases 
the overhead burden ot idle ma
chinery on each uni t produced 
and so is one more argument for 
cut t ing to the bone on plant 
equipment. 

There are a few minor points 
of difference between Salem and 
MHS. For example, Salem House 
buys some components such as 
preassembled half-trusses for 
the roof, foreground in photo (4), 
and pre-hung doors. The com
pany also favors wet processes 
such as painting (5) and spack-
l ing (6). T O P A G E 91 

    



MODULAR HOUSING 
SYSTEMS C O N T I N U E D 

Most of the best methods for build
ing wood-frame units were worked 
out years ago and are s imply moved 
indoors. Thus, such operations as 
subfloor t r i m m i n g (9) and running 
electrical w i r i n g (10) are done in the 
conventional way. 

However, the fact that the factory 
is weatherproof allows some con
ventional processes to run much 
more eff ic ient ly . For example, inte
rior part i t ions are easily slipped into 
posit ion before the cei l ing goes up 
(8); at the same t ime, p lumbing and 
electrical runs can be made i n the 
wet walls. 

Further, the l i m i t e d size of most 
modular components allows them 
to be manipulated by the factory's 
relatively simple conveying sys
tems so that many operations are 
s impl i f ied . Thus a floor section can 
be worked on one side, straightened 
up or flopped and worked on the 
other side. T O P A C E 92 



SALEM HOUSE 
C O N T I N U E D 

In some instances the fact that modulars are 
bui l t in a factory actually makes operations 
simpler than they are i n the field. For ex
ample, taping and spackling ceilings in the 
field require either f loor scaffolding or stil ts, 
and of ten taping and spackling machines. 
But i n Salem House's plant the roof-and-
ceilingassembly (11), also shown on page 89, 
is flopped onto its back and finished w i t h the 
simplest and least expensive tool possible—a 
spackling kni fe . (The spackler in the picture 
does not go through the gypsum board be
cause there's a s t i f fening layer of plywood 
underneath.) 

Likewise, power nai l ing can be done more 
qu ick ly and easily because the work, such 
as this kneewall (12), can be better posi
tioned. And floor cement can be spread very 
easily w i t h hand trowels i n a tempera
ture-controlled, weather-proof environ
ment. 

Spray paint ing is widely used in the field; 
in the factory (14) i t can be more efficient 
because a permanent paint station is set up 
and the work moved to i t . T O P A G E 93 

 

   



L/Onveying equipment: a matter ui maicmiig 

M O D U L A R H O U S I N G 
SYSTEMS C O N T I N U E D 

Only when i t comes to mov ing 
panels or completed modules is 
there a need for relatively expensive 
equipment, but even here there is 
no need to go overboard: The key-
question is, what is the simplest 
way to do the job-

A l l of the heavy l i f t i n g and con-
veyingin MHS's plant is handled by 
the same overhead crane system 
(15), also shown on the preceding 
pages. 

Even simpler is the method used 
to convey the module f rom one as
sembly point to the next. It's bu i l t 
on rai l-mounted dollies, so i t takes 
just a few men to push it down the 
l ine and out the door (16). 

Once the un i t (wrapped for 
weatherproofing) is outside, i t is 
picked up by a specially designed 
straddle-carrier, whose high l i f t and 
wide spread allow i t to inventory 
the units in rows separated by nar
row aisles. • 
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simplest metnoa to tne neea 

SALEM HOUSE 
C O N T I N U E D 

For Salem House the conveying 
problem is even simpler, since 
the sectional houses differ l i t t l e 
f r om double-wide mobile 
homes. 

Here again the overhead crane 
system handles most of the l i f t 
ing chores (19). As in MHS's 
plant, Salem's modules are con
structed on rail-mounted dollies 
and moved down the assembly 
line by the workmen (18). 

After painting, curingand dry
ing in a separate part of the plant, 
the sectionals are dollied over to 
a hydraulic jack. There they are 
l i f ted , and the flatbed trailer 
wh ich w i l l eventuallyhaul them 
to the site is placed underneath. 
The tractor is then hooked up, 
and the house is on its way to the 
outdoor storage (20). • 
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P R O J E C T : Northridge Lakes 

L O C A T I O N : Milwaukee, Wis. 

D E V E L O P E R : Northridge Lakes Development Corp. 

A R C H I T E C T : W i l l i a m Wenzler & Associates,- Mi l le r , Walz, Diedrich 

L A N D S C A P E A R C H I T E C T S : Lawrence Halpr in & Asssociates 

S I T E A R E A : 1,000 acres 

N U M B E R O F U N I T S : 9,000 apartments and condominium townhouses 
A D D I T I O N A L F E A T U R E S : 200-acre shopping and commercial center 



Northridge Lakes is a rare commodity—an in-city PUD. The developer was able to assemble 1,000 acres just ten miles 

from the center of Milwaukee only because an annexation problem scared other builders away. The site assembly 

started in 1963, ground was broken in 1969 and construction got underway in 1970. Housing type, mix and density 

reflect the project's urban location: All units are multifamily of some sort; price and rent range goes all the 

way from subsidy levels to luxury levels; and the net density after 255 acres of commercial center and 

lakes are deducted is more than 12 units per acre. Two phases of the area now under development have residents— 

Phase I (yellow in the site plan above) and Phase TV (red in the plan); they are shown in detail on the following pages. 

Phase H(¥HA 236 units, shown in blue), Phase III (higher-priced condominium townhouses, shown i n orange) 

and Phase V (condominiums, shown in tan) are under construction. The whole project should be completed in 1982. 
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Three-bedroom town-
houses are shown in brown 
on site plan. Floor plan is 

below at right, photo at top of facing 
page. These (and all other Phase I 
units) are rentals; the townhouses 
rent for from $265 to $370 with a $20 
premium for lakefront units. 

  

  

Two-bedroom townhouses 
are shown in purple on site 
plan below. Floor plan is 

above at left, pictures at bottom of 
the facing page. Al l parking for 
townhouse tenants is underground. 

  

 

 

I . O W E R rjEVEL 
3 B E D R O O M T O W N H O U S E U P P E R 

Phase I: townhouses 
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2 BEDROOM APAT2TMEWT 
I Two-bedroom apartments 
are shown in green on site 

I plan below and in photo at 
top of facing page; floor plan is above. 
Rent range for all apartment units is 
$165 to $275, and like the rental 
townhouses, lakefront apartments 
carry a $20 monthly premium. 

I One-bedroom and studio 
apartments are shown in 

I purple on site plan and in 
lower photo on facing page. Floor 
plan below shows typical units of 
each size. 

 

 
 

 

  

 
 

 

• Clubhouse, shown in pink 
on the site plan, is part of a 
recreation complex on a 

four-acre island which includes 
tennis, putting green, marina and in
door pool in the 30,000-sq.-ft. club
house. Membership costs are $10 for 
singles and $15 for families; about 
80% of all residents join. 

 

   

  

Phase I: apartments **w^,,M&* 
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Condominium town-
houses, shown in yellow on 
site plan below, are priced 

from $23,900 to 529,990 and are 
available with two, three or four 
bedrooms. First buyers moved in 
early this month. Of the total 122 
units in this phase, 45 have thus far 
been sold. z x i c 
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MARKET MEMO 

To: House & Home edit staff 

From: Barbara Lamb, McGraw-Hill World News, Los Angeles 

Subject: The SAN DIEGO Market 

The big San Diego market has 
gone from bust to boom to over
built for apartments and single-
family homes. Condominiums 
are selling well. 

These are the major conclu
sions that I've drawn while re
searching a market that last year 
saw starts jump 78.8% over 1970 
to a total valuation of $622 mil
lion. 

As if the spectre of overbuild
ing were not ominous enough, 
builders are facing new munici
pal ordinances on top of restric
tions enacted earlier this year. 
Now growth is slowing while the 
political process determines fu
ture land-use and building poli
cies. 

"Growth, no growth or guided 
growth. These are the basic 
questions facing San Diego," 
says Gerald Doughty, president 
of the San Diego Building Con
tractors Association (BCA). 

There are, in fact, many 
movements afoot to clip the 
wings of builders and slow down 
suburban growth. Local ultra-
environmentalists want to 
freeze the city where it stands 
now. They're determined not to 
go the Los Angeles-sprawl route. 

And last January the City 
Council passed an enabling ordi
nance permitting it to invoke a 
moratorium on building in any 
area if schools and other facili
ties are not available. 

Then in August the Council 
banned high-rise and high-den
sity apartment construction in a 
fast-growing section of Pacific 
Beach. It down zoned more than 
500 acres from R4 to R2A on the 
theory that there were too many 
cars in the area. 

The Council has some oppor
tunities to be even tougher. One 
wi l l come with General Plan 
revisions. It could involve regu
lations instead of guidelines, as 
in the past. Another is working 
out its new policy that calls for 
orderly and planned growth and 
development. Basically, this w i l l 
l imit growth to specific areas and 
within the existing suburban 
area. 

At this point some back
ground on San Diego w i l l help 
you understand the scope of the 
market: It's the oldest California 
city (1769) and second in size (it 
outgrew San Francisco in 1969), 
and it's No. 11 in the country. 
Population: 746,000. The city 

takes in 337 square miles (more 
than three-quarters the size of 
Los Angeles). It extends south to 
the Mexican border and north 
almost to Escondido—roughly a 
45-mile spread. The county has 
4,255 square miles, slightly 
more than Los Angeles County's 
4,083. 

San Diego's 115 tract develop
ments are concentrated in the 
western third of the county 
within 25 miles of the coast. 

San Diego's weather—71° for 
an average year-round tempera
ture and 10 inches of rain an
nually—is called "the most ideal 
in America" by the U.S. Weather 
Service. 

Pent up demand. During the 
past three years San Diego has 
experienced a booming market. 
According to the Research 
Department of Security Pacific 
National Bank, 24,922 units 
were authorized in 1969 (57.3% 
of i t multifamily units) and 22,-
868 in 1970 (57.4% multifam
ily). Last year the figure was 37,-
443 (58.9% multifamily). In 
addition, 2,920 new mobile 
homes were sold last year. (The 
county has 589 parks for them 
and 32,676 pads.) 

Not only was 1971 63.8% over 
1970, but so far this year the rate 
of increase is even higher. For the 
first seven months, 23,237 per
mits were authorized, according 
to the Economic Research 
Bureau of San Diego (which is 
supported by the city, county 
and Chamber of Commerce). Of 
this, 8,973 are single family and 
14,264 are multifamily. The 
seven-month figure translates to 
an annual rate of 39,800 units. 

A big pent-up demand led to 
the boom. Back in 1959-60-61 
General Dynamics—Corvair 
Division had 45,000 people on its 
payroll. This company, plus the 
Navy, made up 90% of San 
Diego's economic base. But 
aerospace cutbacks in the early 
sixties brought massive layoffs 
at Convair. Today's workforce is 
just 10,600. 

People abandoned their 
homes. New houses stood empty 
for months and construction 
tapered off. Then tight money 
slowed construction even more. 

The result was that by 1968 
there was a growing housing 
shortage. Some 20,000 units 
were needed, and the vacancy 
factor had fallen to about 3%. 
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Local builders became active 
again, doing everything they 
could to increase production. 
But they'd lost some of their best 
help, and it took time to get 
going. 

San Diego was already head
quarters for some top builders, 
including American Housing 
Guild, National Community 
Builders, Stanley C. Schwartz & 
Co., U.S. Financial (Western 
Division), Penasquitos Inc., J.R. 
Shattuck, Sheltec Corp. and 
AVCO Community Builders. 

The area's new potential 
began attracting big builders 
from other points—particularly 
Los Angeles and Orange County. 
They included Kaufman & 
Broad, Boise Cascade, Christiana 
Community Builders, Larwin, 
Leadership Housing Systems, 
Levitt & Sons of California, 
Shapell Industries, Pacesetter, 
Ponderosa Homes, GersonBakar 
& Associates. 

Sacramento-based McKeon 
Construction also came into the 
county with three fourplex proj
ects. Fred C. Sproul Homes 
moved its home base from 
Denver to Carlsbad, in northern 
San Diego County. 

In 1966 Phoenix-based Hall-
craft Homes started its Cali
fornia operations wi th a San 
Diegodivision, buyingAshton & 
Kies, condominium-townhouse 
builders. Today, it has seven 
single-family and townhouse 
projects going. 

Signal Landmark is building 
Coronado Cays, a luxury resi
dential marina of 1,500 single-
family homes and condomin
iums on 370 acres. And Ray Watt 
just opened San Diego Country 
Estates, a 3,200-acre residential 
resort near Ramona, about 44 
miles northwest of downtown. 

But Daniel B. Grady, president 
of Sanfric Inc., La folia-based 

housing consultants, points out 
that because local government 
has reacted to no-growth groups 
by imposing building restric
tions, some firms that came 
down into the market are now 
saying why fight it, we can do 
better elsewhere. 

Larwin, for instance, has 
closed down its Trend project, 
and is now concentrating on En
core, its only other one in San 
Diego. Once this is sold, there are 
no plans (as of now) to open any 
more. The market is tight, say 
company spokesmen, particu-
larlyinitsMiraMesaarea, which 
also has builders like Pardee, 
Ponderosa and Princess Homes. 

Who knows what? George 
Fulton, directorof the Marketing 
Services Division of Walker & 
Lee, Anaheim-based real estate 
firm (the country's largest) is 
about to launch an in-depth 
study of the San Diego market. 

"It's extremely difficult to get 
information on this market be
cause builders are restrictive 
with information," says Fulton. 
"Up here in Orange County 
builders can shop and get data. 
Down in San Diego there's gen
erally a clam-up on such things 
as the number of units sold. I've 
been told the reason for this is 
that they don't want to talk 
about expansion because of 
growth resistance." 

San Diego, Fulton feels, is vir
tually overbuilt. "But they keep 
on building, and they have good 
sales records. So who knows." 

Fulton adds that "San Diego is 
a healthy market, and low land 
prices are a factor." 

Generally, builders and 
lenders don't think there is 
much overbuilding, except in 
apartments. The latest survey 
(June) by the Economic Research 
Bureau of San Diego lists only 
1,659 unsold tract houses (un

derway and completed). 
New guys learn. Money's still 

available at most S&Ls, al
though some are no longer lend
ing on apartments. One consul
tant told me, "They're overdoing 
it . The old guys that learned the 
lessons last time are gone, and it 
'ooks like the same lessons wil l 
have to be learned again by the 
new guys." 

Home Federal Savings & 
Loan—San Diego's largest— 
views the homebuilding situa
tion optimistically. Assistant 
Vice-President-Loan Officer An
thony Canaris says there's 
plenty of money, and Home just 
had its biggest months. 

"I t looks good. Housing is 
beautiful. I don't see houses or 
condominiums as overbuilt. Ev
erybody's selling. Everything 
seems to fill up. Apartments 
have been slow, but loan qualifi
cations are more stringent now." 

Dan Grady reminded me of the 
old saw: "Builders wi l l build as 
long as there is any money 
around, whether a market is 
there or not." Grady, who's a 
director as well as consultant to 
San Diego BCA, says the market 
is saturated in certain areas. In 
fact, it was overbuilt in apart
ments a year ago. There were 
13,000 apartments authorized in 
1970 and 20,000 last year. 

The breaking wave. "When 
should we consider something 
overbuilt," asks Grady? "When 
vacancies occur—or when we 
know there wi l l be vacancies?" 
With the latter, he notes, build
ers could cut down before they 
reach the crest, if they had accu
rate and timely statistics. 

A group of apartments Sanfric 
has been watching as a bell
wether of vacancies has gone 
from an original 2.4%-3% up to 
4%-5% late in 1971 to7.5%-8% 
today. "And vacancies in certain 

parts of El Cajon and the South 
Bay area are up to 15%," says 
Grady. "We find that even in 
subsidized housing vacancies 
are increasing rapidly." 

Recent FHA surveys show 
that in FHA 236 projects the 
two-bedroom vacancies ap
proach 9%. In addition, it has 
been taking three months to get 
occupancy of a project. FHA 
won't build any more in the 
South Bay, and it's watching El 
Cajon very closely. 

Grady says 6,169 subsidized-
housing units have been built in 
San Diego, both rental and sales. 
And only 23 have been fore
closed, and 75 are now in default; 
therefore success is running at a 
98.441% factor. 

Single-family housing is very 
active, with lots of competition 
at the lower end. The trend has 
been to overproduce $20,000-
$30,000 units, mostly in PUDs. 
They are everywhere in the 
$18,000-$21,000 range. And 
there's a concentration of 235s 
along the Mexican border. 

If there's one real need, it's 
housing for the elderly, pri
marily subsidized low-income 
housing below the 235 and 236 
range. 

There's a strong market, too, 
in high-priced lines, but overall, 
it's a small one. 

Condominiums are still going 
over, with the major market in 
PUDs below $25,000. But, of 
course, these sales pull people 
out of rental apartments. 

Townhouse - condominium 
living has inspired one major 
market change: Apartments are 
beginning to be converted into 
condominiums. This is exactly 
opposite of what happened in the 
sixties. One example is the Point 
Loma Tennis Club, with about 
300 units. It was only renting at 
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about 60%, so it was converted 
to condominiums, sold to a 
syndicate—and sold out. 

And I saw luxury condomin
ium townhouses everywhere. A 
standout condominium seller in 
the $25,400-$36,400 bracket is 
Friars Village, a 440-townhouse 
group in three- to eight-unit 
clusters. Its sales rate has been 
2.6 units per day for the joint 
ventureof Sheltec Corp. and U.S. 
Financial. Note: This is a good 
in town location, on a hillside 
above Mission Valley and less 
than ten minutes from down
town. 

Supply-demand imbalance. 
Research on San Diego County 
by consultants Darley-Gobar 
Associates Inc. of Tustin, Calif., 
has rooted out some hard-to-get 
information for builder clients. 
For instance, there's the supply-
demand balance. Only two mar
ket ranges still have a residual 
demand: under SI5,000 where 
demand is 16.67% and supply is 
12.53% and in the $20,000-524,-
999 range where demand is 
27.20% and supply 25.16%. 

As for saturation, the worst is 
in the $15,000-$ 19,999 range. It 
has a demand of 21.10% and a 
supply of 26.28%—a 5.18% 
excess. From $25,000-534,999 
there's a 20.34% demand and 
20.74% supply; from $35,000-
$49,999, a 10.01% demand and 
10.02% supply. At $50,000 and 
up there's a 4.68% demand and 
5.20% supply. Says Dr. Alfred 
Gobar: "San Diego is a better-
taste market. Good products 
sell. And it has a lot of second-
home buyers." 

Ten-thousand people and no 
schools. Restrictive building 
legislation was sparked by the 
bust-to-boom situation in Mira 
Mesa. Early developers got 
caught in tight money times and 
went broke, and the land re

verted to the lender. In 1969 Par
dee, Larwin and others came in. 
Buyer demand was so intense 
that within 28 months 10,000 
people were living in the area. 
And there wasn't a school in 
sight. 

It was this situation that 
prompted the City Council to 
pass an enabling ordinance per
mitting it to call a two-year mor
atorium on construction in any 
area where services were not 
available. Mira Mesa came under 
the threat first. 

Actually, the council hasn't 
used its moratorium-power yet. 
It hasn't had to. Mira Mesa 
builderspaid $750 per tract pupil 
under an agreement with the San 
Diego Unified School District. 

The district covers 80% of the 
city, and its needs are acute be
cause of bond-issue defeats. So it 
adopted a policy on availability 
of schools. Under it schools 
won't be available to new resi
dents if additional students 
mean double sessions, extended 
days or an extended year. If 
schools aren't available, the de
veloper has to agree to provide 
either. needed facilities (site, 
building and equipment)—or a 
cash equivalent determined by 
the district. 

And the City Council won't 
accept a subdivision map unless 
it gets a school statement saying 
facilities are in. Schools wi l l give 
this statement only if the builder 
goes along. 

Now Poway School District 
has picked up the availability 
policy. Its terms: $200 per 
dwelling unit. 

Builders intend to go to court 
to fight the idea. BCA's pres
ident, Gerald Doughty, says the 
attempt by government to 
transfer its traditional respon
sibilities to homebuilders "just 
isn't morally or economically 

right." 
The shifting burden. He points 

out that it isn't the builder who 
wi l l eventually pay. "He has to 
shift the extra cost burden to the 
new homeowner, new factory 
owner or new office owner. He 
has no other recourse." 

But BCA is not passive. It is 
trying to get across to planning 
bodies its view of what needs to 
be done. It has even worked up 
its own planning policy for the 
county. I 'm told it's the first of 
its kind in the country. 

It's a seven-page document 
packed wi th positions on issues, 
but basically it calls for ful l em
ployment and ful l education. If 
these are adhered to as major 
goals, BCA feels, all other envi
ronmental considerations w i l l 
fall into place. 

BCA wants its policies to be 
considered in amendments to 
the city's General Plan and the 
development of basic county 
goals. So it's taking it before 
every elected governmental 
body in the county. 

The city's General Plan was 
enacted in 1967, but state law 
requires a revision every five 
years. That's being done now. 

The plan has been flexible to 
meet different situations. 
Mostly it established guidelines. 
But builders feel the revised 
model may be a rigid set of regu
lations with no flexibility. To 
make matters worse they say a 
new state law requires all tenta
tive subdivision maps to con
form directly with General Plan 
specifics before they can be ap
proved. 

Citizens plan and builders 
complain. Citizen groups have 
played their part in preparing 
plans for community areas. 
Builders complain that all these 
plans try to maintain the status 
quo and discourage growth—and 

then they're adopted by the 
Council. 

But City Planning Director 
James Goff says, "The groups 
rarely have taken a no-growth 
stance. A l l plans are predicated 
on either modest or active 
growth. Developers might not 
like what's expressed, but it's 
not anti-growth. We're just get
ting into the master plan. We've 
got lots of input, and we're trying 
to sort out the changes that 
should be made." 

Builders also are worried about 
a new policy regulating growth 
and development passed by the 
City Council in July. 

The policy is a direct out
growth of the city's experience 
in providing public facilities to 
Mira Mesa. It wi l l permit phased 
growth in undeveloped areas 
only after a total cost-benefit an
alysis. It wi l l also facilitate more 
intensive development and re
development in appropriate city 
areas already urbanized. 

According to Mayor Pete Wil
son—one of the policy's archi
tects—it's a way of insuring that 
public facilities and services are 
available at the same time and 
place as a new development. 

BCA General Counsel Wil
liam H. Kronberger Ir. says it 
means partially built communi
ties w i l l be completed before 
adjacent lands are developed. 
Thus, he says, north county 
building wi l l be limited to Ran-
cho Bernardo, Scripps Ranch, 
Penasquitos, Mira Mesa—and 
then only after the total cost-
benefit analysis. 

One basic philosophy at the 
root of this, says Kronberger, is 
that new development doesn't 
pay for itself in terms of public 
services. As Al Gobar puts it: 
"Cost exceeds benefits of new 
people. It's a negative sort of 
benefit ratio." 

Larwin Group—$35,590 

Gentry & w ^ 
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Government-sanctioned mo
nopoly. Kronberger says, too, 
that one of the most obvious re
sults of limiting development to 
specified areas is the creation of 
artificial values for lands not re
moved from the development 
inventory. "In essence, a gov
ernment-sanctioned land mo
nopoly w i l l be created." 

The city now is developing a 
computermodel that wi l l permit 
it to make cost-benefit studies 
before any major new con
struction is authorized. The 
model not only wi l l provide 
cost-to-the-city data on a partic
ular job but wi l l let one project 
be compared with another. 

"The big battle is going to be 
over attempts to open up jack-
rabbit country," says Iim Goff. 
"There are outlying areas that 
developers would like to start 
opening up." There's virgin land 
both north and south, Goff 
points out, including 17,000 
acres adjoining the Mexican 
border. 

The future revealed? Popula
tion figures probably provide the 
best clue to San Diego's future. 

The city's growth is tapering 
off. The greatest spurt occurred 
from 1940 to 1950, when popu
lation rose 93%. During the next 
decade it went up 86%. From 
1960 to 1970 it grew only 32%, 
and from 1970 to 1980 the rate 
is expected to be at or below 32%. 

Like the rest of California 
much of San Diego's population 
growth is due to in-migration. 

It's difficult to round up predic
tions on future trends of in-
migration, but most people I 
talked to feel current growth— 
both natural and incoming—is 
less than 2%. 

The birth rate is declining too, 
to where it's as low as in mid-
thirties Depression days. Last 
year, births ran only 11,000 over 
deaths. At mid-year the county's 
population was 1,448,000—a 
3.4% gain amounting to 47,000 
people more than mid-1971. 

The firm of Darley-Gobar has 
worked out the housing de
mands for a normal population 
growth of 35,000 a year in San 
Diegocounty. Absorption would 
be 15,000 units. 

Here's how the 15,000 breaks 
down: First of all, houses (in
cluding condominiums) should 
account for 8,437 (56.25%) and 
rental apartments for 6,563 
(43.75%). Main emphasis—2,-
295 units, or 15.30% of the total 
15,000—should be in the $20,-
000-$24,999 range. Next, with 
1,781 units, or 11.87%, is the 
$15,000-519,999 range. The 
less-than-$ 15,000 category 
should get 1,406 units, or 9.38% 
and the $25,000-$29,999 area, 
1,227 units or 8.18%. 

Demand in various $30,000-
and-up categories runs only 
around 400 units each per year. 

In apartments the largest 
group—1,484 units—should 
rent for $ 120-$ 149 a month, ac
cording to Darley-Gobar. There 
should be 1,287 units at $60-$79, 

1,114 units at $150-5199 and 
1,053 at $100-$ 119. These are 
the major rental categories. All 
the others call for far fewer units, 
and they add up to only 1,625. 

Here is the direction of 
growth: 

The eastern part of the county 
wi l l continue to grow—but it's 
rapidly approaching the moun
tains. In the south the unbuilt 
area left is just about limited to 
low-income housing. The big 
push is—and wi l l be—in the 
north. 

Tennis, anyone? The first 
major north development was 
along north-south 395, which 
ties San Diego to San Bernardino 
and Riverside. Farthest up is 
Lake San Marcos, about 35 miles 
from the city line ; but it appeals 
mostly to retired people. Farther 
down 395 is AVCO's 5,800-acre 
Rancho Bernardo. It has 3,358 
units built out of a planned 17,-
000. (Rancho Bernardo has an in
novative project about ready for 
grading. It's a tennis ranch— 
probably on 100 acres—with 40 
courts surrounded by condo
miniums. A medical center may 
be built to tie in its research to 
tennis.) 

There's Irving I . Kahn's Ran
cho Penasquitos and the 400-
acre Leadership Scripps Ranch. 
To the west is the M ira Mesa area 
where Pardee is selling two- to 
four-bedroom houses in the 
$18,750-$26,650 range at 3% 
down. The package includes 
front lawn and trees, front fence 

  
  

 

  
 
 

 
  

  
 

  
  

 
  

and gate. People tell me this is 
the lowest-priced single-family 
project around. 

Still along 395, but only about 
12 miles from downtown, is 2,-
600-acre TierraSanta, a project 
of Christiana Community 
Builders eventually slated for 
13,000 units. 

The second development di
rection has been around east-
west Interstate 8 connecting San 
Diego with El Centro. You'll find 
some of the fastest growing areas 
here—Santee, Lakeside and par
ticularly San Carlos. 

East, too, lies RSD Develop
ment Company's 6,000-acre 
Rancho San Diego, just getting 
its first community. 

The city's southern end, 
nearest the Mexican border, was 
described to me as sort of a Mira 
Mesa south. Emphasis is on low-
ncome housing. A big project 
near National City is South Bay 
Terraces, a Penasquitos Inc. 
PUD project that plans 35,000 
people on 865 acres. 

Land around Interstate 5, 
which connects San Diego with 
Los Angeles and Tijuana, is get
ting today's push. There's 5,000-
acre La Costa, expecting a popu
lation of 20,000. It has only 600 
residents now, but some 500 
units in 10 projects are under 
way or about to start. Then 
there's Village Park, 900 acres, 
another AVCO Community 
slated to have an eventual 11,000 
population. Right now, 332 units 
have been built out of a planned 
3,761. 

The trend right now is to fill 
in along Interstate 5 as it gets 
closer to town, particularly 
around the University City area 
east of La folia. 

Homebuyers wi l l work main
ly in manufacturing, tourism 
and defense firms, but blue-
collar jobs remain scarce. • 
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now—for the first time—you can preserve and protect your 
copies of House & Home 

Beautiful, custom-made Library Cases to hold a full year's 
issues of House & Home! 

Sturdily constructed of handsome dark blue or red leatherette 
and embossed in gold, these cases preserve and protect your 
copies of House & Home—and keep them ready for quick, 
easy reference. 

These handy cases also conserve valuable space and reduce 
library clutter in your office or home. 

With each case you receive a gold transfer to print or write 
the year on the cover. 

Order your House & Home Library Cases today. Simply fil l in 
the form below and drop it in the mail. 

House & Home Library Cases, 
1221 Avenue of the Americas New York, N.Y. 10020 
Enclosed is $ for Library Cases 

@ $4.25 each; 3 for $12.00; 6 for $22.00 
Check color preferred: • red • blue 
Al low 3 weeks for delivery of 
House & Home Library Cases. 

Name 

Address 

City State and Zip 

JOB M A R K E T 
Shelter Executive Personnel Re
cruitment Specialists. Pres
ident: Direct mobile home 
multi-plant. $50,000+. VP/-
Construction: Multifamily 
housing. P&.L responsibility. 
$40-60,000+. Division man
ager: Recreational vehicle 
multi-plant. $40-50,000 + . Re
gional V-Presidents of con
struction: Multiple projects. 
Major home builder. $35-45,-
000+. General Managers: Mo
bile, modular, RV. $20-30,-
000 + . Project managers: Sin-
gle/multifamily. $20-30,000+. 
Many shelter executive posi
tions nationwide. All fees paid 
by company. VANCE EMPLOY
MENT SERVICE. 917 Barfield 
Building, Amarillo, Texas 
79101. 806/372-3456. 

House-Condo Sales VP: Public 
company (assets over $ 100,000,-
000) seeks strongman with solid 
record of experience to take 
charge of marketing in newly 
developed single-family and 
condominium programs. Op
erate from executive head
quarters in New York suburbs. 
Send resume in confidence, in
cluding salary history. Write Box 
1001 JOB MARKET House & 
Home, 1221 Avenue of the 
Americas, New York, N.Y. 
10020. 

City Manager: Experienced con
struction executive to manage 
multiple subdivision home-
building and condominium pro
gram in large city in Southeast. 
Excellent salary and growth 
potential. Company operates 
throughout the Southeast. Send 
resume to President, THE MIT
CHELL COMPANY, Division of 
Singer Housing Company, P.O. 
Box 2008, Mobile, Alabama 
36601. 

Sales Director: Wi l l i t sell? New 
design, planning, environmental 
land use commands compatible, 
innovative sales expertise. Sales 
executive, 44, available, seeks 
new portfolio with multi-devel
opment corporation. Write Box 
1002 JOB MARKET House & 
Home, 1221 Avenue of the 
Americas, New York, N.Y. 
10020. 

Marketing Executive: Heavy ex
perience single-family, PUD, re
tirement, vacation communi
ties. Take charge advertis
ing, merchandising, promotion, 
sales management. Travel or 
relocate. Reply Box 1003 JOB 
MARKET House & Home, 1221 
Avenue of the Americas, New 
York, N.Y. 10020. 

L A N D M A R K E T 
Illinois: Joilet. 12 acres zoned 
townhouses, quadros. All ut i l i 
ties available at property. Also 10 
and 50 acres contiguous, need 
annexation. Construction Re
search Corporation, 7456 N . 
Harlem Avenue, Chicago, I l l i 
nois 60648. 

Minnesota: 43 acres approved for 
900 apartments. Al l utilities in 
12 acres adjacent zoned com
mercial. Main NS & EW inter
section #35W and #10. Ideal for 
planned unit development. 15 
minutes to downtown Min
neapolis or St. Paul. For sale or 
participation. R. Underdahl, 
2710 Nicollet Avenue, Min
neapolis, Minnesota 55408, 
Phone (612)827-5481. 

What fob Market 
Can Do For You 
This new service from House & 
Home may be the answer to 
your problem if you are looking 
for a marketing VP, construc
tion superintendent, estimator, 
president, project manager, de
signer, purchasing agent, ar
chitect, sales manager or even a 
new job for yourself. 

With over 400,000 readers ac
tive in every phase of housing 
and light construction. 
JOB MARKET offers employ
ers low cost access to a unique 
pool of management, supervi
sory and creative talent to f i l l 
job openings. 

For the man looking for a new 
position himself, JOB MARKET 
offers low cost access to those 
builder firms accounting for 
over 90% of the single-family 
and apartment starts as well 
as access to thousands of archi
tectural, engineering, commer
cial, financial, realty, subcon
tracting and distributing firms 
with an important stake in 
housing. 

The cost is $2.00 per word with 
a minimum of 25 words. Your 
complete address or use of a pri
vate box number counts as 5 
words. Typewritten text is 
needed the eighth of the month 
preceding the date of the desired 
issue. Payment in fu l l must ac
company your order. Send to 
JOB MARKET, House & Home, 
1221 Avenue of the Americas, 
New York, N.Y. 10020. 
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ECONOMICAL 20" CUSTOM GAS RANGE 
FOR CRITICAL SPACE REQUIREMENTS 
VESTA presents a heavier, sturdier economy model to fit your smallest 
space needs! It features drop-door, sl ide-out, smokeless broi ler 
pan and gr i l l ; two chrome, non-ti l t oven racks; porcelain-f in ished, 
cast iron burner grates; porcelain enameled burner box; four 12,000 
BTU top burners. In colors at sl ight addi t ional charge. 

MODEL 1952 

A T H E N S S T O V E W O R K S , INC 

offefs 
ydu 
molt 

P . O . BOX 10, A T H E N S , T E N N . 37303 

We Promise Cool Sides and 
Door! We designed the side 
panels and door with an air 
space to permit fresh air to 
wash up and out for a cooler 
exterior. 

Every Range Looks Built-in! 
The Floating Trim Kit . . . a 
VESTA exclusive, fastens to range 
and adjusts to any type counter 
top . . . eliminates gaps. Order 
separately for a built-in appear
ance. 

We Guarantee Extra Large 
Ovens! VESTA gives you maxi
mum capacity in generous 17" 
high ovens! These features are 
standard —two chrome non-tilt, 
locking oven racks, contoured 
easy-clean interior . . . recessed 
oven light! 

Another Winning Feature! 
Our Lift-Up Cook Top promises 
easy cleaning of spillovers and 
easy access for servicing. Auto-
Up support rod automatically fol
lows top up. locks in place, frees 
both hands. 
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Arch i tec ts : Bulkley & Sazevich, San Francisco 

Engineered wood products that 
can match your imagination 

This dramat ic wa te r f ron t house uses 
Cedar Lock -Deck laminated deck ing 
to fo rm both s t ruc tu ra l and f in ished 
wall and roof surfaces in one imagina
tive appl icat ion. 

P o t l a t c h m a n u f a c t u r e s w o o d in 
countless forms, as strong and versa
tile as they are beautiful. They open 
the door to a whole new wor ld of warm, 
natural designs that once had to com

promise beauty for pract ical i ty. 
The remarkable durabi l i ty of Inland 

Red Cedar boards and decking gives 
in ter iors and ex ter io rs a beauty that 
grows with passing years. Lock-Deck 
d e c k i n g a n d l a m i n a t e d b e a m s of 
superb Southern Pine comb ine out
standing strength with a unique clari ty 
of appearance. The wonder fu l work 
abil i ty of Idaho White Pine gives charm 

and permanence in countless sol id and 
laminated forms, and solid hardwood 
panel ings and f loorings give durable, 
dramat ic beauty. The wonderful wor ld 
of wood is engineered to match your 
needs at Potlatch Forests. Inc., P.O. 
Box 3591, San Francisco, 94119. 

Potlatch 
Potlatch. the forests where innovations grow... in wood products and building materials, in paperboard and packaging, in business and printing papers. 
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B E A U T Y I S M O R E T H A N S K I N D E E P 

It is w h a t you don ' t see that makes us so beau t i f u l . 
W e h ide ou r a m a z i n g .005 inch th i ck w i re Surface-
tape unde r pa in t , w a l l p a p e r or ca rpe t a n d c o n t r o l 
it w i t h a t h i n p ro f i l e wa l l s w i t c h . 
W e ca l l ou r sys tem Surface Switch. 
It is a c o m p l e t e l y s u r f a c e m o u n t e d s w i t c h i n g sys
t e m that c o n t r o l s any ou t le t or f i x tu re in w h i c h a 
m i n i a t u r i z e d so l i d s ta te p o w e r unit is i m p l a n t e d . 

Surface Switch not on ly c a n save t ime a n d m o n e y 
in new c o n s t r u c t i o n a n d renova t i on w o r k , but p r o 
v ides a f lex ib i l i t y a n d versa t i l i t y not n o w poss ib le 
w i t h ex i s t i ng e l e c t r i f i c a t i o n sys tems . 
SurfaceSwitch u t i l i zes a c o m p l e t e l y sa fe 2 vo l t s i g 
nal c i r cu i t , is UL a p p r o v e d a n d c o m p l i e s w i th mos t 
s ta te a n d loca l c o d e s . 
SurfaceSwitch: 
the s u r f a c e m o u n t e d s w i t c h i n g sys tem 
a p r o d u c t of S w i t c h p a c k Sys tems , Inc. 
P.O. Box 670, Del Mar . C a l i f o r n i a 92014 

 
       

   



COMPLETE W I R I N G 

000 A N D M U C H M O R E ! 

J O H N S O N I T E R - W 
vinyl surface-raceway 

Allows Wiring After Walls are Completed 

• Doubles as Baseboard and Door Trim 

• Installs Easily and Quickly 

• Will Not Dent or Mar—Keeps Finish Indefinitely 

• Meets National Electrical Code 

• Is UL and Canadian Standards Association Listed 

 

Faster , e a s i e r 
v ^ F i I e l e c t r i c a l w i r i n g 

. . . raceway and t r i m 
for the cost of raceway 

r a lone . . . ou t le ts where 
you want t h e m . . . easy ac

cess for inspect ion or f u tu re 
changes . . . and pe rmanen t good looks when the job 
is done. 

Tha t ' s t he t ime-sav ing , money-sav ing story of John-
soni te R-W sur face-mounted Raceway. Keeps costs 
down, s imp l i f i es job p lann ing , gives you pract ica l ly 
un l im i ted f lex ib i l i t y in c i rcu i t layout. Room- f in ish ing 
goes faster—and Johnson i te R-W's clean des ign gives 
rooms f in i sh and sty le. 

Johnson i te R-W's tough v iny l is v i r tua l l y mar-proof, 
cannot be den ted , w i l l not suppor t combus t i on , can be 
f i n i shed wi th any water-base paint to comp lemen t 
room decor. Meets ar t ic le 352 of Nat ional Electr ic 
Code, and is l is ted by Underwr i te rs ' Laborator ies, Inc., 
and Canadian Standards Associat ion. I t 's the job-
streamlining raceway sys tem. 

Write for data 

U. S. Patent 3262083 Patented Canada 1968 

A " S N A P " TO INSTALL—Raceway sys tem snaps 
together to f o rm con t inuous fu l ly -enc losed channe l . 
Base st r ip and cover are easily cut to l eng th . Wi r ing is 
s imply la id in place, need not be pu l led t h r o u g h . Cuts 
ins ta l la t ion t ime f r om hours to m inu tes . 

 

" C " - s h a p e d base str ipfastens R u n w i r i n g , i n s t a l l o u t l e t s 
to wall . Can be mechanical ly where convenient. Wires are 
fastened or secured with ad- held in place with snap-in 
hesive. vinyl retaining c l ips . 

Cut base cover to length, and 
snap over assembly . 

9 0 ° inside and outside cor
ners, provided, also snap on. 
Dab of cement on one side 
insures tight fit. Outlet covers 
suppl ied. 

Raceway DOOR TRIM P A C K A G E provides for continuous cir
cuitry around door openings—also UL l isted. 

J O H N S O N R U B B E R C O M P A N Y / F L O O R I N G ACCESSORIES DIVISION 
16025 JOHNSON STREET, MIDDLEFIELD, OHIO 4 4 0 6 2 

Telephone: (Area Code 2 1 6 ) 632 -2111 
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Kitchen Equipment: 
a summary of Sales Actions taken 

by House & Home readers 
To identify all the important people in hous
ing & light construction who are active in 
selecting products in this category, House &. 
Home followed up all such advertising in
quiries received through its Reader Service 
Card. 

Survey questions were designed to determine 
what, if any, sales actions were taken as a re
sult of readers having seen advertisements in 
House & Home. 

Sales actions—for purposes of these studies-
have been defined as specifying, recommend
ing, approving, purchasing and still investigat

ing: all positive actions bringing products and 
prospects closer to a sale. 

For each sales action, of course, the unknown 
multiplier is the number of residential or other 
units for which the sales action was taken. For 
example, a single purchase mention could in
volve a 10 house development, a 280-unit 
apartment complex, or anything in-between. 

Results of House & Home's Sales Action Mea
surement studies clearly indicate that sales 
action in this product category comes from 
every segment of the industry, as shown in 
the table below. 

SALES ACTIONS TAKEN ON KITCHEN EQUIPMENT ADVERTISING 

Reader 
Classification 

Literature 
Requested 
by Readers 
Surveyed 

Literature 
Requested 
by Survey 

Respondents 

Literature 
Received 
by Survey 

Respondents 
Specified 
Product 

Recom
mended 
Product 

Approved 
Product 

Purchased 
Product 

Still 
Investigat
ing Product 

Sales 
Total Actions as % 
Sales of Literature 

Actions Received 

Architects & Designers 8,132 2,800 2,429 243 394 207 58 575 1,477 60.8% 

Builders & Contractors 15,489 4,489 3,820 264 450 360 370 1,286 2,730 71.5% 

Commercial/Industrial 630 191 162 4 11 7 8 64 94 58.0% 

Engineers 1,177 452 391 26 41 19 9 142 237 60.6% 

Financial 696 252 223 8 20 10 12 66 116 52.0% 

Government 849 395 353 21 26 16 11 118 192 54.4% 

Realty 1,426 444 387 21 36 37 23 155 272 70.3% 

Retail Dealers 778 230 172 10 13 14 19 66 122 70.9% 

Subcontractors 1,434 410 367 25 56 31 27 119 258 70.3% 

Wholesale Distributors 426 118 106 8 13 3 10 32 66 62.3% 

Others not identifying self 7,235 2,214 1,906 103 173 135 73 513 997 52.3% 

TOTAL 38,272 11,995 10,316 733 1,233 839 620 3,136 6,561 63.6% 

McGraw-Hill's marketing and management publication 

light construction House&Home 
1221 A v e n u e of the American. New York. N . Y . J0020 
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PRODUCTS 

Suspended-ceiling system has no visible support members 
Suitable for use where no drop below perpendicular to the joists. The first wood. A Suitable for use where no drop below 
joist level is needed, the Direct Inte-
grid ceiling system consists of three 
basic components: supporting cross 
tees, l ' x 4 ' unbevelled Trilon tiles 
and specially engineered joist clips. 
Conventional hanger wires, furring 
strips and main runners are not 
needed. Ceiling is supported by a 
metal molding nailed around the pe
rimeter of the room 1 % " below joists 
level (A). System is always installed 

perpendicular to the joists. The first 
tile slips into place in the molding 
(B). A 4'-long flanged supporting 
cross tee slides onto the leading edge 
of the tile (C). This provides support 
but is not visible when tiles are fitted 
together. Each cross tee is supported 
by at least one of the special joist clips 
(D). Spread the arms and the clip 
snaps easily onto the joist. Once i t 
is in place a slight pull downward on 
the clip sets the metal teeth into the 

wood. A push up on the tile engages 
the cross tee and the clip (E), comple
ting installation of the first tile. This 
process is continued across the room 
row by row. Tiles are butted tightly 
together (F). Specially fabricated 
locks snap the cross tees together 
(G), forming an unbroken strip 
across. Finished ceiling is seamless 
and smooth (H). Armstrong Cork, 
Lancaster, Pa. 
C I R C L E 265 O N R E A D E R S E R V I C E C A R D 
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How Duo-Fast 
steps up your production...and profits 

AUTOMATIC WALL FRAMING speeds wall assemblies. 
Ideal for both in-plant and on-site use. Tandem Duo-Fast 
Nailers sense studs and drive two 16d nails simultane
ously for big economies. 

SOFFITS install easier and faster with the new, l ight
weight KN-1840 which drives heavy, narrow-crown, gal
vanized staples. The narrow crowns are inconspicuous 
and resist pul l - thru. Has many appl icat ions in bui ld ing. 

TOE NAILING, on the site, is fast and accurate with the 
versati le CN-137 Na i le r . . . the nailer that drives 6d com
mon thru 16d sinkers. Also replaces costly hand nai l ing 
on other construct ion jobs. 

FINISHING is the job of the FN-83 Finish Nailer. Interior 
tr im goes on in a hurry. The Brad Nailer is used widely 
to speed up instal lat ion of panel ing, using brads wi th 
heads colored to match the surface. 

ADD the Duo-Fast Gun Tackers, Hammer Tackers and Strike Tackers for insulat ion, bui ld ing papers, cei l ing t i le, 
under layment . . .and watch product ion cl imb while costs tumble. 

S E N D N O W fo r f ree c o p y o f B u l l e t i n FT-26 a n d d e m o n s t r a t i o n of t h e s e c o s t c u t t e r s . 

DUO-FAST FASTENER 
CORPORATION, 
3702 River Road 
Frankl in Park, IL 60131 DUO FAST EVERYTHING 

FOR 
STAPLING 

NAILING 
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The big boys go 

Goodwin Homes. Inc., M t . 
Laurel, New Jersey, wi th its 14 
subsidiaries has completed 
nearly 25,000 dwellings in the 
last few years. President Dick 
Goodwin says, "The U / R fiber
glass bath reflects our commit
ment to use the finest materials 
available in all Goodwin town-
house apartment communities." 

Housing giants from coast to coast 
choose the fabulous U/R fiberglass bath 
for seven basic reasons: 
t. 
2. 

3. 
4. 

5. 

6. 

It's lightweight. U / R fiberglass units are easy to handle. 
Quickly installed. Just set the one-piece unit into fram
ing, nail the flanges and it's ready for plumbing hookup. 
No tiles, no grouting needed. One contract does it all! 
Seamless construction. No chance of leakage, no call
backs, no customer complaints, ever. 
Quality control. Universal-Rundle, long the leader in fiber
glass bathroom fixtures, maintains the strictest standards 
of quality control in the industry—by far exceeding ANSI, 
FH A and building code minimums. 
National distribution. With five fiberglass production fa
cilities and more than 650 wholesale dealers strategically 
placed across the country, U / R provides efficient service 
and prompt delivery anywhere in continental United States. 

Jack P. DeBoer Associates 
Wichita, Kansas, tallies u|: 

more than $00 mill ion a yeai 
in mult i family housing. Say 
Chuck Lawrence, Director o 

Construction, "The exception 
al durabili ty and strength o 

the U / R one-piece fiberglas; 
units virtually eliminatt 

maintenance. They're a posi 
tive factor in our apartmen 

rent-ups.' 

Ray Ellison Industrie; 
San Antonio, offers 150 diffei 

ent plans in homes up to $35,000. Ra 
Ellison, Chairman, says, "We've installed mor 

than 5.000 U / R fiberglass units in our new communities an 
we're more than pleased wi th the assist they give us in the sale of homes. 

The seventh? Among big builders, it's an instinctive recog 
nition of new ideas that help sell homes and rent apartments 
For example: 

• the easy-care appeal of the scrubless, scourless U / R fiber 
glass bath. 

• the dollars-and-cents appeal of features that make U / F 
fiberglass bath virtually maintenance-free (it's leakproof 
rustproof, stainproof). 

• the eye-appeal of gloss-finished rich pastels that mix o; 
match with other bathroom fixtures in the famous U/F 
Decorator Line. 

Tying in with U / R helps the big boys become giants. 
Like to join them? Look us up in Sweet's Fil< 

15.20/UN; check the Yellow Pages for your neares 
U / R dealer or write Universal-Rundle Corporation 
New Castle, Pennsylvania 16103. 
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Wood Bros. Homes. Inc., Denver, 
has grown from a one-house start, in 1950 

to one of the largest home builders in Colorado 
and the Southwest today. Brothers Boh and John, Jr. 

find that the U / R fiberglass bath rates high in public accept
ance. "I ts maintenance advantages in particular are readily 

recognized by our customers," say the Woods. 

Pittsburgh, is a giant in modular, 
mobile, sectional and prefab housing. Says 

President and Chairman Ira Gordon, "We find these 
molded U / R fiberglass tub shower units ideal for modular 

construction. They're lightweight, easy to handle, speed up 
assembly and the price is right, too." 

Hal lcraf t Homes, Inc. 
attracts 1,000 visitors a week to its 
famous "Showcase of Homes" in downtown 
Phoenix; has built housing equivalent to a city of 
150,000 people. Says John Hal l , Chairman, "The U / R 
fiberglass bath is easy to install, saves on labor costs. I t helps 
keep us competitive in four hot housing markets." 

Leonhardt Enterprises, Oklahoma City, builds 
homes up to the $250,000 class. Owners Chester N . 

Leonhardt, Sr., (named 1971 Builder of the Year by Oklahoma 
City's H B A ) and son Chef chose the U / R fiberglass bath "for its excellent 

finish, as well as U/R's strict quality control and splendid cooperation." 

Universal-Rundle 
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PRODUCTS/EXTERIORS 

Redwood offers a natural look for 
outdoor settings. Three economical 
grades are available for garden use: 
construction heart, construction 
common and merchantable. Heart 
wood, the only type suitable for 
direct ground contact because it is 
inherently insect and decay resis
tant, is shown on wide tread steps 
I left). Curved screen-like fence that 
protects privacy (above) is a combi
nation of heart and common grades. 
California Redwood Assn., San 
Francisco, Calif. 

C I R C L E 213 O N R E A D E R S E R V I C E C A R D 

Three-legged concrete bench with a 
full back rest is cast in one piece. 
Reinforced with a welded steel 
frame, the 28% "-wide, 77"-long 
bench can accommodate three 
adults. The seat is contoured for 
comfort and sloped for drainage. 

Bench is equipped with aluminum 
base plates for easy installation. Unit 
is available in natural, white or 
muted tones of yellow, red, orange, 
brown and black. Form, South Lyon, 
Mich. 
C I R C L E 214 O N R E A D E R S E R V I C E C A R D 

Wrought-iron railings are used 
around a backyard pool area as a 
safety precaution. The fully adjust
able rail sections can be pitched to 
match any stair angle. Easy-to-in-

stall railings are chemically treated 
inside and out with a black primer 
that prevents rust. Units can be 
painted any color. Versa, Lodi, Ohio. 
C I R C L E 215 O N R E A D E R S E R V I C E C A R D 

White aluminum rail fence is de
signed to simulate the historic 
charm of a country lane. Engineered 
primarily for 4'-highenclosures with 
three rails, the fence system can be 

Nozzles for underground sprinkler 
system are of brass construction. 
Mist spray comes in quarter, half, 
three-quarter and ful l circle spray 

patterns in 15' or 20' spacing inter
vals, let spray offers 18' spacing. New 
England Union, New York City. 
C I R C L E 2 1 7 O N H E A D E R S E R V I C E C A R D 

 

easily modified to two rails. Heavy-
duty, nonrust posts and rails require 
little or no maintenance. Nichols-
Homeshield, Davenport, Iowa. 
C I R C L E 2 16 O N R E A D E R S E R V I C E C A R D 

Litter control receptacle is designed 
to be a permanent addition to land
scaping. Exterior of the unit is slatted 
wood to blend with the surround
ings. The heavy-duty receptacle 
comes complete with a mounting 
bracket for pole or wall use and a 
special patented locking device en
gineered to withstand vandalism. 
Unit, with its easy-to-empty 16-
gauge perforated steel basket liner is 
12" in diameter, 24" high and is avail
able in 18 painted colors. Howard 
Metalcraft, Emmaus, Pa. 
C I R C L E 2 1 8 O N R E A D E R S E R V I C E C A R D 
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For 28 years, Thermopane has been the house
hold word for insulating glass. It did its job in 
protecting your customers against the elements. 
Now comes Thermopane Xi. And L O F makes a 
good thing even better. 

All Thermopane units with the GlasSeal" edge 
now feature inert gas between the panes instead of 
dry air. The 3 / 16" of inert gas gives the same insu
lating power as 3/8" of dry air. 

Thermopane Xi helps give your customers' 
homes a more consistent level of temperature and 

humidity, increasing their comfort . . . no matter 
how the weather rages outside. 

There's less chance of windows fogging. And 
your customers save on heating bills—another 
comforting thought. 

Thermopane Xi. A little more insulation from 
the people who started it all in 
the first place. Available only Making progress 

' in i-nmfnrt from Libbey-Owens-Ford 
Company, Toledo, Ohio 43695. 

C I R C L E 1 19 O N R E A D E R S E R V I C E C A R D 

If it were your home, you'd choose Thermopane Xi. 
Casement sash by Andersen Corp., Bayport, Minn. 



 

 

 

MARKETING MB MANAGEMENT 
"CONDOMINIUMS," presented by M l i r and H o u s e & H o m e 

Many other seminars and meetings have discussed condominiums. This is the one seminar that 
confronts the key problems and answers your questions. It can lead to greater profits 

for your organization. 

House & Home and AMR have assembled a faculty of outstanding Condominium experts to share 
their experiences with you in a vital 2-day seminar. 

Learn how to research the Condominium marketplace, how to deal with legal and financing problems, 
how to think like a Condominium developer. Learn how to merchandise and market the Condominium. 

Learn why the Condominium, if handled properly can be the key to your success in the 1970's. 

For additional information, please complete and return the coupon. 

ATLANTA, NOVEMBER 16-17 
The Executive Park Motor Inn 

I House & Home—AMR 
J Condominium Seminar 
i 1221 Avenue of the Americas 
i New York, New York 10036 

DALLAS, DECEMBER 11-12 
The Fairmont 

i Please send information on the Condominium Seminar. 

LOS ANGELES, JANUARY 18-19 
The Sheraton Universal j NAME TITLE 

•imFmternational, inc. 
A D V A N C E D M A N A G E M E N T R E S E A R C H 

1370 Avenue ot the Americas, New York, N.Y. 10019 (212) 765-6400 

l COMPANY 

•imFmternational, inc. 
A D V A N C E D M A N A G E M E N T R E S E A R C H 

1370 Avenue ot the Americas, New York, N.Y. 10019 (212) 765-6400 

j STREET CITY STATE ZIP 
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S t i f f U n d e r f o o t . 
"By nail-gluing % inch particleboard under-

layment instead of nailing only, the stiffness 
of a basic floor is increased ... double the 
amount due to just nailing." Report on floor 
underlayment from an independent home 
building testing organization. 

Basketball players need stiff f loors to 
play. And bui lders need them to cut costly 
cal lbacks. There's never been any question 
that stiffer f loors cut cal lbacks, only how to 

get a stiffer, more economical f loor system. 
Now, an independent study proves that 

p a r t i c l e b o a r d g l u e - n a i l e d g ives you the 
f loor system you've been looking for. Rec
ommended over 1/2 inch plywood subfloor, 
it makes an economical ly competi t ive f loor 
system that pays off for you in satisfied cus
tomers. 

And it does what other f loor systems 
can't do. It el iminates the need for repair ing 
easily damaged subf loor ing that eats up 

t ime and profi t . Because with a two-f loor 
part ic leboard system, simple clean-up pro
cedures are all that are necessary. 

Next t ime you want a clean, stiff f loor 
system, look for NPA grademarked part ic le
board f loor underlayment. It's smooth, void-
free and trouble-free, and meets or exceeds 
CS 236-66. For glue and nail installation 
i n s t r u c t i o n s , w r i t e t he Na t i ona l Pa r t i c l e 
board Associat ion. 

That way you'l l make a basket everytime. 

 

National 
Particleboard Association 
2306 Perkins Place, Silver Spring, Md. 20910 

NPA Mimbtf i : (those with asterisks manutacture underlayment) 

American Forest Products Corp. 
Boise Cascade Corn * 
Brooks-Willamette Corp.* 
Cascade Fiber Co " 
Collins Pine Co. 
Durallake Co. ' 
Georgia-Pacilic Corp.* 

Hambro Forest Products. Inc. 
International Paper C o . * 
Mexwood Products. Inc.* 
Olinkralt. Inc.* 
Rodman Industries. Inc 

Rosinwood Division 
Southwest Forest Industries* 

Temple Industries. Inc * 
Tenex Division 

The Pack River Co 
Timber Products Co ' 

Weyerhaeuser Co. * 
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PRODUCTS/LIGHTING 

Antique brass chandelier has a con
cealed downlight in the center col
umn to dramatize table settings or 
provideproper illumination for work 
and play. A three-way switch con
trols either the bulbs, the downlight 
or both. Progress, Philadelphia, Pa. 
C I R C L E 219 O N R E A D E R S E R V I C E C A R D 

Solid brass pool or game-table lamp 
adds an old fashioned touch to any 
den or dining area. The unit accom
modates three Globelite bulbs up to 
100 watts each in medium base 

porcelain sockets. Hungfrom a triple 
chain, the fixture has frosted acrylic 
panels. Georgian Art Lighting, Law-
renceville, Ga. 
C I R C L E 220 O N R E A D E R S E R V I C E C A R D 

Traditional foyer fixture features 
clear bevelled, molded-plastic panels 
that simulate expensive wheel-cut, 
polished glass. The scries includes 
four models: a three-light drop 
(shown), a one-light drop and ceiling 
fixtures of each. Halo, Rosemont, 111. 
C I R C L E 221 O N R E A D E R S E R V I C E C A R D 

  

Reflector bollard for outdoor areas 
directs light in a wide downward 
pattern while shielding the lamp for 
exceptionally low-level brightness. 
The rugged, low-profile mercury-
vapor unit is constructed of heavy 
cast-aluminum, making it suitable 
for use in damp locations. Clear 
acrylic enclosure and concealed base 
mountings have no exposed bolts or 
covers, providing a smooth look. 
Prescolite, San Leandro, Calif. 
C I R C L E 222 O N R E A D E R S E R V I C E C A R D 

Traditional double-cage colonial 
lantern in a post style has glass panel 
sides and crown. Brass-finished 
fixture with a unique scrollwork 
lantern hook has an overall height of 
25". The cage is 9"x l l " and extends 
11" from the post. Unit can accom
modate two 60-watt candelabra base 
lamps. Matching chain-hung and 
wall-mounted models are also avail
able. Residential Lighting Div., 
Thomas Industries, Louisville, Ky. 
C I R C L E 223 O N R E A D E R S E R V I C E C A R D 

 
Tudor and mansard-style luminaires sion-resistant aluminum, and the Weatherproof, breakproof fixture for ism by a Lexan® diffuser and tam-
are available in both incandescent refractors are shatterproof acrylic. indoor or outdoor lighting can be perproof retaining screws. Stonco 
and mercury-vapor versions. Covers McGraw-Edison, Racine, Wis. wall or ceiling surface mounted. The Div., Keene, Union, N.J. 
and bases are constructed of corro- C I R C L E 224 O N R E A D E R S E R V I C E C A R D luminaire is protected from vandal- C I R C L E 225 O N R E A D E R S E R V I C E C A R D 
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Valley, 
the new leader 
is on the move. 

P / 
• — J -

... f < ~ i / 

4 4 .. 

B E C A U S E 
1. Valley gave the plumber a 
one-year, $10.00 no-cali-back 
guarantee, plus a five-year parts 
warranty. 
2. Valley made a faucet with an 
exclusive "hydroseal" leak-proof 
internal design. 
3. Valley created for the 
homemaker a beautiful mirror-like 
"tri-plate" chrome finish. 

4. Valley created for her 
convenience the feather touch 
control action. 

See your Valley distributor and find 
out what the next move will be! 

V A L L E Y 
E A S T M A N C E N T R A L • 

a division of 
U N I T E D S T A T E S B R A S S C O R P O R A T I O N 

> " " • I SUBSIDIARY OF 
| U I | S I B o i T [ N T H • T M I I 

H Y O R O M I T A L S , INC. 
• T. PIANO, T I X A i 7 0 0 7 4 © 

UALLEY TR IMWARE*SPEEDFLEX S U P P L I E S ' O U R O F I T T I N G S - C O N N E C T O R S LOOK FOP. T H E S E M A R K S FOR SUPERIOR PLUMBING QUALITY 
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^•^k W ot so long ago, most of us got 
^ ^ B ^ a good look at the Great Wall 

^ ^ ^ ^ of China, in living color. 
It is quite sight. 
Built where it is. 

A ^ But some people would like 
to build a"Great Wall" around America. 
And that would be a different sight 
entirely. 

The specifications for the 
wall are contained in the 
B u r k e - H a r t k e B i l l , now 
before Congress. The 
key provisions of this 
bill would: 
• Establish perma
nent quotas on for
eign imports into the 
U.S., at about 60% of 
current levels. 
• Regulate, and severely re
strict, the export of U.S. capital 
and technology. 
• Impose a form of double taxation 
on the foreign earnings of U.S. com
panies. 

The Great Wall of China was built to 
keep out invaders. The Burke-Hartke 
Wall goes the Chinese one better. I t has 
two sides. One to keep out, and one to 
keep in. One to shut out foreign competi
tion, and one to shut m American compe
tition — in the form of American products, 
or of American initiative and enterprise. 

The clear prospect is that the Burke-
Hartke Wall would do far more shutting 
in than shutting out, at the catastrophic-
expense of most of U.S. business and 
industry, most of U.S. labor, and all 
American consumers and t axpayers. 

The even grimmer prospect is that 
this hostile and defiant act—the United 
States against the world—would trigger 
an international trade war. Which would be 
an economic, political and moral disaster for 
all concerned. 

Why take such an obviously extreme, des
perate and dangerous step? 

Because, say the supporters of Burke-
Hartke, our case is desperate. Foreign com-

 
 
 

 
 

petition and the export of U.S. capital and 
technology have created a "national crisis'.' 
We face the "destruction of major industries" 
and the "loss of one million American jobs'.' 

I t is time to set some things straight. 
For 77 years, from 1893 through 1970, the 

U.S. exported more than it im
ported. The net result was a 

constant, cumulat ive in
crease in U.S. jobs and 

wages. 
In 1971, for the 

first time in this cen
tury, we imported 
more than we ex-
por ted -by $2.9-
billion.The net re
sult , at least in 
theory, was to dis

place $2.9-billion 
w o r t h of domestic 

goods with foreign im
ports — and to reduce total 

U.S. output and employment 
accordingly. 

Total U.S. output in goods in 1971 was 
well over $()()()-billion. The possible loss in 

output attributable to the $2.9-billion trading 
gap was, consequently, 0.5% of the total —and 
the presumable loss in employment about the 
same/That is, less than one-half of one percent. 

These are the exact dimensions of the "cri
sis" as it relates to trade. 

The facts about the "outflow of U.S. capital 
and technology" are equally plain. 

In 1971, the capital outflow —the addi
tional investment made by U.S. com

panies in foreign operations—amounted 
to $4.5-billion. But the capital inflow — 
the return on previous investment— 

reached $7.3-billion. Leaving a positive 
)alance of $2.8-billion. 

Similarly, the previous export of U.S. tech
nology produced a cash inflow, in the form of 
royalties and fees, that amounted to $2.0-bil-
lion in 1971. 

The idea that the outflow of U.S. capital and 
technology costs U.S. jobs is quite simply a 
delusion. 

The fore ign subsidiaries of U.S. mul t i 
national companies are essentially local busi
nesses. 92% of what they produce is sold 
abroad —and, in most cases, can only he made 
and sold abroad. I t cannoi be made in the U. S., 
shipped abroad and sold competitively against 
domestic products. 
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Thus, to put it bluntly, the "lost" jobs never 
existed, and cannot exist. Except in the imag
ination of those willing to ignore reality to 
make a case. 

T, plain truth of the matter 
^ is that the "crisis" that has 

produced the Rurke-Hartke 
Hill is not national, and has noth
ing to do with exports—of goods, 
or of capital and technology. 
This Bill is the result of the very 

particular and special problems of certain in
dustries and companies that find themselves 
unable, for a variety of reasons, to compete 
effectively against foreign imports. 

With all due regard for the reality and seri
ousness of these problems—and for the indus
tries, companies and people concerned—the 
Burke-Hartke Bill is not the answer. 

To protect their interests, it is proposed 
that we ignore all other interests, all other 
considerations, and all possible consequences. 
To (perhaps) save their jobs, it is proposed 
that we gamble the jobs of another, larger 
group of Americans. 

The trouble is, it won't work—for anybody. 
I t is a bad idea, and a worse gamble. 

The Burke-Hartke idea, in brief, is to delib
erately demolish the entire delicately balanced 
s t ruc ture of in terna t ional trade and com
merce, kick aside the pieces, and declare "a 
whole new ball game." 

The gamble, on which everything rides, is 
that we can play the game by our own rules — 
with the outcome fixed in advance, in our 
favor. 

The Burke-Hartke rules arbitrarily and uni
laterally cut U.S. imports almost in half— 
from $47-billion in 1971, to a fixed annual rate 
of about $2K-billion. 

This presents the other nations of the world 
with an ultimatum —and two equally bleak 
alternatives. 

They can accept an $18-billion annual loss in 
sales to the U.S., while continuing to buy at 
the rate of $40-50-billion from the U.S.- thus 
accepting a pennanent trading gap on the 
order of $20-billion a year. 

Or they can cut their purchases of U.S. 
goods, build their own walls, and let the trade 
war take its ruinous course. 

A hard choice. But can there be any doubt 
as to the answer? And the results? 

alls, in the general ex
perience of mankind, are 

rooted in fear, built on delu
sion, and doomed to futi l i ty. 

The Burke-Hartke Wall 
is no exception. 

I t is a product of fear, based 
on the delusion that the answer to competition 
is to refuse to compete. 

I t is a symbol of panic and despair—crying, 
"Stop the world, we want to get off." 

But the world won't stop, we can't get off, 
and we don't need a wall, but a way. 

A way, quite simply, to make this country 
what it can and should be. Strong, productive, 
and confidently competitive in a competitive 
world. 

This is the way—the only way—to really 
save our jobs. 

And our self-respect. 

We at McGraw-Hill believe in the interdependence of 
American soeiety. We believe that, particularity among 
the major groups —business, professions, labor and 
government — there is too little recognition of our mu
tual dependence, and of our respective contributions. 
And we believe that it is the responsibility of the media 
to improve this recognition. 

Tin's is the fourth of a scries of editorial messages on 
a variety of significan t subjects that we hope will eon-
tribute to a broader understanding. 

Permission is freely granted to individuals and or
ganizations to reprint or republish these messages. 

I John R. Emery, President 
McGraw-Hill Publications Co. 
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P R O D U C T S / L I G H T I N G 

To the prudent real 
estate investor who 
thinks of Quality as 

only one kind 
of shelter. 

It's two. 
The motel kind, providing an 

exceptionally high rate of return per 
square foot. And the tax kind, because 
motel ownership offers a higher degree of 
tax sheltered income than almost any 
form of real estate investment. 

As for the rate of return, figure it out. 
A typical room occupies 250 square feet 

and takes in $14.50 about 75% of the time. 
That's $16.00 a square foot. 

Do you know many leasing agents 
getting that kind of rent? 

No, operational costs don't put a 
damper on things. The net cash flow from 
a successful motel operation runs well 
above that obtained from office or 
apartment rentals. 

To meet our objective of 65,000 new 
rooms in 5 years, Quality is looking for 
new properties and franchisees. Write 
L. K. Dowiak, Dir., Franchise Operations, 
Quality Inns International, 
10750 Columbia Pike, Silver Spring, 
Md. 20901. Or phone 301-593-5600. 

i 
H 110 [ 

Quality Inns International 

10750 Columbia Pike, Silver Spring, Md. 20901 | 

Please send me your get-acquainted fact sheet. I 

Name , 

Address | 

City. State Zip 1 

 
 

Modern ranch chandelier has topaz black finish. Matching two-light 
globes that can be mounted up, down mini-chandclicrs and wall brackets 
oron the end of the arms. The fixture, are available. Lightcrait of Califor-
with four candelabra bulbs, com- nia, Nutone, Cincinnati, Ohio, 
bines weathered oak and a matte- C I R C L E 226 O N R E A D E R S E R V I C E C A R D 

Colored plastic sleeves slip over ing or special fixtures. Unbreakable 
fluorescent tubes adding mood and plastic sleeves are available in green, 
dimension to decorating. The inex- amber, pink, blue or red. Thermo-
pensive accents take the place of plastic Processing, Stirling, N J. 
more costly color fluorescent light- C I R C L E 227 O N R E A D E R S E R V I C E C A R D 

Wall-mounted mercury vapor fix- aluminum frame has double hinge 
ture for outdoor use has tempered and safety chain. Beniamm, Div. 
prismatic glass refractor that directs Thomas Industries, Louisville, Ky. 
light downward and out. Heavy cast- C I R C L E 228 O N R E A D E R S E R V I C E C A R D 
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HEAD AND SHELVES 
ABOVE THE REST 

FLOAT-AWAY 

You manufacture homes, we make closet 
doors to fit anything you can turn out. 
It s the biggest line in the business today 
- w i t h prices almost too good to be true! 

1. Dependable deliveries. Float-Away 
can deliver the styles and the sizes you 
need, when you need them. 

2. Fleet of trucks. When you order size
able amounts, in most cases, Float-Away 
assures you direct, on-schedule deliv
eries with our own truck fleet. 

3. Mobile home type distributors. If it's 
not to your advantage to buy direct, deal 
through one of our distributors. He can 
deliver weekly or maintain back-up stock 
to supply your needs. 

4. Quality products. Float-Away manu
factures the finest bi-fold closet doors 
and shelves on the market. All pre-
finished with our exclusive Floata-Plate 
process. 

So, if you manufacture homes, get with 
the people who can make your job a 
whole lot easier. Float-Away. Write today. 

L i K I N K E A D 
K I N D U S T R I E S 

- INCORPORATED • S U B S I D I A R Y OF 
U N I T E D S T A T E S G Y P S U M C O M P A N Y 
F L O A T - A W A Y D O O R D I V I S I O N 

Deot HH-10. 1123 Zonol i te R d . N E . Atlanta. G a 3 0 3 0 6 
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P R O D U C T S / O F F I C E E Q U I P M E N T 

Electronic pocket calculator per
forms addition, subtraction, multi
plication and division including 
chain or mixed multiplication and 
division using a stored constant. The 

unit, which operates on household 
current or rechargeable batteries, has 
eight digits and a floating decimal 
point. Bowmar, Acton, Mass. 
C I R C L E 200 O N R E A D E R S E R V I C E C A R D 

Continuous-flow dictating system 
includes a recording playback tank 
with endless loop magnetic tape and 
a compact transcribing control unit. 
The dictator speaks into a tele

phone-like instrument with a 
thumb-operated control. Transcrib
ing can begin 12 seconds after dictat
ing starts. Dictaphone, Rye, N.Y. 
C I R C L E 201 O N R E A D E R S E R V I C E C A R D 

Radius tension drafting tables are 
available in two sizes: a 37'/2"x72" 
board model and a 43Vi"x72" board 
unit. Steel tables are equipped with 
detachable reference cabinets which 
can be positioned according to indi

vidual preference. Free-standing 
cabinet rests flush on the floor on its 
own 5"-high base so that opening and 
closing of drawers cannot disturb 
board work. Huey, Chicago, 111. 
C I R C L E 202 O N R E A D E R S E R V I C E C A R D 

Modular-stacking storage tubes pro
vide maximum space economy. 
"Staktube" units consist of heavy-
guage reinforced steel frames con
taining a series of horizontal filing 
tubes. Tubes are available in a choice 

of four diameters and eight lengths. 
Each module interlocks at the top 
and bottom with other units, form
ing a tight rigid assembly without 
screws or bolts. Stacor, Newark, N.J. 
C I R C L E 203 O N R E A D E R S E R V I C E C A R D 

 

 

Handheld calculator and selection 
guide mathematically determines 
what is needed to control vibration 
from heating, ventilating and air 
conditioning equipment. The easy-
to-read tools facilitate selection of 
neutralization and isolation equip
ment. To establish correct control 
set the calculator to the appropriate 
disturbing frequency and read the 
static deflection and/or the isolation 
efficiency in the window provided for 
the given floor span. Vibrations 
Mountings & Control, Butler, N.J. 
C I R C L E 204 O N R E A D E R S E R V I C E C A R D 

Free-scanning input device makes 
automatic on-line drafting simple 
and easy. The hand-held digitized 
unit can be fed directly from a map 
or blueprint. The device operates on 
an electromagnetic system that re
quires no moving parts. Nothing in
terferes with free movement around 
curves and irregular shapes. In
formation is automatically stored in 
a computer for easy retrieval. View-
ingscreen shown is one of the variety 
of optional modifications available. 
Ferranti, Plainview, N.Y. 
C I R C L E 20S O N R E A D E R S E R V I C E C A R D 
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1973: 
Operation UrtBox. 

See the UnBox at the INBEX Oct. 30-Nov. 2 

1973: 
The year APA® reshapes the box and proves that 

if you don't want to go modular it's not the end 
of the industrialized housing world. 

The UnBox can be built two ways. Modular or 
panelized. Modular is great and getting greater, but 
so is panelized. It 's easy to get into. Flexible design-
wise. Low cost. 

A preview: 
The UnBox is an all-plywood 4-unit townhouse 

designed for modular or panelized construction. 
One of the four units will be shipped to the 

Industrialized Building Exposition & Congress in 
Louisville, Kentucky—1,000 miles, round trip. 

See i t . Walk through i t . Ask a thousand questions. 

Two key plywood systems: 
Both systems, APA Single Wall and APA Glued 

Floor, demonstrate three unbeatable advantages. 
Assembly-line speed. Strength needed for over-the-
road hauls. And economy. (APA Single Wall cuts 
siding-sheathing costs up to 40%. APA Glued Floor 
can save 20% over conventional construction. Plus 
no squeaks.) The exterior is a fresh plywood look, 
Texture 1-11 applied horizontally. 

Once again. While everybody was talking about 
better industrialized housing concepts, the Ameri
can Plywood Association did something about i t . 

Hello UnBox. 

r 
American Plywood Association, Dept. H-102 
Tacoma, Washington 98401 
I'd like to join the plywood savings plan. Please 
send me more facts on the APA Glued Floor System 
and on plywood for siding. 

Name 

Firm 

Address 

City 

State Zip 
(USA only) 

AMERICAN PLYWOOD ASSOCIATION 

Plywood quality-tested by the Division For Product Appro\ 

I S L _ I 
One of a series presented by members ol the American Wood Council. 
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LET THE KISSELL TEAM 
RUN INTERFERENCE FOR YOU 

It's a clear field all the way to touchdown, with The Kissell Team blocking 
for you. They're a hot combination of all that is best in mortgage banking. 

Kissell puts its national team all-stars to work for you. They'll plan 
your program, help you to avoid operational problems and get the most 

yardage out of the money you borrow. They know the importance of 
timing—and will make sure time is on your side when structuring 
loans. They're experts in FHA, VA and conventional loans . . . in 

land lending, construction lending, com
mercial lending, loan placement and mort

gage servicing. For extra yardage, The 
Kissell Team is quick to call a new play, 

or help with interim financing if they 
know it will do the job for you. 

Kissell has been teaming up borrowers 
and lenders for almost half a 

century, with a servicing port
folio of one and a quarter billion 
dollars, and kicks off new loans 

at the rate of almost 200 
million dollars annually. 

Why not contact The 
Kissell Team? Hometown 

office is in Springfield, 
Ohio, with 26 first 

string teams playing 
across the country. 

Let The Kissell 
Team help you 

call the signals. You'll 
come home the winner 

vmmm every time. 

V 
T H E K I S S E L L C O M P A N Y 
Subsidiary of Pittsburgh National Corp. 

30 Warder Street, Springfield, Ohio 45501 
(513) 325-7651 

There are so many good mortgage bankers 
we have to be better. 

C I R C L E 86 O N R E A D E R S E R V I C E C A R D 

510 NAILS A MINUTE: THE KLINGHER GOES AT A FAST CLIP 
Panel-Clip's Klincher Truss Press and Clips are the most 
economical fastening system for trusses on the market today. 
The lease cost of the Klincher and Jig is less than $2.00 
a day, and that includes our free design service (Klincher and 
Jig can be leased for only $40.26 per month or 
purchased for $1,184.00). 
If you're a growing truss fabricator, you'll appreciate 
MAXIMUM SPEED-MAXIMUM PROFIT - MINIMUM INVESTMENT. 

For complete information, write: 

The Panel-Clip Co. 
BOX 423, FARMINGTON, MICHIGAN 48024 

P R O D U C T S / E L E C T R I C A L 

Built-in 8-track tape player is de
signed for use with the "Musicom 
2600" stereo system. The fold-out 
tape player plugs easily into master 
station. Unit is the same size, frame 

and panel finish as the fold away 
record changer. Components can be 
arranged horizontally or vertically. 
NuTone, Cincinnati, Ohio. 
C I R C L E 252 O N R E A D E R S E R V I C E C A R D 

Circuit tracer kit uses audio-tone 
signals to locate short circuits and 
hidden electrical line paths. The kit 
consists of a line interrupter, a tone 

Low-profile thermostat is for line 
voltage control of electric heating. 
Designed with a textured floating 
cover in contrasting gray and beige, 
the unit blends with any interior. 
Easily installed thermostat has 360° 
perimeterventilation of the bi-metal 
to assure optimum sensor response. 
Unit has snap action switch and a 
rigid metal base to guard against 
calibration shift. Sunne Controls, 
Portland, Ore. 
C I R C L E 254 O N R E A D E R S E R V I C E C A R D 

generator, a circuit tracer receiver, a 
pigtail adaptor and a carrying case. 
Lowcom Systems, Barrington, 111. 
C I R C L E 253 O N R E A D E R S E R V I C E C A R D 
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"More families live in National Homes than 
any other homes in the world. Prefinished 
aluminum is one of the quality features 
offered by National Homes. We prefer it 
because of its many manufacturing and on-
site advantages, as well as its saleability to 
home buyers who want a long lasting, low 
maintenance exterior." 

George E. Price, President 
National Homes Corporation 

 

Factory assembly of prefinished aluminum products 
into home modules is done with ease in National 
Homes plants. 

The value offered in a National Home attracts buyers in every community. 

Lasting protection and beauty of 
DURACRON Coatings from PPG 
add value to National Homes. 

Prefinished aluminum building products in 
lasting DURACRON color coatings from 
PPG provide many advantages and 
economies to National Homes and its 
builders. These architectural coatings are 
made for exterior surfaces and baked on 
at the factory to a tough, mar-resistant 
finish. Sidewall, soffit and trim are 
assembled with ease and installed without 
problems—no breakage or cutting problems 

as encountered with other types of 
materials. And prefinished aluminum 
offers a variety of textures, wide color 
choice and low, stable cost factors. Put 
the value of PPG coated aluminum in 
your construction. For more information 
on DURACRON Coatings, contact PPG 
INDUSTRIES, Inc., Dept. 16W, One 
Gateway Center, Pittsburgh, Pa. 15222 
P P G : a Concern for the Future 

Coil 
Coat ings 

INDUSTRIES 
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Aquamix saves you 
money, time 
and grief 
You start out saving when you choose 
Aquamix because it's the only single-lever 
kitchen fitting in its low-cost price range. 

You save again when you install it. The 
whole operation takes one man, with a few 
tools, less than 15 minutes. 

And you keep right on saving because 
repairs are almost unheard of. Aquamix has 
a washerless ceramic disc cartridge system 

that lasted through tests simulating 50 years 
of use. Celcon is used for cri t ical parts. 
Celcon is so tough that the automobi le 
industry makes gears with it. 

Another nice thing about Aquamix: With 
its easy operation and graceful styling, no
body's going to suspect how much you saved. 
Write for free literature. American-Standard, 
P.O. Box 2003, New Brunswick, N.J. 08903. 

AMERICAN STANDARD 
P L U M B I N G / H E A T I N G 
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Magnum" 
Stapler 

Workhorse tools drive 24 different 
staples to 2" long 

Mustang 
Stapler 

High power with lightweight 
drives 17 different staples to 
1 Va" long 

Pinto II Stapler 

Fast new challenger in the 
light wire field 

Nine Paslode ways 
to drive fast 

and save money 
These tools are part of Paslode's full line, 
which also includes border-wire cl ippers, 
stapling pliers and hammers, and automated 
framing, sheathing and pallet-making sys
tems. There's a Paslode man or authorized 

distr ibutor's man near you to help you se
lect the fasteners and tools and systems 
that are right for your needs. 

Call him today, or write for your free copy 
of our informative 20-page catalog. 

G P A S L O D E 
C O M P A N Y . D I V I S I O N O F S I G N O D E ® 

8080 McCormick Blvd.. Dept. HH. Skokie. III. 60076 
In Canada Paslode Canada Registered 
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P R O D U C T S / E L E C T R I C A L 

T h e C a r e - F r e e 

E N T R A N C E W A Y 

b y frlORGAlsl 

New Dura»Mor II Entranceways! 
New door and sidelight combina
tions . . . all with rigid vinyl frame 
exteriors to keep down maintenance 
for years! Doors and sidelights 
insulated . . . completely weather-
stripped. Doors glazed Tempered 
(Safety) Insulated Glass. Write for 
free catalog. 

© 

® 
© 

FEATURES: 
©Adjustab le Duo-Durometer Reinforced 

vinyl door sweep 
© Polyflex double action perimeter weath-

erstripping for tight weatherseal 
© Rigid vinyl encased trim 
@ Rigid vinyl clad wood stops 
(|) Insulated doors and sidelights 
© Rigid vinyl sill and sill band 
© T r i m fins below sill, at side and head 
© S a s h doors glazed insulated tempered 

(Safety) glass 

M P R C A N 

(yrnpjcvruf 
OSHKOSH, WISCONSIN 54901 
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Standby power system provides AC 
power from batteries up to 3,000 
watts in emergency situations. One 
compact cabinet houses a battery 
power source, an analog computer 
charging system, a DC to AC output 
inversion system and automatic load 
transfer circuits. The uninterrupta-
ble system can be installed anywhere 
without fumes, noise or fuel hook
up. Automatic maintenance of the 
electric charge eliminates battery 
damage caused by under- or over
charging. Terado, St. Paul, Minn. 

C I R C L E 255 O N R E A D E R S E R V I C E C A R D 

Duplex grounding receptacle, de
signed for direct connection to alu
minum conductors, can also be used 
with copper and copperclad alumi
num wiring. The side-wired unit 
features large head terminal screws, 
captive mounting screws, conveni
ent break-off fins for two circuit con
version and handy break-off plastic 
cars. A built-in fast-loop wire guide 
perm its quick, easy wire connection. 
Unit is available in brown, white or 
ivory, with or without a self-ground
ing feature. Leviton, Brooklyn, N.Y. 

C I R C L E 256 O N R E A D E R S E R V I C E C A R D 

Radio controls for automatic garage 
door openers offer 144 different codes 
with only 12 transmitters. The VHF 
solid-state package consists of a 

portable transmitter and receiver. 
Units have advance design circuits. 
Alliance Mfg., Alliance, Ohio. 
C I R C L E 257 O N R E A D E R S E R V I C E C A R D 

High-capacity incandescent dim
mers are available in 1,000,1,500 and 
2,000 watts. Units give 100% dim
ming range and feature RFI filtering 
and positive rotary click control. 
Dimmers sit flush against any 
electrical box and can be easily 
ganged for multiple use. Devices arc 
designed to blend with any decor 
withgold anodized back plates, ivory 
faces and matching knobs. Thyrocon 
Controls, Line Lexington, Pa. 
C I R C L E 258 O N R E A D E R S E R V I C E C A R D 
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You build a more desirable home when you 
open it to natural light through single or multiple 
skylights of Plexiglas acrylic sheet. 

Standard skylights of Plexiglas are available 
in a range of shapes and sizes to conform with 
any house design and permit the dayiighting 
of all types of rooms, or even a completely 
enclosed atrium. In addition to crystal-clear 
colorless Plexiglas, you can choose from a range 
of grey and bronze tints that control 
solar heat and glare. 

The light weight of Plexiglas makes installation 
of skylights economical. The toughness 
of Plexiglas insures safety and ease of 
maintenance. The time-proved weatherability 
of Plexiglas makes certain that your customers 
will be happy over the years with their 
windows to the sky. 

Write for our brochure, "New Ideas in 
Home Dayiighting with Plexiglas" and the 
names of skylight manufacturers. 

FOR MORE 
DESIRABLE HC 

        

R O H M 
I H R R S 
P H I L A D E L P H I A . P A 1 9 1 0 5 
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Watch for House & Home's 
quarterly postcard service 

free to all subscribers -
coming your way soon 

with useful product ideas 
House & Home's quarterly postcard service — free to 
all subscribers — is designed to widen your choice of 
available products and provide fast action through 
direct personal contact wi th suppliers. 

This month, and every three months after, House & 
Home wi l l deliver a packet of product postcards post
paid and already addressed to forty or f i f ty manufac
turers offering information on products, materials and 
equipment suitable for your current and future projects. 

You'll find these postcards a quick, convenient way 
to get information from manufacturers who frequently 
test the market w i t h brand-new product ideas you may 
well want to consider — and pass along to key people 
concerned with your planning, design, construction 
and marketing problems. 

It's dealer's choice! So watch the mails for the f u l l 
deck of product postcards — coming your way from 
House & Home, soon! 
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The RIMCO Tilt I single-hung wood window unit does seem as though it had 
been "tailor-engineered" for the modular housing market. There's 
no fussy and costly cutting and fitting; just drop it in place. 
There's no painting; the Tilt I is prefinished inside and out at the factory. The 
Tilt I features quality appearance and performance, plus the 
weathertightness to meet the most demanding conditions. Tilt-in bottom 
sash is removable. Removable insulating panel and half screen. The 
unit is shipped in protective polyethelene. Even with all these 
premium advantages, the price is low enough to meet the most modest 
construction budget. If you look into the Tilt I, you may think, along 
with so many other pleased customers, that it should 
have been called the Modular Special. For the whole story, write today. 

O O L U U O 
u 

hi 
o B r i m c o 

rodman industr ies, inc. r imco division box 97 rock island, I l l inois 61201 

distributorships available in select areas 
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L I T E R A T U R E 

Outdoor lighting catalog includes 
complete specification and ordering 
information in chart form. Technical 
information includes application 
and engineering details, wind-load
ing ratings, dimension drawings and 
pole and control data. Many models 
are illustrated in ful l color. Mc-
Graw-Edison, Racine, Wis. 
C I R C L E 301 O N R E A D E R S E R V I C E C A R D 

"Millwork Sources of Supply" lists 
NWMA members manufacturing 
wood windows and doors. Given in 
chart form, information includes 
products available from each firm, 
company addresses and names of top 
personnel. National Woodwork 
Manufacturers Assn., Chicago. 
C I R C L E 302 O N R E A D E R S E R V I C E C A R D 

Decorative ceramic wall tiles are 
pictured in ful l color. Tile sizes fea
tured are 6"x6", 4'/4"x4'A" and 4"x8". 
Over 125 different patterns illus
trated include abstracts, geometries, 
florals. Amsterdam, New York. 
C I R C L E 303 O N R E A D E R S E R V I C E C A R D 

Precast concrete decks and concrete 
or masonry party walls are discussed 
as effective noise deadeners in mul-
tifamily buildings. Other sound 
conditioning aids, such as the plug
ging of air leaks and isolation of 
plumbing, are pointed out. "Practi

cal Sound Conditioning" contains 
easy-to-read text and is completely 
yet simply illustrated. Flexicore, 
Dayton, Ohio. 
C I R C L E 304 O N R E A D E R S E R V I C E C A R D 

Steel doors and frames are featured 
in hole-punched brochure. Products 
are described with detailed illustra
tions and short text. Specifications 
included. Builders Manufacturing, of 
Jim Walter, Birmingham, Ala. 
C I R C L E 305 O N R E A D E R S E R V I C E C A R D 

Fireplace screens and accessories are 
pictured in fu l l color. Items de
scribed and illustrated include and
irons, grates, screens, wood holders 
and carriers, tools, bellows, fire
lighters and brooms. Also hood-
screens, top bars for sliding-curtain-
type screens and matching fenders. 
A fu l l page features instructions in 
text and diagrams for measuring a 
fireplace for custom screen ordering. 
For a copy of "Fireplace Ideas", send 
25c to Portland Willamette Co., 6898 
N.E. 59th Place, Dept. 26, Portland, 
Ore. 97218. 

Wood foundation system is pre
sented in three-fold pamphlet. In
cluded are a simple explanation of 
how construction is executed, a dis
cussion of the advantages of wood 
foundation and a list of approving 

recognized organizations. Osmose, 
Buffalo, N.Y. 
C I R C L E 309 O N R E A D E R S E R V I C E C A R D 

Fluorescent light dimming catalog 
includes specifications, typical wir
ing diagrams for both manual and 
motorized systems and ordering in
formation. Hole punched for binder 
filing. Lutron Electronics, Coopers-
burg, Pa. 
C I R C L E 3 10 O N R E A D E R S E R V I C E C A R D 

Textured wallcoverings with fabric 
backing are shown in 15 black and 
white illustrations. The three-
dimensional designs mimic natural 
patterns and surfaces such as wood, 
marble and woven fabric. James See-
man, Garden City Park, N.Y. 
C I R C L E 3 0 7 O N R E A D E R S E R V I C E C A R D 

Weatherstripping for doors and win
dows is featured. Factors to be con
sidered when choosing the product 
are paralleled with product benefits. 
A section on selection of the correct 
pile height and density for each job 
is included. Products cataloged are 
resin-backed, polypropylene-backed 
and metal-backed insulations. USM 
Corp., Bailey Div., Seabrook, N.H. 
C I R C L E 3 1 1 O N R E A D E R S E R V I C E C A R D 

Floor mats—in link, solid and car
pet-top surfaces—are illustrated in 

commercial, institutional and in
dustrial applications. Diagrams in
cluded: individual links, details of 
weave and cross-sections of the mat
ting. Solid colors and patterns avail
able are shown, and factory-made 
recess frames are discussed. Specifi
cations included. Samuel Furiness, 
Edison, N.J. 
C I R C L E 3 1 2 O N READER SERVICE CARD 

Non-combustible roofing, resem-
blingcedar-wood shakes, is shown in 
silhouetted photos of actual applica
tions. Product data and application 
information is included. Fireless, 
Redwood City, Calif. 
C I R C L E 308 O N READER SERVICE CARD 

Intercom systems for use in multi-
family buildings are featured. Folder 
includes description of components, 
a list of available accessories and 
systems options and names and ad
dresses of sales representatives. 
Booklet is binder-hole punched. 
American Device, Steeleville, 111. 
C I R C L E 3 1 5 O N READER SERVICE CARD 

Wallcoverings with an oriental in
fluence are shown in full-color pho
tographs of actual applications. Six 
metallic patterns make up the col
lection, "Great Wallcoverings of 
China". Jack Denst, Chicago. 
C I R C L E 3 16 O N READER SERVICE CARD 

NINE REASONS WHY YOU 
SHOULD CONSIDER DELAWARE FUND 

1 

3 
4 

4 

A diversified portfolio 
to reduce 
investment risks 

Automatic reinvestment 
of any dividends or capital 
gains without a sales charge 

Full-time 
professional 
management 
since 1937 7 Plans and services include 

reduced sales charges for volume 
purchases, automatic bank-draft 
investing and systematic 
withdrawal plans 

An opportunity for 
your dollars to grow 

As little as $25 
opens an account 

8 Exchange privileges 
with other funds in 
the Delaware Group 

Choice of a voluntary 
systematic investment 
plan or lump-sum 
payments at your 
convenience 

9 Prototype corporate 
and self-employed 
investment plans 

n 
For a free prospectus, 
see your local securities 
dealer or return the 
coupon below. 

Delaware Management Company, Inc. 
7 P e n n C e n t e r , P h i l a . , P a . 19103 
G e n t l e m e n : P l e a s e mail me a D e l a w a r e Fund P r o s p e c t u s 
without ob l iga t ion . 

a d d r e s s 

c i t y / s t a t e / z i p 

changing 
! your 
i 

! address? 

ATTACH LABEL HERE 
Please give five weeks notice before change of address 
becomes effective. Attach mailing label here and print 
your new address below. If you have any question about 
your subscription, include address label with your letter. 

MAIL TO 
House & Home, P.O. Box 430, Hightstown, N . J. 08520 

lyour name 

i your mailing address 

i city zip cod* 

J your firm name 

[firm address 

J city zip cod< 

type of business 

i your title or position 

TO ENTER OR EXTEND YOUR SUBSCRIPTION. want CHECK HERE: want 
• NEW • ONE YEAR $9.00 your 
• RENEWAL • THREE YEARS $ 18.00 

your 
MAIL REMITTANCE T O own 

House & Home, P.O. Box 430, Hightstown, N.J. 
08520-Rates Apply to U.S. & Canada Only - subscription? 

Delaware Fund 
A Mutual Fund 
Investing For 
Possib le Growth 
And Income 
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Our stone facing goes up as easy as 

Stone wall cladding that installs with ordin
ary carpenter's tools? That's Sanspray* the 

great stone facing from U.S. Plywood 
On top, a handsome natural 
stone aggregate. Bonded 
beneath, a sturdy panel 

of exterior plywood. 
The result: a distinctive cladding that does great 

things for residential and light commercial exteriors. 
At a far lower cost than conventional stone A 

and masonry treatments. 
Sanspray panels cut with a power saw. They 

can be nailed or glued to 

3wood, masonry or steel frame constructions. 
They are relatively light and easy to handle. 
So installation costs are cut way down. Once 

in place, Sanspray is virtually maintenance-
free, in all climates. 

Sanspray comes in two aggregates — large 
and regular, both of which are shown below. 

And a wide selection of natural stone colors — 
like Tangerine, Gaelic Green, Northern White, 

pearl Gray and Monterey Sand, to name a 
few. But to really appreciate 
Sanspray, you ought to see 

knd feel the real thing. We'll £9 
De happy to supply you with 

hand-sized samples, as 
pictured, if you'll call your 
local U.S. Plywood Branch 

Office. Or, if you prefer, 
write directly to our New 
York office. 

U.S. Plywood 
A Division ol Champion International 
777 Third Avenue. New York. N.Y. 10017 
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A D V E R T I S E R S I N D E X 

A 
A M R International 109-112, 120, 128E-H 
Alliance Mfg. Co 25 

Nelson Stern Advertising 
Aluminum Company of 

America 152, 153 
Fuller & Smith & Ross, Inc. 

American Forest Institute 13 
Martin & Waltz Inc. Adv. 

A I L American Plywood Assn 159-161 
Cole & Weber, Inc. 

American Standard Inc 164 
Keller-Crescent Co. 

Amsterdam Corp 38, 39 
Alden Adv. Agency Inc. 

A - L Andersen Corp 30,31 
Campbell-Mithun, Inc. 

A - I - L - D Armstrong Cork Co Cov. Ill 
Batten, Barton, Durstine & Osborn, Inc. 

Athens Stove Works, Inc 107 
Davis-Newman-Payne 

B 
B.F. Goodrich Chemical Co 156 

Cnswold-Eshleman Co. 
A-D Bangkok Industries 146 

Ernest William Greenfield, Inc. 
Boise Cascade Corp 68, 69 

Young Si Roehr Inc. 
Bostitch (Textron, Inc.) 147 

Creamer, Trowbridge, Case Si Basford, Inc. 
Builder Marts of America, Inc. . . .128C-D 

C 
Cameron Brown Co 128A 

Cargill, Wilson & Acree Inc. 
Capital Industries, Inc 128A 

Foltz-Wessinger, Inc. 
A-L Caradco Div. of Scovill 128C-F, G-J, 

Reincke. Meyer <& Finn, Inc. 
Carrier Air Conditioning C o 57 

N.W. Ayer <St Son, Inc. 
Chicago Mercantile Exchange 128C 

Kalom/Cohen/Greenbaum/Inc. 
Chrysler Corporation-Chrysler 

Imperial 133 
young & Rubicam, Inc. 

Citizens and Southern National 
Bank, The 128H 

/. Walter Thompson 
A - L Compotite ShowcrPan 48 

Albert Frank Gunther Law 
Copper Development Assn 67 

Ross Roy of New York Inc. 
Crane Plastics 154 

Carr Liggett Adv. 

D 
Delaware Management Co. , Inc 170 

Albert Frank, Gunther Law 
Dictaphone Corp 150 

Scali, McCabe, Sloves, Inc. 
Duo-Fast Fastner Corp 115 

Hoffman, York, Baker & fohnson 

E 
E .A . Nord Sales Co 61 

Ricks*Ehng, Inc. 

F 
A Fiat Products, Formica Corp 44 

Clinton E. Frank, Inc. 
First Mortgage Investment Corp. .. 58, 59 

Greenman Associates Inc. 
Float-Away Door C o 127 

Liller, Neal, Battle & Lindsey, Inc. 
Ford Motor Co. (Truck Div.) 53 

/. Walter Thompson Co. 
Franklin Glue Co 42,. 43 

Lord, Sullivan & Yoder 

G 
A - L General Electric Co 18 

Young Si Rubicam International 

A - I - L - D Georgia-Pacific Corp 64-65, 144-145 
McCann-Erickson, Inc. Coy. II 

H 
H P Products, Inc 148 

Lord, Sullivan Si Yoder 
Hadlcy Adhesivcs & Chemical Co . 128B 

Guild Associates Inc. 
A - I - L Hercules, Inc 71 

W. B. Doner and Co. 
Homasote Co 63 

Richard La Fond Adv., Inc. 
Home Comfort Products Co 129-130 

Hult, Becht Si Heinrich, Inc. 
A - L Hotpoint Div. /General Electric C o 32 

Compton Adv. Inc. 

J 
lob Market 106 

A Johnson Rubber C o 108B 
' Cross Si Associates, Inc. 

K 
Kingsberry Homes 4S 

Liller, Neal, Battle Si Lindsey, Inc. 
Kinkead Industries Inc 29 

Sperry-Boom, Inc. 
Kissel! Co. , T h e 162 

Lesko, Inc. 

L 
A-I -L L i b b y O w e n s * Ford Co 119 

Campbell-Ewald Co. 
A Lightcraft of California Div. of 

NuTone/Scovil l Cov IV 
The Media Croup 

Lmdal Cedar Homes, Inc 157 
Silvad, Inc. 

Lyon Metal Products 138 
Reincke, Meyer Si Finn, Inc. 

M 
Majestic Co. , Inc 141 

Wheeler Kight, Carney, Inc. 
Marvin Windows 41 

Colle Si McVoy, Inc. 
Mayhil l Homes Corp 128K-L 

Cargill, Wilson Si Acree Inc. 
Modular Market Guide 40 

A Morgan Co 166 
E.R. Hollingsworth Si Associates 

N 
National Homes Corp 72, 73 

Carfield-Lmn St Co. 
National Particle Board Assn 121 

H. Richard Silver, Inc. 
Norris Industries 

Plumbingware 5-8 
Price Pfistcr 21 

Hardware Engineering Co. 
A NuTone, Div. of Scovill 1-2 

The Media Group, Inc. 

P 
A-D PPG Industries 14, 15 

Ketchum, MacLeod & Grove, Inc. 
A-! PPG Industries (Coil Coatings) 163 

Howard Swmk Advertising, Inc. 
Pacific Lumber Co 75 

Allen and Dorward, Inc. 
A - L Panel-Clip Co 162 

Cyporyn Advertising, Inc. 
Paslode Co 165 

Reincke, Meyer Si Finn, Inc. 
Peachtree Doors, Inc 49 

Bound Si Associates Inc. 
Pease Co.-Everstrait 27 

Howard Swmk Advertising, Inc. 
Penna. Grade Crude O i l Assn 134 

Meldrum and Fewsmith, Inc. 
Poloron Products Inc 128C 

Harold Marshall Adv. Co., Inc. 

A-D Potlatch Forests, Inc 108 
David W. Evans « Associates, Inc. 

Preway, Inc 19 
Kinzie Si Green Inc. 

Price Pfister A Norris Industries Co . .. 21 
Envart Si Rose Adv., Inc. 

Products '73 26 
Pyrotronics, Inc 17 

Keyes, Martin & Co. 

Q 
Quality Motels, Inc 126 

Henrv /. Kaufman Assoc., Inc. 

R 
A-L Red Cedar Shingle & Handsplit Shake 

Bureau 128D 
Ayer-Bakcr Adv., Inc. 

Rodman Ind., Inc. (Rimco Div.) 169 
The Fanning Adv. Agency 

A - L Rohm and Haas Co 167 
Arndt, Preston, Chapin, Lamb Si Keen, Inc. 

Rush-Hampton Ind 128G 
Luckie Si Forney Inc. 

S 
A Shakertown Corp 143 

Pascoe and Starling & Pollock, Inc. 
Sheaffcr World-Wide 134 

Sperry-Boom, Inc. 
Sonoco Products Co 137 

Cargill, Wilson Si Acree, Inc. 
A Soss Mfg. Co 150 

Brewer Associates, Inc. 
Southern California Gas Co 128A 

Doyle*Dane*Bernbach, Inc. 
Speakman C o 37 

Beaumont, Heller Si Sperling, Inc. 
Switchpack Systems, Inc 108A 

T 
T I Corp. (of California), The ...50, 51-52 

Gumpertz/Bentley/Fned/Scott 
Tappan Co 10, 11 

Howard Swmk Advertising, Inc. 
Temple Industries 158 

Ritchie Adv. Agency 
A Ti le Council of America, Inc 34, 35 

McKinney Si Silver 
Trus Joist Corp 155 

Cline Advertising 

U 
A - L - D U.S. Plywood 33, 76, 171 

young iSi Rubicam International 
A-I U.S. Steel Corp 54, 55 

Compton Advertising, Inc. 
U n i C o m Systems, Inc 135 

Stanbro Drummond Advertising, Inc. 
United States Gypsum C o 46,47, 151 

Needham, Harper and Steers, Inc. 
A - L Universal Rundle Corp 116, 117 

Lando, Inc. 

V 
A Valley Faucet Div. |U.S. Brass Corp.) 123 

Carpenters Si Associates 
Viceroy Construction Co 128B, D 

W 
W.H. Maze Co 128I-J, A-B, E - F 

Hanson Adv. 
Wachovia Mortgage Co 128E 

Long, Haymes 8i Carr, Inc. 
Wells Fargo Bank 128D 

McCann-Erickson, Inc. 
A - I - L - D Western Wood Products Assn 22, 23 

McCann-Erickson, Inc. 
Westinghousc Security Systems, 

Inc 128K-L 
Ketchum, MacLeod Si Grove, Inc. 

Weyerhaeuser Co 149 
Coles Si Weber, Inc. 
Williamson Co 128C 

Baer, Kemble, Si Spicer, Inc. 

Pre-filed catalogs of the manufacturers listed 
above are available in the 1972 Sweet's Catalog 
File as follows: A Architectural File (green) 

I Industrial Construction File (blue) 
L Light Construction File (yellow) 
D Interior Design File (black] 

Advertising Sales Sufi 

ATLANTA 30309 
Glen N. Dougherty 
1175 Peachtree St. 
(404)892-2868 

DETROIT 48202 
)ohn Strong 
1400 Fisher Bldg. 
(313)873-7410 

BOSTON 02116 
Matthew T. Rcscska 
McCraw Hill Bldg. 
607 Boylston St. 
(617|262-1160 

HOUSTON 77002 
Charles C.Hubbard 
2270 Humble Bldg. 
(713)224-8381 

CHICAGO 60611 
Karl Keeler, |r. 
Charles E.Durham, Jr. 
645 N. Michigan Ave. 
(312)751-3700 

LOS ANGELES 90010 
Donald Hanson 
3200 Wilshire Blvd. 
South Tower 
(213)487-1160 

CLEVELAND 44113 
Milton H.Hall, Jr. 
55 Public Square 
(216)781-7000 

NEW YORK 10020 
Matthew T.Reseka 
1221 Avenue of 
the Americas 
(212)997-3686 

DALLAS 75201 
Charles C.Hubbard 
1340 Republic Nat'l. 
Bank Building 
(214)747-9721 

DENVER 80202 
Harry B. Doyle, Jr. 
1700 Broadway 
(303)266-3863 

PHILADELPHIA 19103 SAN FRANCISCO 941 
Raymond L Rammer Stephen D Blacker 
Six Penn Center Plaza 425 Battery Street 
(215)568-6161 (415)362-4600 
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