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Merchandising: 
Let's get back to the basics 



Components 
as inc ividual as 
your homes. 

If all homes were alike, maybe a specialties line offering less than Miami-
Carey would do. But you need the wider line. To decorate. To add 
convenience. To add value. Miami-Carey's big choice is a belter choice. 

Looking beautiful... 
Miami-Carey decorator 
mirrors reflect beautifully on 
your homes. Finely crafted, 
handsomely finished. In this 
Granada design and almost 
40 others. All to enhance a 
room, a wall, a setting. 

...Welcoming in style 
Another decorative note. A 
Miami-Carey door chime. 
Very stylish in a variety of de
signs. And always welcome. 

A fresh difference 
High-flow Miami-Carey 
ventilating fans clear the 
air quickly . . . and more 
quietly because they're 
vibration-free. A sound 
reason to buy. 

For stylish accents 
In Antique Brass or 
Pewter. In several series 
of bright chrome. Miami-
Carey bath accessories 
are stylish accents to the 
beauty of your baths. 

Lightly through 
the home 
Decorator lights for 
your baths. But too 
decorative not to use m 
other rooms. In period 
styles. In wall and swag 
types. Every one a bright 
complement. 

There's more to the Miami-Carey product line story, 
much more. Bathroom Cabinets, Bathroom Accessories, 
Range Hoods. Healers, and Washroom Equipment. 
We'll be glad lo send you complete catalogs... free. 

All the more reason to specify 

Miami-Carev MIAMI 
CAREY, 

203 Garver Road • Monroe, Ohio 45050 / 
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Niilbne 
gives you 
23 reasons 
to install 
Garage Door Operators 
in your homes 

1. NuTone 5 8 0 
The top of the line. Wi th exclusive safety-plus 
features inc luding automat ic reverse, safety manual 

t ime/de lay light and sleek, funct ional styl ing. 

 

2. Nulbne 5 7 5 
The intermediate workhorse. 
With powerful Va HP motor and 
a wide-range-of-safety-features 
package, including automat ic secur i ty lock. 

1 

N u T b n e e ® 

1 

N u T b n e e ® 

• 3. NuTone 5 7 0 • 
The economical powerhouse. 
With rugged V4 HP motor, 
plus an impressive safety and 
convenience package. 



From NuTone-the industry innovator of built-in products 
like Radio/Intercom and Central Cleaning Systems — 
comes an all-new built-in convenience with dependability 
and reliability assured by a network of national service centers. 
4. Increased sales appeal . . . home 
buyers look for extra convenience 
features. Wi th the push of a but ton, 
you can move the largest s ingle moving 
part of the home and dramat ica l ly 
show that you've thought of everyth ing. 

5. Guarantee for one full year. 
6. Guaranteed prof i t for you . . . the cost to you 
is except ional ly low especial ly in terms of 
the convenience, safety and secur i ty features it 
adds to the home. 
7. Be l t / cha in dr ive assembly. 

8. Automat ic l ight lets owner see 
inside garage BEFORE 
he enters . . . plus no stumbl ing or 
grop ing around when he's inside. 

9. Automat ic secur i ty lock adds more appeal . You've 
virtually e l iminated an "easy en t r y " to the home . . . 
helped to protect possessions AND the family. 
10. UL Approved. 11 . Sol id-state, FCC-approved 
radio controls. 12. Main tenance- f ree nylon carr iage. 
13. 24 stock f requency combina t ions . 
14. Easy insta l lat ion by one man. 
15. Opt ional key act ivators. 
16. Door automat ical ly reverses 
or stops if it str ikes an 
object dur ing c los ing 
or opening cycle. 
17. In case of power fa i lure, 
system converts to manual operat ion . . . easily, safely. 
18. Sleek housing protects operator mechanism from di r t 
and mo is tu re . . . and helps protect you f rom moving parts! 

Niilbne completes 
the system: 
19. Serv ice - More 
than 1,200 service 
centers coast- to-coast 
plus factory- t ra ined 
service managers in 
strategic locat ions 
mean you instal l w i th 
conf idence. 

20. Dis t r ibut ion - A 
national network of 
d is t r ibutors stocking 
all models, cont ro ls 
and accessor ies. 
Quick serv ice and de
l ivery when you need it. 

21 . 'Sales Power' -
NuTone factory-
t ra ined sales person
nel - there when you 
need them . . . to help 
you with your planning 
or your problems. 

 

22. Nat ional Adver t is ing and Promot ion — 
presel l ing more than 12,862,132 prospect ive 
home buyers. All learning about the 
advantages of homes equipped with the 
NuTone Operator System. 
23. The Brand — NuTone — after more than 
35 years of serv ic ing the home bui ld ing 
industry, you know you can depend on 
NuTone products for rel iabi l i ty, service 
and prof i t ! 

DIAL NUTONE F R E E : 800-543-8687. 
(In Otiio. 800-582-2030.) 

NuTone Housing Products 

Scouill 
NuTone . . . the automatic garage door operator system. 

Madison and Red Bank Roads 
Cincinnati, Ohio 45227 
Dept. HH-6, Form 1591, Printed in U.S.A. 
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N E W S / P O L I C Y 

A new revenue-sharing bill to aid cities meets same old political delays 
Quick action from Congress on 
President Nixon's $2.3-bi!lion-
a-year Better Communities Act 
just isn't in the cards. 

That's the conclusion of the 
urban lobbyists in Washington, 
despite the fact that nearly all the 
vested interests involved go 
along with the Administration's 
desire that Congress get moving 
quickly. 

Congress came close to pass
ing something quite similar last 
year as part of the omnibus 
housing bi l l , revealing solid bi
partisan support for the block-
grant or special revenue-sharing 
idea, as it was called then. But 
the President's proposal has 
controversial provisions that 
differ from those of the measure 
the Democratic leaders in 
Congress worked out and came 
close to passing last year. 

In addition, partisan lines have 
now been drawn, beginning wi th 
President Nixon's dramatic 
freeze last January of all new 
commitments under both the 
categorical-grant programs and 
the housing-subsidy programs. 

A hostage bi l l . The Demo
cratic congressional leadership 
is insisting, therefore, on linking 
consideration of the Better 
Communities Act with the un
known housing-legislation pro
posals that Secretary |ames Lynn 
won't unveil until early Sep
tember. 

The lobbyists for the cities are, 
of course, casting about for le
verage that would persuade con
gressional leaders to get moving 
on the Better Communities Act 
earlier. But they are also looking 
for ways to cope wi th the crunch 
they foresee next spring as the 
mayors approach the end of 
President Nixon's 18-month 
freeze on new commitments 
under the categorical-grant pro
grams. That crunch w i l l come if 
the Better Communities Act, or 
something like it, is not yet in 
place. 

What's involved is keeping the 
momentum in such programs as 
urban renewal, model cities, 
water and sewer construction, 
neighborhood facilities, open 
space and building code enforce
ment, 

"By next spring, they (the 
mayors) w i l l be climbing up the 
wall ," says one lobbyist. 
"They've got to have something 
several months before July." 

Where money goes. At stake 

are $42.5 mill ion for Chicago, 
$91 mil l ion for New York City, 
$90 mil l ion for Boston, $17.2 
million for Minneapolis, $15 
million for St. Louis, $17.5 mil
lion for Newark and lesser 

amounts for 475 other cities. 
Also looking forward to the 

early delivery of money are offi-
cialsof 90urbancountiesand the 
governors of the 50 states, most 
of whom wil l be on the receiving 

Widnall introduces President's bill 
Partial text of remarks of 
William B. Widnall of New 
Jersey, top Republican on the 
House Banking and Currency 
Committee, in introducing 
President Nixon's Better 
Communities Act, April 19, 
1973: 

We seek to establish in a 
single fund, all the major, 
current categorical programs 
that deal wi th the physical 
development of a commu
nity. A l l the activities now 
authorized under the separate 
categorical programs w i l l be 
permissible under the new 
act. 

In addition, the Better 
Communities Act wi l l ac
complish the following: 

Give state and local elected 
officials direct control over 
funds and permit them to es
tablish their own priorities on 
how the money shall be spent. 

Allocate funds by a formula 
based on need, considering 
population, overcrowded 
housing and especially pov
erty. 

Provide an automatic an
nual fund entitlement. 

Eliminate as much as pos-

H O U S E ' S W I D N A L L 

'Allocate funds by need' 

sible federal red tape and bu
reaucratic restrictions. 

Assure localities of funds at 
least equal to the annual 
funding under the categor
ical-grant system. 

The recipients w i l l be loca
lities in which more than 
72% of the American people 
live. These include 481 met
ropolitan cities—with popu
lations of 50,000 or more— 
approximately 600 cities 
with less population and 85 
urban communities—with 
populations of 200,000 or 
more. States wi l l participate 
in this act, and all non-
metropolitan communities 
are potential beneficiaries of 
better community funding 
through the states. —D.L. 

Comment 

The moratorium: some second looks 
Despite heated objections by many critics, the suspension 
of federal housing subsidies may be more of a blessing 
than curse. P R O F . K A R L P E A R S O N 

director of real estate education, U . of Michigan, to univer
sity's annual housing conference A p r i l 25 

The Administration's impoundment of housing funds and 
the resultant moratorium on subsidy housing are a possi
ble blessing in disguise. The excess-labor pool created as 
a result of the moratorium will ease the shortage of skilled 
labor available to the conventional segment of the resi
dential building industry. — J A C O B B U R S T Y N 

prcsidentof Pre! Corp. of Saddle Brook, N.J., a major builder, 
to New York Society of Security Analysts A p r i l 24 

end of a new pipeline to the 
Treasury. The plan would bring 
$4.2 mill ion to Cook County 
(Chicago), $1.3 million to Cuya
hoga County (Cleveland), $701,-
000 to Westchester County 
(New York City) and $1.8 mil
lion to Montgomery County 
(Washington, D.C.). 

The amounts for the governors 
include$l 1.2miIlionfor Florida, 
$9.7 mill ion for New Jersey, 
$12.8 mill ion for New York, $8.8 
mill ion for Illinois and $24.5 
million for California. 

Some cutbacks. Overall, about 
65% of the $2.3 billion would go 
to the cities and urban counties; 
about 25% to the states to allo
cate to metropolitan areas and 
smallercommunities; and about 
10% for smaller communities 
that have been getting categor
ical-grant funds. 

The urban counties and the 
governors are naturally pleased. 
But some of the cities that have 
been most successful at grants-
manship—they tend to vote 
Democratic—would find their 
money allocation dropping off 
sharply after the first two years 
of the five-year Better Commu
nities Act. 

That includes, for example, 
big cities like Boston, which 
would drop from $90 mill ion a 
year to $10 million, and small 
cities like Norfolk, Va., dropping 
from $ 16.2 million to perhaps $2 
mill ion. 

And some bonuses. On the 
other hand, the formula would 
boost Chicago's entitlement to 
an eventual $54.2 mill ion from 
its present $42.5 million level 
and Los Angeles would see its 
block grant rising to $49.6 mil
lion from the $39.2 mill ion 
average under the categor
ical-grant programs. 

The Democrats in Congress 
may decide against this scaling 
down of benefits, as they did in 
the legislation last year. They 
may also insist on beneficiaries 
having to submit to HUD for 
approval some sort of general 
spending plan in the form of an 
application before becoming 
elegible for funds. President 
Nixon's proposal would require 
only that statfes and localities 
publish a spending plan for local 
comment at least 60 days before 
the plan is adopted. 

— D O N L O O M I S 

McGraw-Hill World News, 
Washington 
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ivew Lustra from Eljer 
Low cost brass with class 

There's a new class look in economy brass with Lustra 
from Eljer. Crisp corners, smooth flowing lines and 
big, easy-grip handles bring clean, modern appear
ance to any bath or kitchen. Metal or translucent 
handles available. 

And, value has not been sacrificed to price in Lustra. 
Eljer quality is present in every fitting . . . triple plating, 
renewable stem and seats, large diameter valve stems 
with deep threads. All insure trouble-free service. 
Lustra represents your best buy for lower cost homes. 
Ask your plumbing contractor to show you Lustra. Or 
write for our new full-color brochure: Eljer, Dept. HH, 
3 Gateway Center, Pittsburgh, Pa. 15222. 

ELJER, 
E l i . r n ™ » i „ „ „ . O i , i . , „ „ , w . , , . o . . u „ „ . , C o . „ o , „ i „ „ 

 

 





introducing 
the Malta 
sliding patio door. 

  
 
 

Why Max? Because that best describes the quality and features 
of this great new patio door by Malta. 

Mox quolity means the natural beauty and built-in value of wood. 
Nothing compares with wood. Here's a patio door that's factory 
finished on both sides, fitted with tempered insulating glass, vinyl 
boot glazed, and fully weotherstripped. 

Max features include i<ey lock, complete size range, screen 
panel, oak interior and aluminum exterior sills and a beautiful 
neutral finish that complements almost any decorating scheme. 

Max savings ore built into the Malta Max, too. 
It's the most competitively priced patio door around. 

Get all the facts. Write for your free copy of our 
new Malta Max brochure today 

A Division of Philips Industries Inc. 
PO. Box 397 
Malta, Ohio 43758 

FLUSH fvVDuNTHD 
HANDLE/ KEY LOCK. 
ASSEMBcr 

EXTERIOR. CASlNCr ASSEMBLY 
WITH AUJNAINUNA NOSiNG 

PANEL CORNER 
ASC.EMBLY WlTW VINYL 
B O O T ^ TEf̂ tPEREX; 
INSULATlNiO- CjL/^SS 

ASSEN'IBLY V V I T M 
E X T R U D E D A^_u^Al^(u^A T H R E S H O L D 
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N E W S / P O L I C Y 

The man drafting housing plan for President Nixon tips his hand a bit 
Mike Moskow, for almost four 
years one of the smart, young, 
hard-working, hut unnoticed 
economists in the Nixon Ad
ministration, is from here on 
fated to be one of the most 
closely scrutinized sub-cabinet 
officials in Washington. 

The NAHB is already watch-
ingclosely HUD's new assistant 
secretary for policy development 
and research. So is NAHRO, the 
rural housing lobby, the mort
gage bankers, the S&Ls, Repre
sentative Wright Patman and 
Senators Sparkman, Tower and 
Proxmire. 

In the coming months Treas
ury Secretary George Schultz 
wil l be told which way Moskow 
is heading, and so w i l l the White 
House and its domestic policy 
planners. 

The search. Moskow bears the 
brunt of getting the Administra
tion out of the hole it blasted for 
itself last lanuary when it sus
pended new commitments for 
all housing subsidy programs. 

That means coming up with 
better subsidy plans than the 
scandal-ridden programs in 
use—sections 235 and 236, pub
lic housing and rent supple
ment—ordesigning variations of 
existing programs that get the 
same or better results at the same 
or less cost and lesser scandal. 

Neither Moskow nor his boss. 
Housing Secretary fames T. 
Lynn, has had more than a smid
geon of experience in the hous

ing field. Yet Moskow's report is 
to provide answers to scores of 
the most fundamental housing 
questions—in one of the broad
est and deepest analyses of hous
ing ever attempted—by Sep
tember 7. 

Subsidies or not? Moskow 
claims that he and his five study 
teams are starting off with no 
certain answer to any of the 
questions the Administration 
has raised. He would not con
cede, for example, that it would 
be impossible for the Adminis
tration to recommend against 
any more federal subsidies for 
housing. 

"At this point," he said in an 
April interview, "I 'm not wil l ing 
to make that assumption." 

As one of Moskow's staffers 
told a newsman: "Our plan is to 
look at everything." 

But Moskow insists that there 
is no necessity for his teams to 
re-invent the wheel. If, for no 
other reason, the shortage of 
time wi l l guarantee that much, 
if not most, of Moskow's evalua-
tors—who were originally about 
25 and now number 70 or so— 
wi l l have their heads stuck in 
earlier reports that covered more 
or less the same ground. 

Same old reports. "Most of the 
questions have been looked at 
and answered by experts many 
times," says one congressional 
staffer. "The thing has been 
studied to death. That is not the 
problem." 

H U D ' s M O S K O W 
So much tu do, so little time 

Very early, Moskow put eight 
of his staffers to work on sum
marizing earlier evaluations. 
They include the year-long study 
of studies done for NAHB by 
Tony Downs of Real Estate Re
search Corp., the Kaiser Com
mission and Douglas Commis
sion reports, studies done by 
congressional committees and 
the reports of the General Ac
counting Office and HUD's own 
inspector general on subsidized 
housing projects that fueled the 
housing scandals. 

However, Moskow does have 
Roderick O. Symmes, director of 
HUD'soffice of data systems and 
statistics, pulling together hous
ing and other statistics from 
various government sources and 
reworking them. 

In addition, some investiga
tions wi l l be conducted to "come 
up with a more informed judg
ment," Moskow says, on just 
how the subsidy programs—par
ticularly 235 and 236—affect the 

movement of people. A sample 
of families wi l l be tracked to dis
cover the location and quality of 
housing they moved from, what 
kinds of families they left be
hind, what geographic area they 
came from and the like. 

A quick look. Scientific an
swers aren't likely, Moskow in
dicates, although a scientific 
sample w i l l be used. The con
clusions drawn, he says, w i l l 
have to be "quick, dirty and im
pressionistic." 

A test of housing allowances 
is being expanded to a $100 mil
lion, 5-year research project by 
the Administration—but little if 
anything useful can be drawn 
from this by September. 

"That is always a problem in 
government," Moskow says. 
"The time frame for policy deci
sions is different than the time 
frame for research and experi
mentation." 

Translated, that means, the 
Administration w i l l have to 
choose between housing allow
ances and other housing subsidy 
options with the best informa
tion that is already on hand and 
that it can pull together. 

Housing consultants are going 
to be used, Moskow says, but so 
w i l l other experts who may be 
asked to give their evaluations of 
"the benefits of housing to soci
ety, reduction of crime" and the 
like. — D O N L O O M I S 

McGraw-Hill World News, 
Washington 

Builder sues U.S. Financial on charge it dropped $50 million Coast job 
Developer feremy Ets Hokin has 
just filed suit against U.S. Finan
cial Inc., charging that the com
pany reneged on a promise to 
finance a S50 mill ion residential 
community on the site of the old 
Playland-at-the-Beach amuse
ment park in San Francisco. 

(For more on U.S. Financial, 
see page 34.1 

The suit, in San Francisco Su
perior Court, asks S63 mill ion 
for damages and losses. The 10-
acre development is to include 
710condominium units, a shop-
ing center and underground 
parking, with 65"o of the land in 
open space. Surface and sub-sur
face demolition and rough exca
vation have been done, and the 
property has been fenced. Plain
tiffs are Ets-Hokin, doing busi
ness from San Francisco as Seal 

Rock Development Co.; Seal 
Rock Development Co. itself, a 
partnership; and Applied Urban-
ology Inc., a general contractor 
affiliated wi th Ets-Hokin. 

37 defendants. Besides U.S. Fi
nancial, a buildingand mortgage 
lending complex with head
quarters in San Diego, the suit 
names 36 defendants. Included 
are companies Ets-Hokin claims 
are controlled by U.S. Finan
cial—U.S. Guaranty Capital, 
U.S.F. Investors and Swan Con
structors Inc. 

Also listed as defendants are 
architects, engineers, subcon
tractors and others engaged by 
Seal Rock Development or Ap
plied Urbanology to work on the 
job. These defendants are likely 
to sue the developer or enforce 
mechanics' liens for money 

owed to them, according to the 
plaintiffs. Ets-Hokin said they 
were included as defendants in 
order to obtain a declaration 
from the court that it is the re
sponsibility of U.S. Financial, 
U.S. Capital Guaranty and U.S.F. 
Investors to pay them for their 
work or to provide adequate fi
nancing for the project so the 
plaintiffs may do so. 

Other financing. The devel
oper says he has excellent alter
nate financing opportunities for 
Playland-at-the-Beach, contin-
genton approval of the project by 
the Regional Coastal Zone Con
servation Commission, as re
quired by passage of California 
Proposition 20 last November 
| N E W S , Apr.]. 

The suit asks for damages of 
$1 million as a result of claims 

by subcontractors, laborers and 
material men, $4 million in lost 
profits, $3 mill ion for general 
damages, $5 million for damage 
to business and character and 
$50 million for exemplary dam
ages. 

Foreclosured threat. Accord-
ingto thesuit, U.S. Financial and 
the defendant firms it controls 
hold trust deeds against the 
property and the plaintiffs are 
threatened with foreclosure. 

Attached to the lawsuit is a 
copy of a 1971 letter of intent 
between U.S Financial and Ets-
Hokin, in which the lender 
agrees to finance the project for 
a 12% to 16% interest and a share 
of the net profits. 

— I E N N E S S K E E N E 

McGraw-Hill World News, 
San Francisco 
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Some people don't like brick. 
painters, carpenters and wolves. They can't 

I—^stand it. Because brick doesn't corrode, rot, 
split, warp, dent or peel. It never needs painting. 

And it's nearly impossible to blow down. 
For the same reasons, some people really love brick. 

Like tenants. They love brick because it's beautiful. 
Because it gives them a feeling of security. 
And because, when used in party walls, it can spare them 
the agony of having to listen to their next-door 
neighbor's electric guitar at 11 p.m. 

Brick is the best building material available. That's 

why wise builders love brick, too. Brick has a lower 
initial cost than most other building materials. And brick 
costs less in the long run. Because brick is practically 
maintenance free. And because brick is fire resistant. 
Which means lower insurance costs. 

All things considered, brick is the most flexible 
and most beautiful building material 

available. So there's no reason why 
everyone shouldn't love brick. 

Except, of course, painters, carpenters 
and wolves. 

Brick Institute of America 
1750 Old Meadow Road. McLean, Virginia 22101 
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HOW BEING BIG 
MAKES US BETTER TO DO 

BUSINESS WITH. 
Over the past three years. Triangle Pacific has 

grown fast. In fact, each year has found us alxjut 50% 
bigger than the year before. 

And as we get bigger, we get better 
Almost every dav. another new customer finds 

out how dealing with our company is bcttei- for his 
company. 

i . Fast delivery vs. dependable delivery. 
Some companies promise you cabinets faster 

than they can deliver They do it to get your business. 
We'd rather keep your business. So what we promise 
is to get you your cabinets when you need them. 
Usually in as little as three weeks. Because we keep 
our promises, you can keep yours. 

2. If everybody delivers cabinets as fast as they say, 
how come you're always waiting? 

Six manufacturing facilities and nine regional 
warehouses allow us to keep our promises. More 
delivery points mean we can offer you both shorter 
delivery times and lower delivery costs. And more 
plants give us greater flexibility than companies with 
just one plant. If. for some reason, we can t ship out 
of Nebraska, theres still New Hampshire. Or Ten 
nessee. Or Pennsylvania. Eventually, there will be a 
Triangle Pacific factory within 500 miles of every 
major marketing area in the United States keeping 
us far ahead of our competitors in what is probably 
the most crucial aspect of our business —delivery. 

3. Behind the Triangle Pacific Sales Force 
is tlie Triangle Pacific Service Force. 

At toll-free phones in our home office is the 
Triangle Pacific Service Force. They're on hand at 
all times to answer your questions and to help solve 
any day-to-day problems that may come up. It's their 
job to tiike care of a lot of the details of your account. 
Which keeps your salesman free to do his job. To 
help you handle contracts that, until now. were too 

big for you. To show you ways to get the maximum 
return on your inventory dollars. To help you make 
more money selling Triangle Pacific cabinets. 

4. The Triangle Pacific Price Freeze. 
Our size makes it possible for us to keep prices 

down in ways that smaller companirs ( an t. Even in 
the face of increases in the cost of labor and materi
als. In addition to being able to increase our produc
tivity, we can afford to incorporate modern 
technological advances as they come up. Which is 
how, over the last three years, we've been able to 
make improvements in our line without raising our 
prices. And how we can promise you now that we 
won t raise prices all year. 

5. One of the ways we grew was by listening 
carefully to each individual customer. We're not 

about to change that now. 

It's very likely that one of these days you 11 
find your.self on the phone talking to our president. 
Bob Meltzer Whether he calls you or you call him. 
As big as we get, we intend to maintain the personal 
attention that's always been one of the advantages 
of doing business with us. 

6. Now that you know about our company, 
let's talk about our cabinets. 

Our wide variety of kitchen and bathroom 
cabinets may well be the easiest-to-sell line in the 
industry. Because they offer the highest quality and 
most ufhto-date styling at the best value. And when 
it comes to finish and color and features, no other 
cabinets even compare. And yet, as you can see, our 
cabinets ai e only one of many good reasons for doing 
business with us. 

But enough talk. Call or write Robert Meltzer 
President or Joseph Nussbaum, VP Sales and 
Marketing and get in on the action. 

n a n g l e P a c i f i c 
Cabinet Corp. 
9 Park Place, Great Neck, New York 11021, (516) 482-2600 
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NEWS/MARKETING 

NAHB will ask builder giants to finance stiff ten-year house warranty plan 
Levitt, Kaufman & Broad, Lar 
win and the other hig guns of the 
hoinehuilding industry are heing 
put on the spot by George Mar
tin, the NAHB president. 

Martin is seeking their sup
port—and their money—to 
launch a revolutionary insur
ance scheme that would provide 
a buyer of a new house wi th a 
ten-year warranty very much 
like that which has been in use 
in Britain for several years. 

These are the prestigious and 
well-heeled companies that 
have—along with many other 
smaller firms—been subject to 
highly-publicized consumer 
complaints and lawsuits 
brought on by construction de
fects and a sometimes casual 
response to well-founded com
plaints from buyers. 

Actfast—orelse. What Martin 
is proposing amounts to creation 
of a major new regulatory mech
anism for the industry—based 
on the premise that if the in
dustry does not create a credible 
warranty for home buyers, then 
Congress wi l l impose one on the 
industry by legislation. 

To get the required organi
zational structure launched, the 
biggest homebuilders wi th the 
most financial resources w i l l be 
sounded out for funds—perhaps 
subscription to a stock issue— 
that could run to $2 millicm or 
so, Martin suggests. 

Martin got a tentative go-
ahead from the NAHB executive 
andfinancecommitteesin April, 
and he launched the associa
tion's headquarters staflf on a 
campaign to sell the plan to the 
700-member board of directors 
at its Washmgton meeting May 
17-23. 

Open to objection. Martin said 
there would be some opposition, 
but he expected the board to au
thorize him to proceed wi th de
tailed plans and recom
mendations for the October 
board meeting in New Orleans. 

If all proceeds according to 
Martin's schedule, the necessary 
machmery would be approved 
and the plan launched before the 
year's end in two or three states, 
perhaps beginning with Florida. 

Martin's proposal is based on 
a British plan that was carefully 
assessed for the NAHB by Eu
gene Gulledge, a former associa
tion president. 

Made in England. The British 
plan works smoothly, according 

President George Martin of N A H B lead.s campaign (or a ten-year new-house warranty 

to Gulledge and to others who 
know its origins and present 
state of success. The house 
builders are generally satisfied, 
the consumers and the press 
view the system favorably, and 
members of Parliament are no 
longer pushing for legislation to 
do the job. 

There's a real question, of 
course, whether what works in 
Britain w i l l work in the U.S. On 
the other hand, other coun 
tries—including Canada, Aus
tralia, New Zealand, and Ht)l-
land—are studying the British 
system for possible adoption. 

Martin's American model i s 
built on a one-shot premium of 
perhaps $50, paid by the builder 
but like any other cost, presum
ably added to the price of the 
house. For that, the consumer 
gets a warranty on his house 
committing the builder to cor
rect any structural defects that 
show up during the next eight 
years. Finishing details would 
not be covered. 

After two years, the builder is 
relieved of all responsibility, 
with the home owner getting his 
piiflection from the insurance 

Militant buyers light a fuse under 
Kaufman Broad's Midwest operation 

H&H SEPTEMBEI 1972 
'Forest preserve' is really a dump, so 
buyers dump houses back on Larwin 
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Levitt Homes in New 
ersey Under Attack 

T H E N E W YORK T I M E S , A P R I L 3, 1973 

part of the plan, which handles 
all claims for years three through 
ten. 

Safeguards. The Martin pro
posal would create: 

• Anewagency for inspecting 
new homes under construction. 

• An insurance corporation 
lor A contract with an existing 
insurancefirmltocoverthe eight 
years when the builder is no 
longer liable. 

• A registry for builders who 
sign up on the plan. 

• An arbitration mechanism 
to settle disputes between 
buyers and builders that can't be 
conciliated. 

• A procedure for making 
builders ineligible for insurance 
if their record of performance 
doesn't measure up. 

In addition, a set of stand
ards—Gulledge has suggested 
FHA's minimum property 
standards—would have to be 
agreed on to define the coverage 
of the warranty. 

Exemption on rentals. A l l of 
this is a huge project that poses 
scoresof questions that areas yet 
unanswered—and are not likely 
to be answered before the Oc-

Hearth-aches 
Homeowners Outraged By New-House 
Defects And Delays on Repairs 

T H E W A L L S T R E E T JOURNAL, A P R I L 3, 1973 

tober meeting of NAHB, always 
assuming Martin's timetable 
can be met. 

Martin believes if the plan is 
launched this year, perhaps 
^^0,000 of the roughly one mil
lion units built for sale each year 
would be covered by the third 
year. Condominiums would be 
eligible for coverage by regis
tered builders, but not rental 
units. 

"It's hard to conceive of the 
thing not being a success," Mar
tin says. 

Emil Keen, a Virginia builder 
who is a member of the NAHB 
executive committee, says the 
warranty program is ten years 
too late but that some form of the 
British scheme is adaptable. 

"It's been working effectively 
and you can't kick i t , " Keen adds. 

Exclusive to NAHB? One large 
question is whether the plan 
could be set up so that only 
members of NAHB would be eli
gible, which would raise anti
trust questions here that might 
not arise in Britain. 

Another question is whether 
theNAHBshouldsetupa wholly 
owned insurance company to 
provide the eight year insurance 
coverage—a course that Martin 
favors. If this is found legal and 
feasible, i t would permit a much 
faster start-up and more rapid 
spread of the plan across the 
country. 

The role of the industry's 
lenders, particularly the S&,Ls 
and the savings banks, must also 
be considered. The British buyer 
cannot get a mortgage unless the 
builder is registered with—that 
IS, a member of—the National 
House Building Registration 
Council, which runs the 
operation. 

The council has a staff of 450, 
including 260 inspectors. They 
normally check a house several 
times during construction and 
checkout complaints thereafter. 
Builders with bad records— 
causing the council to make 
good the cost of repairing their 
shoddy construction—can be, 
and are, expelled. That effec
tively knocks them out of busi
ness, although there is a proce
dure for reinstatement. 

Nearly all the 180,000-to-
200,000 eligible units sold in 
Britain each year by some 7,800 
builders are covered by the ten-
year warranty-insurance plan. 

—D.L. 
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R u f - S a w n 3 1 6 is t h e b i g g e s t s t e p i n p l y w o o d s i n c e p l y w o o d 
Ruf-Sawn 316 is not only a new plywood siding 

product, it is entirely unique. Its surface will not check; 
it offers the paintability of a smooth overlay, the light 
weight and strength of plywood, and a natural, saw-
textured grain pattern developed from real wood. And 
Ruf-Sawn 316 has no visible repairs or patches. 

This surface was created specifically to take and 
hold paints and heavy bodied stains. Painting is faster and 
easier, with less paint required to get a superior finish. 
Actual tests have demonstrated that a properly applied 

Simpson 
A n.irt o f i){H)oh>'^ lix/f^c 

paint finish will last up to three times longer on Ruf-Sawn 
316 than it will on raw wood. 

These lightweight plywood panels are easily han
dled by one man. yet provide the racking strength re
quired by all major building codes, without sheathing or 
corner bracing. 

Ruf-Sawn 316 is available only from Simpson. If you 
would like to try the advantages and economy of Ruf-
Sawn 316. contact your Simpson supplier, or write: 
Simpson Timber Company. 2000 Washington Building. 
Seattle. Washington 98101. 



Join ihe Custom Home Plans Club 
plus 5 new designs each month tor 
ot protessionai working drawings 
Get 1.000 home designs now 
The Custom Home Plans C.luh has heen created to provide 
a fresh How of design ideas you can use to make your business 

more profitable. 
As a new member, you will innnedialely receive an attrac

tive binder containing 1,000 home designs illustrated with full 
color renderings and detailed floor plans. 

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

These wide-ranging selections include: 
Deluxe Small Homes—two and three bedroom 
Ranch ami Suhurhaii Homes—conventional and con
temporary 
Brick and Masonry Homes 

Multi-level and Hil ls ide Homes—split level, split 

foyer, others 
Second Homes—duplex and multi-family; holiday and 
retirement: chalets, A-frames, cabins, cottages 
As you guide clients to a commitment, you—as a member 

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

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

With so much of the exacting, tedious, preparatory work 
already done, you will realize substantial savings in time, 
effort, and money and at the same lime, a growing list of 
clients will realize that you're the one to come to for the right 
home at the right price. 

Plus 5 new home designs-
of-the-month each month lor 
the next 12 months 
To supplement your l ib ra ry of 1,000 home designs, the 
Custom Home Plans Club will provide you with a steady flow 
of 5 new home design ideas each month for the next 12 months. 

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

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

A ful l set of working drawings with collateral floor plans 
and a list of building materials will be available on both the 
original 1,000 home designs and the 60 new designs you will 
receive during the coming year. 

Plus 12 sets 01 protessionai 
working drawings 
tor homes ol your choice 
Members of the Custom Home Plans Club are entitled to re
ceive a total of 12 sets of professional working drawings 

without charge. 
These building plans mav be ordered in any combination 

desired: 12 sets of drawings for 12 different homes: 4 sets 
• O l . . - .MiPT \va\ vou prefer them. 



nd gel 1,000 home designs now 
he next 12 months pms 12 sets 

kor homes of your choice. 
niembership fee, inemhcrs may obtain additional working 
drawings at a 35% discount off published prices which range 
from $25 to S5() for single sets and from S5() to S75 for four-
set packages—depending largely on the square-footage of 
single-family homes and the number of units for multi-family 
dwellings. 

Drawn to F I I A and VA general standards, these blue line 
prints—size 36" x 20"—are easy to read on a white back-
grouiul. Depending on the size and complexity of the house 
design, plan sets may include as many as nine sheets. Notes 
and drawings indicate location and types of materials to be 
used. With complete freedom of choice, Club members may 
order their 12 sets of detailed working drawings at any time 
during the 12-month membership period. 

Club working drawings include: (1) Floor Elevations, 
(2) Complete P'raming Plans, (3) Wall Sections, (41 Floor 
Plans, (5) Basement/Foundation I'lans, (6) Roof Plan, 
(7) Plot Plan, (8) Kitchen Cabinet Details, (91 Fireplace 
& Built-in Details, (101 S|>ecification and Contract Booklet. 

Plus Itemized lists of building 
materials for accurate bids 
and reliable cost estimates 
To eliminate the time-consuming task of taking off material 
requirements from each set of plans ordered, the Custom 
Home Plans Club automatically provides members with item

ized lists of building matrrial> riceded to obtain rt lialile bids, 
to make accurate cost rslimates, and to order building ma
terials from sup|)liers. 

The lists include the size and (|uantity of all millwork such 
as doors, lumber and buill-ins . . . framing lumber . . . roofing 
. . . flooring . . . wallboard . . . masonry . . . concrete . . . rein
forcing . . . insulation . . . beams . . . finishing materials, 
and mnrr. 

The lists of building materials used in conjunction with 
the detailed working drawings- save Club niembers dollars, 
drudgery and valuable time more profitably spent with clients; 

Appl ica t ion for m e m b e r s h i p 

Enclosed is a check for $240 
for a full year of membership in 
the Custom Home Plans Club. 
For this I am to receive Immedi
ately o binder containing 1,000 
home designs, plus a portfolb 
of 5 new designs each month 
for the next 12 rrvDnths. 

fs/ly membership also entitles 
me to a total of 12 sets of profes
sional working drawings and a 
list of building materials for Club 
homes of my Choice. These sets 
of working drawings may be 
ordered In any combination I 
desire: 12 sets for 12 different 
homes, 4 sets for 3 different 

homes, or any other way I prefer 
them. Beyond these 12 sets in
cluded in my membership fee, I 
will be able to buy additional 
sets at a 35% discount off pub
lished prices during my member
ship period, 

If after receiving my first set of 
working drawings I am less than 
completely satisfied, I am en
titled to a refund in full - and no 
hassle - simply by returning the 
binder of 1,000 designs and 
the working drawings in good 
condition. 

Make check payable to 
Custom Home Plans Club. 

occupation 
• builder 

subcontractor 
n retailer 

wtx5lesaler 
• architectural 
[_; er>gineer 
• realty 
• firxarTce 
• government 
'_ manufacturing 

2320 KANSAS AVENUE/PO. BOX 299/TOPEKA, KANSAS 66601 

Your Name 

Firm 

Address 

City State Zip 

Signature Date 

HH-673 
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N E W S / M A R K E T I N G 

Builders' use—and abuse—of land lease stirs Florida condominium revolt 
Ten years after legislation made 
possible c o n d o m i n i u m owner
ship i n Florida—and i n the m i d 
dle of an unprecedented apart
ment boom—the joint-owner-
shipconcept has run in toa s torm 
of controversy. 

Trouble arises f r o m 99-year 
leases on land and recreational 
faci l i t ies beingretained by many 
developers. Buyers are scream
ing to their legislators i n Talla
hassee that they are being v i c t i 
mized by uncont ro l led increases 
i n maintenance charges and by 
a lack of control over how bui ld 
ings are managed. 

Showdown. The matter came 
to a head in A p r i l , when an ef for t 
was made to amend state law on 
condominiums and to out law 
leases. But commit tees i n both 
Senate and House rejected the 
proposals. Legislators f r o m 
urban areas i n south Florida, 
where the c o n d o m i n i u m now 
dominates the housing market, 
tried to prohibi t leases on recre
ational faci l i t ies w i t h o u t buyer 
approval and to bar construct ion 
of condomin ium residences on 
leased land. Both measures were 
defeated, and Representative 
Alan Becker (D., M i a m i l com
mented: 

"What we have seen is free 
enterprise temporar i ly prevail
ing over jus t ice ." 

Cr i t i c i sm of lease. The 1972 
legislature had provided for a 
condomin ium commiss ion to 
study the new industry and rec
ommend changes i n state law. 

The commiss ion was headed 
by Brown Whatley, a nat ional ly 
prominent mortgage banker and 
chairman of the land-developing 
Arvida Corp. What ley was i n 
strumental i n passing the con
d o m i n i u m enabling legislat ion a 
decade ago, and he is f i r m l y op
posed to land leasing. 

The commission 's report to 
the 1973 legislature said: 

" A major i ty of the commis
sion are of the op in ion that the 
ownership of a un i t and a share 
of the common elements, w h i c h 
together consti tute a condomin
i u m parcel, should be owned i n 
fee simple and be unencumbered 
by any ground lease or leases of 
recreational or other commonly 
used fac i l i t ies ." 

The report said there had been 
numerous complaints that some 
developers use leases to collect 
rent " i n exorbitant amounts i n 
relation to the cost of the fac i l i -

Typical condominium lease deal is offered by the Aventura development on Biscayne 
Bay in north Dade County, Fla. The land is conveyed with the apartments, but the 
recreational facilities are under lease, and the rentals are tied to cost-of-living index. 

ties. The complaints also con
cern the escalation of such rents 
and retention of control by the 
developer of the leased prop
er ty ." 

But no ban. The commission 
concluded, however, that i t was 
not realistic to recommend pro
h ib i t i on of leases because attor
neys concerned w i t h w o r k of the 
commiss ion had raised the 
question of cons t i tu t ional i ty . 
Tha t is: Can the state te l l a prop
erty owner he cannot lease his 
property? 

The commiss ion said i n ex
tenuation that such leases made 
i t possible to finance desirable 
facil i t ies. And the commission 
added: " A practical reason for 
not recommending the prohibi 
t i onof such leases is the fear that 
the in jec t ion of such a contro
versial recommendation w o u l d 
jeopardize the consideration of 
the rest of the legislative pro
gram of the commiss ion ." 

Proposed reforms. The condo
m i n i u m b i l l , at the commit tee 
stage, contained requirements 
that: 

• Sales brochures include f u l l 
description and costs of facil i t ies 

that are under lease. 
• Leaseholds u t i l ized i n con

d o m i n i u m developments be 
l i m i t e d to 50 years. 

• Contracts for sale or lease 
madebythedeveloper include i n 
bold type on the f i rs t page the 
fo l l owing "Oral representation 
cannot be relied upon as cor
rectly stating the represen
tations of the developer. For 
correct representation, reference 
should be made to this contract ." 

• Vot ing and meeting regula
t ions for the condomin ium asso
ciat ion be established. 

• Rules governing escrow ac
counts be established. 

Abuses. The 18-member com
mission, in meetings around the 
state, compiled a file of genuine 
horror stories. 

In some large-scale develop
ments, early buyers discovered 
they could not exercise an opt ion 
totakeovermanagementof their 
bui ld ing u n t i l the entire project 
was completed and sold. Devel
opers contend this is merely to 
assure maintenance and attrac
tiveness needed to keep sales 
rol l ing . 

There were complaints that 

Miami is asked to build its own public housing 

A SlOO-mill ion bond issue to fi
nance public housing i n Greater 
M i a m i has been proposed by 
Dade Coun ty Mayor l o h n B. Orr. 

The mayor said i t was t ime for 
local communi t ies to stop look
ing to Washington to come i n 
and solve their problems. 

Orr said the massive bui lding 
program could destroy the ghet-
toes and get to the root causes of 
crime. He said he hopes to put 
the bond issue on the November 

1974 general ballot, w h i c h w i l l 
al low t ime for county planners 
and housing administrators to 
develop a comprehensive pro
gram. He said the t ime w o u l d 
also be needed to convince the 
voters that public housing, scat
tered throughout the commu
ni ty , is a social necessity. 

"1 believe the people are ready 
toattack the root causes and stop 
pu t t ing bandaids over our social 
problems," he said. —F.S. 

p 99-year management contracts 
5 are unheard of i n industry and 
? should be out lawed i n condo-
i m i n i u m s . 
^ Residents also charged that 

some managements had entered 
in to sweetheart contracts for 
maintenance of pools, elevators 
and landscaping, and that unjus
t i f iable charges are passed on to 
them. In onecase, residents were 
to ld they had to pay a special 
rental for the meeting room 
when used for such events as 
bingo parties. 

A fair-value lease. If the leases 
cannot be out lawed, i t was sug
gested at one public meeting, the 
total lease should not be permi t 
ted to exceed a reasonable and 
fair value of the land or f a c i l i t y 
at the signing of the condomin
i u m contract. 

There were frequent com
plaints about the pressure of 
t ime at final closing. Buyers have 
been to ld to appear at a lawyer 's 
office at a specific t ime and have 
been given 15 minutes to sign a 
condomin ium contract of 100 
pages. The more sophisticated 
among the compla in ing w i t 
nesses suggested that a state reg
ulatory body be established to 
deal w i t h c o n d o m i n i u m prob
lems on a weekly basis. 

Curb on liens. The only 
amendment successfully in t ro
duced before the House subcom
mi t tee on business regulat ion 
prohibits enforcement of a l ien 
against an apartment for unpaid 
rent on recreation leases w i t h o u t 
30-day notice to the un i t owner. 
I t w o u l d also rule out at torney 
fees i n such cases unless final 
judgment is entered by the court. 

Senator George Firestone (D., 
Miami ) , an opponent of land and 
recreation leases, said the de
feats i n committees of the House 
and Senate make i t a l l the more 
impor tant that f u l l disclosure be 
guaranteed. 

A warning. In its lead editorial 
A p r i l 27, the Miami Herald said 
condomin ium leases are creat
ing "a s i tua t ion that is about as 
messy as the sell ing of swampy 
real estate to the unsuspecting." 

If the lease si tuat ion is not 
cleaned up q u i c k l y , " the Herald 
warned, "the threat of scandal
ous abuse w i l l become monu
mental and the residential 
bu i ld ing business could be hurt 
drastically." 

— F R E D S H E R M A N 
M c G r a w - H i l l News, M i a m i 

16 H & H i t i N E 1973 



Take the next ZV2 minutes 
to learn what your prospects will ask about 

PPG's TwindowXi insulating glass. 

Unique welded-glass edge 

Special dry gas 

Through ads in BUILDING PRODUCTS 
GUIDE. HOUSE BEAUTIFUL, and BETTER 
HOMES & GARDENS. PPG is tell ing 25 
million prospective home buyers about 
the value of having Twindow Xi insulat
ing glass in their w indows. Read what 
we're saying. You may want to use some 
of our words in your presentations. 

"TwindowXi insulating glass, a major 
breakthrough from PPG Research, is a 
remarkable cure for most cold weather 
ills you associate w i t h poor w indows— 
icy glass, dripping sash and sills, cold 
drafts, chilly rooms, storm w indows, high 
heating bills. Life can be uncomfortable. 

" In the past, most insulating glass 
units used dry air 
in the yie" space 
between the two 
panes of glass. In 
Twindow Xi units, 
a new ingredient 
—a special dry 
gas—is sealed 
permanently in 
the yia" space between 
the two panes. This 
makesX/units approx
imately 20% more 
efficient as insulators 
than the older dry air 

units of the same thickness. More simply 
put, it means you'l l lose a great deal less 
heat through the glass. And you'l l be able 
to increase indoor humidity for comfort, w i th 
less chance of condensation on the glass. 
Losing heat becomes even more important 
when you consider that the nation's energy 
crisis is gomg to cause fuel costs to rise at a 
continuing clip. Save now, or you'l l be pay
ing later. (Incidentally, Twindow Xi unws 
cost little more than adding quality storm 
windows later.) 

This gas and glass sandwich 
saves more heat than an 8"-

thick wall of face brick.* 

Unretouched photo comparing Twindow Xi unit to single-pane 
glass—Outdoor temperature 20 F: indoor, 72 F/ indoor humidity, 

32%. Twindow Xi unit is pane on the right, of course. 

" In Twindow Xi units, two pieces of glass 
are permanently fused together, in a patented 
manufacturing process. This 'welded,' all-
glass construction gives you the true, air
tight hermetic seal that ensures long life and 
trouble-free performance. Performance that 
wil l actually keep your rooms warmer whi le 
cutt ing your heating bills. 

"Every Twindow Xi unit carries the Xi 
brand symbol permanently etched in a corner 
of the glass. Naturally, you'll f ind it on only 
the best windows. (You don't find gold leaf 
on a paperback novel, do you ?) This X/ mark 
tells you that your w indow has welded-glass 
construction with the special, more effective 
gas sealed between. The seal is guaranteed 
for 20 years from the date of manufacture. 
(This date is etched in a corner of every un i t . ) " 

And now back to 
you. the builder. If 
you'd like to have 
even more informa
tion on the Xi unit 
(there's quite a bit 
to say about this 
remarkable product), 
send us the coupon 
for our free booklet. 
PPG Industries, Inc., 
One Gateway Center, 
Pittsburgh. Pennsyl
vania 15222. 

This mark guarantees 
your comfort for 

20 years 

The Guarantee for Twindow Xi Insulating Glass 
During a period of twenty (20) years after date of manu

facture. Twindow Xi Insulating Glass Units. Installed in the 
United States or Canada, are guaranteed not to develop, 
under normal conditions, material obstruction of vision as a 
result of dust or film formation on the internal glass surface 
caused by failure of the hermetic seal other than through 
glass breakage. We make no other guarantee or warranty, 
expressed or implied. 

This guarantee is effective only if installation is made in 
accordance with our specific instructions and does not 
apply to units damaged by improper handling or installation. 
This represents our maximum liability. Any units failing to 
comply with the terms of this guarantee will be replaced 
F.O.B. nearest shipping point to place of installation. This 

guarantee does not apply to replacement units beyond the onginal 
twenty (20) year period applying to the original unit. 

•Comparison based on U-values (heat loss) from Handbook of 
Fundamentals. 1972. American Society of Heating. Refrigerating 
and Air Conditioning Engineers. 

PPG Industries. Inc., Dept. HH-563 
One Gateway Center. Pittsburgh, Pa. 1 5222 
Please send free booklet. "A Better Insulating 
Glass." 

Address-

City. 

State- _Zip_ 

PPG : a Concern for the Future 

INDUSTRIES 
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Affluent buyer now dominates California's new-house market—here's why 
The nff lucnt buyer moving to a 
larger and more expensive house 
dominated California 's 1972 
home sales. 

This analysis comes f r o m a 
study of some 6,000 new house 
sales made last year in Cal ifornia 
subdivisions—in all price 
ranges—by Walker ^ i . Lee Inc. of 
Anaheim. Walker ik Lee, proba 
biy the largest real estate com
pany in the country, represents 
more than 40 builders at 80 sites. 
It sold 11,061 houses in 1972— 
new and used—for a gross vol
ume of $345 m i l l i o n . 

In 1971, according to Walker 
& Lee, the market was domi
nated by the demand buyer who 
had been wa i t i ng for interest 
rates to f a l l . Part of the increase 
in the proportion of more aff lu 
ent buyers i n 1972 is due to the 
decrease in the avai labi l i ty of 
new homes ranging f rom 1,400 
to 1,700 sq. f t . and f rom $24,000 
to $28,000—the home sought by 
younger famil ies w i t h moderate 
incomes. 

Middle-income pl ight . Says 
George Fulton, director of 
Walker Lee's research and 
consult ing department: 

"Apparently the moderate-in
come buyer, faced w i t h a short 
supply of affordable medium-
sized homes, turned to the resale 
market, where the largest group
ing of sales was in the $24,000-
to-$28,000 range." 

Another factor that hurt the 
moderate-income buyer, Fulton 
says, was the scarcity of Veterans 
Administrat i t )n financing for 
new homes in 1972. Many 
builders, he says, turned to con
ventional f inancing, usually fa
vored by older buyers w i t h more 
money. 

" A n d , " Fulton adds, "the more 
affluent new homebuyer was 
even a major supplier of exis t ing 
homes for moderate-income 
families. About half of all new 
homcbuycrs had exist ing homes 
to sell. The major i ty were in the 
$24,000-to-$33,000 range." 

Buyer's profile. Walker &. 
Lee's sales volume generates al l 
kinds of statistics. And f rom 
them the company has formed a 
computerized buyer profi le 
bank. The bank holds 18,000 
profiles on new- and old-home 
sales dating f rom 1970. Informa
t ion comes f r o m an 80-question 
form filled out by both buyer and 
salesmen, and i t goes in to com
puter storage. It can be retrieved 

1971-1972 HEW HOME SALES 
El"3] 1971 = 6 , 2 8 1 

  
 

19-72 = 5,964 

20.3% ZO.9% 

 
U N D E R 24 ,000- Z8 ,000- 33 000-
2 4 . 0 O 0 2 6 . 0 0 0 3 3 . 0 0 0 3 8 . 0 0 0 

PRICE R A I C O E 
tSouRdE : ua^EAiidH ^ doMSuLTiNO DEPT. .WAXKER i r.EE zhc 

4:6,000* 

Affluent families emerged as the dominant new-home buyers in Cahfomia in 1972, 
iiccordinRto a computer survey. While sales in the S24,()0(l t(i-S2S.()()(l range tell from 
24.1% to 12.3% of all sales, the percentage of S38.(XX) to-S4.S,(XX) sales doubled. 

and analyzed i n many different 
ways, enabling Walker Lee to 
keep its finger on the pulse of the 
home-buying market . 

Fulton reviewed much of the 
data f r o m the latest study, and 
i t reflected a weal th of detail on 
the affluent buyer's market. 

Prices and sizes. New-house 
prices increased substantially, 
the study showed. The average 
in 1972 was $32,192, more than 

S2,000 higher than in 1971. 
While sales in the S24,000-to-
$28,000 range were halved, sales 
in the $38,000 to-S4^,000 range 
more than doubled, reaching 
2 1 % of the total . 

The average home purchased 
was larger, despite the market 
in f lux of smaller-sized condo
min iums . While sales in the 1,-
400-to 1,700 sq. f t . range dipped 
to a three-year low of 23'^o, sales 

Mortgage news 

Banks buying two mortgage firms 
The parade of mortgage compa
nies in to the ranks of bank sub
sidiaries continues. 

The C o l w e l l Co., of Los A n 
geles, last of the independent 
mortgage bankers servicing 
more than SI b i l l i on in loans,* 
is being acquired by the Charter 
New York Corp. for $53 m i l l i o n 
in stock. Charter, a holding 
company for 12 New York state 
banks, inc luding Irving Trust of 
New York Ci ty , announced the 
pending acquisit ion and said i t 
wou ld merge Co lwe l l in to itself 
or in to a subsidiary. Co lwe l l 
services $1.5 b i l l i o n . 

Cit izens Mortgage Corp. of 
Southfield, Mich . , disclosed 
meanwhile that i t is sell ing out 
to Manufacturers Hanover Corp. 
of New York Ci ty , holding com
pany for Manufacturers Hanover 
Trust . Cit izens services $757 
m i l l i o n and manages Cit izens 
Mortgage Investment Trust . 

"Theother 11 tompjnies siTvicinu SI billion or 
more at the end of I'Pl are owned by banks or 
holding companies or, in the case of National 
Homes Acceptance Corp , by a builder Lomas 
& Nettleton, Cameron-Brown and lames Rouse 
mijiht, however, claim mdependcnl status of a 
sort, inasmuch as they arc owned by then own 
holding companies. 

CALIFORNIA'S RASMUSSEN 
Heads largest state MBA 

Elections. T w o of the biggest 
state mortgage banking groups 
have just elected presidents for 
1973-74. 

The California M B A chose 
Henry Rasmussen Jr. of San 
Diego to succeed Robert E . Mor
gan, who is president of the Col 
well Co. Rasmussen is executive 
vice president of John Burnham 
6^. Co. 

The Texas MBA elected Clyde 
L . Fincher, chairman and pres
ident of the Flynn Investment 
Co., of Harlingen, to succeed 
Thomas M . French, president of 
the Foster Financial Co. of Fort 
Worth . 

in the l,700-to-2,OOOsq. f t . range 
rose f r o m 1 1 % i n 1971 to nearly 
20% last year. 

Incomes. Buyers had substan
t ia l ly higher incomes. The 
average for buyers last year was 
$15,786, about $2,500 higher 
than 1971. Buyers earning $15,-
000 or more made up 45.(S"o of 
the sample, compared to 2(S.7% 
the previous year. Buyers w i t h an 
S8,000-to-SI2,000 income de
cl ined f r o m 33.9% i n 1971 to 
20%. 

About half the buyers owned 
their previous residence, a sharp 
contrast to 1971, when 60% of 
all buyers were renters. 

More than half the home-
buyers used conventional fi
nancing—52% last year com
pared to 26"/,, in 1971. 

Buyers were nearly three years 
older than in 1971. The average 
buyer in 1972 was37.6 years old, 
compared to 34.9 i n 1971. 

Buyers typical ly had manage
ment jobs, w i t h contrasting de
clines in the skilled-labor and 
sales-and-services occupations. 

Says George Ful ton: "The last 
two years have been excel lent for 
the new-home market , and we're 
predict ing an equally good year 
for 1973. Th i s year, we should 
see a healthy m i x of most buyer 
groups, w i t h a cont inuat ion of 
buy ing interest among the af f lu
ent f ami l i e s . " 

— B A R B A R A LA.MB 
M c G r a w - H i l l World News 

Los Angeles 

People 
MANUFACTURERS: I A C K E . 
D A H L , 40, has been appointed 
president and chief executive of 
Guerdon Industries, a mobi le 
home manufacturer and subsi
diary of C i ty Investing. F.L. C A P -
P A E R T , a pioneer in the mobile-
home industry, remains as 
chairman of Guerdon. Dahl had 
been president of Fleetwood En
terprises, a rival mobile maker, 
since 1971. 
PUBLICATIONS: T H E O D O R E 
W, V o L c KHAWSEN has become 
vice president and managing ed-
itoi of Bankers Research Publi 
cations of Westport, Conn., the 
firm founiled 28 years ago and 
s t i l l headed by his father. T i n (v 
P O R E G. V O L C . K H A I I S E N . The 

company publishes Hankers Re
search, an authori ta t ive news
letter on banking and mortgage 
affairs. 
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EASU 

P R I C E P F I S T E R 
Manufacturers of Plumbing Brass 
Subsidiary of Norr is Industries 
13500 Paxton Street 
Pacoima. Cal i forn ia 91331 

. . . includes everything from bath and ki tchen faucets to gate 
valves and hose bibs. For consistent product excel lence at all 
levels d ig more deeply into the comprehensive line of Price Pfister 
f i t t ings. You' l l soon discover that even the finest needn't cost a 
king's ransom. 
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Genie— '̂the garage door picker-upper!" 
Opens the door...turns on the light...closes the door...locks up tight! 
G e n i e I The extra touch that c loses home sales faster. 
G e n i e I Pre-sold through national advertising and local promotion. 
G e n i e I Baclted by a nation-wide network of reliable dealer service outlets. 
G e n i e ! Performance-proved by satisfied users everywhere. 

Call your local dealer or mail coupon today. You'll find out how the 
merchandising program for Genie Automatic Garage Door Opener System 
by Alliance can help you sell more homes. 

RADIO MEETS F.C.C. REQUIREMENTS 

n o w w i t h n e w 

C R Y P T A R 
interference fitter 
The exclusive new Cryptar accessory makes Genie 
the safest, surest, most secure automatic garage 
door opener system on the market. Cryptar gives 
a Genie system what amounts to its own personal 
radio frequency in an area by increasing the num
ber of available frequencies from 144 to 1440. Buy 
it now or add it later. 

The ALLIANCE Manufacturing Co., Inc. 
Alliance, Ohio 44601 DEPT. HH-6 

Send booklet about Genie 
and names of nearest dealers. 

Name . 

Address. 

City 

State. .Zip. 

A L L I A N C E The Manufactur ing Co., Inc. , Alliance, Ohio 44601 
A NORTH AMERICAN PHILIPS COMPANY 

e Maker of the famous Antenna-Rotator... Alliance Tenna-Rotor^— "TV's Better Color Getter! . „nT>,E»LL,*NC£«FQ c c n c 

See us at Booth 209-10. PCBC. 
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A few solid vinyl reasons 
for siding with Celotex. 

This is Philip Carey 

Villager" solid vinyl 

siding. T h e ultimate 

in maintenance-free 

beauty and protec

tion. For any home. 

In any climate. The beauty of 

Villager vinyl siding is more than 

skin deep. Because it's 

made from B. F. Good-

rich Geon," the color 

goes all ^ 
^ NEVER NEEDS PAINTING 

the way through. 

In light gray, light 

green, light yel

low, and white. 

And that means scratches won't 

show.. . it will never K 

need painting for 

protection; yet it i 

may be redecor - ^ M ^ r ^ 
' INSULATES 

ated, if desired. In addition,Celotex 

Carey vinyl siding won't rot like 

w o o d . It won ' t rust 

or corrode, the way 

)T OB CORRODE 

metal sidings can. And 

there's no c h a n c e of 

finding unsightly dents 

or w a r p e d p a n e l s . 

Celotex vinyl s id ings 

won't support c o m 

bustion. Or conduct electricity, 

for that matter. Yet,it does insu

late. Against heat,cold, 

— and sound. And the 

• of styles, 
I T WARP OR DENT •' 

a c c e s s o r i e s , and 

e a s e of app l i ca - WONT SUPPORT COMBUSTION 

 
WON T CONDUCT ELECTRICITY 

\ t ion of V i l l a g e r 

vinyl siding is the 

perfect combina

tion for the new-

home builder or the remodeling 

contractor . Hon-

estly,after hearing 

all of these solid 

vinyl facts, wouldn't 

you rather side with 

Celotex vinyl sidings? 

BUILDING PRODUCTS 

Celotex understands the man who builds. 
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An open and shut case for Centex community as Miamians stampede to buy 
It was a scene of pure pandemo
n i u m , a cross between an Okla
homa land rush and a Washing
ton's Birthday sale. 

Families camped in the park
ing lot to be the first in line lor 
a home in Winston Park, Dallas-
based Centex Corporation's first 
s ingle-family development in 
south Florida. 

The beleaguered sales staff is
sued numbered t ickets to keep 
the mob under control—green 
tickets to fu iu i e l prospective 
buyers into the sales office and 
p ink ones to give those who had 
paid deposits a place in the long 
l ine wa i t i ng to select sites. 

And all the w h i l e a high w ind 
whipped the bleak constRict ion 
site in to a minia ture dust bowl . 

Sold out . When the dust finally 
settled, the company had sold all 
4()S homes of the first phase of 
Wins ton Park—appro.ximately 
S14.2 m i l l i o n w o r t h — i n four 
days. It also had several hundred 
names on a w a i t i n g l ist for can
cellations. 

Clearly Centex had done 
something very r ight . 

Or had it done something very 
wrong; 

"We're of fe r ing a qual i ty 
house at a good price," says 

 

They came . they saw 

Thomas Cooper, a vice president 
of Centrex. "But the main reason 
for the rush is that few medium-
priced s ingle-family homes have 
been bui l t recently in south 
Dade county. There was just a 
tremendous pent-up demand." 

Underpr i ted . Local real estate 
people believe that Centex un-
derpriced the houses by S2,.S0() 
to S4,000. They point out that i t 
was offer ing three and four-bed
room models on lots of at least 
70'X 100'at prices f rom S31,500 
to S3H,S00 i n a neighborhood— 
located 20 minutes f rom down
t o w n Miami—where 20-year-
(dd two-bedroom bungalows sell 
for $22,000 to S24,(K)0. 

They also note that Centex 
raised its prices S3,S00 to $4,000 
as the weekend progressed. 

Al lan H . Grossman, Centex's 

.. and ihey signed on the dotted line 

southern regional vice president, 
explains the price hikes: 

"As delivery dates for homes 
in the first phase advanced to as 
much as one year away, the 
prices went up to keep pace w i t h 
the anticipated increase in cmv 
st ruct ioi i costs." 

Speculators. Not all w h o l ined 
up to leave SlOO deposits are 
prospective residents of Wins ton 
Park, which w i l l eventual ly 
contain 919single-family homes 
on 226 acres, 1,318 townhouses 
on 130 acres, shopping, schools 
and recreation facili t ies, includ
ing a 30-acre lake and 60 acres 
of green space. 

Local real estate brokers, 
sensing quick profi t , staked a 
c la im to many of the houses. 
Flowever, the company says 
there w i l l be no profi teering on 

the resale of deposit receipts. 
Speculators w i l l have to qual i fy 
for and close on the nKirtgage 
before making a resale prof i t . 

Such speculation on homes 
that haven't even been bui l t is 
not uncommon in today's hot 
south Florida market . 

Syndicates have been organ
ized to buy blocks of apartments 
i n buildings as soon as they are 
advertised. A group of Fort Lau
derdale doctors is reported to be 
pu t t i ng deposits on luxury 
apartments and mak ing attrac
tive profi ts tin the resale. And on 
the Presidential island of Key 
Biscayne, investors are buying 
apartments i n oceanfront con
domin iums , tak ing possession 
and then leasingor holding whi le 
prices c l imb several hundred 
dollars each mon th . 

S&Ls hit snag on converting into companies that can issue their own stock 
The Federal Home Loan Bank 
Board has bowed to the w i l l of 
Congress. 

N o savings and loan ins t i tu 
tions—state or federally char
te red—wil l be convert ing f rom 
the mutua l fo rm of ownership to 
thestock ct)mpany form, at least 
before the end of 1974. 

What happens after that 
depends on how wel l Congress 
buys the N i x o n Adminis t ra 
tion's vision of less specialized, 
more diversif ied mortgage lend
ing ins t i tu t ions . The H u n t 
Commiss ion proposals that 
Congress w i l l be considering 
over the next few years include 
authorizat ion for federally char
tered stock S(!kLs as part of a gen
erally more f lexible system of 
depository financial ins t i tu t i tms 
( N E W S , fan. '72 et seq.]. 

Mart in ' s defeat. It w i l l take 
Congress t ime to focus hard on 
the issues the Hun t Commiss ion 
has raised, but i t is expecteil 
eventually to approve some parts 
t)f the composite package the 
Admin i s t r a t ion wants. O n l y in 

the wake of the over-all shif t in 
that direct ion w i l l Capitol H i l l 
clean up subsidiary matters l ike 
conversion. In the interval , a 
bout of t ighter money this year 
may give Congress a reading on 
whether the mortgage market is 
s t i l l heavily dependent on spe
cialized ins t i tu t ions to mainta in 
its supply of housing finance. 

A few months ago an impasse 
seemed to be bui ld ing between 
the HLBB under its aggressive 
chairman, Preston M a r t i n , and 
Congress on the subject of con
version. Congress turned 
thumbs down on the formula 
M a r t i n had presented to i t in 
lanuary as a way to overct)me 
dangers to SikLs' reserves inher
ent in conversion to stock own
ership. A hard man to stt^p, Mar
t in had been ro i l ing congres
sional feelings on the matter 
since 1971 w i t h repeated at
tempts to get Congress to change 
its m i n d about a long-standing 
distaste for conversion, dating 
back in to widespread scandals 
when it was tried in 1963. 

Spelling i t out: 'No. ' To make 
its posit ion absolutely clear, 
Congress has wr i t t en in to law 
this spring a new barrier to con
version. Existing law gives the 
bt»ard, the S6<L regulatory 
agency, discretitm tiver conver
sion by the 3,000 state-chartered 
mutual SikLs. (There are only 
66.S state-chartered stock S^NLS.I 
In the statute governing the 
2,000federally chartered mutua l 
SikLs, there is no discretion to 
permit conversion to the stock 
form, but there is a loophole per
m i t t i n g those wh ich drop the 
federal charter to convert to 
stock once they have adopted a 
state charter. That loophole the 
93rd Congress has now closed. 

For the t ime being, however, 
the fire has died out of the 
Congress-HLBB dispute. M a r t i n 
has left the Bank Board and his 
successor, Thomas Bomar, is in 
no great haste to rush off in 
furtherance of Mart in ' s impetu
ous ideas; especially not when 
not only Congress, hut the SikL 
industry besides, have l ined up 

against the M a r t i n conversion 
formula and against any conver
sion at this t ime . 

(For more on Bomar, see page 
26.1 

Accordingly the board has is
sued a concession statement 
that i t "defers to the wishes and 
author i ty of the Congress . . . on 
the conversion of S&L associa
tions f rom the mutua l to the 
stock f o r m . " 

Industry pressure. Surrender 
to Congress won ' t solve all the 
board's pressure f rom the oppo
site side, s t emming inmi a Salt 
Lake C i ty lawsui t to force the 
board to approve conversion to 
stock for an Sî î L that shifted 
f rom federal to state charter for 
that reason. 

The case against the HLBB is 
stronger because M a r t i n pushed 
throu.gh a "lab-experiment" 
conversion of Cit izens Sff<L, a 
federal in San Francisco, under 
l ike circumstances in 1972. 

— S T A N W I L S O N 
M c G r a w - H i l l World News, 

Washington 
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"MGIC mortgage insurance 
has made a substantial 

contribution to our business 

 

George McKeon heads one of the giant firms in the 
housing industry. McKeon Construction, Sacramento, 
Calif., has grown to well over $100 million in annual 
volume. His views on mortgage F 
insurance: 

"Our f i r m began using MGIC-
insured loans in 1970. We've had a 
s t r o n g demand for 95% conven
tional mortgages f rom our cu.stom-
ers; this financing is ideal for the 
price range of homes we build. 
Naturally, we prefer conventional 
financing over F H A . The financing 
for an entire condominium project 
can be processed and approved in 

City. S t a t e . Zip-

HH-1 ^Money 
trotection. 

M c r c 
P l e a s e send m e y o u r n e w b r o c h u r e on h i R h - r a t i o 
convent ional morticago f inanc inR. 
N;uiu- -

O r R a n i z a t i o n . 

. • \ i i i lress-

tiO (lays . . . compared to 10 or 11 months wi th F H A . 
"And, a builder can be much more imaginative —fur

nish the same shelter for less money—through the 
use of conventional financing. 

"The 95% conventional loan wi th 
p r i v a t e mor tgage insurance has 
made a substantial contribution to 
our business. We expect imagina
tive financing like this to become 
even more important in the future'.' 

M G I C i m a g i n a t i v e f inanc ing 
ideas can help you, too. Visi t the 
nearest MGIC-approved lender 
and ta lk i t over. Dial toll-free 800-
558-9900; in Wisconsin 800-242-9275. 

Mortgage Guaranty Insurance Corporat ion, MGIC Plaza, Mi lwaukee, VVI 53201 

See us at the Pacific Coast Builder's Conference, 
Fairmont Hotel, San Francisco, June 13-15. 17-71-73 

C I R C L E 23 O N R E A D E R S E R V I C E C A R D H & H l U N E 1973 23 



   
   

F o r d V a n s 
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 Econol ines. . .Amer
ica's No. 1 vans . . . really deliver. 
A c h o i c e of swing ing or s l id ing 
doors, for example . . . wh ichever 
m igh t fit 
your needs. 
Only Ford 
offers you 
both. The 
latest sl id
ing type rides on three tracks with 
true-center support . . . to give you 
smooth one-hand operation. 
Shor! overall length . . . shorter than 
other comparable vans . . . gets you 
t h r o u g h c i t y t ra f f i c e a s i e 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, oi l , bat
tery, voltage regulator 

and more, 
Payload ratings up to 4,250 lbs. give 
Econolines the capacity for your b ig
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. 
Avai labi l i ty may be subject to Environ
menta l Protect ion Agency cer t i f icat ion. 

FORD 
ECONOLINE 

VANS 
FORD DIVISION 
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New Raslode SkD-35 power 
drives nailing costs cJown fast 

A new weight-saving power source 
design with wafer piston maltes ttie 

SKO-35 the most powerful tool on the 
market, pound for pound. It drives 

nails home In hardest woods. 
And the 8KO-35 drives nine different 

nails, 6d to 16d—helps get the right 
nails used in the right places, and 
might just be the only nailing tool 
you'll need. Nails come in quick-
foading strips. Safety bottom trip 

is standard. 
The 8KO-35 has the nice balance and 

easy handling that minimize fatigue 
and improve work quality. It's fast 

enough to keep up with any operator. 
Add the rugged all-weather reliability 
that Paslode pioneered with the Gun-

Nailer^ and the 8K0 liecomes the first 
choice for saving time and money. 
There's a Paslode man near you to 

demonstrate the power and figure the 
savings. Let us send you his name. 
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Tom Bomar as Home Loan Board's chief—and not so free a rein for SSiLs 
It is appropriate, perhaps, that 
Thomas R. Bomar, the new 
chairman of the Federal F-lome 
Loan Board, is the shirt-sleeves-
executive type w i t h operating 
experience in nearly every phase 
of housing finance. For the next 
few years hold promise of much 
debate and great change w i t h i n 
the industry. And, as one HLRB 
off ic ia l puts i t : 

"We need an up-from-the-
ranks guy w i t h a feel not just for 
what should be, but for what is 
practical ih this indus t ry ." 

Such an image could he i m 
portant to the new chairman. 
Bomar's dynamic and ambi t ious 
predecessor, Preston M a r t i n , 
armed the industry w i t h a host 
of important new lending and 
deposit-gathering powers. And 
the M a r t i n years saw ground
work laid for debates that w i l l 
begin in earnest i n Congress this 
year over the fu ture structure of 
the savings-and-loan and home-
finance indListry. 

Go-slow warning . M a r t i n had 
been commissioner for the free
wheel ing Cal i fornia S<:kL in 
dustry, however, and after t ak ing 
over the HLBB, he led the way 
in to a whole series of controver
sies. 

There was, for example, his 
now-defunct Housing Opportu
n i ty Al lowance Program to sub
sidize middle-income families, 
wh ich generated c r i t i c i sm and a 
lawsuit but very l i t t l e industry 
support | N E W S , l u ly '72]. And 
M a r t i n angered congressmen by 
promot ing variable-rate mort
gages and moving to end a ten-
yearmorator ium on conversions 
of federally chartered mutuals, 
or saver-owned S&.Ls, to state-
chartered and stockholder-
owned status (see page 22/. Last 
fa l l , just before M a r t i n resigncti, 
Chairman Wright Patman of the 
House Banking and Currency 
Commit tee cr i t ic ized M a r t i n 
and the board for their "over
ly ambit ious adminis t ra t ive 
grabs." 

The ru l ing power. The reali ty 
that Bomar faces is that 
Congress, and the Si^<Ls' power
f u l lobbies, control the in 
dustry's grand design. For ex
ample, in supervising the lend
ing and investment activit ies of 
S&Ls, the board must operate 
f rom pages of exceedingly com
plex regulati(ms, most of the de
tail of w h i c h was created by leg
islation and not by administra-

Chairinanof Home Loan Bank Board, Tom Bomar, during recent nitcrvicw in his office. 

t ive ru le-making of the board. It 
was such legislation as the 
Housing Act of 1968 and the 
Emergency Home Finance Act of 

1970 that created Bomar's Fred
die Mac, or the Federal Home 
Lt)an Mortgage Corp., and i t was 
Freddie Mac that provided the 

Two Home Loan Board employees 
indicted in $200,000 bribe attempt 
A federal jury i n San Francisco 
has indicted t w o former em
ployees of the Home Loan Bank 
Board, the savings and loan regu
latory agency, on charges of 
conspiring to sol ic i t a 5200,000 
bribe f r o m Adolph C. Meyer |r., 
president of Fideli ty Savings &. 
Loan of nearby Oakland. 

Those indicted were jules L in -
dau, 35, Washington, D.C., an 
attorney-examiner w i t h the of
fice of the general counsel to the 
board, and Harris P. Wolfson, 26, 
an analyst w i t h the Home Loan 
Bank of San Francisco. 

The ind ic tmen t alleges that 
Wolfson met Meyer at Meyer's 
Oakland office March 28 and 
sought $200,000 to influence 
Lindau, w h o was, at the t ime, 
investigating Fideli ty 's financial 
holdings. 

Tip to the FBL A n assistant 
U.S. attorney, lohn Mi lano , said 
Lindau was look ing in to Fidel
i ty , a subsidiary of Fideli ty Fi
nancial Corp., to see if i t was 
comply ing w i t h regulations 
w h i c h prohibi t a financial orga
nizat ion f r o m acquir ing more 
than a 2S% interest i n a separate 
financial i n s t i t u t i on . 

M i l a n o said that pr ior l i t iga
t ion between the Home Loan 
Bank and Fideli ty Savings was 
settled i n 1970, when Fidelity 
agreed to divest itself of shares 
i n two savings and loan associa
tions i n Eureka and Sacramento. 

" I t h i n k I should add that 
Meyer reported the approach to 
h i m immedia te ly to the FBI and 
has cooperated w i t h the FBI i n 

the invest igat ion," Mi lano said. 
Resignations. Lindau was sus

pended f rom his job March 30 
and qu i t the next day, M i l a n o 
said. Wolfson had resigned 
shortly before the alleged inc i 
dent. 

In addition to the count charg
ing conspiracy, Lindau is 
charged w i t h sol ic i t ing a bribe 
and Wolfson w i t h aiding and 
abetting the sol ici tat ion. Each of 
the two counts carries a possible 
15-year prison sentence and a 
S600,000 fine. 

Lindau termed the affair "a 
farce" wh ich "was never taken 
seriously by m e " i n remarks to 
newsmen. He said he reported 
the alleged incident to M i l a n o 
before he knew an investigation 
was under way. He pleaded not 
gui l ty before Federal ludge Rob
ert H . Schnacke. 

Tr ia l for both was set for lu Iy 
21. — B O B Y E A G E R 

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

California educator 
named S&L regulator 

Edward H i l l Barker, dean of the 
school of business and social 
sciences at California Poly
technic State Univers i ty in San 
Luis Obispo, is California 's new 
savings and loan commissioner. 

Barker has just been appointed 
by Governor Ronald Reagan to 
succeed Michael F.B. MacBan o{ 
Los Angeles, who resigned 
March 1. 

take-off pad for Mar t in ' s innova
t ive regime. 

St i l l , Bomar w i l l have the 
leader's role to play. He is con
cerned not only about the inter
ests of the savings ins t i tu t ions 
themselves but of savers and of 
the homebui l i l i i ig industry. His 
chief concern, as was that of his 
predecessors i n recent years, is 
the need for c o n t i n u i t y in the 
f low of funds in to housing—a 
f low unbroken by periods i n 
wh ich there is first a glut of 
money and then scarcity. 

"The periodic start-up and 
s h u t d o w n in housing is not fair 
to the savings and loans, it 's not 
fair to the builders and it 's not 
fair to the publ ic ," says Bomar. 

S & L industry goals. It is too 
early to say, of course, just where 
Bomar w i l l come down on such 
schemes as those proposed in 
December 19^1 by the Hun t 
Commiss ion—the President's 
Commiss ion on Financial 
Structure and Regulation—to 
empower S&Ls to make con
sumer loans and offer third-party 
payment service, a k i n d of 
check ingaccoun t |NEWS , I an . '72 
et seq.]. A n a i lminis t ra t ion b i l l , 
based on the H u m report, is ex
pected to be introduced shortly. 

The industry, whi le it wants 
author i ty to oiler new scrvie i s in 
compet i t ion w i t h commercial 
banks, does not wan t to give up 
the tax advantages i t now enjoys. 
Nor does i t want any tampering 
w i t h the interest rate regulations 
that a l low S&Ls topay ' />% more 
interest than banks on passbook 
savings. 

Bomar w i l l continue some of 
Mar t in ' s policies, of course. He 
favors more mergers among 
smaller SikLs, and he w i l l en
courage statewide branching of 
exis t ing ins t i tu t ions where per
missible. He w i l l continue to de
centralize much of the hank 
board's operations. For example, 
he wants the board's research 
directed toward what econo
mists call small area analysis— 
the development of business and 
economic data on regions or 
InL.il communi t ies . And he be
lieves, as d id Mar t i n , that the 
periodic examinations of the 
books of federally insured S^\Ls 
can be improved to provide early 
warnings of problem associa
tions. 

— H E X T E R H U T C H I N S 

M c G r a w - H i l l Wculd News, 
Washington 
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Caradco C-lOO' 
T H E P E R F O R M A N C E 

W I N D O W R \ C K A G E 
AT T H E 

I G H T PRICE  

Before C-100'came along 
windows could be a pain. Like 
having to cl imb ladders or not 

being airt ight. OurC-100'did 
away with such nonsense. 
The sash lifts out for easy 

inside cleaning, then snaps 
back weathertight. What 

keeps it t ight is something 
you get only from 

Caradco: stainless steel 
weatherstripping with proven 
trouble-free performance. So 

you can forget call-backs, 
enjoy reduced on-site labor 

costs. Factory treated and 
primed, too. It looks great. And 

it's a complete p a c k a g e -
gri l les, storm panels and 

screens. Now the clincher: 
C-1 OO'carries a competitive 

price. No wonder so many 
builders are switching to 

Caradco. 

Caradco 
WindbwandDooi^iv js^ 

Main Plant, Dubuque, Iowa 52001 Eastern Assembly Plant, Halnesport, New Jersey Ohio Assembly Plant, Columbus. Ohio 
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Kohler celebrates 
its 100th birthday 
with pretty and 
practical sinks. 

Now you can offer great 
color variety in tfie kitchen 
as well as in the bath. Kohler 
gives you 12 attractive colors, 
many convenient styles. 
Enameled cast iron means long 
life—acid-resisting—less 
disposer vibration. Self-rimming 
feature means easier installation. 

Top: Trieste (43" x 22") sinl< 
in Tiger L i ly . Large twin basins 
and ample waste-disposal 
basin. Wi th Kohler's new 
Centura single-control faucet. 

Bottom left: Lakcficid 
(33" X 22") in Avocado. Has 
big dishwashing basin, waste-
disposal compartment. Shown 
with Kohler's Flair faucets. 

Bottom center: The Swinger 
spray-coritrol device. Fits most 
kitchen spouts. It aerates, 
swivels, and rinses sinks clean. 

Bottom right: The Urbanite 
(25" X 22") in Harvest Go ld . 
Spacious dishwashing basin and 
waste-disposal compartment. 
Compact enough for the 
smallest of kitchens. With 
Kohler's Alterna faucets. 

For more kitchen ideas, and 
other great sales-appeal designs, 
write Box DU, Kohler Co., 

53044'. ""'lOllfR 

100 
BOLD 
CiMFTSMEN 
SINCE 1873 
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l i lS ihe >^al thing. 

AbsoluteW wthing-





Textured 
plywood 

T h e one all the others 
are trying to be. 

American Plywood Association 
Dept. H-063 
Tacoma, Washington 98401 

You don't have to convince me about plywood's 
beauty. But what I could use is some new information 
on: 1. How to save up to 40% on siding-sheathing 
costs. 2. Plywood siding applications, including APA" 
single wall. 3. Two dozen good ideas on siding and 
paneling. Please send a free copy of Plywood tor 
Siding and Ideas for Textured Plywood. 

Name 

A d d r e s s 

City 

State -Zip 
(USA orl,) 

AMERICAN PLYWOOD ASSOCIATION 

Is landia townhouses, A lameda , California / F isher-Fr iedman Assoc ia tes , 
Architects / Braddock and Logan. Contractor 

J - r _ J 
One ol a series presented by members of the American Wood Council. 
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What Mgidaire appliances can say 
about ifour caulMngp your joistSp 
i|our gyp board and i|our studs. 

Just how do you convince home buyers of the 
painstaking craftsmanship that s gone into the finished 
home you re showing them? One excellent way is to 
show them the Frigidaire appliances you ve built into the 
kitchen. Unlike many of the other fine components 
you ve put into your home. Frigidaire appliances, with 
their 54 year reputation for quality and dependability, 
remain as visible proof that you ve built a home without 
compromising on matenals or construction. 

YourFrigidaireBuilder-Jobberiswaiting with the 
full details on Frigidaire s full line of major mmmm 
appliances. Appliances with the work-saving con- C l - 3 
veniences that todays home buyers are after, P a l 
appliances with the reputation for quality that i ^ ^ ' ^ ^ c f i 

are backed by the Frigidaire 5-Year Nationwide 
Protection Plan. 

There s another advantage Fhgidaire Builder-
Jobbers offer. These men are not factory reps, but local 
independent businessmen like yourself. They can offer 
on-site coordination of appliances and other building 
supplies. And. since they live and work in your 
community, they can give your order direct, personalized 
attention and continue to do so until installation 
is completed. 

Discover just how easy it can be to add 
Frigidaire s reputation for quality to your own. 

I i i i l Then tell your buyers you're a builder who builds 
them r ight . . . with Frigidaire in your kitchens. 

Eyeriy refrigerator is not a Rrigidaire. 
Everii nrigidaire is not a refrigerator. 
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U.S. Home loses its head—Bob Winnerman quits over policy differences 
The management team that 
pyramided three small local 
building companies into the na
tion's largest homebuilder in 
)ust four years has split apart be-
causeof "a divergence of opinion 
over the philosophy of the com
pany." 

Robert H. Winnerman re
signed as chairman and chief ex
ecutive of U.S. Home and sold 
his stock to Charles Rutenherg, 
the president and chief operating 
officer, and seven other company 
officials. Rutenherg later as
sumed the additional post of 
chairman. 

Different styles. Neither Win
nerman nor Rutenherg would 
describe the divergence of opin
ion that led to the split. But the 
wide divergence in their style 
and out look is (obvious even from 
the way each expresses the same 
thing. 

For example, in discussing 
Winnerman's leaving, which 
both insist had been planned 
from the time the company 
started, Rutenherg recalls: 

"Bob made speeches saying he 
was going to build the biggest 
buiiiling company within five 
years and then retire, until one 
day I just forced him to stop. 
Talk like that doesn't inspire 
other people to work very hard. 
And even though it's long-range, 
it makes you a lame duck. But 
he never stopped intending to 
retire." 

Winnerman, on the other 
hand, laughingly draws an anal
ogy: 

"Anarchitect designsa master 
plan and comes up with some
thing real beautiful. It may be 
pooh poohed, but there are cer
tain people who can make i t 
happen. That combination oc
curred in U.S. Home, and it did 
happen. It happened beautifully. 
At this point the architect is no 
longer needed. And what he 

The Executive Suite of 

the Top of the World 
IneomporabU 5000 iquare fee* EUgonily op-
pointed. Uniquely decoroted. Mognificenily i iy i rd 
chief execufive'i office. 40-fooi boordroom lo-
coted oiop New York City s mo^l preitigioui 
building eomplejc. 

Coll David A Luhn*n at (BI3| 536-1924 or (312) 
757-5500. 

u s H o m e 

 

Happier times found U.S. Home's Charl ie Rutenherg and Boh Winnerman in this pose. 
Said Wmncrman after the breakup: 'At this point the architect is no hinger needed." 

Winnerman's office was advertised hke 
this in The Wall Street Journal. 

wants to do is go on and create 
more masterpieces." 

Friction. There was bound to 
be friction between two men 
with such basically different ap
proaches, and both admit to hav
ing had "lots of good argu 
ments." 

One source of trouble was 
their attitude toward regional 
management. Winnerman says: 

" I think the reins ought to be 
tiuite loose and the only time 
they should be tightened is when 
the region is not doing the job 
that's planned." 

"We both agree that if you 
have good management you 
leave it alone," says Rutenherg. 
"But it's my responsibility as the 
operatingofficer of this company 
to look at the specific parts of the 
operation as well as the whole, 
which is how a chairman tends 
to look at i t . " 

Thus, when Rutenherg wor
ried that a division was taking 
too long to build or sell its 
houses, Winnerman would say: 

"Don't worry. They're doing 
well. They're budgeted to make 
SX and they're making $X plus 
20%." 

"When you're operationally 
oriented," says Rutenherg, "you 
tend to say, 'Yes, I know we're 
ahead, but these things aren't 
right. Let's get them up to stand

ard to make sure that next year, 
when things might be a little 
tougher, we'll make that $X plus 
20% again.'" 

Still, most of the regional 
managers were once entre
preneurs who started the com
panies that later became U.S. 
Home divisions, and they are not 
always grateful for close super
vision from the head office. For 
example, the three top officers of 
U.S. Home of Texas, formerly 
Nt^rwood Homes, recently quit 
because they "didn't fit." Win 

nerman would not comment on 
whether this incident had con
tributed to his decision to leave, 
and repeated efforts to reach the 
three—Charles Monaco, who 
had been president of the subsid
iary, its chairman, Guy Odom; 
and its controller, George Mat
ters—proved unavailing. 

Chicago debacle. The Winner-
man-Rutenbcrg break-up oc
curred just as U.S. Home discov
ered it had made a costly mistake 
by acquiring 3H Building Corp. 
of Chicago for S2,S,000 shares of 
stock worth S1.S..S mill ion. A 
routine post-acquisition reaudit 
brought to light problems that 
would turn 3H'santicipated SI.2 
million contribution to U.S. 
Home's profits into a S3 million 
to $4 million extraordinary 
loss." This led to rumors that 
the split had occurred because 
Winnerman had opposed the 
purchase while Rutenherg had 
favored it . 

Both deny this, and Winner-
man brushes off the whole sub
ject by saying: 

"To make a mistake or so in 
17 or 18 acquisitions is a very 
small thing." 

At the same time both men 
agree that the company's acqui
sition program is now winding 
down. 

"We're not looking for new 
markets in 1973," says Ruten
herg. "Our plan now is to achieve 
greater market penetration." 

And Winnerman adds: 
"The company needs to con

solidate so that it has a real firm 

•U.S . Home is trymRto rescind theacqui 
sition.lt has refused to exchange its shares 
lor the .?H shares suhmittedhy former W 
officers and directors, and it has filed suit 
in Chicago federal court charging the 
former .?H officials with fraud and viola
tions of the securities laws. T h e company 
is asking that the merger he set aside and 
is claiming SIK mill ion in damages 

base and a good liquid position 
before it goes on to the next pla 
teau." 

Growth. Whether you view it 
from thechairman'sofficeon the 
67th floor of a New York sky
scraper or the president's office 
in the corporate headquarters at 
Clearwater, Fla. makes a dif 
fere nee in your perspective 
about the company, says Ruten
herg. He feels that because Win
nerman was removed from the 
day-to-day operations, his 
thinking was "totally number-
oriented." 

For example, says Rutenherg: 
"Boh Winnerman would say, 

'Let's see if we can be a company 
of such-and-such a size by a cer
tain year.' Then we'd crank up 
the operations and shoot for 
those numbers. We always made 
them." 

Rutenherg, on the other hand, 
thinks growth should come from 
developing the company's re
sources—capital, management, 
land and specialized know-how 
in marketing, production tech
niques, controls. 

"Rather than saying that we 
should build the company to a 
certain pt)int at a certain time, 
I feel that if we have the best 
resources and use them to their 
fullest, the energy that we crank 
into them wi l l build the size of 
the company," he says. 

But he admits: 
" I f I had been removed from 

the operations I probably would 
have seen the business in about 
the same light as Bob Winner-
man did." 

Future. The company is clos
ing its New York office and con
solidating its operatums in 
Clearwater. 

And an ebullient Winnerman 
is planning a long trip to the 
Orient and northern Europe for 
the summer and two new proj
ects—one business and one hu
manitarian—which he won't be 
able to talk about until fall. 

" I feel like there's a tremen
dous load off me at this point, and 
I feel I've done the company and 
myself a service by making the 
move ten months earlier than I 
had originally planned," he says. 

And he adds: 
"I 'm really happy. How often 

does a busy guy get an opportu
nity in a hectic business career 
to take out six months to see the 
world?" 

— N A T A L I E G E R A R D I 
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Giant trouble for a housing giant: U.S. Financial trips over its books 

A new management is struggling 
to extricate one of the nation's 
top ten homebuilders, U.S. Fi
nancial of San Diego, Calif., from 
a morass of accounting and SEC 
problems. 

The company, one of those 
mentioned in Abraham BriIof?'s 
1971 expose of the industry's ac
counting practices, has already 
halted between ten and 20 of its 
100 or so land development and 
constructiop projects and dis
missed 300 employees. And in 
recent months it has admitted to 
some cash problems in meeting 
interest payments on its out
standing debt. 

SEC dispute. The trouble 
began last October, when the 
SEC questioned the company's 
accounting treatment of profit 
from the sale of nine mobile-
home parks. U.S. Financial had 
sold the parks to Coastal Land 
Corp. in December 1971 for S1.9 
million in cash and $17.3 million 
in notes. Thus, when the com
pany included a Sl.S million 
profit from the sale in its 1971 
earnings, the SEC contended 
that such profit should be amor
tized over the 26-year life of the 
notes. 

This meant that the com
pany's reported 1971 net income 
of $6 million or $1.38 a share 
(down from 1970's $6.5 million 
or $1.58 a share) would fall to 
$4.5 mill ion or $1.07 a share. 

The dispute led the New York 
Stock Exchange to halt trading in 
USF stock on October 13. It was 
resumed a few weeks later after 
the company issued a clarifying 
statement. 

Maneuvering. Meanwhile pla
toons of auditors were poring 
over U.S. Financial's books. Far 
from clarification, what they 
found opened up a Pandora's box 
of complication. 

On November 27 the company 
itself asked for a trading halt in 
its stock pending a "further re
view" of transactions affecting 
1971 earnings. (That halt was 
still in effect in mid-May.) 

Simultaneously, Robert H. 
Walter, the USF chairman and 
chief executive officer, resigned. 
He was succeeded by Dirk C. 
Kok Jr., a founder and former 
chairman of the company, who 
agreed to serve on an interim 
basis. 

The Wall Street Journal re
vealed that Walter had in effect 
pledged 80,000 of his personal 

shares of USF common as a 
guaranty for a $ 1.9 million bank 
loan to Coastal Land. Coastal 
then paid the $ 1.9 m illion in cash 
for U.S. Financial's mobile home 
parks. 

DeniaL Walters denies that 
the deals are related. "The loan 
in question was a personal loan 
tothe buyer of some commercial 
land in Santa Clara county and 
had nothing to do with the 
Coastal Land deal," he says. 

Flowever, the lournal also re
vealed that while the SEC 
dispute was going on, Walter had 
loaned $2 million to a company 
that then applied the cash 
toward the purchase of fore
closed property from Conti
nental Illinois Realty, a real es
tate investment trust. That same 
date Continental Illinois loaned 
Coastal Land $7 million, which 
promptly went to pay off the bal
ance due on the notes it had given 
U.S. Financial for the parks. 

This maneuver made it possi
ble for U.S. Financial to record 
profit from the sale in 1972, 
rather than amortizing it over 26 
years as the SEC had demanded. 

More departures. Still unex
plained is the departure on 
March 5 of lohn B. Halverson, 
U.S. Financial's president and 
chief operating officer. 

A few days earlier Robert S. 
Walter, a senior vice president 
and the son of the former chair
man, had also resigned his post. 

In mid-March, E. T. Gravette 
|r., the former president of Palo-
mar Financial, was named to 
head USF. He assumed the titles 
of chairman of the board, chief 
executive officer and president. 

Dirk Kok became chairman 
emeritus of the board and a con

sultant to the company. 
Gravette faces the tough job of 

putting the company back on its 
feet. He succeeded in raising the 
Sl . l million annual interest 
payment on an $11.3 mill ion 
Eurobond issue just hours before 
thecompany would have been in 
default. However, USF admits to 
having a "cash problem." 

Still, U.S. Financial expects 
that its audits wi l l be completed 
"eminently" and that trading in 
its stock wil l resume after the 
SEC reviews the new financial 
statements. 

Repercussions.Thesooner the 
better, say industry sources, who 
shudder as new details come to 
light. 

"What bothers me," says an 
executive of a large California 
homebuilder, "is that tjie U.S. 
Financial situation reflects on 
the entire industry. I hope that 
some sensible uniform formula 
for accounting wil l result. I don't 
think you can have extreme 
conservatism and extreme l i 
beralism in accounting operat
ing together in the real estate 
industry." 

feint ventures. U.S. Financial 
prides itself on "industrializing 
the shelter market," combining 
the functions of builder, lender 
and marketer. Building projects 
were carried out by wholly 
owned subsidiaries and, often, 
through joint ventures. 

It was the way income was 
reported from joint venture 
operations that led to the com
pany's hassle with Briloff over 
accounting procedures. How
ever in 1971, after several 
switches of auditor—apparently 
in search of a liberal one—USF 
finally stopped booking fees 

City Investing seeks 100% of Gen. Development 
City Investing Co. of New York, 
which already owns 48% of 
General Development Corp., the 
Miami land developer, has of
fered to buy the remaining 52%. 

The purchase is subject to ap
proval by directors of both com
panies and by the shareholders of 
General Development. 

City Investing would ex
change the $12 face value of a 
new issue of 8'/4% subordinated 
debentures for each of the 5.2 
million shares of General Devel
opment, for a total purchase 
price of approximately $63 mil
lion. 

The proposed purchase is part 
of a new policy of owning all or 
nothing. Last fall City Investing 
bought out the 46",. of Guerdon 
Industries, the mobile-home 
manufacturer, that had been 
publicly held. 

People 
DIED: N I E L S I . S C H U L T Z , who 
used his stake from the Alaska 
gold rush of 1909 to start a 
homebuilding business that 
prospered for 60 years in the San 
Francisco area, at home in the 
Greenbrae suburb that he had 
helped to develop. He was 85. 

from services to joint ventures 
when they were received and 
changed to a policy of deferring 
all profits, fees and interest until 
a joint venture was completed 
and sold. 

A southern California home-
builder, Marvin Johnson of the 
M. B. Johnson Development Co. 
in Buena Park, describes how 
these joint ventures worked: 

"Normally our company 
would get bank financing to 
build 500 or 600 units a year. But 
joint ventures wi th U.S. Finan
cial would bring us up to 800 or 
1,000 units. 

"USF would draw against its 
line of credit and charge us about 
1 or l ' /2 points more than we 
would normally obtain from our 
own bank and an interest rate 
around ' / 2 % to %% more than 
we would pay for a normal con
struction loan. 

"The arrangement is mutually 
satisfactory because USF makes 
a li t t le money on the financing 
as well as participating in profits 
from the project, and we get an 
opportunity to build additional 
units." 

(For one California builder-
developer's law suit against 
U.S. Financial Corp., see story 
on page 8.} 

The issue. Robert Walter, who 
presided over USF's speedy rise 
from income of $447,000 on 
sales of $40.5 mill ion in 1967 to 
a net of over $4 million on sales 
of $180 million in 1971, is now 
running R. H . Walter Inc., a San 
Diego real estate and con
struction company he started in 
1966 but kept inactive during his 
tenure at USF. 

Walter claims that the main 
issue in the case is that the SEC 
has a quarrel wi th the account
ing profession over inconsis
tency in accounting procedures. 

As a result, he says, "the 
homebuilding industry is get
ting hit with some tough ac
counting rules that are being 
made retroactive." 

But a California homebuilder 
who has known Walter for a 
number of years says: 

"He's an exceptionally smart 
man. But he's also an entre
preneur. 

"The main problem is that the 
people at U.S. Financial have 
tried to move too fast and have 
not obeyed the simple rule that 
to grow fast you have to keep 
your house in order." 
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Bewitching 
windows 

get to you 

If the windows you want aren't in stock, how long will it 
take to get them from the factory? Say you're building houses 

with casement windows and 5-wide bows, all insulated glass, 
with drip caps and aluminum flashing. You also want them 

pre-finished, walnut inside, white outside. Three months? 
Six weeks? No. Your Wiarvin dealer phones the order to the 

distributor, who includes them in his weekly order to 
the factory. In 10 days or less, the windows are on the 

way. Write for our catalog and see the hundreds of fine 
wood windows you can get in a few weeks. Marvin Windows, 

Warroad, fvlinn. 56763. Phone: 218-386-1430. 

INDOWS 
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Pre-packaged Trintessa gives you 
less to install, more to sell. 

H e r e ' s t h e p a c k a g e : F o r m i c a * b r a n d l a m i n a t e d w a l l s ; l i g h t w e i g h t , 

s t r o n g M o l d e d - S t o n e * b a s e ( w i t h f a c t o r y - i n s t a l l e d l e a k p r o o f d r a i n ) ; s n a p - i n 

c o r n e r m o l d i n g s . O n e m a n c a n g e t I t a l l t o g e t h e r q u i c k l y a n d p r o f i t a b l y . 

N e i t h e r y o u , n o r y o u r c u s t o m e r s w i l l h a v e t o m e s s w i t h t i l e o r m o r t a r . 

Y o u c a n o f f e r f o u r c o l o r c o m b i n a t i o n s a n d t w o s i z e s . B o t h n o n - p o r o u s 

M o l d e d - S t o n e ® b a s e a n d s m o o t h , s e a m l e s s w a l l s w i p e c l e a n w i t h a d a m p c l o t h 

t o s t a y n e w l o o k i n g f o r y e a r s . 

L e a r n m o r e a b o u t t h e p r o f i t o p p o r t u n i t i e s t h a t c a n b e y o u r s w i t h 

T r i n t e s s a ® s h o w e r u n i t s . C o n t a c t y o u r F i a t r e p r e s e n t a t i v e o r w r i t e D e p t . H H - 6 

© 1973 F o r m i c a C o r p o r a t i o n . C i n c i n n a t i , O h i o 45202 • s u b s i d i a r y of 

Shower wal ls: C lass ic C r e m o Marble. 401 

Q U A L I T Y B Y D E S I G N 

( f iat) 
F O R M I C A C O R P O R A T I O N 
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It's GAP Stratallte^ Thatch Siding. 
And if you're looking for one good 
reason to use it instead of wood, we'll 
give you four. 

In today's market, the price of 
wood keeps fluctuating. (The price 
of Stratalite doesn't.) 

Due to the wood shortage, there's 
great uncertainty about delivery of 
wood. (With Stratalite, there isn't.) 

Although Stratalite Mineral Piber 
Siding has the beautiful appearance 
of wood, it doesn't have to be painted, 
won't rot, shrink, curl, split and can 
be put up with the same carpenter's 
tools as wood. (It's also fire-resistant 
and termite-proof.) 

One more thing: there's a 20-year 
warranty against manufacturing 
defects. 

For more information about how 
to get all the advantages of wood 
without all the uncertainties, call your 
GAP Building Products Distributor, 
or write: GAP Corporation, Building 
Products Division, Dept. HH-63, 

140 West 51 St., N.Y., 
N.Y. 10020. 

Stratalite 
T H A T C H S I D I N G 
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NEWS/FINANCE 

Building stocks down sharply—with Kaufman 8i Broad leading the way 
Wall Street's warning on hous
ing stocks has always been: 
When K&B starts down, watch 
out below! 

The big bellwether of the 
builders was down 5% to 26 in 
April. It lost 2% in one day's 
trading after President Gene Ro-
senfeld told the annual meeting 
that share earnings would rise 
only 20% a year in the next five 
years instead of 45%, as they did 
during the last five years. 

Then Abraham Briloff, the 
accounting specialist, criticized 
K&.B's earnings statement in a 
Barron's article on May 14. The 
stock was suspended from trad
ing on the Big Board for a ful l 
day, and it plunged to 14'/2 four 
days later. 

H O U S E & . H O M E ' S index of 25 
housing stocks fell to 305.44 
from 362.07 in April. Here's 
the composite graph. 

305.44 

auaeFgiL'gjcp?AHmu;vtvtg-«oo 

Here's how the five companies 
in each group performed. 

May '72 Apr.'73 May "73 

Builders 515 323 274 
Land develop. 614 220 180 
Mortgage cos. 1,063 1,159 985 
Mobile homes 1,775 675 525 
S&Ls 198 149 132 

May 1 Chng 
BKJ; Prev 

Company Close Month 

B U I L D I N G 
Alodex 2V« - 1H 
AVCO Community Devt • 2V4 
American Coni Homes' 5V» - H 
American Housing Systems 3 
American Urban Corp 3W '-'"v. 
Bramalea Cons (Can) 5% - % 
Building Systems Inc I K - H 
Capital [>vers. (Can.)* .65 01 
•Centex Corp' tt - 4 
Cenvill Communities'' - \Vi 
Cheezem Dev Corp 3% - Vi 
Christiana Cos" Z'M + H 
Cons BWg (Can.)« 295 - .05 
Dev Cofp Amer' 14»4 - 6 
Dev. Int Corp 1 
Edwards Indus '.""i^ 
First Builders Bancorp. . 
First Hartford Corp 

21A -First Builders Bancorp. . 
First Hartford Corp 4 - H 
FPA Cofp 8U - H 
Frouge Corp 5 - Vt 
General Builders" 2 - H 
Gil Development Vi + 

Company 

Hallcrall Homes 
Hotlman Rosner Corp 
Homewood Cofp 
Hunt Building Corp 
•Kaufman i Broad' 
Key Co' 
Leadership Housing 

(includes Behnng Corp) 
Leisure Technology' 
Lennar Corp'' 
McCarthy Co " 
McKeon Const'' 
H Miller & Sons* 
MitcheH Energy* Dev" 
National Environment 

(Sproul Homes) 
L. 8 Nelson Corp' 
New America Ind 
Oriole Homes Corp" 
Pre! Corp' 
Presidential Really' 
Presley Development" 
Pulle Home Corp." 
F D Rich Housing Corp • 
Robmo-Ladd Co.' 
Rossmoor Corp" 
•Ryan Homes" 
Ryland Group 
Shape" Industries' 
Shelter Corp ol America 
Standard Paolic' 
Universal House i Devel" 
• U S Rnancal"" 
• U S Home Corp' 
Valley Forge Corp 
Washington Homes 
Del E Webb' 
Western Orbs' 
Westchester Corp 

S A V I N G S & L O A N A S S N S . 

Miy 1 Chng 
Bid/ Prev 

Close Month 

4'/* 
4 

i m 
4H 

- Vi 
- IVt 

26 - 5*1 
4 - m 
4% - H 

8H - Vl 
9V, - 3 
3% - V, 
3 ^ - V, 
evt 

- 4V, 
2'A + IVk 

7V, - H i 
AV, - i 

12V4 - 2V* 
6V4 - IVi 

12U 
6H " H 

- % 
2V, - Vi 
8'/i - Vi 
6Mi 

I T l i 
- 1 

lOVj + % 
- 5V4 

14V4 - V, 
2V, 
2Vi 
3Vj + tVi 

26^ 
m - 2H 
6V« 
3V4 

4 VI 
- IVi 

5% - V* 
- H 
- \V, 

Amencan F n Corp 
CaM Fm.' 
Empire Fin" 
•Far West Fin' 
Fin Corp ol Santa Barb ' 
•Fin. Fed.' 
•First Charter Fm.' 
First Lincoln Fm 
First S&L Shares' 
First Surety 

13H 
4Vi 
9V4 
8V4 

tevi 
14 
17% 
3V, 

15'/i 
4 

Firsl West Fin 2 
Gibraltar Fm' '8V» 
•Great West Fm' 19H 
Hawthorne Fin 9 
•Imperial Corp' iW4 
Trans-Coast Inv 4' i 
Trans World Fm 8V4 
Union Fn'* 'H4 
United Fm Cal ' 10 
WescoFin' '^W 

M O R T G A G I N G 

Charier Co.' ' 8 H 
CMI Investment Corp' 31H 
•Colwel' 2 1 * 
Com Illinois Realty' 18'/» 
Excel Investment" 14 
Fed Nai Mtg Assn.' 14% 
Financial Resources Gp 2H 

(Globe Mortgage) 
First Mtg Ins Co 19 
•lomas & Net Fm' 11̂ 4 
•MGIC Inv Corp' 59 
Midwestern Fin ' 15V* 
Mtg Associates KVi 
Palomar F»i ' «*4 
So Cal Mon 4 Loan Corp 3',i 
UPl Corp' 2'/i 

(United Imp i Inv.) 

M O R T G A G E INV. T R U S T S 

Alison Mq' 28V4 
American Century" 2OV4 
Arlen Property Invest 15 
AticoMtg' 19*« 
Baird & Warner IBTi 
Bank AmerKa Rlty 27'. 4 
Barnett MTG Tr' 27V4 
Benetoal Standard Mfg' 23'i 
BT Mori Investors" 29Vi 
Cameron Brown' 28*4 
Capitol Mortgage SBI 24»4 
Chase Manhattan 55*i 
CI Mortgage group' 21W 
Citizens Mtg' 17V4 
Citizens & So Rlty ' 35H 
Cleve Trust Rlty Investors 20H 
Colwell MIg Trust ' 29S 
Conn. General' 24h 
•Cont Mtg Investors' lOVi 
Cousins Mtg. 4 Eq Inv,' 26*4 
Diversified Mtg Inv' 25H 
Equitable Life' 26^i 
FKjeIco Growth Inv' 36'« 
FKJelity Mtg" 31*(i 
First Memphis Realty 21*4 
•First Mtg Investors' 19«i 
First ol Denver' 21 
First Pennsytvania' 24 
FtanWm Realty' BVi 
Fraser Mtg 20 
Galbreath Mtg 26V4 

1*i 
7i 

1'̂  
2*i 
2H 

Vi 
2*i 

IVi 
2*i 
1H 
IVi 
V4 
Vi 

- r/, 
-HV, 
* sv, 
- 1H 
- 3Vj 
+ H 
- Vi 

- 1'. 
- H4 
-12'/i 
- 1H 
- m 
- Vi 
- Vi 
+ Vi 

+ H 
+ Vi 
- 1 
- 1 
- Vi 
- 2Vi 
+ H 
- V, 
- Vi 
- 1V4 
- Vi 
+ 1 
- Vi 
+ Vi 
- IVi 
+ 114 
- Vi 
- IVi 
- '4 
- Vi 
- Vi 
+ H 
- V» 
- 1H 
+ iy4 
- 2 
- IVi 
- Vi 
+ "vi 
- '/i 

May 1 
Bid/ 

Company Close 

GoukJ Investors 9'4 
Great Amer Mtg Inv 34V4 
GuardanMtg' 39Vi 
Gulf Mtg 4 Rlty' 181* 
HamiBon Inv ITVi 
Heitman Mtg Investors' 13V4 
Hubbard R E InvestrDents' 20 
ICM Realty''' 20'-» 
Larwin Mtg' 26% 
Lincoln Mtg 8 
Mass Mutual Mtg 4 Realty 22 
Median Mtg Investors 12V? 
Mony Mtg Inv.' 12Vi 
Mortgage Tnjsl of Amer' 19V4 
Natcnal Mortgage Fund 14 
North Amer Mtg Inv' 28Vi 
Northwest Mut Life Mtg 

4 Rlty.' 23V4 
PNB Mtg 4 Rlty Investors' 22V» 
Palomar Mtg Inv" 15'-* 
Penn R E. Inv. T r ' 12Vi 
Properly Capital' 20V4 
Realty Income T r ' 13*4 
RepuWc Mtg" ITVi 
B F Saul. R E I T 18Vi 
Security Mtg Investors' 9 
Stadium Realty Tr 7V4 
Slate Mutual SBI' 24Vi 
Sutro Mtg' I6V4 
Unionamerica MIg 4 Eq" 23*4 
U S ReaJty Inv" 15Vi 
Wacfwvia Really Inc' 24 
Wells Fargo Mfg- 22Vi 

LAND D E V E L O P E R S 

All-State Properties \ 
Amencan Land 05 
•AMREP Corp- m 
ArvxJa Corp 10'/i 
Atlantic Imp.' 4Vi 
Canaveral I n t 2 ' / i 
Cavanagh Communities' 3Vi 
Crawford Corp SVi 
•OellonaCorp' m 
Disc Inc 2Vi 
Fairfield Communities 1?i 
•Gen Development 9Vi 
Getty Fmancial Corp 41i 

(Don the Beachcomber) 
•Holly Corp" IV4 
Horizon Corp' 8 
Landmark Land Co" 2Vi 

(GJf State Landl 
Land Resources 21% 
Maior Really 
•McCuHochCW' 7H 
Southern Rlty 4 Util' 5V« 

M O B I L E H O M E S & M O D U L E S 
•Champion Home BkJrs" 614 
•Commodore Corp.' 4Vi 
Conchemco" IIVB 
De Rose Industries" 3V« 
•Fleetwood' 9H 
Golden West MoMe Homes 614 
Moamco Corp' 4Vi 

(formerly Mob4 Amencana) 
Mobile Home Ind" 914 
Monarch Inc 2Vi 
•Redman Ind' .. 11 
Repubfcc Housmg Corp 5Vt 
Rex-Noreco' IH 
•Skylme' 14H 
Town 4 Country Mobile" 4Vi 
Triangle Mobile 3 
Zimmer Homes' 4*4 

Albee Homes V4 
ASM Ind (Formerly AABCO) *i 
Brigadier Ind. 3^* 
Environmental Communities 2\i 
Hodgson House 2Vii 
Liberty Homes 3>i 
Lmdal Cedar Homes 6''4 
Modular Dynamics V4 
Nabonwide Homes' 8 h 
Shelter Resources' 8V4 
Swifl ktdustnes . . % 

D I V E R S I F I E D C O M P A N I E S 
Amer Cyanamid' 26 
Amer Standard 10V* 

(Wm Lyon) 
Arlen Realty 4 Develop' . 6Vi 
AVCO Corp - 10'4 
Bethlehem Steel' 29*i 
Boise Cascade' 10*4 
Bmkling 4 Land Tecti 8V4 
CNA Financial (Larwin)' 14Vt 
Castle 4 Cooke 13V| 

(Oceanic Prop) 
CBS (Klingbeilr 37Vi 
Champion Int Corp.' 17Vi 

(US Plywood-Champion) 
Christiana Securities 165 
Citizens FmanciaP 6 
City Investing' l l V i 

(Sterling ForestI 
Corning Glass' 104 
Cousins Properties 2OV4 
Davos Inc 1V4 
Dreyfus Corp.' lOVi 

(Bert Smokier) 

Chng 
Prev 
Month 

+ '4 
- Vi 
- 2V« 
+ H 
- VI 
+ Vi 
-̂  V4 
- Vi 
- V4 
- IVi 
- 2V4 
+ V| 

V4 
- 1H 
+ Vi 

Vi 

* Vi 
- '-i 
-1̂  y4 
+ Vi 
+ V, 
- IVi 
- V4 
+ Vi 
- 1V4 

- Vi 
- IVi 
- * i 

- V4 
- 01 
- 2 
+ V4 
- Vi 
- Vi 
- H 

- 4-4 
- Vi 
- V4 
- V4 

1*4 
Vi 

2V4 
V4 

- 2 
- 1H 
- Vi 
- Ml 
- 4Vi 
- Vi 
- 2V4 

- IVi 
" Vi 
- 1*4 
- Vi 
- v« 
- 254 

14 
IVi 

- 214 

'r V4 
- 1H 
- V4 

- V4 
- V4 

- ?4 
- 1V4 
+ H 
+ iy4 
+ Vi 
-I- Vi 
- V4 

+ '/i 
•r Vi 

• 5 
- Vi 
- H 

-t- 3 
- 2V4 
t % 
- % 

May 1 Chng 
Bid/ Prev 

Company Ctose Month 

Environmental Systems . 614 - * i 
Evans Products' 16Vi - V4 
Ferro Corp."" 37*4 + IVi 
First Gan Resources 1 
Fischback 4 Moore' 43*» -tO'4 
Forest City Enl.' 8*4 - V4 
Flagg Industnes' 3Vi - Vi 
Frank Paxton Corp KHii - 1 

(BuHder Assistance Corp.) 
FruehaufCorp 28''4 - H 
Fuqua Corp.' 13 - 1*i 
Georgia Pacific' 31?i - Vi 
Glasyock Products" 414 - tVi 
Great Southwest Corp ^ 
Gulf Oil (Gulf Reslon)' 25 - V4 
INA Corp (M J Brock)' 3514 - 4 
Inland Steel (Schdz)' 33Vi - Vi 
International Basic Econ 2?i - Vi 
International Paper' 35 - IVi 
Internal Tel 4 Tel' 32Vi - 9V4 

(Levitt) 
Investors Funding"' . . 4V4 - 1V4 
Killearn Properties' 6% - 214 
Leroy Corp 4V4 » 2 
Ludlow Corp' 14Vi - 2V4 
Monogram Industnes TH - 1H 
Monumental Corp 50V4 * V4 

(Jos Meyerhoff Org) 
Mountain Stales Fin Corp 6Vi - Vi 
National Homes 7 - Vi 
Ocodentai Petroleum' lOVi + H 

(Occ Pet Land 4 Dev.) 
Pacific Coast Prop.' 2Vi + Vi 
Perini Corp" 5Vi - Vi 
Philip Moms' 119*4 - 8V4 
ProsherCorp IVi - Vi 
Rouse Co. 10V4 - 2V4 
Santa Amta Consol . 17V4 + Vi 

(Robt H. Grant Corp) 
Sayre 4 Fisher' Vi - Vi 
Shareholders Capital Corp Vi - V, 

(Shareholders R E Group) 
Temple Industnes' 1814 + Vi 
Tishman Realty 19*i - Vi 
Titan Group Inc 2 + Vi 
UGlCorp' 17Vi * V4 
Uns BkJg.' 16 + 1V4 
WeilMcLain' I I H - 1?i 
Westinghouse' 31?i - 4Vi 

(Coral Ridge Prop) 
Weyerhaeuser 55'<i + 4'/i 

(Weyer Real Est Co 1 
Whiitaker (Vector Corp)' . 5Vi - Vi 
Wickes Corp' 18 - *i 

S U P P L I E R S 

Armstrong Cork' 221i - 2Vi 
Automated Buiding Comp' 5Vi - Vi 
Bird 4 Son 25Vi - 114 
Black 4 Decker 102 - 7Vi 
Carrier Corp' 1814 - 2V4 
Certam-teed' l8Vi - 4 
Crane' ITVi - Vi 
Dexter' ISVi + V4 
Dover Corp' 41V4 - V4 
Emerson Electnc' 8OV4 - 5*4 
EmhartCorp.' 24Vi - 2Vi 
Fedders' 17Vi - 5Vi 
Flmtkole' 1614 - Vh 
GAF Corp.' . 13Vi - IVi 
General Electnc' 5974 - 1 
Goodnch' 24 t V4 
Hercules' 69Vi - 2'/4 
Hobart Manulacturing' 29*i - % 
Int Harvester' 2774 - 3V4 
Johns Manvfc' 22H - 114 
Kaiser Akjmmn' 14Vi - 114 
Keene Corp.' 614 
Leigh Products' 11 - V, 
Masco Corp' 46*i - IVi 
MasoniteCorp 2414 + 1* 
Maytag 32 - 2Vi 
Modern Maid' 6V4 - V4 
National Gypsum' 15 
Norris Industnes' 3OV4 - 4V4 
Overhead Door' 14Vi - V4 
Owens Commg Ftrgl- 461i '•214 
PoBatch Corp 22?i *• Vi 
PPG Industnes 33V* - 1 
ReynokJs Metals' 14H - Vi 
Rohm 4 Haas' 98V4 + IV4 
Ronson' 6V* - 14 
Roper Coip' 23Vi - Vi 
St Regis Paper 39^ * Vi 
Scovill Mfg.' 2IV4 - 2H 
Shemvin Williams' 36Vi - 3?i 
Skil Corp' 32V» * 3Vi 
Slater Electric 11 - 214 
Stanley Works' 33V4 • 3V4 
Tappan 14Vi - IVi 
Thomas Industres' 13Vi - IVi 
Triangle Pacific 17V! * IVi 
U S Gypsum' 23Vi + V4 
U S Steel' 32Vi + 1 
Wallace Murray 13V4 - H 
Jim Walter' 23Vi - H 
Whirlpool Corp ' 2 6 - 4 

a—slock newly added to table, tn-ctosmg price 
ASE. c—ctosing pnce NYSE, d—not traded on date 
quoted g—ctosmg pnce TSE h—ctosmg price 
PCSE '-Computed m HOUSE 4 HOME s 25-
stock value index 

Source: Standard 4 Poor's, New York City. 
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If you lead about the sound levels 
of air conditioners now, you won̂  

have to hear about them later. 
If you want to know how 

quiet an outdoor central air -
conditioning unit will be, you 
don't have to use your home 
buyers as guinea pigs. You 
can find out for yourself just 
by looking it up. 

Three out of four of 
today's outdoor residential 
units are covered by ARI's 
Sound Certification 
program and display the ARI 
Sound Seal. 

The program not only 
makes it possible for you to 
know the amount of sound 
produced by a "certified" 
unit: By using a simple ARI-
developed formula, you can 
accurately predict the sound 
level of a unit at any given 
point of evaluation—at a lot 
line, on a patio, or in a 
neighbor's home. 

This helps you avoid 
violating reasonable sound 
control ordinances where 
they exist—or creating an 
outdoor sound problem in one 
of your projects (the kind of 
thing that can make 
homebuyers short tempered). 

ARI's program also 
provides public officials with 
practical data and guides for 
setting up reasonable sound 
control ordinances. 

ARI has a booklet that 
explains its sound control 
program to home builders and 
public officials. Write us and 
we'll send you a free copy: 
Air-Conditioning & 
Refrigeration Institute, 
1815 North Fort Myer Drive, 
Arlington, Virginia 22209. 
"Sound-rated c«nliaJ au-conditioning units are listed in the 
ARI Directory of Certified Equipment Nearly all air-
coiulitiorung contractors have the Directory Ask your 
contractor to show you the sound rating oi the uruts he pUru 
to install 
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T H E L E G A L S C E N E 

How not to get caught in 
the middle when labor unions start 
squabbling with each other 

lurisdictional disputes—a major problem in 
the construction industry—bloom with the 
coming of spring and summer. This year, 
particularly, builder/developers may find 
that because a large volume of labor con
tracts are being re-negotiated there could be 
a greater number of—as well as more 
volatile—jurisdictional disputes. 

The typical jurisdictional dispute involves 
competing labor organizations or groups of 
employees seeking to have an employer as
sign certain work to their members. Often 
these disputes arise, and are worsened, be
cause many employers (particularly those in 
the building industry) lack the sophistica
tion to handle such problems. What many 
of these employers do not understand is that 
jurisdictional disputes can be prevented or, 
at a minimum, can have their initial and 
ultimate impact substantially reduced. 

Planning ahead. If a builder/developer ob
tains a claim from two competing labor or
ganizations that each is entitled to perform 
certain work, he may already be on the brink 
of a jurisdictional dispute. But a little fore
thought may head off such a confrontation. 

Before assigning the work to one of the 
competing organizations and finding later 
that the assignment was incorrect from both 
a legal and a practical standpoint, the 
builder/employer should ask himself the 
following questions: 

• Is he the one responsible for supervising 
and completing the work? 

• Does industry, area and/or employer 
practice favor one of the competing labor 
organizations? 

• Does economy, efficiency of operation, 
skill and/or safety favor the assignment of 
the work in dispute to one labor organi
zation, as opposed to the other? 

• Do prior arbitration and/or intra-union 
board decisions favor one of the competing 
labor organizations? 

• Do any collective bargaining agree
ments exist which require that the work in 
dispute be given to one of the competing 
labor organizations? 

Answers to these questions w i l l mostly 
evolve from factual considerations solely re
lating to specific cases. If the builder/ 
developer analyzes these questions wi th ref
erence to his own situation and obtains 
proper answers before the work assignment 
is made, it may be possible to avert a threat
ened or actual strike. Often, strikes can be 
averted if the builder/developer meets with 
the competing groups immediately after re
ceiving their claims for the work. Our ex

perience shows that if the builder/de
veloper has analyzed the above questions, 
he can then forcefully explain the cor
rectness of the work assignment and thus, 
on many occasions, avoid a strike by the 
unsuccessful union. (They don't really want 
to strike if it can be avoided.) 

Other practical considerations often play 
a significant part in resolving or preventing 
jurisdictional disputes. If the builder/de
veloper makes a hasty work assignment 
to one of the competing organizations, it is 
quite possible that later on he may want to 
reverse that assignment. The obvious result 
is that the employer'sown conduct wi l l have 
eitherinstigated orworsened a jurisdictional 
dispute. But if the builder/developer had 
completed the previously suggested analysis 
before making a work assignment, he might 
have discovered that the unfavored group 
could do the work involved more cheaply. 

We have found that on occasion a 
builder/developer fails to account for the 
skill factor, being blinded by the fact that on 
paper one group of employees appeared to 
work more cheaply. Unless the skill of the 
respective employees is seriously consid
ered, costsfordoingthe jobcanincrease since 
it wi l l take longer to complete the work 
involved. However, if the skill factor is prop
erly considered in determining overall costs, 
the conclusion that one of the competing 
groups can, in fact, perform more cheaply is 
sometimes persuasive in having a labor or
ganization withdraw its claim to the work. 

NLRB intervention. Sometimes all infor
mal attempts to settle jurisdictional disputes 
wi l l be of no avail. If the builder/developer 
receives pressure (by picketing, for example) 
from one of the competing groups, he wil l 
undoubtedly require the help of the National 
Labor Relations Board. 

A builder/developer faced with a jurisdic
tional dispute, and the unlawful pressure 
usually associated with it, should go to the 
NLRB regional office that is closest to the 
dispute and file—or have his lawyer file—a 
charge claiming that a labor organization 
violated the National Labor Relations Act by 
applying the unlawful pressure to obtain the 
work in dispute. 

Upon receipt of the charge, the board wi l l 
investigate and, usually within approxi
mately 36 to 48 hours, wi l l render a decision 
on whether or not reasonable cause exists to 
believe that a labor organization applied un
lawful pressure to obtain the work at issue. 
Once the reasonable cause finding is made, 
and if there is no voluntary compliance to 

have the unlawful conduct cease, NLRB wi l l 
seek an injunction in the applicable Federal 
District Court. At the same time, the board 
often w i l l issue a Notice of Hearing under 
the act and w i l l seek to hold the hearing 
within approximately two weeks to obtain 
information upon which to base a conclusion 
that one of the competing unions or groups 
of employees is entitled to perform the work 
in dispute. 

At the hearing, the builder/developer wi l l 
be required to justify the work assignment. 
If the analysis suggested herein was under
taken prior to making the assignment, then 
the builder/developer wi l l be in an excellent 
position to have the board concur wi th his 
assignment. While NLRB has not revealed 
any single view on how it decides juris
dictional disputes (but decides each case on 
its own factual setting), our experience 
shows that the board obtains answers to the 
same questions before making a decision. 
Thus, even if an analysis by the 
builder/developer fails initially to avoid the 
jurisdictional dispute problem, it wi l l enable 
the board to make a decision in his favor. 

On-site solution. As many builder/ 
developers know, picketing that usually 
accompanies jurisdictional disputes often 
produces job-site work stoppages sometimes 
causing all work to cease. In the event of a 
strike and picketing by the labor organi
zation that fails to obtain the work assign
ment, a builder/developer might utilize or 
urge others to use a reserve gate so that only 
he becomes the pickets' target at the job site. 
In essence, the reserve gate is simply a special 
entrance and exit created and used only by 
persons coming onto the job site for the 
benefit of the contractor whose work assign
ment is being contested by the pickets. If a 
reserve gate is established, and if picketing 
is limited to only this entrance used by the 
employer involved in the dispute, at least 
some work usually wi l l continue. If, how
ever, the pickets fail to respect the reserve 
gate, the contractors working at the job site 
areentitled to have NLRB seek a federal court 
injunction against what would then be ille
gal picketing under the act. 

Stephen 1. Cabot is an associate of Lenard 
Wolffe, regular columnist for The Legal 
Scene. After graduation from the University 
of Pennsylvania School of Law, Mr. Cabot 
was employed by the National Labor Rela
tions Board. In the past several years his 
private practice was devoted to representing 
employers in all phases of labor relations. 

STEPHEN J. CABOT, ASSOCIATE, P E C H N E R , S A C K S , D O R F M A N , R O S E N & R I C H A R D S O N , PHILADELrHIA, PA. 
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It m a k e s you look good, too. 
We put beauty, elegance and 

reliable operation into the Delta faucet. 
We left the washer out. And all 

the problems worn washers cause. _ 
That's why when you specify 

Delta,you are specifying one of the most 
efficient, trouble-free faucets made. 

One of the safest,too. Because of 
the Delta pressure balance bath valve. 

When flushed toilets or 
clotheswashers suddenly decrease the 
pressure on water lines, the valve 
automatically compensates to maintain " " 
the same hot or cold water mix. 

So the shower temperature stays 
constant. And no one gets scalded or hurt. I 

I h c H ' are Delta w îsherless faucets • 
for kitchens and bathrooms. For sinks 
and showers. Both single-handle and 
double-handle models. In beautiful 
new decorator designs. 

They re styled to look good 
and to work better. And to make the 
specifier look as good as they do. 

L Rn illustrated literatun: write 
Delta Faucet C'cmi/Mny. A Division of Masco Corporation. 
Greenslnirt}. Imliaiui 47240. and Hexilah: OiUtirio. 

Delta Faucets. I ^ ^ L I r 
Washer less .To w o r k as g o o d as t h e y l o o k . V 

7/ / / / 
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nyo i l c ib le n o u i . . . 
the 1975 Eighth Edition 

T H E B L U C B O O K o r fflfllOR I I O m S B U I L D C R f 
"UlhoV Ulho" in the Re/idenliol Con/taiclion Indu/lry 

T.M. 

T.M. 

What is the Blue Book? 

Over 500 pages of individual reports 
on more than 700 major homebuilders, 
home manufacturers, mobile home 
manufacturers and new town community 
developers. The Blue Book is the only 
complete reference published to the leaders 
of the home building industry. 

What does a "Who's Who" Report show? 

The number of units built since 1968 
and planned for 1973. 

There are three types of reports in the 
Blue Book. Data is shown by all types of 
houses and apartments. Reports also show 
names of all principals, type of corporate 
structure, detailed financial data (if on 
record), the metropolitan areas of operation, 
prices and rents, degree of industralization, 
and a description of the builder's 1973 
outlook. 

How can you use it? 

This complete reference to the housing 
industry is used by builders to determine 
how they stand with the growing leaders; by 
manufacturers to target sales; by lenders to 
determine trends; by Wall Street firms to 
identify investment opportunities. 

We'll mail your copy today. For fast action PHONE: 301—721-2488 
Order Your Copy of the New Edition, The Blue Book of Major Homebuilders NOW! 

Illustration is reduced. Actual 
size is 8Vi" x 11". More than 500 pages of 

good quality book pages bound in sturdy vinyl covers. 
Along with the more than 700 reports, the Blue Book includes: 

A listing of leading builders of over 1,000 units. 
List of big builders by their city of operation. 

Shows other business activities of major builders. 

THiBLUf B O O K o r fllAJOR HOmCBUILDfRf 
"lUHOV lUHO' in THE RE/iD€nTiflL ccxvTRucnon inDunRr'" 

1S59 ETON WAY • CROFTON, MARYLAND 21113 

HH-6-73 

Gentlemen: PHONE: 301-721-2488 
Please enter orders for the 8th Edition. The Blue Book of Major 

Homebuilders at the price listed below. I understand you are offering a 10-day, 
full refund, return privilege with each book. 

$69.50 Regular Price 
NOTE: All orders plus postage ana 
shipping costs. Save Postage and 
Handling charges by enclosing your 
payment. 

N a m a [please print) 

C o m p a n y N a m a 

A d d r a s s 

C i t y S t a t e ZIP 

Date of 
this order 
• Payment Enclosed 

No. of Books 
Total Amount 

• Bil l me 
• Bil l Co. 
Make c h e c k s 
payable to 
OMR Associates, Inc. 

Details the government subsidized housing programs participated in by each builder 
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T H E B L U E B O O K A N S W E R S M A N Y K E Y Q U E S T I O N S F O R A L L . 

S O M E K E Y Q U E S T I O N S : 

1. How fast are the big 

builders getting bigger? 

2. How are the big builders 
changing to meet 
the new housing market? 

3. What is the true state of 
the merger & acquisition 
trend in homebuilding? 

4. What is the current 
financial status of the 
publicly-held builders? 
A r e they making money? 

5. How fast are the 
builders moving toward 
industrialized construction? 

A N S W E R S U S E D B Y : 
Manufacturers of building materials 
Home builders 
Home manufacturers 
Component manufacturers 
Sub-contractors 
Wall Street investment firms 
Lenders 

Financial research firms 
Real Estate Consultants 
Trade Associations 
Special libraries 
Federal Government Agencies 
Universities 
Trade unions 
Business magazines and nev\(spapers 
Institutional Investors 

A n d many other firms whose business 
depends on the growing housing industry. 

THE BLUE BOOK OF MAJOR HOMEBUILDERS IS 
A COPYRIGHTED PUBLICATION OF OMR ASSOCIATES. INC. 



Concrete block + 
mortar. 

Concrete block + 
new BlocBond. 

BlocBond is more than 7 times stronger than concrete block and mortar construction in this horizontal beam test. 
And more than 2 times stronger in vertical walls. 

Owens-Corning announces 
Piberglas* BlocBond**—the new 
way to build concrete block walls. 

Here's how it works: The first 
course of block is laid in a bed 
of mortar for leveling purposes. 
After that, each course is dry 
stacked. BlocBond is then 
troweled onto both sides of 
the wall. 

Result: a wall that's three 
ways better than conventional 
concrete block and mortar 
construction. 

1. Greater flexural strength. 
Specially developed fibers of 
alkali-resistant glass in new 
BlocBond help give walls twice 
the flexural strength of concrete 
block walls built with conven
tional mortar. That means 
a block wall built with BlocBond 
can take punishment no similar 
wall built with mortar can 
withstand. 

2. Improved water-resistance. 
BlocBond acts as a moisture-
resistant barrier under normal 

conditions. That's because 
BlocBond is applied to the 
surfaces of the wall, not between 
the blocks. 

3. Saves time and money. 
Eliminates the need for a brown 
coat if stucco is specified. Easier 
to paint than a bare concrete 
b lockwa l l .Or i t canbe le f f ' as is . " 

Want to know more? Write 
for a free BlocBond information 
kit. Owens-Corning Piberglas 
Corp., Att. B. J. Meeks, Piberglas 
Tower, Toledo. Ohio 43659. 

• T . M , R e g . O . - C . F . " T . M . O . - C . F , C o r p , 

Owens-Corning is Piberglas 

O W E N S / C O R N I N G 

F I B E R G L A S 
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THE MORTGAGE SCENE 

Toward a more exciting skyline: 
'New intermediate-term loan 
lets a developer buy the time . . . 
for experiment and innovation' 

There's a new kind of flexibility in income-
property development today as a result of the 
growth of intermediate-term financing. 

It wi l l help, I think, to bring us a more 
variform national skyline and to give more 
leeway to experiments and innovation in 
construction and concept. 

Essentially what the intermediate-term 
borrower buys is time. Time for the new site 
or new design or new development con
cept—or new developer—to prove them
selves. Time for a weak rental market to 
work itself out. Or for a good occupancy rate 
to become sensational. And, as in 1966 and 
1969-70, when the intermediate loan first 
gained popularity—time for a tight mortgage 
market to turn around. 

This financing frees the developer from 
having to conform to the patterns of a long-
term lender. It permits him to back his judg
ment of the future against the lender's. Or 
it permits him to escape a lingering disad
vantage from a temporarily unfavorable sit
uation. 

If the developer's confidence is justified, 
he wi l l eventually get a more favorable per
manent loan than he could have in the first 
place. He w i l l need less elaborate studies to 
support his loan application. What is better 
proof of the success of a project than an 
existing rent roll? With an immediate fund
ing situation he may enjoy a more favorable 
bargaining position, wi th lenders courting 
him rather than the reverse. 

Its applications. Let's look at some specific 
situations in which an intermediate-term 
loan may be helpful: 

1. Where the site is hard to visualize or its 
strength is difficult to assess. Examples 
might include a major hotel in a residential 
or shopping-center area, a luxury apartment 
in an inner-city, a high-rise office building 
at a proposed interchange of two freeways 
or any project in an untested area. 

2. When the product is hard to visualize. 
Examples may include an apartment build
ing in unfavorable topography, requiring 
very high density and elaborate landscaping; 
a building that is much larger—or smaller— 
than its nearby competition; a building with 
innovative or unorthodox design that does 
not fit lenders' patterns; a high-cost building 
projecting very high rents largely on the 
quality of design; a planned unit develop
ment in a new area; an outstanding property 
whose fu l l impact cannot be visualized from 

the renderings. (Many long-term lenders are 
cynical about renderings.) 

3. Where superior management wi l l im
prove the yield of the property. Examples 
might include a hotel or apartment built by 
developers with strong local contacts and 
promotional know-how. Or a developer who 
is confident of a higher occupancy than is 
typical in his area because of the quality of 
his management. 

4. When rents in the area are increasing so 
rapidly that the rent roll two or three years 
later w i l l be substantially higher than at 
completion. 

5. Where future developments wi l l expand 
the market served by the property. Examples 
would include the opening of a new major 
company headquarters or new factory or a 
new highway. 

6. Where the market is temporarily satu
rated. The developer projects a favorable 
occupancy after a slow rentup. 

7. When a lender wi l l require personal 
liability on the loan. With an intermediate 
term, the developer's exposure is reduced. 

8. When the developer must build in a 
temporarily unfavorable market. (He might 
be required to f u l f i l l terms of a lease with 
a major tenant or to avoid losing an option 
or favorable interim financing.) Or when ne
gotiations with a major tenant are prolonged, 
yet delays in building would be costly be
cause of rising costs and an expiring option. 

9. When a completed or partially com
pleted project wi l l be more saleable to a major 
tenant. Examples would include an office or 
industrial building that would command 
better financing wi th a major tenant than as 
a multi-tenant or spec building. Or the situ
ation may be just the reverse: a shopping 
center may command better leases from 
local tenants after the major tenant has 
moved in. 

10. Where the project is multiphase. 
There are many inducements for delaying 
the permanent financing until all phases are 
complete. The entire project may be too large 
for a long-term lender to tackle at the outset. 
Financing the entire project on completion 
avoids the problems of cross-easements 
amonglenders' liens. A shopping center may 
have plans to add a major tenant after most 
of the center is completed. An office complex 
or industrial park may have better rental 
after it has some leasing momentum. 
Usually only financing arranged after com
pletion can include a sale-leaseback on all 
or a portion of the land. 

11. On condominium projects, new or 

converted. The intermediate loan provides 
a bridge between the expiration of the con
struction loan—or, in a conversion, the ter
mination of the permanent loan and the ren
tal income—and the sale of the last units. 
It affords the developer greater flexibility in 
selling because he does not have to meet a 
deadline. 

12. On existing projects. 
a. Where leases are extended or the project 

expanded. A wraparound may be required to 
leave undisturbed a low-rate original mort
gage. 

b. Which are nearing the end of the original 
long-term loan but have remaining eco
nomic life. New long-term financing may 
not be available unti l original leases are re
newed for long terms. 

Terms and rates. These, then, are the 
benefits an intermediate-term loan may pro
vide. Now for some of its particulars: 

Intermediate loans typically are from one 
to five years in term; some run as high as 
ten years. 

They may be arranged either as extensions 
of construction loans or as takeouts before 
the construction loan is negotiated. 

Rates are usually within ' / 2 % to 1% of the 
long-term rate. Indeed, some lenders wi l l 
make intermediate loans at the long-term 
rate if the property is one which would be 
acceptable for long-term financing. Rates are 
higher for higher-risk situations, ranging up 
to about l ' / 2 % above the lender's rate for 
prime loans. 

Processingand approvalsare usually faster 
than for a permanent loan. 

Many loans are made without lock-ins. 
Where there is a lock-in, it ranges from six 
months to two years, or in longer loans, up 
to half the loan term. 

Most loans are arranged as standbys, with 
fees ranging from 1 % to 4%, according to the 
amountofriskand the liberality of the terms. 
In our experience, most of these standbys are 
funded. The terms are competitive, and the 
situations which make intermediate-term 
loans an attractive option don't change that 
fast. 

In sum, the intermediate-term loan is an 
idea whose time has come. It's contributing 
to the flexibility and innovation of today's 
construction market and has the potential 
to be an even greater contributor. 

SIDNEY KAYE, V I C E C H A I R M A N , A D V A N C E M O R T G A C E C O R P . , D E T R O I T , M I C H . 
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Finished ceiling, insulation, 
roofing base... 
ALL IN A ONE-STEP 
APPLICATION > 
Homasote Easy-Ply Roof Decking provides a tough, 
structural roofing base, thermal insulation and a 
beautiful finished ceiling. Available in nominal 2' x 8' 
panels with three thicknesses for rafter spacings 32" 
o.c. to 60" o.c. Factory-primed with white acrylic 
latex paint or vapor barrier laminated with white 
"flitter" pattern vinyl or 3 mil Korad® acrylic. 

No matter how you figure . . . Homasote gives you 
more profit per roof! 

For information and product literature, contact your 
local Building Supplies Dealer or write: 

Homasote Company west Trenton, N . J . 0 8 6 2 8 

c=,:. , , . i„c;ci. .».. , i , i . i , more than 63 yea's or tectuiology tor building and ecology 4' 
3-079 
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Bi-fold Doors by C - E Morgan 

The look, the feel, the beauty 
of wood and something more 
the permanence of 

Structured Polymer 
The best qualities of wood, the exceptional durability 
of Structured Polymer. . . C - E Morgan has combined 
all these to produce a dramatic difference in bi-fold 
doors. Your choice of two designs, each having 
solid, unitized construction. No reinforcement 
needed. Come complete with hardware, ready to be 
installed. Attractive white factory prime finish . . . 
install as is, or paint if desired. Trimmable 
in height for perfect fit. 

Structured Polymer is a unique material which offers 
a variety of advantages. Dimensional stability. 
Rich, warm appearance. Impact resistance. 
High density. These are proven facts; 
write for details. 
Also available from C-E Morgan . . . with the 
same attractive appearance and lasting qualities 
. . . window and door shutters of Structured 
Polymer. Available in nine different window 
sizes, or as a handsome door shutter. 

E E m q r g a i m 
COMBUSTION ENGINEERING. INC. 

Morgan Company 
Oshkosh, Wisconsin 54901 
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Write for free technical literature on Structured Polymer. 
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Let s lace it—almost every woman tiiiiiKs tier cook
ing is a creative art and that the kitchen is her studio. 
And when you're selling a house, you want to be 
able to offer the lady of that house 
exactly the kind of look she wants 
in her kitchen. 

Arist-O-Kraft has the most beautiful 
faces in the kitchen cabinet industry, 
and there are many to choose 
from. But Arist-O-Kraft is not just 
a pretty face. It has a beautiful 
body, too. Every Arist-O-Kraft cabinet 
is constructed in steel frame clamps 
that guarantee absolute squareness and 
exact size, and perfect trouble free installations. 
Four steel corner braces in each base cabinet insure 

I IIU LI 1 ' ON K« Al>l K SI K\ U I v ,\HI) 

inai /irisi-u-tvraii caomeis stay square and true— 
doors won't stick or buckle. 

All surfaces are finished inside and out, and the 
(;.'isy-l()-(;l(?;in, KMiiovablc dravviMs an; so 
strong you can even stand on them. For 
a tough beautiful finish that resists stains 

lutiful and scars, Arist-O-Kraft can't be surpassed, 
itry. United Cabinet created the first complete 

"W^^^^^^^^Z^M^^ } "^Iraviolet radiation sensitive 
can ing liiK? ill llic 11. S. kilcln-ii 
cabinet industry just so you 

inet could have more beauty and economy, 
dips and a tough finish, than was ever possi

ble before. 
Arist-O-Kraft cabinets sell kitchens, and beautiful 

kitchens help you sell houses. 

. a n d t h e 
h o c i v t o 

. w i t ' 
, t h c 
t a c c \ s 
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Just another 
institutional 
building? No way 
Too many senior citizens' 
homes are blocky, unimagina
tive structures. Not so this pub
lic housing in the small town of 
Kingsford, Mich. (pop. 5,276). 

Despite its simple masonry 
construction, the 41-unit build
ing has a sense of interest and 
individuality. 

Part of its personality stems 
from the nature of the site, part 
from the floor plan and the mix
ture of units. 

The site drops steeply from the 
street. So the architect—Coder 
Taylor Associates of Kenil-
worth. 111.—developed a three-
story, hillside design, with the 
front entry (photo, above) at the 
middle level and the bottom 
level opening to grade at the rear 
and sides (photo, below}. 

The floor plan is L-shaped, an 
arrangement that keeps corri
dors short and well-lighted by 
end windows. And the mixture 
of two types of units—one (485 
sq. ft.) slightly deeper than the 
other (400 sq. ft.)—relieves what 
would have been flat exterior 
walls by requiring both horizon
tal and vertical jogs. 

Costs were $591,460 for the 
building, $10,500 for the land. 
Builder: Howard Immel Inc. 

      
       

      

     

  
  

 

  

  

1W 
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Entry-level plan (left) shows how outer 
walls were jogged to accommodate larger 
of two apartment types and how corridors 
were kept short by offsetting sections of 
building. Front wing of lower-level plan 
/ahove/includes community room, which 
opens to terrace, service area and two 
over-size apartments (800 sq. ft.) for su
perintendent and family of three. 

      

  
 

Rear terrace and lawn are screened from street and driveway by wings of L-shaped building. 
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CORIAN vanity tops are used in all bathrooms in three of The Larwin Group's new 
California communities. CORIAN bar countertops (right) used in some models, are 

easy to clean, resist staining. 

"Du Pont CORIAN tops 
put extra elegance plus practicality 
in our homes/' The Larwin Group, Inc., Beverly Hills, California 

Solid C O R I A N vanity tops and bar countertops are definite plus features 
that help sell homes in three communities Larwin is building in southern 
California in Costa Mesa, Woodland Hills and San Dimas. C O R I A N is not 
only beautiful, it has practicality that home-buyers appreciate. The resistance to 
stains, for example. The easy cleanability. The durability and repaimhility. 
Sometimes accidents do happen, but with C O R I A N being a solid material with 
pattern and color all the way through, accidental scratches or mars can 
be removed. 

"It gives us a lot, too," says Larwin. "As one of the largest housing pro
ducers in the country, we're in a position to appreciate the prompt deliveiy, and 
the fact that Du Pont stands behind the product quality of C O R I A N . 

"It may cost somewhat more, but we feel it's worth it." 

Du Pont CORIAN® building products are available in sheet stock for custom surfaces (it can be worked with 
regular tools), kitchen countertops, wall wainscoting, bathtub and shower surrounds. One-piece molded vanity 
tops and bowls of CORIAN also available. For more information and the name of the distributor nearest you, 
write to Du Pont, Room 23494, Nemours Building, Wilmington, DE 19898. 

J P U ) CORIAN 
»£G u » PAT orr Building Products 
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ur men presiain our texture 
To save your men on-site time, 

 

I 
' m ^ Plywood, when we prestain 
^ ^ ^ ^ B B ^ textured siding, we're very, very careful. 

Every step of our staining process is controlled, 
checked and double-checked, to assure a top-quality 

job from start to uniform finish. 
Sure, being this finicky about prestaining takes a lot of 

our time - but it really saves yours. What you get at the site 
is what goes up, with no costly hours wasted in 

on-the-job staining. 
This year we're offering 26 different solid color stains on 

our textured plywood sidings. And we have the largest 
selection of exterior cladding of all types, 

're as particular about your end of the business as we are about 
call your local U.S. Plywood Branch Office for more information. 

E)(rERiaR 
\ CLAOOINa B 

U.S. Plywood 
A Division of Champion international 
777 Third Avenue. New York. N Y. 10017 
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public i i i o n 

McGraw-Hill-^ 
York-

L a v 
D r p s t i a i o u s 

HINDBOOK 
'ION 

A' 

.1 Fold Doors have the look. feel, and e finest cust. ^ .. in full louvorod and louvered with raistu panel designs. TH-.loub.e-frec. facton -installed hinge systems.. .completelv prefix'-' for easy, labor saving installation. Stable one-piece polystv— antees sfurdiness. and a concealed frame insures rip'''' resists denting, marring or sp-'"ing. Precision---and self-lubricating nv>'- sn*" bration and r-' ^ " 4> 
Watch for House & Home's 

quarterly postcard service 
free to all subscribers-

comiug your way soou 
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 fifty manufac
turers offering information on products, materials and 
equipment suitable foryour current and future projects. 

You'll find these postcards a quick, convenient way 
to get information from manufacturers who frequently 
test the market wi th brand-new product ideas you may 
well want to consider — and pass along to key people 
concerned wi th your planning, design, construction 
and marketing problems. 

It's dealer's choice! So watch the mails for the fu l l 
deck of product postcards — coming your way from 
House Home, soon! 
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Stairw ay to houses adjoins entrance to under-deck parking area 

  

Want to save the site's natural look? Try it this way 
This way, shown here at a vaca
tion condominium on Martha's 
Vineyard, Mass., means huilding 
a chister of townhouses on a 
raised deck. 

Space beneath the deck is used 
for parking and waste-disposal 
leaching beds. The parking area 
accommodates one car and one 
boat per Hving unit. It's surfaced 
with bark chips (paving would 
have prevented drainage, gravel 

is too noisy). And it gets some 
sunlight and additional air from 
openings in the deck. 

The cluster-on-deck design, 
by Claude Miquelle Associates, 
lets developer Robert W. Con
nelly of Vinland Properties Corp. 
put 60 imits on the five-acre site 
and still leaves two-thirds of the 
land in open space. It also saves 
most of the trees, makes con
ventional foundations unneces

sary and minimizes grading. 
Eventually the project, called 

Sengekontacket, will consist of 
five identical clusters—each 
made up of 12 units. Two clus
ters and a recreation building are 
complete. Prices of the units 
average $40,000. 

The land plan is by Childs, 
Berman, Tseckares, the struc
tural engineering by Lino Patti 
Associates. 

i:,EVEL 
UHTT'B' 

Two basic floor plans, measuring roughly 
24' X .36', differ only slightly from each 
other. Each indoor living area forms an L 
that partly encloses an outdoor deck. 

   

  

  

  

  

  

  

    

    

Common deck, seen here from entry end of cluster, provides access to houses. Fences 
enclose openings that let light into area below. 

12-unit cluster is built around common 
deck, which has openings to let light and 
air into parking area below. 
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It has the best 
brains to cool 
apartments. 

Solid-state-controlled 
cooling. That's the advantage 
you have with this Carrier chiller 
in the utility room. 

It has the brains to meet any 
temperature changes in the 
system. Precisely. Automatically. 
And faster than any chilling 
machine with other controls. 

It also has other built-ins for 
long-term budgeting benefits. 

For instance, sealed-in 
coolant keeps the motor's 
temperature normal. So the 
motor wears longer than normal. 

Consider, too, this chiller's 
make-up takes less compressor 
power to give you 100 to 400 
tons of cooling. And save energy 
in the process. 

Have your consultant call our 
representative about the full line 
of chillers from Carrier—first with 
50 years of centrifugal cooling. 
Carrier Air Conditioning 
Company, Syracuse, N.Y. 13201. 

No.1 air conditioning maker 

 

H ^ H l U N E 1973 53 



Florida, the cradle of the condominium, before the boom 

We've seen condominiums tlirough thin 
Money is just one of the things 

First Mortgage Investors has to offer 
condominium developers. 

First we perform a battery of vital 
services you'd pay a small fortune 
for if we did them separately. 

All of which are designed to make 
your project as risk-free and poten
t ial ly prof i table as possible. 

Tfiese functions include: 
A site and area inspection to make 

sure the land and neighborhood can 
support your project. 

A review of similar jobs. 

Documentation and careful scru
tiny of all pertinent facts to deter
mine feasibility. 

And careful studies of your costs, 
cash-flow and profit opportunities. 

Then, at the end, you get a clear 
picture of exactly where you stand 
and where your project's going. 

Which, in the long run, can be 
worth more than any savings from a 
quicky commitment or a bargain-
interest deal. 

You see, FMI wrote the book on 
mortgage investment trusts. And we 

cut our tee th on c o n d o m i n i u m 
financing. 

So let us help you cut your teeth 
on condominium profits. Have your 
broker write or call First Mortgage 
Investors, 801 Forty-First Street, 
Miami Beach. Florida 33140. Phone 
305/532-7361. Or contact one of 
our Regional Offices. 

First Mortgage 
Investors. 
We wrote the book. 
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Florida 1972. The condo comes of age. and into its own. 

and thick 
EASTERN DIVISION: 
Robert O. Cahill. Senior Vice President 
801 Forty-First Street. 
f^iami Beach. Fla. 33140 
Phone 305/532-7361 

WESTERN DIVISION: 
K. G. Davis. Jr.. Senior Vice President 
801 Forty-First Street. 
Miami Beach. Fla 33140 
Phone: 305/532-7361 

SOUTHEASTERN REGIONAL OFFICE: 
Owen N. Frakes. 
Vice President 
9300 South Dadeland Blvd. 
Miami. Florida 33156 
Phone: 305/666-5971 

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: 713/229-9621 

CENTRAL REGIONAL OFFICE: 
T. W. Imes. Vice President 
2 Turtle Creek Village 
Suite 606 
Dallas. Texas 75219 
Phone: 214/521-0006 

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, Louisana 70002 
Phone: 504/885-8696 
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Three model units (shaded in site piani step up hillsiilc Small wing at left is a den, optional with end units 

Rx for an irregular hillside: flexible planning 
How can you adapt townhouscs 
to a sloping site where the pitch 
ranges from moderate to steep' 

At Saratoga Oaks in Saratoga, 
Calif., the answer is a series of 
downhill units with two major 
variations: 1) the placement of 
the garages—either tucked 
under the units or detached on 

the uphill side—and 21 the loca
tion of the living and entry 
levels—on either the first or sec
ond floors of the two-story units. 

The result is an over-all plan 
that preserves the natural con
tours, saves the trees, minimizes 
hoth excavation and visible un
derpinnings and gives each unit 

a view of the valley. 
The project comprises 110 

townhouses—priced from $66,-
000 to S71,500—on M) acres. 

Architect: Goodwin B. Stein
berg Associates; landscape ar 
chitect: Anthony M. Guzzardo; 
builder: Stoneson Construction 
Corp. 

 

Five sections sh<iw how houses and 
garajics were adapted to different slopes. 
Two sections at top work with fliHir plan 
at left helow, other three with planat rij;hi. 
Plans range from 1,950 to 2,600 sq. ft. 

First phase of project includes model houses and recreation center. Helow: typical rear strcetscape with under u nit garages. 

 

  

  

  

   

LOWER 1,EVEL. 
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*1n a few months, there'll be a home 
where I'm standing. And it'll be equipped 

with KitchenAid appliances." 
The settings spectacular at Shreveports Willow 
Point Estate. 

And so are the custom homes being built 
by Weber Langley Builder, Inc. 

They cost from $30,000 to $70,000, and the 
emphasis throughout is on quality. 

And this is why KitchenAid dishwashers 
and disposers are being used exclusively. Recently, 
Mr. I^ ig ley has even been installing KitchenAid 
trash compactors in some of the homes. 

brand is excellent',' says Mr. Langley. "Buyers are 
looking for top quality throughout the house and 
they know where to look to determine if quality 
and value are there. And, besides, in the two years 
I've used KitchenAid. I've not had one bit of trouble!' 

KitchenAid can give the homes you build 
a special quality, too. Check our catalog in Sweet's 
Light Construction File or call your KitchenAid 

distributor about his builder plan. 
K i t c h e n A i d Divis ion , Dept. 3DS-6, 

Why this enthusiasm for KitchenAid SSlJoTĥ s • iJ^lTc^n^iSl^ '̂  •̂ ^ Hobart Manufacturing Company, 'IVoy, 
appliances? "Customer acceptance of the Disposers* Hol-waler Dispensers Ohio 45374. 

KitchenAid. Built better. Not clieaper. C I R C L E S7 O N R E A D E R S E R V I C E C A R D 
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How to install v in^ siding. 

Virtually maintenance-free siding made of Geon® 
vinyl materials is easy to install. You'll need a power 
saw, square, rule, chalk line, hammer, u t i l i ty knife, 
tinsnips, and snaplock punch. 

First, some general tips. Always nail the 
siding in the center of the slot wi th aluminum or 

1. Fur r ing . With masonry or uneven walls, use furring or 
strapping to provide a nailable base. Use strapping around all 
door and window frames, and corners. 

other corrosion resistant nails. Don ' t face nail, nail 
too tightly, or force panels up or down when nailing. 
Since siding made wi th Geon vinyl expands and 
contracts with temperature change, allow 14" clearance 
at all openings and stops. When cutting, use a fine-
tooth blade. In cold weather, reverse the blade. 

2. Corner posts. Place posts on all inside and outside corners, 
allowing ]4 " at the top. Position the post by placing nail at top 
of upper slot, placing all other nails in the center of the slots. 

3. Chalk l ine. After determining the lowest corner of the 
building, snap a line in relation to the eaves or window frames 
to guide the installation of the starter strips. 

4. Starter s tr ip. Install strip along the bottom of the building, 
allowing 34" at the corner posts and channels. Keep ends of 
starter strip at least \i" apart. 
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5. Fi rs t panel. Lock it into the starter strip, placing backer-
board behind. Leave at all corner posts and channels. If 
individual corner caps are used, cut back panels from 
corner. 

7. C u t t i n g for windows. Mark the section to be removed, 
cutting the sides with snips and scoring lengthwise with a 
utility knife or scoring tool. Bend the section along the scored 
line to remove. 

9. Last panel. Cut it to cover the remaining open section. 
Punch lugs every 16 "-24" along the cut edge with snaplock 
punch, raising lugs on outside. Then lock siding into the under-
sill trim placed under the eaves. 

6. Lapping panels. Lap siding half the length of the pre-
notched ends. Stagger laps so one is not above another, unless 
separated by 3 courses, checking every 5th or 6th course for 
alignment. Always overlap joints away from entrances and 
traffic flow to improve appearance. 

8. F i t t i n g around window. Nail J channels on window and 
door sides and tops, and undersill tr im on window bottoms, to 
receive siding. (Vinyl window head flashing should be used 
above doors and windows unless previously flashed.) 

10. Clean up. Simply wipe with a clean cloth. Grease can be 
easily removed with mild soap and water. 

adapted from a puUicalion by The Society of the Plastics Industry. Inc. 

We know more about vinyl in building products, because we're the people who started i t all. 
For more information about vinyl building products, write B.F.Goodrich Chemical Company, 
Dept. H-29, 6100 Oak Tree Boulevard, Cleveland, Ohio 44131. 

B . E G o o d r i c h C h e m i c a l C o m p a n y ^ B.E Goodrich 
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S C U L P T U R E F O R P L A Y 
P R E C A S T R E I N F O R C E D C O N C R E T E P L A Y 
S C U L P T U R E S AND O U T D O O R F U R N I T U R E 
S A F E . L O W M A I N T E N A N C E . W E D E L I V E R . 

FORM I N C O R P O R A T E D 
B O X K , S O U T H L Y O N , M I C H . 4 8 1 7 8 
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DEALERS WANTED FOR 

F IBERGLASS HOME 
SHAPED FOR THE 70 's . 

Dealerships are now available 
for O'Doriie. the exciting and 
successful year round vacation 
home that sells for the price of 
a car. The O'Dome has 510 
square feet of living space and 
features tough, durable 
fiberglass and urethane foam 
construction, providing 
excellent insulation and 
maintenance-free living. 
Low-cost shipping anywhere. 

Prospective dealers must be 
able to demonstrate an 

established business 
reputation, a selling capability 
and financial responsibility. 

Information for becoming an 
O'Dome dealer can be obtained 
by writing or calling: 

Tension Structures Inc. 
9800 Ann Arbor Road 
Plymouth. Michigan 48170 
Phone: 313 / 455-5800 
U.S. Patent No.'s. 
3.562.975 3.636,676 

NEWS /TECHNOLOGY 

Gatehouse suneillance system at Bruokfield West is checked by Systems Control Co. 
Vice President Tom Turner. Computer printout data mcludes date, time, home location 
and nature of problem—whether it's a fire or attempted break-in. 

New housing feature: a security 
system tied in with cable TV 
The system is getting its first 
operational exposure at Brook-
field West, a single-family lux
ury project being developed near 
Atlanta by I. Howard Chatham. 
And so far it has proven to be an 
excellent marketing tool. 

"We've already sold 80 houses, 
and every buyer has signed up for 
the service," says Sales Manager 
James E. Ware. "In fact, it's one 
of the first things most prospects 
ask about." And, Ware adds, the 
buyers of custom-house lots sold 
at the project want the system 
included by their builders. 

Brookfield West was still in 
the planning stage when System 
Control Co. of Atlanta designed 
the two-way communications 
package for the project's 700 
houses. Each house will be wired 
for three cable TV outlets and fire 
and intruder alarms, which 
sound off in the house, in an on-
site control center and at fire or 
police headquarters. 

A low pricetag. From the 
builder's standpoint the system 
is relatively inexpensive. His 
only outlay is the installed cost 
of the equipment that goes into 
each house. Homeowners pay a 
SIS monthly fee to System Con
trol, which installed the under
ground trunk lines, amplifica
tion equipment and other major 
components, and also operates 
the cable TV and monitors the 
security system. 

How the system works. Each 
house is continuously moni
tored by three devices—an 
alarm, an illuminated map and 
a computer—in the project's 

gatehouse. If there's a break-in or 
a fire at a house, the alarm 
sounds, a flashingred light on the 
map identifies the house and the 
computer prints out the problem 
(fire or break-in), the house loca
tion and the date and time. And 
if the security guard is making 
his rounds, a signal is set off in 
his car. 

The Brookfield West system 
also is designed to provide 
homeowners with advanced 
communications services as 
they become available.—sub
scription TV, automatic utility-
meter reading and shopping and 
voting from home, for example. 

This type of system is not eco
nomically feasible unless a proj
ect has 3S0 or more units, says 
Tom Turner, vice president of 
System Control. But, he adds, 
the company has modified it for 
a lOO-unit apartment buildmg 
where monitoring is handled by 
the resident manager. 

Digital wall panel in each home activates 
<ir deactivates intrusion part of alarm sys
tem. Homeowner arms the system hy 
punchingout his code number, which can 
be changed by reprogramming. 
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"We almost settled for the usual 
two-handled faucets." 

Lincoln Property Company's 800-
unit Raintree community was well into 
the third stage of construction when Bill 
Curson switched to Aquamix. 

He liked the price at first sight. And 
he knew prospective residents would like 
that clean, contemporary styling. But 
would Aquamix hold up in the long run? 

We had news for him. The ceramic 
cartridge inside iscompletely unaffected by 
sand, silt, grease and other impurities that 

cause leaky faucets and nagging tenants. 
In fact, Aquamix may well outlast 

Bill's own kitchen faucet at home. In a 
laboratory test, we turned five Aquamix 
fittings on and off 250,000 times (the 
equivalent of 10 years of normal use) and 
those fittings are still going strong today. 

Bill Curson is an Aquamix believer, 
now. Your plumbing contractor has the 
figures to make you one, too. 

Ask him. 

"Fm from Missouri, 
but Aquamix showed mef 

    
      

AMERICAN 
STANDARD 

P L U M B I N G / H E A T I N G 
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''General Electric 
for your heating, cooling and 

Philip J. Drieci, Manager, 

B E D R O O M 

CLOSET H A L L 

41 

We feel our Corporate Market Development 
Operation is truly unique in the industry. A large 
staff of technical sj^ecialists is available to sit down, 
at the planning stage, with your engineers and archi
tects to help you get started right on your heating, 
cooling or lighting requirements. And experienced 
merchandising people can help you develop adver-

Philip f. Dried tising and merchandising programs to help achieve 
your sales or rental objectives. 

They will work with you on the needs of your particular project, from 
single family tract homes to the largest office and apartment structures. 

Our many years of experience in making plans and providing kitchen 
appliances to builders includes notable work with industrial giants as well 
as builders who put up single family homes. 
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' H O W C A N A N Y O N E A F F O R D 
T O H E A T T H A T P L A C E ? " 

-Illr---^-••-->• 

i n 

Welcome to 1983, a time when 
even the tiniest home can cost a 
fortune to heat. A grim picture 
that just might become reality. 
Look at the energy crisis and fuel 
rationing we have, in some parts 
of the country, right now. 

Home-buyers will become 
more and more concerned with 
the cost of heating and cooling. 
You can take advantage of this 
concern with Thermopane® in
sulating units from LOF. 

Since 1944, Ther
mopane has been 
keeping cold out 
and heat 
homes all 
over the 
country. 
Today's Thermopane Xî " is even 
better insulation. A layer of inert 
gas has replaced dry air in the 
space between the panes. 

Thermopane will help your 
home-buyers reduce heat loss 
and increase indoor humidity 
with less chance of window 
fogging, right from the moment 
they move in. As time passes and 
the cost of heating climbs, Ther
mopane will become even more 
valuable. 

For more details on Thermo
pane Xi, available only from 
LOF, write for our brochure: 
"How to Brighten Your Outlook." 
Libbey-Owens-Ford Company, 
Dept. G-673 811 Madison Ave., 
Toledo, Ohio 43695. 

l O F 
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IWo key ingredients 
in our iiouse recipe. 

You've selected a site. 
Designed your home 
and poured a foundation. 
Now you're ready to 
add two other key 
ingredients, our Bostitch 
Models N3 and N16 porta
ble nailers. They're all you'll 
need to do all your framing, 
sheathing and decking work. 

  

  

First nail floor framing in place with our Model 
N16 that drives your choice of 8d, 10d. 12d, or 
16d nails. 

Select the sub-flooring. Put it down with an N3. 
You can drive 300 6d or 250 8d nails without 
reloading. That's 5 times faster than by hand. 

Then pick up the N16 and prepare the wall-
framing. Once again, you'll go five times as fast 
as by hand. With 8d to 16d nails. Now, you're 
way ahead of schedule. 

After a coffee break you're ready for the wall 
sheathing. Back to the N3 for this 
repetitive nailing job. You'll get 
speed, accuracy and uni
form drive. Every time. And 
you're driving full head nails. 

On to the roof trusses. Load the N3 with clinch 
point nails and you'll be able to do all the joints 
from one side. No flipping the trusses because 
each nail goes completely through each side 
locking the truss plates together 
- so you'll need 
only half the space. 

Now you're ready for the topping. Put down the 
roof decking with your choice of 6d to 8d 
nails driven by the model N3 and get 
the job done fast. 

Now your profits are starting to simmer with these two key 
ingredients. Our Bostitch construction specialists and full 
line of tools will prepare your house recipe to perfection. 
Write. We'll send you the complete Bostitch recipe book 
on profitable house building. Bostitch, 302 ^ g - . 
Briggs Drive, Each Greenwich, R.I. 02818. BOStRCtl RKlCncn nOM lani 
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WATERPROOFING 

T h e eoon omy of C o m p o t l t e waterproof ing c a n result 
In a d e s i r a b l e fu l ly t i l ed s h o w e r a r e a at no m o r e 
t h a n t h e e x p e n s e of a t u b or o p e n - b a s e r e c e p t o r . 

Compotite 
Shower Pai 

P.O. Box Zaisa. L.OS Ang«l«s. California SOOSS • Phona 483-4444 
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Why pay an answering 
service when you can 

own your own? 
Dictaphone has a machine to 
make sure you never lose an
other cent through a missed 
phone call or a garbled mes
sage. In fact, we have a whole 
line of them. 

They're called Ansafones. You can buy one outright 
or possibiy lease it for about what you're paying your 
answering service now. And it works foryou 24 hours 
a day. 7 days a week. 

For a free brochure describing how much an 
Ansafone can help you, mail this coupon now. 

®Dictaphone 
B o x L - 6 - 2 0 120 O ld Post R o a d , R y e . N e w York 10580 

P l e a s e s e n d me full deta i ls of the A n s a f o n e l ine. 

Name-

Company-

Address ^ 

City 

-Phone-

State -Zip Code-

Ansalone and Dictaphone are registered trademarks of Dictaphone Corp . 
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JOB M A R K E T 

Construction Equipment Rental 
& Sales 
Hertz Equipment Rental Corp. 
E.xpansion of our operations has 
created several outstanding op
portunities in the following 
areas: Al l levels of Management, 
including branch and district 
P&L responsibility; Rental 
Sales; Equipment Management 
and Maintenance. Openings are 
located throughout the U.S. 
Proven management or sales 
ability in construction equip
ment rental and/or sales is re
quired. Bachelor's degree desira
ble but not essential. These po
sitions offer excellent starting 
salaries plus bonuses and liberal 
fringe benefits as well as unu
sually rapid advancement op
portunities. To arrange an inter
view, send resume including 
salary history in strict confi
dence to: Mr. ].'T. Rich, Hertz 
Equipment Rental Corp., 660 
Madison Avenue, New York, 
N.Y. 10021. 

An Equal Opportunity Employer 
M/F. 

Shelter Industry Specialization. 
Assist/President: Heavy owner
ship experience/multi-family 
construction. $40,000. Division 
Manager: Experience in market
ing, Construction, finance, land 
acquisition. S35,000. Land De
veloper: Texas experience. $30,-
000. Construction Manager: 
Residential building field expe
rience. Management back
ground. $20,000 + . President: 
Mobile home, multi-plant man
ufacturer. Strong sales/opera
tional background. $50-75,000. 
VP-Finance: Multi-plant mobile 
home manufacturer. Manage
ment team member. Proven 
record. $25-30,000. Audit Man
ager: Mobile homes. $20,000-1-. 
Controller/CPA: Texas builder/ 
developer. $20,000 + . Mortgage 
Banking: Put entire package to
gether. $20,000+. Marketing 
Manager: Marketingcondos. SE. 
S20,000 + . National Coverage: 
Fee Paid. VANCE EMPLOY
MENT SERVICE, 917 Barfield 
Building, Amarillo, Texas 79101 
(806) 372-3456. 

Construction Company Man
ager: desires top opportunity 
West Coast, Florida. Several 
years commercial/condo track 
record. Organize large or small. 
Florida general contractor's l i 
cense. Reply Box 601, lOB MAR
KET, House & Home, 1221 Ave
nue of the Americas, New York, 
N.Y. 10020. 

Architects/Builders—Construc
tion: Volunteer PEACE CORPS. 
Two years: Asia, Africa, Latin 
America. Expenses paid-travel, 
vacation, living. Information: 
Bruce Mazzie, ACTION, OCP 
Box 87, Washington, D.C. 20525. 

Project Manager: Major residen
tial condominium townhouse 
development in Westchester 
County. Salary commensurate 
wi th references and experience. 
Write P.O. Box 338, Somers, 
N.Y. 10589. 

L A N D M A R K E T 
OMAHA, NEBRASKA: Condo
minium or multi-family land for 
sale. Near Westroads Shopping 
Center (1.2 million square feet). 
Value enhanced by single family 
developments in area. Total 130 
acres. Priced below the market 
for first buyers. Write G.L.I.C., 
1112 North 13th Street, Omaha, 
Nebraska 68102. 

What Job 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 fill 
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 
wi th an important stake in 
housing. 

Thecostis$2.00perword 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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New and important books from McGraw-Hill 
MANUAL OF BUILT-UP 
ROOF SYSTEMS 

B By C . W. GriHin for The Amer
ican Institute of Architects. 
T h e f i r s t s i n g l e - v o i u m e 
source of facts, figures, and 
basic theories on built-up 
roof systems, this book dis
cusses in detail all compo
nents—structural decl<, va
por barrier, thermal insula
tion, membrane (Including 
the new elastomeric mem

brane materials), and flashing. It reports the 
latest views on vapor barriers and examines 
new roofing specifications using coated 
base sheets. The author also analyzes the 
roof as a system, exploring the complex in
teraction among its components. 

256 pages, illustrated, $^550 

LANDSCAPE ARCHITECTURE: 
An Ecological Approach to 
Environmental Planning 
By John Ormsbee SImonds. This compre
hensive handbook on environmental plan
ning has established itself as the basic 
reference for architects, engineers, and 
planners. Beautifully written and superbly 
illustrated, it presents an articulate ap
proach to the intelligent development of the 
landscape that surrounds us. The author, 
an eminent authority on environmental plan
ning, outlines and analyzes the complete 
land-planning process, examining all of the 
factors involved in sound, meaningful plan
ning. Hundreds of photographs and draw
ings reinforce the thoughtful proposals for 
achieving a more healthful and sensible 
living environment. 

244 pages, illustrated, $16.00 

BUILDING CONSTRUCTION HANDBOOK, 
Second Edition 

Editor-in-Chief, Frederick S . 
Merritt. In this one compre
hensive handbook covering 
every major phase of build
ing design and construc
tion, you have reliable facts, 
figures, and methods always 
at your fingertips. Com
posed of 29 sections writ
ten by 25 authorities, this 
revised and expanded edi

tion develops each topic to reflect latest 
developments in the industry. Several sec
tions have been completely rewritten to re
flect the most recent developments in their 
fields. This key to the many-sided picture of 
building tells you all in understandable 
terms. 

842 pages, illustrated, $23.75 

THE ART OF HOME LANDSCAPING 
By Garrett Eckbo. Don't make costly mis
takes in basic landscaping! This practical 
book explains how to plan, design, and build 
your own home landscape, how to substi
tute pencil work for needless shovel work, 
and how to do it in easy stages. There are 
no "pat," stereotyped answers here; in
stead, you get hundreds of working an
swers to specific problems—such as how to 
draw plans, how to use surfacing, how to 
provide drainage, how and what to plant, 
how to screen small lots, how to build shel
ters, etc. Written by one of America's fore
most landscape architects, this book shows 
you exactly what to do to achieve beautiful, 
livable outdoor space around your home. 

278 pages, illustrated, $7.95 

SYSTEMS MANAGEMENT TECHNIQUES 
for Builders and Contractors 
By Paul G. Gill. Want to apply systems man
agement techniques in your firm? This vol
ume provides builders and contractors with 
practical, proven guidelines for using the 
approach in their own companies. Through 
the use of charts, illustrations, forms, and 
job descriptions, it shows you how to struc
ture, manage, and control all your opera
tions under one management system. Prac
tical and down to earth, the book shows you 
how to apply a proven management system 
previously used only in military and space 
programs. 

210 pages, illustrated, $16.00 

PLAN READING FOR HOME BUILDERS, 
Second Edition 

By J . Ralph Dalzell; re
v i s e d by F r e d e r i c k S . 
Merritt. This handsomely 
illustrated book is invalu
able to everyone who 
wants to learn how to 
read plans for new con
struction or remodeling. 
Completely updated, this 
new edit ion o f fers a 
simple, progressive ex
planation of elevations, 
plans, sections, details, 

and the relationships between views that 
leads to interpretation of three complete 
sets of working drawings. While examples 
in the book apply to home-building, the 
basic principles are applicable to all types 
of construction. 

172 pages, illustrated, $8.95 

DESIGN AND PRODUCTION 
OF HOUSES 
By Burnham Kelly. Here is a penetrating 
analysis of the critical problems and vast 
potentials of the housing industry. Leading 
authorities in every major area of the field 
today examine the entire process by which 
single new homes are designed and pro
duced, and suggest courses of action in 
which modern methods, materials, and de
signs can work for the house buyer and the 
general public as a whole. 

428 pages, illustrated, $12.50 

LEGAL PITFALLS in Architecture, 
Engineering, and Building Construction 

By Nathan Walker and The-
odor K. Rohdenburg. "Igno
r a n c e of the law is no 
e x c u s e " - a n d yet the prac
ticing architect, engineer, or 
building contractor cannot 
possibly be conversant with 
the entire civil law applic
able to his profession. The 
next best thing is to be 
aware of the common legal 

pitfalls that have ensnared o thers -and to 
avoid them. The co-authors are an architect 
and a lawyer, and the book reflects their 
l<nowledge and experience in their respec
tive fields. 

270 pages, $15.00 

TIMBER DESIGN AND CONSTRUCTION 
HANDBOOK 
Prepared by Timber Engineering Company. 
In this book, 25 leading specialists show 
you how to obtain maximum efficiency and 
economy in the design and construction of 
wood structures. Authoritative in every way, 
this master handbook provides all essential 
information needed to develop and con
struct the best wood structures. It fully 
covers fundamental characteristics of wood, 
preliminary design considerations, design 
details, fabrication, and erection. 

662 pages, 360 illustrations, $17.50 

SIMPLIFIED CONCRETE MASONRY 
PLANNING AND BUILDING, 2nd Ed. 

By J . Ralph Dalzell; revised 
by Frederick S. Merritt. This 
updated edition—with new 
illustrations—of a highly re
garded guide for novice 
masons reflects the changes 
that have occurred in the 
construction industry s ince 
the original edition was pub
lished. The author takes 
you, step by step, through 

every type of concrete job in home building 
—from foundations, walls, and floors to 
driveways and terraces—describing each so 
that even readers with no experience can 
follow directions. 

370 pages, illustrated, $8.95 

10 DAYS' FREE EXAMINATION 
McQRAW-HILL BOOK COMPANY, Dept. 23-HH-122 
1221 Avenue of the Americas. New York. N. Y. 10020 
Send me the book(s) checked below for 10 
days on approval. In 10 days. I will remit for 
those I l<eep, plus local tax. postage, and 
handling costs, and return the others post-

• 014892-Manual of Built-Up Roof 
Systems $15.50 

• 573913-Landscape Architecture . 16.00 
n 415064—Building Construction 

Handbool<, 2nd Edition 23.75 
• 188785-The Art of Home 

Landscaping 7.95 

n 232369—Systems Management 
Techniques 16.00 

paid. (Remit in full with coupon, plus any 
local tax. and McGraw-Hill pays all postage 
and handling costs. Same return and refund 
privileges still apply.) 

• 152217—Plan Reading for Home 
Builders. 2nd Edition $ 8.95 

• 338752—Design and Production of 
Houses 12.50 

• 678502-Legal Pitfalls 1500 
n 646066—Timber Design and 

Construction Handbook 17.50 
n 152233-Simplified Concrete 

Masonry Planning and Building, 
2nd E d 8.95 

Name. 

Address 

City State Zip-
Otter good only in U.S. Order subject to acceptance by McGraw-Hill 23-HH-63 
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If you think these 4 General Electric appliances 
make the most modem kitchen, 

you've got another appliance coming. 

 
 

 

  
 

 

To impress a woman wi th your kitchen in 
tcxJays market, you've got to show her something 
more than the appHances she's used to seeing 
in your competitors kitchens. 

That's why GE Trash Compactors can make 
a hig difference in which apartment or home 
your prospect chooses. 

Consider the advantages the GE Trash Com
pactors offer. 

Kitchens are neater and cleaner—no un
sightly trash containers. In fact, with reversible 
panels in GE colors the compactor can match 
the rest of the kitchen appliances. 

Fewer trips are needed to put out t r a s h -
usually only once a week for a family of four. 
There are no mc^sy trash cans or bins to mar an 

otherwise attractive area. And no trash cans 
for animals to overturn. 

Thiscould mean fewer pick-ups, fewer dump 
sters to rent and possibly more parkmg area. 

The compactor is easy to install. It pkigs into 
any adequate IIS volt outlet —no water hnes 
no drains, no vents, no bolting. 

And remember, behind every 
GE appliance is General Electric 
Customer Care . . . Service Every-
whcre."Which means that wher
ever your project is in the U.S.A., 
there'll be a qualified GE serviceman nearby. 

For more information call the GE Contract 
Sales Representative at a nearby General Electric 
major appliance distributor. 

G E N E R A L ^ E L E C T R I C 
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C o n g o l c u m 
i M r e d u c i n g 

4k: 
Try it! It works! Keeps your production schedules on schedule! 

Saves downtime when you're ready to cover floors. 
The Congoleum plan is simple: a distribution network of 160 

warehouses for home builders. Always loaded with nationally adver
tised no-wax Shinyl Vinyl floors, and Carpets by Congoleum. Staffed 
by service-trained people to assure you of on-time delivery. Supplied 
by fleets of Congoleum transports constantly on the move. 

Congoleum just does a better job than anybody else of main
taining the flow of floor coverings into your production schedule — on 
line or on site. 

Easiest way there is to lose wait. Get on the Congoleum wait 
reducing plan. Call the warehouse nearest you, or Don Peterson, home 
building sales manager (collect, 201-991-1000). Congoleum Industries, 
Inc., 195 Belgrove Drive, Kearny, N.J. 07032. 

Congoleum 
^ F I N E F L O O R S 

has the answer. 
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Red cedar shingles: because one man's beach home 

    

Beach house, Village ot Quogue. New York Certigrade shingles No. 1 Grade, 18" Perlections. Architect: Roy Sigvard Johnson. Builder: Ralph Otis 

Shorelines are in the public eye 
Today's builder must satisfy not only his 
client, but his community as well. Both 
goals are achieved by this shingle-clad 
beach home on Long Island. Design 
excellence, fine craftsmanship, and 
quality materials all contribute. 

74 lUNE 1973 

The rich texture of red cedar shingles 
is a welcome and compatible sight at the 
beach Cedar shingles are always warm-
looking, inviting. They're exceptionally 
practical, too. They weather beauti
fully, even in marine air. They'll retain ^ 
their good looks for decades with = 

little or no maintenance. And they'll 
withstand hurricane winds. For details 
and application tips on Certigrade shingles 
, and Certi-Split handsplit shakes, write 

us at 5510 White BIdg., Seattle, 
WA 98101. In Canada, write 1055 W. 
Hastings Street, Vancouver 1, B.C. 

•'•sus I »»1>«̂  
R e d C e d a r S h i n g l e & H a n d s p l i t S h a k e B u r e a u 

One of a series presented by members of the American Wood Council. 
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TOMaylags help keep ihe laundry 
operation exceptionally smooth at Hazelcrest 
Condominiums^ reports Mr. Masterson. 

Thoy have 35 washers and 
35 dryers. "T/ie residents 
vouldn^t be more pleased," 
he writes. 

Opened in Deeeiiiher of 1968, 
Hazelcrest Condoininiuins com
prise 35 handsome buildings with 
a total of 285 units and 712 occu
pants in Hazelcrest, Missouri. 

"We decided to go Maytag all 
the way, dryers as well as wash
ers," writes Mr. Joseph C . Master-
son, manager. "It proved to lie a 
good move. The residents couldn't 
be more pleased with these ma
chines, and our whole laundry 
room operation is exceptionally 
smooth. Repair costs on our 70 
Maytags have been low." 

Of course, we don't say a l l 
Maytags will match the record at 
Hazelcrest Condominiums. But 
dependability is what we try to 
build into every Maytag (Commer
cial Washer and Dryer. 

Find out what Maytag depend
ability can do for yon. We'll also 

S M A Y l AG 
^ ^ I ^ H P ^ T H E D E P E N D A B I L I T Y P E O P L E 

HAZELCREST l&ll 
COMMUNITY 

CEMTEft t. OFFICE 
7545 

send details on exclusive Maytag 
D I A L - A - F A B R I C Washers that let 
ri i>lomers d ia l a programmed 
cycle for any washable fabric . . . 
ri en wool! One dial setting does it. 
Mdil the coupon. 

T H E MAYTAG COMPANY, Advertising Dept. HH-6-73, Newton, Iowa 50208. 

G E N T L E M E N : P lease rush me full Information on the dependable Maytag-
Equipped Laundry package. 

Name-

Address-

City 

State- -Zip Code. 

Phone-
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d s h o r t 

brings you five practical solutions. 

[ \ / \ / \ / \ / \ / \ / \ / \ / \ / \ / \ / \ i 
TRUS JOIST a n d p l y w o o d have a l w a y s been a g rea t t e a m a n d p rov ide a t op qua l i t y 

roo f a n d f l oo r system w i t h rea l economy. However , versat i le TRUS JOIST goes w e l l w i t h 
o ther mate r ia l s too . O n e o f these l is ted b e l o w cou ld be the perfect answer to your b u i l d 
i ng p r o b l e m . 

Petrical® is a structural deck that provides 
the owner with a lightweight non-combustible, insula
ting, and accoustical material In additon to the durable 
structural characteristics. Combined with TRUS JOISTS you 
can design a good compatible system. 
Fireproof Prod., Inc., 808 S. 3rd St., Cornell, Wis. 54732. 

Stramit is ideal for multi-purpose applications 
and its resistance to buckling and warping makes it a 
desirable building material. In addition to structural 
strength and good thermal insulation values, Stramit 
has significant sound absorption and sound transmis
sion loss properties making it a good companion to 
TRUS JOISTS. 
Stramit Corp. Ltd., 10562-109 Street, Edmonton, 17 
Alberta. 

Homasote—"4-Way" decking serves as a sub-
floor, carpet under-layment, sound deadening and 
weather proof protection. Accordingly, it is widely used 
in fine homes, garden and low-rise apartments, motels, 
nursing homes and wherever else a resilient, noise-
reducing floor system is needed. Works great with TRUS 
JOISTS along with Homasote EASY PLY ROOF DECKING. 
Homasote Co., Trenton, N. J. 08603. 

Permadeck® T & G plank spans up to 4 feet 
c. to c. of ioists, carrying normal roof loads without 
additional support. Permadeck may be nailed to wood 
ioists. Permadeck form board provides forming for 
reinforced concrete or lightweight Insulating concretes 
such OS Elastlzeil. The form board remains in place as 
a permanent finish ceiling, providing non-combus
tible, accoustical and insuloting qualities as well as a 
beautiful texture. 
Concrete Prod., Inc., P. 0. Box 130, Brunswick, OA 31520. 

Steel Deck—There are times when ĥe selection 
of one component for a building will push the cost of 
other components up or down. The roof system is such 
a component. While we generally think of all wood 
systems or all steel systems we seldom take full advan
tage of the Individual products by forming new mar
riages of materials. TRUS JOIST itself was an important 
advance In construction quality through a marriage of 
the best use of wood and steel. Another step forward 
in your next pro|ect could well be a marriage of TRUS 
JOISTS and your favorite steel decking. . 

Creative engineering in structural wood. 
9777 CHINDEN BOULEVARD BOISE, IDAHO 83702 
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Editorial 

Merchandising: Let's get back to the basics 

It 's easy to forget the basics in a boom 
market, when just about anything you 
build sells before it 's f inished. 

But no boom lasts forever. And when 
the market starts to t ighten up, the es
sentials of merchandising—model pre
sentation, advertising, face-to-face sell
ing and al l the rest—can mean the dif
ference between making i t and going 
belly up. 

Apartment builders know this. When 
they started hur t ing in the overbuil t 
rental market a few months ago, a lot 
of them became much better merchan
disers i n a big hurry. And a lot of for-sale 
builders, anticipating a slow-down in 
their markets, are re th ink ing their mer
chandising now—before trouble hi ts . 

There are other reasons for r e th ink ing 
your merchandising basics right now. 
For one thing, prospects are more con
cerned thanever w i t h the quali ty of their 
communi ty , especially its environ

ment. And perhaps most important , 
they have discovered the big stick of 
consumerism. If their homes don't l ive 
up to your advertising and your sales
men's claims, if there's a h in t of misrep
resentation, they ' l l raise merry hell w i t h 
you. 

Southern Cal i fornia is always the 
roughest competi t ive market in the 
country, and builders there have never 
been able to slack off their market ing 
efforts, boom or no boom. So in put t ing 
together this issue on merchandising 
basics. House & Home talked w i t h four 
highly experienced marketing execu
tives whose primary markets are in 
southern California. On the pages that 
fo l low you ' l l get first their views on the 
basic components of merchandising and 
then a look at the projects in which 
they're current ly put t ing their views to 
work . 

M a x w e l l C. H u n t o o n Jr. 
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Sales experts.. 

Let 
these 
experts 
tell you 
how to 
get back 

to the 
basics 

of 

Don T. McMuIlen became director of marketing for La-
guna Niguel when the new town development was pur
chased by Avco Community Developers Inc. in 1970, His 
22-man sales staff is expected to expand soon to 30 men 
who will handle six additional product lines. McMullen 
won NAHB's annual Marketing and Sales Director's 
Award in 1972. Sea Terrace, Avco's newest project at 
Laguna Niguel, is shown on page 94. 

Mathew Loonin is executive vice president of A.I Hall 
Corp., a ten-year-old firm building planned residential 
communities in Orange and San Diego counties. In 1972 
the company built nearly 2(X) homes worth about $7.5 
million in four projects. Next year, Hall expects to do 
roughly $15 million from ,MK) homes in eight projects. 
Beachwalk, the company's Huntington Beach project, is 
shown on page 90. 

Rental expert f 

Bay ne A. Sparks has been marketing vice president of The 
Grant Corp. since 1971. The $75 million corporation has 
active single-family and townhouse projects in Arizona, 
Nevada and Hawaii as well as in northern and southern 
California. Grant Corp. makes its headquarters in New
port Beach, Calif, and its newest condominium project 
Newport Crest—on page 87—is also at Newport Beach, 

Mary Anne Sayler has been director of advertising, public 
relations and recreation for Gerson Bakar & Associates 
for four years. The San Francisco-based firm has been in 
the rental market exclusively since the 1950s and cur
rently owns about 7,000 units in California, Of these, 
3,000 were acquired from other companies. Park New
port, Bakar's Newport Beach project, is on page 98. 
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lust what is merchandising? 
It's the second phase of the marketing process—what takes place after your 

product is built. Up until then, the key activity is market research—the portion 
of the marketing process that determines whether there's a demand for the 
product and, if so, what form it should take and what the price range should 
be. Once these decisions have been implemented!, it's up to the merchandising 
program to sell what's been produced. 

What are the basics of merchandising? 
They're the bedrock of any marketing program. Without them all the color, 

froth and excitement in the world can be wasted. They include tangible ele
ments—sales offices and model compounds, for example—and intangibles like 
salesmanship and the copy in your advertising. And they have to be handled 
effectively—which requires intelligence, expertise and experience. 

It's just those characteristics, augmented by proven records of success, that 
qualify our experts to speak authoritatively on the subjects that follow. 

The sales and model area: 
It must be planned for tight traffic control 

"What you really need is a self-contained 
compound for the sales office and the 
models," says Loonin, "so prospects enter 
the office on their way to the models, then 
are forced hack through the office after 
they've seen them." 

This closed-trap set-up is vital, all the ex
perts agree, and that holds true whether the 
sales office is a separate huilding or in the 
garage of one of the models. Otherwise 
salesmen won't be able tocontrol customers. 

Says Sparks: "Even when your sales office 
is a three-car garage, you channel traffic in 
through a side door and out through the front 
garage doors. And that front area should be 
trapped with a fence." 

Says McMullen: "At Sea Terrace we have 
three separate sales offices oriented to the 
three types of housing we're offering. In each 
case the traffic flows into and back through 
the sales office." 

And it helps if salesmen can monitor the 
compound at all times. "For example," says 
Loonin, "at one of our projects the closing 
offices have glass walls. Our staff can watch 
people drive into the parking lot, see kids 
playing in the tot-lot and keep track of cus
tomers going in and out of the models. This 
would be very difficult without a well ar
ranged compound." 

The compound should he designed to set 
the tone for the entire development. 

"The sales area should never be an isolated 
part of the project," says Loonin. "It must 
be integrated into the total setting so pros
pects getan immediatepositive feelingof the 
project. And it's a big help if there's a view 
of at least part of the recreational facilities 
from the sales compound. Then the recrea
tion becomes another display." 

"But never, "adds Sparks, "usea clubhouse 
or rec building for sales. Prospects wi l l be 
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wanderingall overthe place. It's thebest way 
to lose them." 

What about selling before the models or 
the sales office are finished?McMu\\en faced 
that problem at Sea Terrace and converted 
it into a merchandising asset. 

"We installed a trailer office adjacent to 
where the models were being built ," he says. 
"Then we designed a preview-offer newspa
per ad that played up the less-than-favorable 
on-site conditions. The ad read: 

'Come and watch them being built and see 
the quality that goes in . . . That's why we 
want you to see Sea Terrace homes just as 
construction starts. But please bear with us. 

The sales office: 
Here's where the first impression is made 

And that first impression has got to create 
positive reactions right from the start. 

Take the location board. "It's one of the 
first things a prospect should see," says 
Loonin. "People often are disoriented and 
confused when they come into a sales office. 
You've got to show them quickly and clearly 
where they are and what's around them— 
what kind of shopping, what kind of enter
tainment, sports facilities, libraries, the 
schools, the churches and, of course, the 
major highways." 

Then there's the who's-who board. Be
cause once the prospect knows where he is, 
he'll want to know all about the company 
he w i l l be buying from—how long it's been 
in business, what awards it has received and 
who its key executives are. 

"That's the best way to instill confidence 
in both the builder and his product," says 
Sparks. 

And mood photos can be effective in es
tablishing the life styles a project wi l l 
offer—sailing scenes if it's a water-oriented 
project; horseback riding if there are stables 
nearby, for example. 

After the first impression has been 
created, the next thingthe sales office should 
do is highlight the units themselves. 

"You should have a three-dimensional 
scale model," says McMullen. "That's the 
best way for a prospect to sec what the project 
is all about." 

Well defined floor plans and photos or 
renderings of the models are another neces
sity. And, says Sparks, if possible they also 
should be closely related to the model units. 
At both Newport Crest and Sea Terrace, for 
example, floor plans and renderings of the 
units are in front of a window-wall that looks 
out on the model area, and they are arranged 
in the same left-to-right order as the models 

Models have not been built yet and the sales 
office is just a temporary one.' 

"What happened was that we eliminated 
the sightseers and brought out only good 
prospects—people who really were inter
ested in buying. 

"We used this approach for our garden 
homes and single-family detached units and 
it paid off both times. In the six weeks before 
the garden-home models opened, we had 217 
prospects and made seven sales for a total 
volume of $336,000. Some 285 families came 
out for single-family homes before the 
models opened and we made nine sales for 
a total of $578,500." 

are situated in the compound. 
The personal approach should come into 

play as soon as—or shortly after—a prospect 
walks into the sales office. 

"Your salesman should be able to qualify 
a prospect wi th in four or five minutes," says 
Sparks. "And he should learn what kind of 
housing the prospect needs and something 
about his life style. Then the salesman can 
begin selling the project in terms of what's 
important to the customer. 

"Supposing, for example, the prospect is 
moving from a large, single-family home 
because he's tired of mowing the lawn and 
other maintenance chores. If you've got a 
homeowner or condominium association 
that handles maintenance, that's what your 
salesman should play to the h i l t . " 

Another important hut tricky part of the 
sales office is the display of optional equip
ment and materials—carpeting, paint 
colors, etc. They've got to be shown, but they 
should be cut off some way by a divider or 
other device from the main sales area. 

"We don't want our design center to be 
right at the salesman's elbow," says Loonin. 
" I t interferes wi th sales activity." So at 
Beachwalk, when a salesman is about to 
close, he walks people back to a separate 
design center area so they can make their 
selections. 

What happens when you're using a garage 
as the sales office? 

"You should keep your samples in a sepa
rate garage," says Sparks, "even if it means 
having an additional sales aide there to talk 
to prospects." 

Another tip for a garage-office: Use the 
laundry room as the lavatory. "You can 
always remove the toilet later, after the 
house is sold. You don't want people using 
your model toilets," says Sparks. 
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Inside the model: 
Show them a home they can relate to 

"People have to be able to see themselves 
living in the house," says McMullen. "We 
don't want them turned off by furniture or 
decor that's too far-out or expensive." 

So your decorator really has to be clued in 
on your market. 

"If a family has young children, you want 
a nursery," says Sparks. " I f it's empty nes-
ters, a den. And if you're dealing with 
younger families, they really relate to 
painted furniture." 

A lived-in look is best. And, says Sparks, 
"that means bedrooms with chests, chil
dren's rooms with desks, etc." 

"I t also means that every wall shouldn't 
be mirrored and every ceiling shouldn't be 
painted pink," adds L(3onin. "That's pure 
display and people can't relate to i t . " 

Whenever possible, each model should be 
given a different look. At Beachwalk, for 
example, decorating is slanted at different 
age groups. For families with older children, 
one model's family room is decorated as an 
adult room because the children wil l usually 
be away from home doing their own thing. 
A second model, designed for prospects with 
pre-teen children, has furnishings for fami
lies that do things together. 

You also want to set different moods, says 
Loonin, and color is one way to do it . 

"Be sure the last house is the most exciting 
one. You want prospects keyed up to buy 
when they come back into the sales office." 

It's vital to tell prospects what is standaid 
and what is extra. 

Obviously, decorated models are going to 
feature many items that aren't standard— 
paneling, for example. 

"But you've got to be honest," says Sparks. 
"We use adisclaimer sign: This is a decorated 
model and some products have been used to 
show how the house lives. 

"We also use small 'included' signs so 
buyers are aware of all they are getting. And 
sometimes we leave one model undeco-
rated—exactly the way it wi l l be delivered. 

Buyers appreciate it because they see we're 
being honest." 

That honesty should extend outside of the 
models, too, says Sparks. If a house is deliv
ered landscaped, use landscaping around the 
model. Otherwise, don't. 

Avco's disclaimer covers non-included 
landscaping as well as upgraded decor: 
"These models have been decorated by one 
of America's leading interior designers to 
of?er many ideas to help personalize your 
home. Special effects such as decorator 
colors . . . special landscaping, etc. are extra. 
If in doubt, please check with your sales 
representative." 

Too many signs detract from the models, 
Loonin believes. So there is only one sign in 
each Hall model telling what is standard and 
what is upgraded. 

"But we don't like too much upgrading," 
he says. "A lot of builders make a lot of 
money pushing optionals, but we don't. 
We're in the business of selling houses, not 
draperies, carpets and intercoms." 

Interiors aren't the only thing to think 
about when you're planning your model 
complex, says Sparks. 

"A lot of people forget that the order of the 
modelsis extremely important—where each 
model looks best should be the criterion. For 
example, you wouldn't want to walk out of 
the sales office and be faced with the great 
big blank wall of a two-story home. You 
should see the low silhouette of a one-story 
unit first. It's better to arrange the models 
for that kind of visual impact than to do it 
in order of price or degree of luxury." 

What about the cost of decorating? Can 
you recover any of it? McMullen's company 
sells mirrors, screens, furnishings, etc. to 
residents when they close out a model. The 
wallpaper, draperies, paneling, etc. are sold 
to the model buyer at between 50% and 
100% of the developer's cost. 

"But we don't try to recover the designer's 
fee,"hesays. "That'scharged to marketing." 

Salesmen: 
Let them know they're hill members of your team 

That doesn't mean just teaching them your 
methods or giving them all the data on your 
project, says Loonin. It means listening to 
their ideas on advertising, promotion or any 
other part of your sales program. 

"It goes back to the basic nature of all top 

salesmen. They're usually emotionally tight 
and high-strung. So you build up their egos 
by letting them know they're valuable 
members of your staff—not just order 
takers." 

What does it take to be a top housing 
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salesman? Loonin says it's prior success in 
real estate. But Sparksand McMullen believe 
it's the ability to sell—no matter what the 
background. 

"We have a young Turk," says McMullen, 
"whom we brought in about a year ago from 
a local Cadillac dealership. He was their top 
salesman and in a short time became one of 
our top salesmen." 

And says Sparks: "Some of our best people 
were never in real estate before. They came 
from radio stations, used-car lots, appliance 
and furniture stores. And they didn't come 
in thinking they knew all the answers. They 
were wil l ing to try our approach." 

Grant Corp. starts newcomers to real es
tate selling in lower-price projects, then 
moves them along to medium- and upper-
income developments. 

Also, says Sparks, "we always try to match 
our salesmen to the product they're selling. 
If we're selling retirement housing, we don't 
want mod kids in the sales office. We want 
older, successful looking men whom retire
ment prospects can identify wi th ." 

Loonin feels that there's no one type that 
makes a good salesman. Each person has a 
different personality, so his approach w i l l be 
different. 

"A man who can project himself, appear 
natural and get along with all types of people 
is usually the most successful. If he has those 
qualities, then any small flaws in his sales 
techniques can be corrected on the job. So 
what you look for is a man with a pleasing 
appearance, who can empathize with people, 
has a sense of humor and a good sense of 
t iming." 

How do you know if he's a good salesman ? 
Says McMullen: "You evaluate by his clos
ing ratio. If he's closing 80%, he's good. If 
he's closing only 20%, he's not. 

What about sales-training programs? 
How should they be handled? 

For A.J. Hall salesmen, training is chiefly 
an on-the-job matter, but preliminary indoc
trination is also given. First, every facet of 
the product and the market is explained. 

"These planned developments are very 
complex," says Loonin, "with all kinds of 
rules and regulations, a varied project mix 
and home owner associations. The salesmen 
have to know what they're talking about." 

Also, salesmen are trained to answer all 
questions with complete honesty. 

"Theeasiest product asalesman has to sell 
is the truth. We don't want our people mis
representing anything. I tell them, 'Never lie 
because liars need fantastic memories. If you 
don't have to worry about keeping lies 
straight, you can concentrate on selling.'" 

The trick, Loonin says, is to tell the pros
pect something good at the same time you 
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tell him something that's adverse. 
Sparks also is adamant about sticking to 

the truth. 
"You have to be cold-dead honest," he 

says. " I 'm fully convinced that we've just 
started to feel consumerism in this industry. 
People can adjust to anything if they're told 
about it in the beginning. But if you misrep
resent the product, you're going to have un
happy buyers." 

For example, views should never be mis
represented. If a project is under con
struction, says Sparks, and a unit has a lake-
front view that wi l l be blocked by another 
unit later on, tell the buyer now. 

"When our prospects sign the offer-to-
purchase, we have them sign an addendum. 
It reads: 'No representations to view have 
been made.'" McMullen's company does the 
same thing. 

Although there's no formal training pro
gram for Grant Corp. salesmen, they are 
required to attend weekly meetings, read 
pertinent literature, shop the competition 
and participate in semi-annual refresher 
training sessions. 

"For new salesmen, we stress on-the-job 
training by tract sales managers and general 
sales managers," Sparks says. "The new men 
are constantly wi th the tract sales manager 
until he's sure they understand the total 
product. After that, they get continuous help 
from the general sales manager." 

For Avco, sales training is highly forma
lized. The Avco Community Developers 
Sales Executive Training Program is set up 
in three plateaus. Every salesman, no matter 
how experienced, must go through the first 
plateau—a three-day course in sales tech
niques. It includes classroom training and 
research by each salesman into all facts about 
the project and the competition. 

"A man doing his own research is more 
likely to remember i t , " says McMullen. 

A salesman completing the first plateau 
receives a certificate and is then eligible to 
start selling. 

To reach the next two plateaus, salesmen 
must meet stated sales requirements— 
$.500,000 annually for the second plateau, $2 
mil l ion for the third. They are then eligible 
for more intensive training courses. The ses
sions are highly structured, wi th salesmen 
undergoingwritten and oral examsand being 
required to submit thesis-like reports. 

"What we're trying to do," says McMul
len, "is keep our salesmen keyed up, so we 
keep giving them new goals to shoot for." 

Training never really ends at Avco. There 
are bi-monthly counseling sessions, during 
which salesmen meet with outside sales 
consultants and test themselves on what 
they've learned during the initial training 



period. They may also go into the field to 
discuss specific problems, presentations and 
closing techniques with the consultants. 

"It's a fine-tuning of existing skills," says 
McMullen. "We're not trying to build an 
engine, just keep it running at peak perform
ance. This program stops a man from going 
stale so he doesn't use the same presentation 
over and over. It rekindles enthusiasm." 

In paying salesmen, incentive is the key. 
With Grant Corp. salesmen have a draw but 
are paid strictly on the basis of units sold. 
There's a set dollar base for the first three 
sales each month, an increased base for the 
next three and so on. And bases are higher 
at more expensive projects, since these 
salesmenusually sell fewer houses than they 
could at lower-cost projects. Tract and gen
eral sales managers—also on incentive 
pay—get overrides from each sale. 

Similar plans are used by A.J. Hall and 
Avco—although they work on a percentage 
rather than a dollar basis. 

"There is no l imi t on what our salesmen 
can make," says Loonin. "We don't cut back 
on commissions if a salesman's record is 
high. Commissions usually range from %% 
to l'/2% depending on the project's price 
range, how fast it is moving and its location. 
Our salesmen—both on-staff and some out
siders who work for brokers—usually make 

from $20,000 to $40,000 a year." 
Periodically, Avco offers additional finan

cial incentives in the form of sales contests 
predicatedontime-and-unitsales objectives. 
Also, some problem lots or units carry com
mission premiums. 

How many salesmen do you need? "Even 
if traffic is very heavy, we don't believe in 
loading up a sales office," says McMullen. 
"A minimum sales force of two or three 
alllows each to make money, and this keeps 
them turned on. Prospects may have to wait 
occasionally, but they can spend the time 
looking at point-of-sale material." 

"When traffic is heavy," says Sparks, "it's 
a matter of the salesman telling a prospect 
about the models, sending him out with a 
brochure then picking him up on the way 
back." At this point the salesman should 
determine interest and either arrange for a 
follow-up phone call or set up an appoint
ment for a more leisurely visit to the project. 

When traffic is light. Sparks says, it's a good 
idea for salesmen to accompany customers 
at least to the first model. 

Two salesmen per project is the general 
rule at Hall company projects, although 
sometimes it may be one salesman and a 
salaried part-timer. 

"For busy weekends we often add a host
ess," says Loonin. 

Advertising and promotion: 
To stand out, you need a strong theme 

With so much competition around, says 
Loonin, you've got to have a sales pitch that 
wi l l catch the public's eye and identify a 
project as yours. 

Sparks, McMullen and Loonin all put the 
bulk of their advertising into the real estate 
sections of local newspapers. 

"That's the bread-and-butter source of 
prospects," says Loonin. "And we fight for 
attention by using tasteful, quality ads. It's 
really not too difficult because most ads lack 
taste and class." 

Although newspapers head the list as the 
best source of buyers, it's not the be-all and 
end-all. 

"When you have something that's special 
in the way of product, then you have to 
promote that product in a special way," says 
McMullen. So when the townhouses at Sea 
Terrace were opened, invitations to an ex
clusive showing of the models were mailed 
to a select list of prospects and delivered 
personally by salesmen to business and pro
fessional people in the area. 

"This technique was more successful than 
we anticipated," says McMullen. "No ad

vance advertising or publicity appeared. Yet 
the first weekend 241 families visited the 
complex, and we made ten sales totaling 
$408,600." 

After this special preview, a grand opening 
ad, designed to deliver only qualified pros
pects, drew 377 visitors the first weekend 
and generated nine sales. 

Depending on your market and location, 
there are other possible advertising media. 
For the more affluent market, says Sparks, 
"We spread out into FM radio and some of 
the local magazines. In the lower price range 
we use a heavy direct-mail program that's 
slanted to apartment renters." 

A first-rate way to boost traffic is with a 
well planned and logically sequenced off-site 
sign program, McMullen says. For Laguna 
Niguel, the community in which Sea Terrace 
is built, his company designed a series of 
signs to bring prospects past the many com
peting developments between Sea Terrace 
and Los Angeles. 

"We had to be mindful of the environ
mental impact of massive signing," he says, 
"so we used the blue sea, sky and hills theme 
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which is part of our overall graphics. Surveys 
show we increased traffic through Laguna 
Niguel by 15% to 20%." 

In the area of promotion, project parties 
play a big role in generating sales. Loonin's 
company, for example, runs Christmas par
ties for its projects' home owner associa
tions. The company pays for the parties, and 
guests include prospects as well as friends 
of the residents. 

"I t helps wi th our referral program, and it 
lets prospects mingle with homeowners so 
theycanget first-hand information about the 
project," he says. 

Publicity releases, prepared by an outside 
firm, are sent to newspapers whenever 
there's a party or other project news—when 
a new phase or a new recreation amenity is 
opening, for example. 

"The more times your project name gets 
into print, the more likely a prospect is to 
remember it when he goes out looking for 
a new home," says Loonin. 

What do brochures contribute to a mer
chandising campaign: So much that no for-
sale project can be without them. 

"The brochure serves both as a confidence 
builder and a reminder of the project once 
the prospect leaves," says Loonin. "And it 
also contains facts and figures a salesman 
might have overlooked." 

At Sea Terrace, McMullen's company 
offers two main brochures—a full-color 
mood piece and a neighborhood fold-over 
packet that contains floor plans and eleva

tion sheets for the models visited by the 
prospect. 

"Copy in the brochures is clear and 
straighttothe point,"saysMcMullen. "Even 
the photo captions have zest. Copy for a 
golf-course illustration reads: 'This is the 
eighth hole. . . . It's deceptive. You need a 
slight hook to avoid the lake— Never mind 
what the caddy says. We warned you. '" 

Grant Corp. brochures start by telling who 
the builder is and also includes a locator map, 
descriptions of each house and an environ
mental or way-of-life panel. Separate floor 
plan sheets for each model include the ele
vation and price, but no square-footage fig
ures. Says Sparks: "It's better to let prospects 
ask questions. Let's say a house has 1,200 
sq. f t . and costs $25,000, and the prospect has 
just visited another project where the same 
$25,000 w i l l buy a house wi th 1,300 sq. f t . 
He's going to assume the latter house is a 
better buy. 

"But people actually are buying volumet
ric footage. With today's design elements 
like sloping ceilings and indoor-outdoor re
lationships, square footage isn't enough. It's 
how the house feels and how it relates to the 
exterior that's important. That's why we 
don't include square-footage figures." 

The cost andformat of brochures vary with 
the price range of the project. Sparks' com
pany wi l l spend from S3,500 to $7,500; Mc
Mullen's Sea Terrace mood piece cost $28,-
000; and Loonin says it's not unusual for his 
company's brochures to cost $10,000. 

Word-of-mouth: 
It's still the strongest sales tool of all 

That's why the experts agree that post-sales 
service really has to be considered part of the 
merchandising program. 

"Referrals begin as soon as your first 
buyers move i n , " says Loonin. " I f you take 
care of owners' complaints immediately, 
they'll tell their friends and families how 
great it is to live in your project." 

It'sa mushroomingsituation. Word passes 
from one group to another. 

"In some projects," says Sparks, "we've 
had as much as 50% of our sales from refer
rals. A lot of this is due to the $175 to $350 
we allocate for service on each house." 

Post-sales service at Hall projects begins 
before a buyer moves in. A corrective man
ager, who acts as liaison between the service 
and construction departments, delivers the 
house. It's his responsibility to follow up on 
post-construction repairs as soon as possible. 

Another good source of prospects is buyers 
of a developer's earlier units. "These people 

have built up both equity and appreciation," 
says Sparks. "Many of them are anxious to 
move up to a better home. And if they know 
from experience they'll get quality from you, 
they'll buy that better home from you." 

Grant Corp. also gives $50 to any resident 
who sends a buyer to a new project. Al l the 
resident does is fill out a referral card in 
triplicate; when the sale closes, the $50 is 
paid. Grant uses a list of 6,000 former buyers 
who receive notices each time the company 
opens a new project. 

Avco gives its owners 30,000 Blue Chip 
stamps (worth about $75 retail) for each re
ferral who buys. "Housewives love i t , " says 
McMullen. "They telltheir friendsabout the 
project." 

The company encourages its salesmen to 
keep in contact wi th new owners. There's 
a double benefit: It's a good way to monitor 
buyer satisfaction and it gives salesmen an 
opportunity to meet friends of the residents. 
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merchandising apartments 
The tools are the same, but the technique 
should be different 

"In the rental market you have to satisfy 
people's total needs, not just their housing 
needs," says Mary Anne Sayler. So your 
merchandising program should zero in on 
a project's life-style. 

In Bakar projects prospects are taken 
through the entire development—including 
recreational facilities—before they see the 
models or available units. 

"We call that part of our program Walk and 
Talk," says Ms. Sayler. "And it's most criti
cal in terms of renting. 

"While a rental consultant is showing the 
prospect through the project (either on foot 
or in a golf cart), the consultant feels out the 
prospect—finding out v^hat doesn't interest 
him as well as what does. This lets the con
sultant zero in on what he believes the pros
pect really relates to. 

"Let's say that a would-be tenant is over 
40 and obviously not athletically inclined. 
Instead of stressing amenities like our tennis 
facilities, the consultant points out the 
clubhouse bulletin board which lists activi
ties such as bridge tournaments or lecture 
groups. 

"It's a matter of being sensitive to peo
ple," says Ms. Sayler, "That's what the rent
al game is all about." 

More specifically, here are the guidelines 
followed by the Bakar rental organization: 

The sales and model area: Keep it 
separate; make it friendly 

At each Bakar project there's a separate sales 
building that includes the decorated models. 
Thus, modelsarepermanentandalways look 
out on the recreational amenities. 

"These amenities workvery hard for you," 
says Ms. Sayler. "The more exposure you can 
give them, the better oflf you are." 

Ideally, she says, prospects should be 
greeted by a rental consultant as soon as they 
enter the sales area, then be shown a scale 
model of the project. 

"This is the prospect's introduction to the 
scope of the project—and also when a con
sultant can get his first inkling of the pros
pect's needs." 

Next comes a tour of the decorated models, 
theWalkandTalk,avisittothefor-rent units 
and the return to the sales area. 

"This way you don't need a trap," says Ms. 
Sayler, "just a sign directing people to the 
sales building." 

During busy periods, just after an opening 
or on a high-traffic weekend, rental consul
tants are back-stopped by tour guides— 
young people who are familiar enough wi th 
the project to answer general questions. 
They conduct prospects through the recrea
tional area unti l a rental consultant can 
take over. 

"Such immediate, welcoming attention is 
the first step in convincing a prospect that 
your project is going to be a friendly place 
to live i n , " says Ms. Sayler. 

When a prospect signs up for a unit, or if 
he appears to be more than a looker, he 
receives a take-home packet that shows the 
total project and demarcates the building 
that interests him. Floor plans are provided 
so that the tenant-to-be can use them as a 
furniture-placement guide. 

And for prospects who don't sign up im
mediately, there's a tickler file. It's used in 
two ways: first, as a reminder of any special 
requirement—for example, "prefers apart
ment by the lake"; and second, for follow-up 
phone calls which usually are made about 
two weeks later. The consultant w i l l say, 
"We just wanted to keep in touch, and hope 
we answered all of your questions. Is there 
anything else we can do for you?" 

Point-of-sale merchandising: It can do 
double-duty for you 

Obviously, one requisite of point-of-sale 
material is to familiarize prospects with a 
project. To that extent, the Bakar organi
zation employs the usual credit board (listing 
builder, architect, etc.), a location board 
pointing out nearby shopping, entertain
ment centers, schools and churches and 
mood photos showing the surrounding area. 
There are also copies of the project's news
paper and a bulletin board listing current 
project happenings. 

But the company's most important point-
of-sales material is used to keep prospects 
occupied while they're waiting for a rental 
consultant—or even for a tour guide on 
extra-busy days. 

Three items are of particular interest to 
prospects, says Ms. Sayler: complimentary 
letter books, scrapbooks and a staf? photo. 

"People areal ways intrigued by what other 
people write. So our letter books contain all 
kinds of correspondence—from satisfied 
tenants and from outside groups who have 

held meetings in our facilities, for example. 
"The development scrapbook is also an 

interest grabber. We keep it up to date with 
newspaper clippings that go back as far as 
the project's inception. You'd be surprised 
how fascinated some prospects are with the 
history of the place where they're going to 
live." 

The staff photo (usually with 45 to 50 
people) is used to further the friendly, get-to-
know-everyone feeling that's an important 
part of Bakar's merchandising approach. 

"And it also gives prospects an idea of how 
many people it takes to run a successful 
project," says Ms. Sayler. 

"Weusuallycaptionthisphoto with These 
People Are Here To Serve You." 

Decorated models: Keep them 
honest and up to date 

"Stay away from items that aren't going to 
be included in the for-rent units," says Ms. 
Sayler. If prospects see wallpaper and it's not 
in their unit, they'll wonder why." 

In addition to honest decorating, the Bakar 
company believes model-unit interiors 
should reflect the tastes of every age group 
and should not be designed for shock value. 

"Decorate wi th things people can identify 
wi th , " Ms. Sayler says. "Going with far-out 
items just because they're interesting 
doesn't pay off. And don't use anything that 
is economically unfeasible for your pros
pects. Use standard furniture—not decorator 
items. That's what most people in the rental 
market have, and that's what they want to 
see." 

At Park Newport—the project shown on 
page 98—the company used a department 
store for the first time to design its interiors. 

"But we worked very closely with them," 
says Ms. Sayler, "because department stores 
have a tendency to over-merchandise." 

The company's models are permanent, so 
the interior design stays pretty much the 
same. "We do freshen them up or bring in 
new accessories from time to time, "says Ms. 
Sayler, "not only for prospects but to give 
our staff a l i f t . But we never move furnishings 
from one project to another." 

One final note: Although the Bakar orga
nization prefers to conduct prospects 
through the models, some people like to look 
at models by themselves. So it's up to the 
rental consultants to determine which pros
pects are the look-alone breed. 

Rental consultants: Look for people 
who are sensitive to other's needs 

"The best consultants are people who can 
talk to prospects on a personal basis," says 
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Ms. Sayler. "They should find out ahout all 
the prospect's interests, not just what size 
apartment he wants." 

So they must be sensitive to people—and 
that requires a low-key approach. For that 
reason, Ms. Sayler believes the best consul
tants are those who have had prior rental 
experience. 

"And they have to relate well to women 
because more apartments are rented by 
women than by men. Even our bachelor 
prospects bring along their girl friends, sis
ters or mothers. And it's these women who 
generally decide whether to rent or not." 

Before a project opens, Bakar puts its con
sultants through a one-week training pro
gram, which includes visits to an existing 
project and sessions on the company's tech
niques, devices and mechanics of renting. 
Once rent-up starts, there are weekly sales 
meetings that feature movies, pamphlets— 
"anything we think wi l l help the consul
tants," Ms. Sayler says. 

Bakar shops its rental consultants—but on 
a team basis rather than individually. 
• "In fact, the entire operation is a team 

ef?ort," says Ms. Sayler. "Everyone working 
together is the most important thing." So 
consultants receive a straight salary. 

Whenever possible, Bakar promotes from 
within. For example, a good consultant can 
move up to rental director (who oversees a 
project's consultants). And staff people are 
encouraged, but not required, to live in the 
company's projects. 

"We try to scatter them through a project," 
Ms. Sayler says. "This gives us, in effect, 
another management arm. 

"We have a black book for each project, 
so anyone on-staff who sees something out 
of order can jot it down. All departments 
check the book daily, make notes from it and 
correct any deficiencies." 

There's an additional benefit to having 
staff people live on-site, she says. 

"Thesepeoplc get involved in the project's 
social activities. And since they're the first 
people a tenant meets when he visits the 
sales area, they're the people some residents 
identify with throughout their tenancies." 

Advertising and promotion: Start early 
and with a big splash 

Advertisingof a new project begins when the 
sales office, models and recreational areas are 
completed—usually wi th a newspaper insert 
that talks about the entire project. The in
serts are then used as giveaways to prospects. 

"In fact," says Ms. Sayler, "we use it in 
place of brochures. We don't believe fancy 
brochures are necessary for rental projects." 

The pre-rental insert is followed by a regu

lar campagn that begins with large display 
ads in local and regional newspapers. As a 
project fills up, the company goes totally to 
the classified columns. 

"People looking for apartments always 
read the classifieds," says Ms. Sayler. "So we 
always use them. And we place special-in
terest ads on sports, entertainment and so
cial pages, too." 

Bakar does no direct mail advertising, but 
seeks prospects through liaison with other 
companies. When a company is about to 
open offices or a plant inanarea where there's 
a Bakar project, the company's home office 
is contacted and provided with complete 
details about the project. And when a new 
project is about to open, local Chambers of 
Commerce, hotels and motels are given per
tinent material. 

Promotion and publicity campaigns get 
under way well before the advertising pro
gram—in fact, says Ms. Sayler, the minute 
renderings of a project are completed. 

"We then send out stories at regular inter
vals—for example, when staff members 
(from administrator to tennis pro) are hired, 
when outside groups hold meetings at the 
project, when the first tenant moves in, etc. 

"We average five to six press releases a 
month, and they generally get printed." 

Referrals: Satisfied tenants are 
still your best salesmen 

"And the way to keep them satisfied is to 
deliver the life-style that's been promised," 
says Ms. Sayler. "That means making sure 
your residents are getting ful l value from the 
project's amenities." 

One sure way to trigger tenant discontent 
is to have recreational facilities that are badly 
managed. You begin to hear tenants say, 
"Why have a clubhouse when nobody cares 
if we use it?" 

"Next thing you know, there's a nucleus 
of malcontents and you're saddled with a 
militant tenant organization." 

But that isn't likely to happen, says Ms. 
Sayler, if you set up a strong recreational 
I^rogram at each community. 

"Hire a professional—not just a physical 
ed major, but a people motivator. Talk over 
the specific needs of the community and plan 
a program to meet as many of these needs 
as possible. And be sure you include small 
group activities like lectures and classes." 

Such an approach generates tenant enthu
siasm, and this enthusiasm is contagious, 
spreading to their friends. Word-of-mouth 
has always been the best source of rentals. 

— M I C H A E L ]. R O B I N S O N 

J U N E R . V O L L M A N 

Now let's 
see how 
the 
merchandising 
experts 
are putting 
the basics 
to work 
in 
their own 
projects 
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The sales office at Newport Crest (story 
on next page) contains hasic display ele
ments—floor plans arranged in the order 
in which models arc visihic through the 
windows and a plat table. It also includes 
a carefully detailed model of a typical 
court cluster of units rather than the more 
usual proiect-wide scale model. 
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P U T T I N G T H E BASIGS T O W O R K C O N T I N U E D 

"Newport Crest is in the 
luxury price range, 
so all our merchandising is 
geared to a 
quality image" 

When the condomin ium project f i rs t opened 
back in November, the price range was $52,000 
to $64,000; today, after a couple of rises, i t is 
$62,995 to $72,995. 

" A n d at those prices," says Marke t ing Vice 
President Bayne Sparks, "the whole scllingef?ort 
has to be at the highest possible level ." Some 
specific examples: 

The sales office (previous page} is designed to 
set a moodof qual i ty . "Wedon ' t just display floor 
plans and renderings," says Sparks, "we have an 
actual detailed model of a typical court. It was 
so effective that we took 90 reservations before 
the models themselves were finished." 

The model area represents the actual envi
ronment buyers w i l l l ive in , not just a high-pres
sure sales area. "There are no banners," says 
Sparks, "and the only signs are model iden t i f i 
cation signs. The point we stress is that the 
model court, w i t h a l l of its landscaping, is ex
actly what the production-model courts w i l l be 
l i k e . " 

The project's theme—a nautical one—is 
played i n a low-key, sophisticated manner. "We 
didn ' t use a lot of nautical bric-a-brac or things 
like masts and yardarms," says Sparks. "Instead 
we adopted a simple trademark—a sea bird—and 
named each of the project's courts after a famous 
racing sailboat." 

There w i l l be 460 units i n the finished project, 
and by A p r i l 1, 231 buyers had signed contracts. 

"Our buyers have been chiefly empty nestcrs 
and singles—many of them divorced," says 
Sparks. " A n d we have some second-home 
buyers too because we're in a boating and 
country-club area." 

Newpor t Crest's architect is Richard L. Dor-
man, landscape architecture is by Frank Rada-
macher and inter ior design is by Carole Eichen 
Interiors. The project was planned and designed 
by The Grant Corp., then sold to Pacific N .C . 
Inc. Grant Corp. is now acting as general con
tractor. 
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"We call our townhousc clusters courts 
because it has a prestigious ring to it. And 
we sell the idea of parking under the 
units—people like the feeling of security 
it gives. The court pictured above has the 
living rooms and balconies on the inside; 
when there are better views to the outside 
of the court, units have their living rooms 
facing outside. The floor plan at far left is 
laid out that way, while the other two 
plans have living rooms facing into the 
courts. 

"The living room at right typifies our 
model decorating, which was done by 
Carole Eichen Interiors. This model was 
designed for affluent empty nesters, so 
we've kept it simple and elegant. We have 
a formal dining area because in this mar
ket it 's more important than a family 
room." 

 

 



P U T T I N G T H E BASICS T O W O R K C O N T I N U E D 

''At Beachwalk, 
our sales strategy is keyed 
to the family" 

The condominium-townhouse project, accord-
ingto Executive Vice President Mathew Loonin, 
is designed to "encourage kids and parents to 
do their own thing—separately or all together— 
when they want to." 

So Loonin's salesmen push family appeal in 
a number of ways. For example: 

Recreation: Within a short walk of the project 
is the surf and sand of Huntington Beach. On 
the site itself there are two 2,000 sq. ft. rec 
clubhouses—one for teens and one for adults— 
beside an Olympic-size pool. And there are five 
other smaller recreation areas, with pools and 
cabanas, especially suited to young mothers and 
pre-teens. 

Open space: Greenbelts, tot lots and path
ways behind the housing clusters offer room for 
kids of all age groups to run around and ride 
bicycles without having to go out on the street. 
And most of the streets are designed as culs-de-
sac to minimize fast through-traffic. 

Big houses: Most units arc sized and laid out 
for families with kids. The project's five models 
range from one with two bedrooms, two baths 
and 1,226 sq. ft., to one with five bedrooms, three 
baths and 2,404 sq. ft. Two enclosed patios—one 
an entry courtyard and the other behind the 
living area—afford privacy in each unit. 

"Outside we pay a lot of attention to detail," 
says Loonin. "We put in shingled garage doors 
and chimneys, entry trellises and special street 
lights and signs." 

Offered as "prestige homes in the upper-me
dium price range," the units sell from $v38,950 
to $52,000. There are 449 of them on the site's 
70 acres. 

"Public acceptance has been excellent," says 
Loonin. "We've averaged 12 sales per month 
since we opened in March of 1972." 

Architect: Walter Richardson Associates. 
Landscape architect: POD Inc. Exterior graphics 
and interior decorating: Erickson Associates. 
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I I A V U ) R O S S 

2EC?REATrON dETKTEna "When prospects enter the project, they 
drive down a heavily landscaped divided 
street that leads directly to the twin rec
reation clubhouse with a clocktower. 
Across the street is the model area, as can 
be seen in the large scale section of the 
site plan. The proximity of the rec com
plex to the models enables us to guide 
prospects through the major rec area. 
Aiid, of course, we have neighborhood 
recreation areas throughout the project. 
Before we turned the rec building over to 
the homeowners, we held parties there for 
residents, their friends, prospects and 
local officials. We got many referrals that 
way." 

Hi^H l U N E 1973 91 



P U T T I N G T H E B A S I C S T O W O R K C O N T I N U E O 

 

"Thanks to its relatively low density of 
roughly 6'A units per acre, the community 
has a pleasant openness about it which is 
enhanced by extensive landscaping and 
cul-de-sac streets, like the one above. The 
project has only two primary entrance 
streets and two secondary entrance 
streets. Behind the houses, which we 
group in clusters of four to seven units, 
there's a network of pathways among lots 
of trees, as you can see at the left. We 
always decorate models for exactly the 
kinds of people who are most likely to 
buy, so we include models decorated in 
traditional, or whatever style is appro
priate for the market. For example, the 
living room at the right was decorated for 
sophisticated moderns. 
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P U T T I N G T H E BASICS T O W O R K C O N T I N U E D 

"At Sea Terrace 
we sell community identity, 
not just the product" 

The idea, says Marketing Director Don McMul-
len, is to show the prospect why he should buy. 
And the why-to-buy at Sea Terrace, a 719-unit 
portion of Laguna Niguel, is a resort-atmosphere 
way of life—usually for empty nesters—that 
includes an oceanfront beach club, golf and 
country club, tennis club, swimming-pool club, 
bicycle trails and boating at a nearby marina. 

The key elements in McMullen's approach: 
Advertising and promotion—newspaper ads, 

brochures and direct mail—plug away at a 
"California's Newest Coastal Town" theme 
and its corollaries—sea, sun, planned com
munity, etc. 

In the sales o/^ce displays include the basics, 
but heavy emphasis is also placed on the varied 
facilities and activities available to homebuyers. 
Aerial photos and maps show shopping centers 
and other nearby activity areas such as a park, 
lake and marina. And in one sales office there 
is a dramatic color transparency showing the 
rolling surf and beach. 

In selling salesmen stress the freedom of 
choice among the varied life styles. Says Mc-
Mullen: "A husband and wife can go sailing 
together and then later go bicycling with their 
children. On the other hand, a dedicated bache
lor-golfer is also perfectly at home here." 

The three Sea Terrace neighborhoods include: 
Townhomes—440 attached townhouses 

ranging in price from $39,950 for a 900 sq. ft. 
unit to $54,900 for 1,570 sq.ft. unit. SinceMarch 
1972,209 have been sold. Architect: N. Salerno. 

Garden homes—174 zero-lot-line patio 
homes ranging from $49,900 for 1,271 sq. ft. to 
$59,000 for 1,877 sq. ft. Since a year ago April, 
88 have been sold. Architects: lones &. Hom. 
Landscaping: Cardoza, DiLallo Associates. 

Homes—105 single-family detached units 
ranging from $56,000 for 1,560 sq. ft. to $70,800 
for 2,223 sq. ft. Since last August, 49 have been 
sold. Architect: Berry Berkus. 

Association fees range from $33.50 to $43 
monthly, depending on recreation facilities and 
common areas. 

94 H&,H l U N E 1973 

 

   
 

 

9 z o o 4 0 0 F T 

"As a general rule, when prospects drive 
into a project they should be able to see 
the sales office and models without 
having to drive through a maze of 
construction. But because we have three 
different products at Sea Terrace, we 
need three separate sales offices and 
model compounds. The nature of our site 
plan channels prospects to the garden 
homes first, then the single-family units 
and finally the townhouse model area. As 
you can see from the garden homes' 
sales-office area, we.believe landscaping 
is extremely important in a model area." 



m.NE L A U R S E N 
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"In our typical garden home cul-de-sac, 
shown at left, we create a greenbelt with 
a landscaped median island. And the 
single-family sales compound you see 
below has a gravel bed running through it 
to simulate a stream. At our townhousc 
sales compound, pictured above, the sales 
office's hack porch—in the right of the 
photo—is where salesmen often make a 
pitch to prospects before escorting them 
through the models." 
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P U T T I N G T H E B A S I C S T O W O R K C O N T I N U E D 

"At Park Newport our 
merchandising has to appeal 
to just about every kind 
of apartment 
renter there is 

The project could be considered a microcosm of 
the entire country: Residents include clerks, 
professionals, educators, business people and 
some retirees; they range f rom swinging singles 
to empty nesters and interestingly, they're 
pretty m u c h evenly divided when i t comes to 
age groups. 

" W i t h this k indo f tenant m ix you can see why 
our merchandising program is geared to the 
varied l i fe style we offer ," says Mary Anne 
Sayler, director of advertising, public relations 
and recreation. "That means selling the project 
f irst then the units, because renters usually have 
more leisure t ime than homeowners. So they're 
look ingfor what a project can give them in terms 
of amenities." 

The thrust of the program is to play up recrea
t ional facili t ies and organized activities. For ex
ample: 

Model units are located so that prospects can 
look out on the recreational area to get a feeling 
of what 's going on outside. 

Prospects aren't shown available uni ts u n t i l 
they've toured the entire project and had a thor
ough briefing on recreational amenities. 

Point-of-sale materials play up project act ivi
ties. 

Advertisingappears on sports and social pages 
of newspapers as we l l as in the real estate sec
tions. 

Prospects receive guest cards for one-time use 
of the recreational facil i t ies. 

Park Newpor t itself was designed to reflect the 
housing and leisure-time needs of a diverse pop
ulat ion. Some specifics: Its 1,302 units range 
f rom efficiencies to three-bedrooms—some i n 
three-story buildings, some in townhouses. 
Rents run f r o m $180 to $500. And amenities 
include everything f r o m a neighborhood shop
ping center to a $750,000 private health club 
w i t h an Olympic-size pool. 

The project's architects were M . Ar thu r 
Gensler & Associates and Karl Treffinger & As
sociates. Landscape architect and planner was 
Lawrence Halpr in . 
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"Our sales office, shown at right, is set up 
so prospects see the scale model as soon as 
they walk in. That way they get a feeling 
of the entire project from the very 
beginning. Decorated apartment models 
are on the level above the sales area and 
they look out on the tennis courts and 
over toward the spa. Our main swimming 
pool was planned for people who like to 
socialize in big groups. But for the 
loners—those who enjoy quiet 
get-togethers and individual 
swimming—we have six area pools 
scattered through the project. The whole 
idea of our recreation package is to let 
people do their own thing. So our activities 
program includes everything from wine 
clubs to teen club meetings." 

 



PUTTING THE BASICS TO W O R K — C O N T I N U E D 
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"We designed the townhouse sections of 
Park Newport for residents who would be 
making the transition from homeowner to 
tenant—not only empty nesters, but 
young families who were accustomed to 
living in single-family homes. The 
decorated townhouse, shown below, is a 
model in one of our clusters that 
overlooks the water. Even our clubhouse, 
at right, was designed for our flexible 
amenities program. For example, the 
sitting-area platform can be removed to 
uncover a dance floor." 
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TREATMENT TERMINOLOGY: 
WHAT IT MEANS 

BOD (Biological Oxygen Demand): 
Thequantity of dissolved oxygen in the 
water which will, in time, be consumed 
by the waste's organic decay. The 
higher the BOD of wastewater in a 
stream or lake, the less oxygen is 
available for fish and other oxygen 
consumers: hence, the greater oppor
tunity for algae and scum. BOD 
removal is the degree to which BOD 
is neutralized in the effluent. So 90% 
BOD removal means that only 10% of 
the oxygen consumption that would 
have occurred without treatment will 
take place. Since most decay occurs 
within five days, the term BOD.-, is 
sometimes used to reflect the time 
factor. 

Suspended solids: Solid material 
that remains in suspension in very 
small particles in the effluent. 

There are three commonly accepted 
terms—primary, secondary and ter
tiary—to describe the degree to which 
sewage is processed. They apply 
mainly to aerobic methods, since 
physical-chemical systems operate on 
entirely different principles. 

Primary treatment: the separation of 
heavier- or lighter-than-water par
ticles by screening, skimming, or 
grinding the particles with the waste
water. Primary treatment typically re
moves from 50% to 60% of solids and 
from 25% to 35% of BOD. 

Secondary treatment: the actual bio
logical breakdown of waste materials. 
Aerobic plants typically remove 90% 
of suspended solids and 95% of BOD 
without further treatment. 

Tertiary treatment: any treatment 
after the secondary stage. It may fur
ther reduce BOD and suspended 
solids through filtration or through dis
infection of the effluent by chlorine, 
ozone or other chemicals. 
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Sewage t r e a t m e n t : 

What you 11 have 
to know to Uvd 

If the Hrst federal overseer of environmental 
qual i ty—the Environmental Protection 
Agency—lias its way, the nation's water
ways w i l l be pollut ion-freee by 1985. 
Whether that deadline w i l l be met is a moot 
point. Meanwhi le , however, you can expect 
a steady t ightening of ant i -pol lu t ion laws 
and, as a result, stiffer standards for accept
able sewage treatment. 

Lest you cast the EPA as the v i l la in in the 
piece, you should understand that much of 
what the agency is doing w i l l eventual ly 
benefit not only the publ ic hut also the 
housing industry. A pr ime example is the 
EPA's effort to standardize the states' chaotic 
water-qual i ty codes and to end the historic 
squabbling between states that share com
mon streams. To that end, the agency has 
summarized current state regulations and is 
classifyingstreams and other bodies of water 
in terms of their u l t imate use and required 
degree of pur i ty . Also under review—for ap
proval or disapproval—are the systems under 
wh ich states issue permits for private sew
age-treatment plants. 

So far as you're concerned, al l th is is aca
demic if you can hook your projects into 
munic ipal sewerage systems. It 's anything 
but academic, however, if you're forced to 
put in your own treatment faci l i t ies. 

First of al l , you ' l l need approval under 
today's ant i -po l lu t ion rules. Second, and 
perhaps more impor tant ly , your system w i l l 
have to stand the test of t ime—to measure 
up to tomorrow's tougher regulations. So i t 
must also he capahle of future upgrading. 

In any case, step no. 1 is p ick ing the r ight 
system for the job—probably one of the many 
package plants now on the market. Step no. 
2 is gett ing local and state approval for the 
system—a t ick l i sh task that has recently 
been made somewhat easier by a testing 
program run by the Nat ional Sanitation 
Foundation. 

So how can you meet the challenge? Here 
are some answers: 

Look into the package plants tested 
by the National Sanitation Foundation 
Package treatment plants are uni t ized sys
tems that require only hookup to the sewer 
and some means of disposing of the sludge 
and l iqu id eff luent. They come in any size 
from 600-gallon-per-day, single-house units 
on up. And they are portable, can thus he 
moved from one site to another or sold when 
no longer needed. Th is can be a prime advan
tage if the avai labi l i ty of munic ipal service 
is just a question of t ime. 

Moreover, the most common package 
plants—specif ically, biological units—ofier 
two other advantages over si te-bui l t un i ts : 

1. They cost less to insta l l . Labor costs of 
a bui l t - f rom-scratch plant are apt to be high, 
especially i n places that are short of the 
sk i l led labor needed. And the cost advantage 
is greatest among uni ts below 50,000 gal-
lons per-day capacity, says Hernard D. Horn , 
director of construct ion for C inc innat i ' s 
Chelsea Development Co., who has used 
both package and si te-bui l t systems. 

2. Theyare less l i ke ly togive trouble, since 
the components arc specifically designed to 
work w i t h each other. 

U n t i l recently, however, package plants 
have suffered f rom one impor tant disadvan
tage: the d i f f i cu l ty of obta in ing approval 
f rom local and/or state authori t ies. In effect, 
the author i t ies say, "We won ' t accept this 
package plant because we don' t know 
whether i t works. We won ' t let you test i t 
under our jur isd ic t ion. And we also won ' t 
accept the manufacturer 's say-so for i ts eff i
c iency . " 

N o w more and more author i t ies seem 
w i l l i n g to accept the say-so of the Nat ional 
Sani tat ion Foundat ion of Ann Arbor, M i c h . 
The NSF, w h i c h has no ax to grind, runs two 
test ing programs—one for communi ty -s ized 
package plants, the other for single-home 
insta l la t ions—that provide the first inde
pendent ver i f icat ionof how wel lsome plants 
per form. 

The test ingprogram for c o m m u n i t y plants 
checks and cert i f ies the performance of a 
plant over a three-month period by takmg 
dai ly measurements of the plant 's eff luent 
qua l i ty . So i t gives local code author i t ies 
someth ing to go on when they are asked to 
approve a c o m m u n i t y insta l la t ion. It as
sumes, of course, that daily maintenance 
w i l l be performed in accordance w i t h the 
manufacturer 's inst ruct ions. Since th is pro
gram began in 1967, NSF has cert i f ied plants 
made by 17 manufacturers (see box}. 

The other program is NSF's answer to the 
big problem of single-home instal lat ions: 
how to make sure the p lant w i l l cont inue 
to func t ion properly, since you cannot as
sume the homeowner w i l l main ta in it h i m 
self? Th i s program, called Standard 40, gives 
NSF's seal of approval to single-home plants 
that can pass a rather r igorous test: They 
must be able to h u m along by themselves 
for six mon ths—wi thou t any mainte
nance—whi le ma in ta in ing a consistent ef
f luent qua l i ty that corresponds to 85% to 
9 0 % removal of B O D and suspended solids. 

Moreover, the standard places the burden 
of servic ing upon the manufacturer, who 
must agree to service the plant every six 
months and to do so at no charge to the 
homeowner for the first t w o years. O n l y one 
manufacturer—Nayadic Sciences Inc. of 
Uwch land , Pa.—has gained the Standard 40 



with tougher poUution laws 
seal of approval since the program began in 
1970. 

So far, the NSF has tested on ly aerobic-
digestion plants—those that use the natural 
bacteria already in waste matter to break i t 
down in to s impler compounds for eventual 
disposal. 

Package plants that use aerobic-digestion 
generally cost less to insta l l than other pack
ages. As a rough guide, figure at least $1.50 
per gallon per day capacity. Then add in the 
costs of shipping, site preparation, tert iary 

treatment equipment, if i t 's required. 
If tert iary treatment is not required, major 

operating costs are for electric power and a 
daily maintenance check. Electr ic i ty comes 
to about SlOO per mon th for a 50,000-
gallons-per-day plant. Maintenance cost is 
hard to p in down for a variety of reasons, but 
here, too, you can figure on roughly SlOO a 
month . 

Aerobic systems have one major draw
back: The i r ma.ximum efficiency hinges on 
a rather delicate biological balance, wh ich 

can be disrupted by a sudden surge of waste
water—from a sewer after a cloudburst, for 
example—or by a st i f f dose of toxic material 
l i ke ordinary household bleach. 

But keep in mind that there are other 
package plants with totally different 
approaches to waste treatment 

Un l i ke the aerobic systems, these plants 
use physical and/or chemical processes to 
treat waste. 

Here are the 19 package plants tested to date by the National Sanitation Founda 

Manufacturer 
Capacity (gpd) 

of smallest 
tested unit' 

Available 
tertiary 

treatment 
Manufacturer 

Capacity (gpd) 
of smallest 
tested unit* 

Available 
tertiary 

treatment 

Community-sized plants 

Can-Tex Industries 7,500 filter, chiorination 
P.O. Box 340 
Mineral Wells, Tex. 76067 

Clow Corp, 5,000 rapid sand filter 
P.O. Box 324 
Florence, Ky. 41042 

Davco Div. Davis Water & 10,000 sand filter 
Waste Industries 

P.O. Box 1419 
Thomasville, Ga. 31792 

Defiance Div , Davis Water & 10.000 sand filter 
Waste Industries 

P.O. Drawer 186 
Tailevast, Fla. 33588 

FMC Corp., Environmental 9,000 sand filter 
Equipment Div. 

2240 W. Diversey Ave. 
Chicago. III. 60647 

Jet Aeration Co. 2.500 chiorination 
750 Alptia Drive 
Cleveland, Otiio 44143 

Lyco-ZF Inc. 6.000 rapid sand filter 
P.O. Box 281 
Englishtown, N.J. 07726 

Mack Industries Inc. 5.000 rapid sand filter 
P.O. Box 335 
Valley City. Ohio 44280 

Marolf Hygienic Equipment Inc 7.500 
7337 Sylvania Ave. 
Toledo, Ohio 43623 

Pollution Control Inc. 6,000 
Lunken Airport Admin. BIdg. 
Cincinnati, Ohio 45226 

Pollutrol Technology Inc 1.000 
P.O. Box 3727 
Portland, Me. 04104 

Pureslream Industries Inc. 5.000 
1450 Dixie Highway 
Covington, Ky. 41011 

Smith & Loveless Div. Ecodyne 2,000 
14040 W.Santa Fe Trail 
Lenexa. Kans. 66215 

Topco Co.. Sterling-Salem Corp. 5.000 
P O. Box 507 
Salem, Ohio 44460 

Water Pollution Control Corp. 16.000 
P.O. Box 744 
Milwaukee. Wis. 53201 

World Ecolog Systems Co. 10.000 
P.O. Box 311 
Geneva. N Y. 14456 

Single-house plantsf 

Nayadic Sciences Inc. 600 
Village of Eagle 
Uwchland, Pa. 19480 

Bio-Pure Inc. 600 
P.O. Box 7387 
Boise, Idaho 83707 

rapid sand filter 

sand filter, phosphate 
removal, chiorination 

rapid sand filter 

anthracite-sand filter, 
chiorination 

rapid sand filter, 
anthracite filter 

sand filter, microstrainer 

sand filter, microstrainer 

sand filter 

Norweco Inc. 
P O Box 521 
Norwalk, Ohio 44857 

3,000 sand filter, chiorination 

' N S F tests the smallest-capacity units tsecause Itiey involve ttie most design compro
mises and are thus likely to be least effidenl. So larger units can be expected to perform 
at least as well. 

fThe Nayadic Sciences unit has been granted the NSF seal of approval under the Standard 
40 program (see text). The Bio-Pure unit was issued a certificate of performance, along 
with the community-sized plants, before the Standard 40 program came into being. 
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SEWAGE C O N T I N U E D 

One example is the A W T Systems plant 
[ H & H , Feb. '721 that subjects the waste to 
physical and chemical separation and then 
burns the sludge. 

A W T instal led i ts first wo rk ing plant last 
year in Freehold, N.J., and now reports nego
t iat ions to bu i ld others. 

The A W T system offers three ma in ad
vantages: 

1. Sludge is easy to dispose of because i t 
is reduced to a smal l quant i ty of sterile ash 
that can be used for land fill. 

2. The operation is odor-free—a part icular 
asset in high-density areas. 

3. The process is unaffected by toxic 
wastes—a strongplus if your project includes 
l ight industry. 

But there are also three drawbacks: 
1. Since the system is new and relat ively 

untr ied, regulatory agencies are bound to be 
skeptical. 

2. There are more things that can go wrong 
w i t h a physical /chemical system than w i t h 
a less sophisticated biological system. 

3. The instal led cost is relat ively h igh— 
about $600,000, for example, for a 250,000-
gpd plant serving 2,500 residents. However, 
this cost includes the bu i ld ing to house the 
plant, foundat ion, the sludge inc inerat ion 
faci l i ty, wh i ch you might be required to pro
vide w i t h any plant, and operator t ra in ing. 
(AWT says operating costs are not yet 
known.) 

A s t i l l newer development is ultrasonic 
waste t reatment. The T i l Ecology Div is ion 
of Te lecommunicat ions Industr ies, Copia-
gue, N.Y., is bu i ld ing a pi lot plant to demon
strate the process, wh ich uses ultrasonic 
waves to reduce suspended solids to submi-
cron size, then disinfects the eff luent w i t h 
ozone—all, the company claims, at lower 
instal lat ion and operating costs than other 
systems. 

Th is could be an important technological 
advance. But some observers have reserva
tions. They say more research is needed on 
ozone's possible hazards, despite i ts wide use 
for decades in Europe and also in some mu
nicipal plants in this country. 

Also keep in mind that maintenance 
is a problem with any sewage plant— 
packaged or not 

In fact, i t 's th is problem—specif ical ly, fear 
of improper maintenance—that often makes 
regulatory agencies u n w i l l i n g to approve 
privately owned plants. 

The problem is at two levels—the govern 
ment 's and the developer's. State or local 
agencies must be able to provide enough 
personnel to inspect all plants in their juris
d ic t ion. Developers must be able to provide 

personnel to keep their plants operating effi
c ient ly. 

I ronical ly, governmental inspection is de
teriorat ing even as plant performance stand
ards begin to t ighten, in the view of Heinz 
B. Russelmann, NSF'sdirectorof wastewater 
technology.Too few inspcctorsare available, 
he says, because of low salaries and the poor 
image of the sanitary engineer. The salary 
squeeze results f rom governmental budget 
al locations that, Russelmann feels, are inad
equate in many areas. So now the average 
inspector can make only a cursory vis i t , 
whereas some years ago he could spend an 
entire week checking not only the eff luent 
qual i ty but also the operator's maintenance 
methods. 

Day-to-day maintenance of package plants 
IS apt to be a part icular ly acute problem 
because many of them aren't large enough 
to make fu l l - t ime supervision economical ly 
feasible. 

There are three ways to get the job done: 
1. Let the manufacturer do i t . That sounds 

easy, but there's a hooker: Few manufac
turers have nat ionwide service set-ups. To 
wh ip the problem the NSF is t ry ing to get 
each manufacturer of an NSF-tested plant to 
service al l NSF-tested plants in his geo
graphic area. 

2. Have one of your general maintenance 
men check out the plant every day. Unfor tu 
nately, he ' l l tend to put this chore at the 
bot tom of his pr ior i ty l ist. So he must be 
closely supervised. 

3. Retain an outside sanitary engineer to 
make periodic check-ups. Here, too, you 
could run in to trouble. If the engineer is 
doing the same th ing for other develop
ers—and if he is thus pressed for t ime—he 
may give you short shrift . Result: Sub-par 
treatment may not be noticed un t i l bad odors 
arouse the commun i t y—in other words, 
u n t i l after the system has been mal funct ion
ing for some t ime. 

In any case, you can't afford to pinch 
maintenance pennies if you ever expect to 
get local approval of another plant. One plant 
manufacturer reports a mobi le-home park 
that is notorious for its water po l lu t ion. 
Reason: The park owner never asks the 
manufacturer for service un t i l there's a 
major fai lure. 

Ma in ta in ing a single-house plant can be 
even more of a problem because it's the home 
owner's responsibi l i ty. 

Some owners are simply forgetful. Since 
the plant is underground—and therefore out 
of s ight—it 's usually out of m ind unless 
there's obvious trouble l ike a backed-up 
to i let . 

Other owners balk at paying fpr service 
after the usual period of free maintenance by 

the manufacturer. One proposal to br ing 
them in to l ine: Place a l ien or tax on their 
homes to pay the town , c i ty or county for 
ma in ta in ing their t reatment plants. 

Looking ahead: Why not put the 
effluent to work? 

Water recycl ing is an idea that is already 
tak ing hold, and one that can do three things 
at once: First, i t can ease the physical prob
lem of eff luent disposal; second, i t can cut 
po l lu t ion of waterways since the eff luent 
wou ld bypass t hem; th i rd , i t can help con
serve the l im i ted supply of pure water. 

But pure is a relative te rm, and v i r tua l l y 
the only uses that require highest pur i ty are 
those invo lv ing contact w i t h the human 
body—chief ly, d r ink ing , cooking and bath
ing. 

So w h y not use the eff luent to irrigate 
farmland, for instance- That , in fact, is being 
done already at Lake St. Charles, a new town 
now being developed in southern Mary land. 
Moreover, i t has been a common practice in 
Austral ia for decades, and very l i ke ly you've 
eaten steak f rom Down-Under ranches that 
are irr igated by treated ef f luent. 

The ma in d i f f i cu l ty is e l im ina t ing any 
chance of con tamina t ion by insuf f ic ient ly 
treated eff luent, and this, of course, intensi
fies the maintenance problems already dis
cussed. 

At least two other recycl ing methods are 
now under study. One involves a m inor 
change in household p lumb ing that wou ld 
divert the gray water f rom bathtubs or sinks 
in to the to i le ts . 

The other, w h i c h is the u l t ima te in recy
c l ing, is to feed the eff luent, pur i f ied to pota
ble standards, back into the munic ipa l water 
supply. That 's a long way off in this country 
for psychological reasons alone, yet i t too is 
being done in Wendhock, a town in South
west Afr ica. 

In the long run, more eff icient water use 
is inevi table. And for the developer, such 
eff iciency w i l l make i t easier to supply proj
ects w i t h pure water and to dispense of the 
waste they generate. • 
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NSF experts Heinz B. Russelmann Irightl, director of 
wastewater technology and Wendell J. Birdsall jr., re
search site manager, check out a package plant being 
tested for certification. Manufacturer of the plant is 
Aquatair Inc., Dayton, Ohio, 

Here's what happens 
inside an aerobic treatment plant 
Aerobic systems treat waste just the way 
nature does, only faster and more eff ic ient ly. 
They dif fer f rom septic, or anaerobic, sys
tems in the kinds of bacteria that digest the 
waste. Aerobic bacteria require oxygen,- an
aerobic do not. 

A l though aerobic-system designs vary, the 
basic principles do not. Raw sewage either 
enters a pr imary set t l ing tank, as shown here, 
or is ground in to smal l part icles by a com-
minutor . I t then goes for secondary treat
ment in to an aeration chamber, where air is 
introduced by churn ing , as shown, or 
through a perforated pipe. Meanwh i le , de
composing, bacteria-rich sludge f rom the 
set t l ing tank is reintroduced to the aeration 
chamber. Th is m ix tu re of air and activated 
sludge provides a r ich env i ronment for the 
rapid prol i ferat ion of the bacteria. In the 
set t l ingchamber the sludge sinks to the bot
tom—ready to recirculate in to the aeration 
chamber—and the clear eff luent is piped off 
f rom just under the surface (so as to block 
scum that may fo rm again on the surface). 

W A j T E J 
E F F L U E U T 

AEROBIC U H I T - E X T E K D E D AERA-TroN 



Compactors: 
big systems with 
enviiomnental impact 
Every builder in this country is faced 
with the problem of how to dispose of 
garbage and trash on a project-wide 
basis. Traditional methods—burning or 
dumping—pollute the environment. 
Additionally, allowing daily refuse to 
build up until it can be carted away 
presents space and sanitation problems. 
Trash compactors, available in a wide 
variety of sizes and types, offer a viable 
alternative. The machines reduce the 
volume of garbage and pack it for carting. 
Compactors also deodorize and make 
waste insect and rodent resistant. On 
the following pages H O U S E & H O M E 

presents a selection of those units that 
can service the multifamily market. 
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Closed-system refuse compactor (1), 
designed for multiple dwellings, 
requires minimal custodial 
attendance. Refuse is dropped 
through a chute into a hopper that 
guides it into the compaction 
chamber. When chamber is ful l , a 
photo-electric beam is broken. This 
automatically starts the machine. A 
disinfectant is sprayed and a ram 
moves forward compressing the 
refuse and forcing it through the 
compactor nozzle into the bag. Hico, 
Bronx, N.Y. C I R C L E 275 O N R E A D E R 

S E R V I C E C A R D 

Horizontal stationary compactors 
(2) are capable of handling refuse fed 
by hand or conveyer chute. Units, 
constructed of heavy-duty welded 
steel, have weather-resistant paint 
finish and rain-tight electrical 
control boxes. Ofiered in three 
models, the units are suitable for 
commercial or multifamily 
residential application. Compactor 
can feed into front-side or rear-end 
loadingcontainers. AMF Solid 
Waste Systems, Essex, Conn. 
C I R C L E 276 O N R E A D E R S E R V I C E C A R D 

High-density Extruder compactor (3) 
discharges a compacted log of refuse 
into any size and type receptacle. 
Because the material is not 
processed in the container itself, 
unloading is fast and simple. The 
body and discharge tube are of heavy 
steel plate. A standard four-button 
remote control station can be 
hand-held or wall-mounted. 
Optional features include a 
deodorizer and electric eye. 
Marathon, Leeds, Ala. C I R C L E 277 
O N R E A D E R S E R V I C E C A R D 

Shredder/compactor (4) shreds, 
crushes and processes all types of 
garbage without hand sorting. The 
ruggedly constructed unit, with an 
automatic disinfectant/deodorant 
system, runs continuously by 
photo-electric cell. Machine, which 
can be hand- or chute-fed, has an 
out-feeder attachment that 
discharges refuse into standard 

garbage cans or bags. Environmental 
Improvements, Rego Park, N.Y. 
C I R C L E 278 O N R E A D E R S E R V I C E C A R D 

Institutional trash compactor (5) is 
ideal for a project's recreation or 
dining facility. The easy-to install 
unit reduces trash bulk about five to 
one. It features a slide-out, leakproof 
polyethylene trash basket wi th a 
heavy-duty disposable sanitized 
trash bag. The simple-to-operate 
unit has a tilt-down door for easy 
loading and a control panel with 
different color lights that indicate 
stage of operation. In-Sink-Erator, 
Racine, Wis. C I R C L E 279 O N R E A D E R 

S E R V I C E C A R D 

Front-feed vertical compactor (6) 
reduces the volume of waste as 
much as 20 to one. The "Smasher", 
which handles trash, wet refuse, 
bottles and cans, can be operated by 
tenants or custodians. The 
compaction chamber features 
unibody steel plate construction for 
ease of maintenance. Chute-fed 
compactor, the "Masher" (7) can 
also be used with a trough-fed 
incinerator converter. The unit, 
which can be hand-fed through the 
front as well, is ideal for multifamily 
dwellings. Both machines feature 
"Adjusta-pak," automatic control of 
trash weight and size. When the 
predetermined l imit is met, the 
device shuts off and indicates 
completion by either a visual or 
audio signal. Units have 
heavy-gauge cabinetry wi th a 
corrosion-resistant finish. Wing 
doors on both types of compactors 
prevent spilling when front loading 
door is opened. Compackager, 
Washington, D.C. C I R C L E 280 O N 

R E A D E R S E R V I C E C A R D 
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Stationary compactor (1) is specially 
designed to reduce apartment 
refuse. Trash is stored in an enclosed 
fire- and rodentproof container until 
it is emptied into a collection 
vehicle. The trash drops down a 
chute and gravitational force pulls it 
into the compactor. As the refuse 
hits the charge box below, the 
packing ram begins automatically. 
Peahody, Galion, Ohio, C I R C L E 281 
O N R E A D E R S E R V I C E C A R D 

Convenience packer (2) is a vertical 
compactor that requires only 4.2 sq. 
ft. of floor space. The unit, wi th an 
extra large loading opening, features 
a built-in, rolling cart to transport 
the trash. The machine features a 
key-switch safety device and a 
safety stop button. Unit wi l l not 
operate if loading door is open. A 
sanitizer is automatically sprayed 
during each compaction cycle. 
Peabody, Galion, Ohio, C I R C L E 282 
O N R E A D E R S E R V I C E C A R D 

Vertical compactor (3), with an 
attractive vinyl woodgrain finish, 
features a mobile container for 
collection of loose waste. The safe, 
easy-to-operate machine cannot be 
activated without a key and wi l l not 
begin a cycle until the container is 
fully in position. Unitfeatures a 
lighted control panel and an 
insecticide/deodorant spray. 
American Waste Treatment 
Systems, New York City, C I R C L E 

283 O N R E A D E R S E R V I C E C A R D 

High density compactor (4) feeds 
extruded waste into a series of 
attached heavy-duty plastic bags. 
The unit turns itself on as trash falls 
into the hopper and breaks an 
electric-eye beam. The waste, which 
never leaves the enclosed chamber, 
is sprayed with a rodent repellent, an 
insecticide and a deodorizer. The 
multiple bag system utilized 
requires a minimum of supervision 
and maintenance. American 
Waste Treatment Systems, New 
York City, C I R C L E 284 ON R E A D E R 

S E R V I C E C A R D 
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We do more on the assembly line 
so you can save more on every job. 

Once upon a time you literally had to 
custom-build each boiler you installed. Use 
up valuable man-hours installing the flue 
canopy, manifold, controls and jacket. 

But now we're doing it for you. When 
American-Standard's gas-fired GPMX™ 
cotnes off the assembly line, it's totally 
packaged. Al l you have to do is hook up the 
supply and return lines. Six models to choose 
from, in the 52,800 to 184,000 Btuh range. 

The oil-fired VP(T) boiler (with three 

models from 115,000 to 250.000 Bluh) is 
just as much of a labor-saver except the 
burner is packed separately for easy handling. 

With our packaged boilers, gas or oil-
fired, give your customers the dependable 
comfort of snap-together Heatrim"* base
board panels. Cut installation time even more. 

The sooner you get the details from your 
American-Standard distributor, the sooner 
you can start smiling all the way to the bank. 
Your jobs will be happier ever after. 

These packaged boilers 
are full of surprises! 

   

   

  
 

  
  
 

  

AMERICAN 
STANDARD 

P L U M B I N G / H E A T I N G 
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now—for the first time—you can preserve and protect your 
copies of House & Home 

Beau t i f u l , c u s t o m - m a d e Library Cases t o h o l d a fu l l year 's 
issues o f House & H o m e ! 

Sturd i l y c o n s t r u c t e d o f handsome dark b lue or red lea there t te 
a n d embossed in g o l d , these cases preserve and p ro tec t y o u r 
cop ies o f House & Home—and keep t h e m ready f o r q u i c k , 
easy re fe rence . 

These h a n d y cases also conserve va luab le space a n d reduce 
l ib ra ry c lu t te r in y o u r o f f i ce or h o m e . 

W i t h each case y o u receive a go ld transfer to p r in t o r w r i t e 
the year o n the cover . 

O r d e r y o u r House & H o m e Library Caso j today. S imp ly f i l l in 
the f o r m b e l o w and d r o p it in the mai l . 

House & H o m e Library Cases, 
1221 A v e n u e o f the Amer icas N e w York , N.Y. 10020 
Enc losed is $ f o r L ibrary Cases 

@ $4.25 e a c h ; 3 fo r $12.00; 6 fo r $22.00 
Check c o l o r p r e f e r r e d : • red • b lue 
A l l o w 3 weeks fo r de l i ve ry of 
House K H o m e Library Cases. 
Name  

Address 

City State and Zip 
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The Academy of Mount Saint Scholastlca, Atchison, Kansas 

P. Gehring. Inc.. in association 
with Voskamp & Voskamp. AIA. 

iiie rwauoiiy ui pnuuiii ̂ aiii 
Designed and built by F. 

beat the system. 
It saved this school 
the cost of 24 tons 
of air conditioning 
equipment. 

Because it's Stran 
The other way to build 

Name 

Convent ional construct ion plans 
called for 78 tons of air conditioning 
equipment in tfiis private scfiool, but 
wfien the local Stran Builder sug
gested using Stranwall 70, a com-
pletely Insulated wall unit, only 54- Title 
ton equipment was required. That 
meant savings on original equipment school 
and montfily utility costs. And Stran
wall 70 Is a beautifully designed wall Address 
system tfiat's flexible enough to 
adapt to any floor plan. Write us for 
a brocfiure that tells tfie whole story. 
Stran-Steel Corporation. P. O. Box 

City State Zip 

14205, Houston, Texas 77021. 

r ^ / ' / Stran-Steel Corporat ion 
l_/\iy Bu'idmg Systems Sut.sidiary of 

National Steel Corporation 

I'm interested in a building. _tt. .ft. for use as_ 
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Petroleum and\bu 
(A History of the Former) 
Chapter Two: The Early Years 
Civi l izat ions began to f lour ish, and 
petro leum, at f irst l i t t le more than a bit 
player ventur ing t imid ly out f rom the 
wings, began to develop into the 
accompl ished performer wh ich wou ld 
one day, amid wel l -deserved plaudits, 
take its r ightful p lace at center stage 
nightly plus matinees on Wednesdays 
and Saturdays. For example, asphalt , 
a petro leum residue, was used around 
600 B.C. by King Nebuchadnezzar 
in construct ing the Hanging Gardens 
of Babylon, considered one of the 
seven wonders of the wor ld unti l he 
fell behind in his water ing. 

In like manner, the Assyr ians used 
asphalt in the bui ld ing of their ci t ies 
and received many nice compl iments. 
One of the most treasured of these 
was the remark of Darius the First, 
King of Persia, which has been trans
lated f rom ancient scrol ls of the 
period as, " I really l ike your use of 
asphalt in the bui ld ing of th is c i ty . " 
He reportedly said this of Nineveh 
just before demol ishing it. 

City of Nineveh after visit 
by Darius the First. 

Meanwhi le the ancient Chinese whi le 
dr i l l ing for salt inadvertently struck 
oi l . Early documents indicate It tasted 
terr ib le on eggs but was found to 
work wel l as a fuel. Al though this 
appeared at the outset to be a signif i 
cant advance, it led them to the 
erroneous conclusion that anything 
wh ich tasted terr ible on eggs would 
make a good fuel. Several years were 
wasted pursuing this false line of 
reasoning—time that might have been 
better spent in coming up wi th the 
eraser, the black and white cow, and 
other important inventions. 

The blacl< and white cow, 
unl^nown In China to this day. 

As for the western hemisphere, there 
is ev idence that the Amer ican Indians 
were acquainted wi th petro leum 
hundreds of years before the arr ival of 
the wh i te man. They were, in fact, 
among the f irst to recognize the 
medic inal value of petro leum, and 
were it not for their research and ded i 
cat ion the petro leum bandage wou ld 
today be only a half-real ized dream. 

The petroleum bandage as it might have 
been—a half-realized dream, and a lso 
coming unstucl< at one end. 

This is the second chapter in a seven-part 
ser ies presented as a salute to the industry. 
In addition we would like you to l<now that 
we offer a full line of lube oils, greases , 
cutting oils, fuels, motor oils, white oils, 
L P - G a s . and specialty products, with a 
complete networl< of serv ice facilities. 

For further information and for a booldet of 
all seven chapters of the Petroleum and 
You ser ies write to Mr. Frank Laudonio, 
Atlantic Richfield Company, P.O. Box 
71169, L o s Angeles 90071. (You might also 
indicate any product interest and your 
business.) 

A R C O 
Petroleum Products of 

AtlanticRichfieldCompany 
C I R C L E 702 ON R E A D E R S E R V I C E C A R D 



A L S O IN THIS SECTION: 

EDUCATION 
Handling the college misfit 

TRAVEL COMMENTARY 
Guide to the guidebooks 

Ttiis PERSONAL BUSINESS section is written by McGraw-Hill editors to give you helpful information on the better management of your leisure time and 
money Personal Business covers everything from taxes and investments to education and travel. We feel that today, more than ever, personal-business 
planning is of prime concern to businessmen and professionals. 

Job strategy 73: Reaching for the brass ring 

The junior executive v*/ith anxious morn
ing face and over-packed attache case, 
wending his wearisome way to the office 
each day, may be suffering from an 
overdose of poor career planning. The 
highly able man of 40 or more who, de
spite ambition and drive, is stuck fast in 
middle management, is even more likely 
the victim of a poorly mapped business 
career. 

That's the consensus among the pro
fessionals who regularly observe the 
range of business echelons, from the 
very recent MBAs to top brass 

Why otherwise able men let such 
short-sightedness hobble them, the pros 
are not sure, especially since, as they 
see it, a minimum of planning is all it 
takes to start a corporate career rising. 
Call it strategy, or advancement tech
nique, or simply smart self-guidance. By 
any name, its use at critical stages, say 
the old hands, can set the direction in 
which a man will travel—and probably 
determine how far he will go. 

The professionals in career planning, 
as well as a number of corporate VIPs 

^Copyright 1973 McGraw-Hill , Inc. 

who've made the climb, suggest that far 
too many executives simply let their ca
reers happen, or they pursue aimless, 
paths within a company, or—at the op-

C A R E E R S A N D C O M P E N S A T I O N 

posite end of the spectrum—outdo them
selves in trying to muscle their way up 
the ladder. Precisely what planning are 
the experts talking about? 

"Sometimes it's a case of first know
ing what not to do." says George Foote, 
senior consultant with McKinsey & Co. 
"In trying to locate the 'hot buttons' in 

an organization and push them, you ob
serve, you reason, and make some posi
tive moves. But you don 't scheme For a 
junior man, or anybody, the difference 
between the two really comes down to 
mature judgment." 

Other answers given by the pros are 
firmer. There are critical moves to make 
at age 30, others to try at 40 or 50; and 
there is the smart "lateral shift" in a 

company that can be fruitful at almost 
any intermediate stage. 

The struggle (if it need be a struggle) 
starts early, and students of the game 
who've studied closely the gyrations of 
new MBAs and other college grads point 
to a prime mistake made by the "junior 
management" candidate. By age 25, by 
and large, he should have some long-
range goals nailed down, or at least 
should be on the way to arriving at them. 
Too often, though, the tyro simply makes 
his entrance and says, "Here I am— 
where do I go? " He fails to pick out any 
meaningful goal, long- or short-range, 
except to earn as much as possible. 

"It's true that a younger man must 
keep loose and quite flexible at this 
stage—he has to find himself." says 
John Stevenson, vice president at Arthur 
D. Little, Inc., the Cambridge consul
tants. "'But he has to find his career, too, 
and decide in the first place if he really 
wants to be a businessman." 

U n d e r s t a n d a b l y , th i s d e c i s i o n is 
viewed as pivotal "It is the prerequisite 
for a corporate career," notes Steven-



"The tyro must decide 
in the first place 
if he really wants 
to be a businessman." 
son, "and is more pertinent today than 
ever before." If the basic decision to aim 
at management comes hard, the young 
man is wise to do some practical testing. 
One way is simply to turn away entirely 
from business for a year or two. Then, if 
corporate life still holds a strong enough 
attraction, he can return, this time per
haps with a greater energy and desire to 
forge ahead. 

Another way—more consistent with 
the common need to earn a living—is to 
work in a small company for a year or 
two. The purpose is to try as varied a 
range of duties and responsibilities as 
the boss will allow. 

Once an executive prospect has made 
his career decision, another point is 
given weight these days: He should think 
in terms of broad business experience, 
not merely job continuity. Now, in the 
early 1970s, the bigger, well-managed 
companies aren't nearly so leery of a job 
changer as they were even 10 years 
ago. Almost the opposite prevails. Many 
companies are, in fact, seeking smart, 
qualified younger men who have made 
s o m e w i s e c o m p a n y - t o - c o m p a n y 
moves. Often they are looked on as the 
best prospects for key jobs, assuming 
the i r c o m p a n y - c h a n g i n g has been 
thoughtful and not capricious. 

"This is important for a young man to 
understand today," says Chicago con
sultant John Struggles, whose executive 
search efforts on behalf of major corpo
rations keep him in close touch with cur
rent attitudes. 

Another caveat for a younger execu
tive is to avoid, if he can, the company 
that IS overly paternalistic—or, at least, 
to be well aware of any excessive, 
smothering paternalism. 

Further, he should think twice about 
getting himself on a big company's fast-
transfer list that will have him period
ically moving around the country to do 
the same work, even if the pay gets a 
little greener with each move. "The 
transfer list," says Struggles, "can bury 
a younger man, instead of being a road
way to high promotion." 

What the young executive should do, 
say the pros, is study the career moves 
of the company's top men—and follow 
their leads. "If a younger guy in business 
isn ' t rea l ly aware of t h i s , " says 
McKinsey's George Foote, "he hasn't a 
good handle on what's going on . " 

Stepping up a notch, the middle man
ager in his 30s or 40s would be smart to 
keep in mind another trend of the day: 
going back to college. The reasoning is, 
of course, that by this age, one's formal 
education may have grown stale by cor
porate standards. Generally, the pros 

agree that for key middle managers and 
top brass, back-to-study will gain mo
mentum throughout the 1970s. 

The biggest blunder, they say, is to 
stay complacent on this score, relying 
on seniohty, illusive "status," and the 
o f t — c h e r i s h e d ab i l i t y to "hand le 
people." 

But balance, as in all elements of ca
reer planning, is needed. The quest for 
education can be naive for the business
man who goes overboard and becomes 
a "professional student." Too much 
seminar psychology, caution the ex
perts, has been the undoing of many an 
otherwise sensible executive. 

The manager who is just a step or so 
beneath top management obviously 
must follow a demanding strategy if he's 
to be in line for the ranking position 
above him. The danger is that he will 
push too hard, and antagonize, or con
versely, ignore the right moves out of an 
unconscious fear that he may not really 
fit the top job. 

What are obvious moves for the man 
steering a steady upward course? Some 
lesser items suggest themselves. For in
stance, getting to know the board mem
bers well, and making no secret what
soever of one 's quest for the top 
position. But the prime move is this: get
ting to know the flavor and spirit and 
technique of the whole business, not just 
one part of it. 

This is where the prudent lateral move 
in a large business comes in. It can be 
most fruitful, the pros agree, to accept or 
even seek a hohzontal shift (maybe for 
little or no more money) that involves en
tirely new and different job responsi
bilities; for potential top brass, varied ex
perience is what shines. 

But wise hands sound a clear caution. 
Says George Foote: "An upward move 
at the ranking executive level is not a 
game—it's a thoughtful strategy, based 
on true human motivations." 

If it's phony, it probably won't work. • 

personal 

The college misfit: 
What's the best 
course for parents? 

The college malcontent and dropout are 
so prevalent as to be almost as much in 
evidence as the smiling June graduate. 
Examples can be culled from some
body's family experience on nearly every 
block in suburbia, and rare is the patio 
party that features no tale of the young 
guy or gal who can't make a go of it on 
campus. 

In affluent Westchester County out
side New York, an Ivy League dropout is 
defiantly selling shoes in a small retail 
shop in Yonkers. His banking-executive 
father bit terly complains to f r iends, 
"Paul is off the track—ruining his life." 
From a Thailand monastery, a former 
Columbia University anthropology major 

EDUCATION 

writes to his professors that he has fi
nally found "relevance." Two of the 
three children of the mayor of an upper-
class bedroom town near Cleveland in 
t he so l i d M idwes t have s u d d e n l y 
dropped out—and the third wants to. 
Disillusionment on campus today per
meates major universities and even dis
rupts the calm of once-tranquil small col
leges coast to coast. 

One man who has probed the rejec
tion by youth of parental values, tracking 
the progress of 1,500 Harvard students 
for 10 years after they withdrew, is Dr. 
Armand Nicol i , a Harvard Medical 
School psychiatrist who specializes in 
social relations. He found that 90% of 
the drop-outs eventually returned to 
school. But many dropped out again, 
and only half of the returnees ever 
earned a degree. 

A n e w p a t t e r n is e m e r g i n g on 
campuses. Increasingly students are 
taking a year or more away from campus 
life, reassessing their goals, and return
ing to college. Certainly withdrawal is 
losing much of the stigma it once car
ried, as changes of the 1960s and 1970s 
have transmogrified the campus into a 
baffling, alien land to pre-1955 alumni. 
Even when they plug on to a degree, 
d isenchanted students can become 
what one psychologist calls "technical 
drop-outs," aimlessly going through the 
motions of education. 

But some experts assert that dropping 
out can be a potentially healthy move, if 
parents are supportive. Dean Ruth E. 



New^^Mrk to I>allas 
in minutes. 

By way of Xerox. 
To Xerox, making great copies in just minutes is certainly no great challenge. 
We proved we could do it, and do it better. 
But proving we could get a copy from, say. New York to Dallas in a matter of 

minutes was another story entirely. 
But we solved it. 
We unveiled the Xerox Telecopier transceiver. 
Merely by dialing the phone in one place, and answering it in another, we cotdd 

actually transmit copies of documents. 
The Xerox Telecopier. 
Takes a piece of paper anywhere in the coimtry, and in a matter of minutes 

makes a copy of it appear somewhere else. 
It's the next best thing to mental telepathy. 
Xerox. The duplicating, computer systems, education, telecommunications, 

micrographics, copier company. 
And to think you knew us when. 

XEROX® and TELECOPIER® are trademarks of XEROX CORPORATION. 
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Thorson of 850-sludent North Central 
College in Illinois says, "We're no longer 
in the same old education business. 
Hard work may be enough to give drop
outs a motivation to return to college." 

But this is cold comfort to a parent 
faced wi th an obviously d is t ressed 
youngster. "The first thing to do , " says 
Dr. Nicoli, " is to sit down and spend time 
finding exactly what is the reason for the 
unhappiness." Experts say astonishingly 
few parents take this fundamental step. 

"A degree doesn't mean 
what it used to, and 
dropping out no longer 
bears the same stigma." 

Dr. Nicoli continues: " Is he functioning 
academically? Often students are not, 
partly because of new environment, 
partly because of inner conflicts. He 
can't work until conflicts are resolved." 

Dr. Jan Duker, Columbia Teachers 
College sociologist, talks of youngsters 
wi th overb lown expectat ions. " H i g h 
school honor students suffer a shock 
when they arrive at a college where ev
eryone is on the honor rol l . " The ego 
gets deflated along with the straight-A 
record. 

Clinical psychologist John Rau of 
Long Island Jewish-Hi l ls ide Medical 
Center observes, "College is a very 
stressful experience for many people 
who have difficulty in dealing with to
day's lack of structure. They become 
disillusioned. Some find it boring, mean
ingless." Co-ed dormitories, drugs, in
creasingly detached faculties, all con
tribute to the pressures. 

A parent talking to a disenchanted stu
dent should urge him to confide in a 
dean or other academic counselor. He 
may be in the wrong program. He may 
find his bearings by getting involved in 
more "outs ide" activities. If uneasiness 
springs from the unstructured social life 
of co-ed dormitories, most adminis
trations will arrange a switch to other 
quarters. Says one advisor, "We find 
that students with personal problems are 
the first to sign up, hoping co-ed living 
will help them overcome their problems. 
It can be a hard problem to administer." 

Disenchantment may wear itself out— 
as the malaise common among disen
chanted freshmen often does. But if it 
doesn't, and if advisors, friends, and 
even tours of other academic programs 
and campuses fail to raise spirits, and a 
student still wants to withdraw—what 
then? Dr. Thomas A. Leemon, professor 
of higher education at Columbia Teach
ers College, has this advice: "First, it is a 
very important responsibility of parents 
to see that such youngsters are advised 
of what is available elsewhere and the 
opportunity for growth through study. 
Beyond this, the student must under

stand his own course of action. For ex
ample, he ought to finance himself. What 
he does ought to be his responsibility." 

A New Jersey executive and local 
school board member and his editor 
wife, faced the dropout dilemma three 
times. First tfieir eldest daughter asked 
to quit school, but they successfully per
suaded her to stay (later wondering if 
the pressure had been wise). Next her 
sister wanted to withdraw from college, 
and this time they concurred. After a 
year on her own, ttie second girl entered 
a "more meaningful" course in nursing. 
Then the couple's son quit as an inter
national education major in college. Af
ter a breather, he enrolled in pre-law 
elsewhere, deciding he could "do more 
for social change as a professional." 

The mother comments: 'You can only 
ask a drop-out, 'How are you going to do 
it? Where are you going to go?' Unless 
there 's some overpowering reason, 
there is no point in bribes or threats." 

Once a student does drop out, experts 
urge bankrol l ing him only for well 
thought-out alternative education. This 
could range from supervised travel with 
an educational tie-in to taking a low-pay
ing job in a laboratory or doing socially-
oriented work, for example, in Appa-
lachia. "It may not sound tony at the 
country club." says a Midwest college 
dean, "but driving a cab or working as 
an auto mechanic may serve as an anti
dote to disillusionment." 

Harvard's Dr. Nicoli notes, "Most of 
the dropouts have been taken care of 
most of their lives, and feel worthless, 
feel their studies are of no value. After 
they do physical work, and learn they 
can care for themselves, they often find 
a sense of their own dignity, and may 
want to return to college." 

Columbia sociologist Dr. Duker ob
serves: 'Parents shouldn't let them

selves be exploited and blackmailed into 
a pattern of prolonged dependence. 
We've already kept our children more 
dependent longer than any society in the 
history of the planet." 

"Parents shouldn't let 
themselves be exploited 
. . . into a pattern of 
prolonged dependence.' 

The prolonging of youth certainly is a 
factor in the drop-out generation. Je
rome Bruner, professor of psychology at 
Oxford University, speaks of the "a im-
lessness" of youth forced to delay vo
cational or job decisions until compara
tively late in life. "At the very moment 
the young man or woman is seeking au
thenticity, the only legitimate role that is 
open to him is that of student," Bruner 
observes. The legion of former students 
rejecting this role are written in the com
munes, in micro-buses outfitted with ca
lico curtains, and in countless handicraft 
shops across the country. 

Says Dr. Nicoli, "The non-structured 
society of today gives rise to much of 
youth's emotional turmoil and to cultural 
shock, even in their own country. They 
don't know what's expected of them. 
And changes in the home are a tre
mendous factor. Parents often are not 
available physically and emotionally, so 
peers have much more influence than 10 
or 20 years ago—or even five years 
ago. " 

And a degree carries a different value 
than it did in, say, 1955. Students see 
friends with diploma in hand not finding 
work in such fields as history, social sci
ence and English. They have seen the 
speed with which jobs can fill up in a 
field. 

Youth's sifting of values today and talk 
of " re levance" may seem incomprehen
sible to a parent who has worked for 20 
years determined to give his child the 
college degree which was so important 
to his own success. But one observer 
whose name is synonymous with the 
American economy views the question
ing more positively. John D. Rockefeller 
III writes in The Second American Revo
lution. "Experiencing the fruits of af
fluence at a young age can tend to re
move affluence as an overriding goal. 
Many young people find it easy to re
duce their personal needs, to make do 
on very little, and they perceive that af
fluence by itself can be empty. . . . Be
lieving that the provision of basic mate
rial necessities is not a serious problem, 
they are more concerned about the 
world of ideas and of the spirit." 

A parent really ought to know that by 
now—and apply it in dealing with a son 
or d a u g h t e r w h o s e h o r i z o n s a re 
clouded. • 



Location Laguna Beach, California Swimwear by Calalina 
Winnebago prices from $7,350 to $20,985 F O B Forest City. Iowa Freight, local taxes, dealer prep and options extra Prices and specs subject to change without notice 

Makin'friends Winnebago style. 
When it s time for a little refreshment, 

a Winnebago motor home can be there waiting. 
With a spacious lounge, a well-stocked galley 
and plenty of cool comfort—the kind that makes 
good company reluctant to leave. 

Head for the beach this summer in America's 
favorite welcome wagon: A Winnebago motor home. 

Start making friends Winnebago style. 

W e g i v e y o u m o r e . ^Niinimea 
CIRCLE 705 ON READER SERVICE CARD 



The only industrial lamps 
that work a 3500-hour shift 
to cut your lighting costs. 
Westinghouse Industrial Service and Industrial Rough 
Service Lamps won't quit on you long after other 
incandescents have failed. These exclusive 3500-hour 
lamps put in extra hours of overtime.. .over 400% more 
hours.. because they last more than four times as 
many hours as most ordinary lamps. 
So, now you won't have to change them so often... and 
they can actually save nearly 80% in lighting mainte
nance costs where they replace ordinary incandescent 
lamps. 
Ask your Westinghouse lamp man for a complete 
resumdof these rugged, hard-working industrial lamps 
or write to: Westinghouse Incandescent Lamp Division. 
Bloomfield, New Jersey 07003. 
You can be sure if it's Westinghouse. 

At^N westinghouse 
\ ^ helps make it happen 
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OthAT sprinklers 
protect you 
against fire. 

Grinnell's Aquamatic 
protects 3fou against 

fire and water. 
Any sprinkler can control or put out a 

tire. 
But Grinnell's new Aquamatic On-Off 

sprinkler does more. It shuts itself off 
when the fire's out. It puts the water only 
where it's needed-on the fire, and not 
outside the fire area. So it keeps water 
discharge to a minimum. 

Aquamatic is ideal for places where you 
have high value inventories, materials ex
tremely sensitive to water, flash fire expo
sures, or expensive equipment and ma
chinery. Because of its efficient use of 
water, it helps eliminate excessive down 

time after a fire, and puts you back in 
business faster. 

Aquamatic is maintenance free—it 
doesn't require replacement or adjustment 
after a fire. It automatically resets itself 
and is ready to go as often as needed. 

And Aquamatic is interchangeable with 
other sprinklers. It can be installed in 
existing systems or designed into new 
construction. 

Want to know more? Let us demonstrate 
Aquamatic in your office, or send for our 
new brochure. Just fill out and mail the 
coupon below. 

Grinnell Fire Protection Systems Company, Inc. 
10 Dorrance Street 
Providence, Rhode Island 02903 
Q Yes, I would like to see a demonstration of the new Aquamatic On-Off Sprinkler. 

Have a Grinnell Sales Representative contact me. 
• Send your Aquamatic brochure (no obligation). 

Name- Title. 

Company-

Street 

City. Stale. -Zip-

Telephone. 
Europcan Headquaners: 
Kopperschmidt Sprinkler G.m.b.H., 
D-2358, Kaltenkirchen, Germanv-

§ ; G R I N N E L L 
GRINNELL FIRE PROTECTION SYSTEMS COMPANY, INC 

CIRCLE 714 ON READER SERVICE CARD 



YOITRE 
WITH THE 

B E T T E R OFF 
MUNBER I SELECTION 

We can ckD a better job of matchiing your needs, because we 
have a broader range of products to ctxx)se from. We stock over 
1600 items for business, industry, instituttons and offices. So you con 
depend on us to txave your first choice. And we're your single 
source for both steel furniture and equipment, which should cut 
your paperwork and ordering time in half. 

But there's a bt more to be said for staying with the leading 
name. You're in Lyon Country wherever you are. We op)erate four 
strategically located plants and make sure we have a dealer in 
your area. And we're sen/ice oriented. Including more manpower 
in the field, to make sure you have plenty of expert help to lean 
on. Plus proven Lyon quality. The easiest ordering system. The best 
packaging. And truly fast service. Most orders are rolling in 24 
to 72 hours. 

As you can see, when you start with the Number 1 selection, 
you're better off in every way. Call your Lyon Dealer today, 
Lyon Metal Products, Inc. General Offices: 675 Monroe Ave., 
Aurora, III. 60507. Plants In Aurora, III., York, Pa., Los Angeles. 

• Dealers and Brancties in All Princip>al Cities, 

VOITRE IN U m i m U N T R Y 
M E T A L 
P R O D U C T S 

LYON METAL PRODUCTS, INC, 
675 Monroe Avenue, Aurora. Illinois 60507 
Please send me a copy of Cataksg No, 100 
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Photolabel Tape Printing System 
• s t r ik ing, professional look ing labels 
• any beaut i fu l typeface you want 
• reproduces corpora te logotypes 
• also ideal for displays, headl in ing, overhead project ion 

Think of the ways you can use th is exc lus ive new Kalograph system. 
Make instant, sel f -adhesive labels as beaut i fu l and f lush as decals. 
So thin they look l ike part of the surface you apply them to; and 
won' t cur l off. S imply dial a letter, press lever. Kalograph system 
pr ints instant ly wi th a f lash of l ight on special photo-sensi t ive tape. 
No deve lop ing necessary. Colored or clear tapes in assorted widths. 

Labels sui table for prest ige appl icat ions; yet simple and 
L.r low cost. For detai ls wr i te "Kalograph ", W. H. Brady Co., 
. 727 W. G l e n d a l e A v e . , 
j r i O l ^ f l ' F i r ^ ^ l l r t r i Mi lwaukee. Wl 53201 . Or 

people r= R A D Y 
W H BRADY CO, • EST. 1914 
BUSINESS SYSTEMS PRODUCTS 

For details and name of dealer send coupon to Kalograph . W. H. Brady Co.. 
727 W. Glendale Ave., Milwaukee. Wl 53201. 

Name- -Title-

Company . 

Address — 

City 

-Phone-

State- . Zip-

p e r s o n a l 

Venturing afield 
with Fielding, 
Fodor and friends 

Snobbishly seasoned European travelers 
used to say that travel guidebooks were 
a great help—they singled out hotels and 
restaurants for the "tourists," so that the 
elite few knew what places to avoid until 
the season ended. The guidebooks may 
no longer be so reliable. There are so 
many, aimed at so many audiences, that 
there's hardly a watering hole from 
Shannon to Ankara that doesn't rate 
mention in somebody's handbook. 

This year, as the new editions spread 
beyond the seas in a million and more 

TRAVEL COMMENTARY 

carry-on bags, the snobs will have to 
take their chances with everyone else. 
At the risk of over-simplifying. here's a 
sampling of the 1973 crop: 

First, all the guides this year—includ
ing Fielding's Travel Guide to Europe 
1973 (Fielding Publications, with William 
Morrow & Co., $8.95), the favorite of a 
g e n e r a t i o n of U. S. t o u r i s t s — w e r e 
caught in awkward disarray by dollar de
valuation and fluctuating currencies. 
Quoted rates and prices, therefore, are 
hardly more than ballpark figures this 
year in anybody's guide More frank 
about it than most. Temple Fielding nee
dled in a "Top Urgent!!!" warning to 
readers, pleading, "So don't shackle us 
to the doghouse if that Spanish mantilla 
IS 58.57 or $8.69 instead of $8.25 by the 
time you drop anchor." 

Even in this era of the 747. Fielding's 
people still "drop a n c h o r " Indeed, the 
Fielding Guides evoke the indulgent 
mood of shipboard yesteryears. The 
clubby, inside-y prose is solely con
cerned with creature comforts. The high 
priest of hospitality. Fielding focuses on 
the hotels, inns, restaurants and bistros 
of some 30 countries and regions. For 
historical or cultural points of interest, 
readers must look elsewhere. Politics, 
particularly angry, party-pooping poli
tics, is also anathema. On Greece. Field
ing takes the view that its controversial 
regime is none of the Guide's business 

Single-minded devotion to bed-and-
board makes Fielding's Guide compre
hensive, but some familiarity with Field
ing's taste is necessary; nearly all the 
judgments are his own. Quickest way to 
master Fielding is to pick a place with 
which you're familiar, and compare what 
he says with what you know. Judging the 
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You know she can't get your plane tickets, 
26 copies of the last P&L statement, and 

130 sets of year-to-date sales figures by 9:30. 

You need Itek. 

Itek's new Automatic Duplicating System can't 
get your airline tickets for you, but it can solve 
those other problems. 

Solutions are a way of life at Itek, whether 
s a new lineof safety eyewear, an 

electro-optical system for under-
water surveying . . . or the A.D.S. 

^ IM^Z^-^ Automatic Duplicating 
System was designed to fill in 
the gap between conventional 
office copiers and professional 
printing equipment. It lets you 

The Itek A D.S 
You need it 

run duplicates at the rate of 120 a minute, in quan
tities up to 1000, automatically, at a cost per copy 
in the mills. 

It gives you what you need . . . right away, 
without tying up your people and without abusing 
your copier (and your pocketbook). 

Write today for a copy of our A.D.S. brochure 
and information on sale, rental and leasing arrange
ments. 

Itek Business Products a division r ^ 
of Itek Corporation, 1001 Jefferson Itck. 
Road, Rochester. New York 14603 , . 
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What will 
you be doing 

in 1976? 
9 of lOfranchisecJ businesses succeed, 
while 9 ol 10 non-franchised 
businesses/ai/ GBSdoesn l promise 
instant riches, but we do offer you the 
opportunity to own a prestige 
business with excellent income 
potential: and we have people who 
are applying for additional franchises 
to provide small business with vital 
financial management and counseling 
services S5.250 to $10,500 
investment. Writing for our free 
brcKhure could be the first chapter in 
yourownGBS success story. Act today! 

GENERAL BUSINESS SERVICES, Inc. 
7401 Wisconsin Ave., Dept BW 06 
Washington. D C. 20014 

Please send me your free brochure. 
Name 
Address-

City 

Zip 
state 

Phone 

Member & Endorser 
Int I Franchise Assn. Code of Eltiics 
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The new 
super thin line 
precision pencil 
W i t h exclusive 
"floating lead 
protector'! 
New from Sheaffer - pencils 
that use leads of just .3mm 
or 5mm for ultra precise 
writing or drawing without 
lead repointing Yet these 
super thin leads don t break, 
even under heavy writing 
pressure. Exclusive Floating 
Lead Protector absorbs all 
side-to-side pressure. First 
5mm pencil engineered to 

accommodate colored leads. 
Metal or plastic models, 
$2.98 to $5 98 

The reason you 
dont see our lead 
IS the reason ouf 
lead won't break » 

SHEAFFER, , 
Ultra-FINEUNE* 
. 3 m m Pencil 
SMiAFFII. MOIID Midi »H«WUOMr»V< 

CIRCLE 711 ON READER SERVICE CARD 

RCA two-way radio 
talks your language. 

If you're in a business where people and equipment are on the 
move, our mobile radio talks your language. It can boost efficiency, 
create new profit opportunities. RCA has two-way systems that 
can be adapted to just about any need And an RCA Communica
tions Consultant is ready to help you plan a system that's exactly 
right for you, using cost-saving standard equipment. Just mail 
the coupon for full details. 

RCA Mobile Communications Systems. 
Dept. PB33, Meadow Lands. Pa. 15347. 
Please send me your free brochure on RCA Mobile Radio. 

Name/ Position 
Organization 
Address 
City 
Telephone 

RC/I 
state Zip 

Mobile 
Communications Systems 

rest of the book is easy 
Another full-scale guide is Fodor's Eu

rope 1973 (David McKay Co . $9 95). 
Eugene Fodor's books are neatly ar
ranged, fact-packed, and occasionally 
dull—as. some travelers will insist, guide
books ought to be Fodor's Europe is a 
tightly edited compilation of reports from 
a corps of native correspondents. There 
are more countries (35) but fewer places 
listed, since judging from the bland 
commentary. Fodor doesn t list those he 
might have to condemn. Also, he de
votes some space to a historical sketch 
of each country, sights to see, street 
maps, and other non-housekeeping mat
ters Fielding ignores. 

One wonders whether a 1,1t)8-page 
volume (Fodor) or a 1.403-pager (Field
ing) is an ideal traveling companion. 
Fielding stabs at the problem by publish
ing his Guide in a "Fieldlngflex " binding, 
which can be sliced up the spine, so that 
only those parts pertinent to one's trip 
need by hauled along. 

The airlines, particularly Pan Ameri
can, offer some of the most portable 
guides Pan Am's so-called Insider's 
series and what might be called its Real 
series are prime examples. Pan Am's 
The Real Europe and the Mediterranean 
(Bantam. S2.95). The Real Restaurant 
Guide to Europe, and The Real Economy 
Guide to Europe (both $1.95) are pock-
etbooks For the money, they are pan
oramic in view, if occasionally skimpy on 
detail Real Europe, for instance, cites 
only seven restaurants in London. The 
Real Restaurant Guide does better, but 
still cites only 26. 

Pan Am's Insider 's series—there's one 
for New York, London, Paris, Amster
dam and Rome (Random House, S4.95 
each)—strives for convenience by being 
published as a series of pocket-sized 
folding cards Each card lists a category 
of restaurant, activity, entertainment or 
the like The reverse side is a street map. 
keyed for finding the places listed Chief 
problem is the advance planning it re-
guires to use the cards efficiently, with
out carting the whole packet around 

None of tne new breed tops the famil
iar city-by-city Michelin Guides (U. S 
distributor French & European Publica
tions. Inc., 610 Fifth Ave . New York, 
N Y 10020. English editions, $3.50) for 
portability and authority. Still, the titles 
proliferate There are walking guides, 
shopping guides, and even fleamarkef 
guides—S/ree/ Markets by Carol L. Co
hen (Grosset & Dunlap. $2 95). for in
stance—for deserving audiences 

Bui. then, there are also guides to 
travel on mini-budgets that only the 
knapsack set would believe, and some 
sexily titled guides to the fleshpots that 
only the socially obtuse might need, Thei 
message: Besides Fielding. Fodor and 
friends, strangers have crept into the| 
travel bookshelf who bear more watch
ing than reading. • 
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AMERICAN 
BUSINESS HAS 
OUTGROWN 

THE TELEPHONE 
Now you can replace your present business telephones with 

a total phone system —the Executone 1000. For all its increased capabilities, 
this new solid-state system will actually cost you less. 

Business phones have hardly changed since 
the advent of dialing 30 years ago. But 
your telephone requirements have changed. 
And this is exactly why we've taken a fresh 
look at the phone needs of business, and 
then designetl a new kind of phone system to 
answer these needs. Tlie Executone 1000 
total phone system. 

The new Executone 1000 gives you 
the attractive cost savings of owning your 
own phones, of course. But just as impor
tant, it gives you new efficiencies in daily 
operations. 

Some Total Phone System Benefits. 
1. While talking on the phone, you 

may need information from some other 
person in your company. You dial that person 
without hanging up or putting your caller 
on "hold"—and he joins you and the caller 
in a three-way conversation. (You can have 
the same kind of conference whether the 
other people are in your office, across town 
or in different cities.) 

2. If you're going to someone else's 
office, you can forward your calls by 
dialing the number of the office you'll be in. 

3. If you call someone and get a busy 
signal, you touch a button and the system 
will notify the person that someone has 
called. You can then hang up and the system 
will call you when that person is free. 

4. If someone is trying to reach you 
while you're talking on the phone, a tone 
signal will tell you a call is waiting. (It will 
also tell you whether tlie call is from out
side or inside the company.) 

5. You can transfer a call to someone 
else without the help of the operator, by 

simply dialing that person's number. 
6. Every Executone 1000 phone is 

capable of answering every other phone. 
NX îich uncomplicates your switchboard 
and allows one secretary to cover another 
without expensive button systems. 

7. If the person you call is not at his 
desk, you can use your Executone phone to 
locate him automatically, within seconds. 

8. Any Executone 1000 location can 
have hands-free operation pemiitting you to 
carry on phone conversations from 
anywhere in an office or conference rotim. 

Does its Own Trouble-Shooting. 
The Executone ICXX) is a nigged, all-

electronic, solid-state system. Each phone 
instmment works off an individual printed-
circuit board that can be replaced easily if 
ever necessary. And built-in trouble-testing 
circuits scan the system 25,000 times a 
second. 

CIRCLE 709 ON READER SERVICE CARD 

35 Years of Service. 
Executone is the leading supplier of 

communications systems to the nation's 
hospitals, where fast, reliable communications 
can be a matter of life and death. 

Our network of local service organizations 
has also been installing and servicing 
business communications systems for 35 

years. S<) if you have questions about the 
dependability or continuity of service when 
you own your own phone system, 
Executone stands ready to give some 
convincing answers. 

We'd like to show you there is more to 
owning your own phone system than cost 
savings. We'd like to show you the rewards 
of doing business more easily and efficiently 
by replacing your present phone system with 
our total phone system. We'd like to show 
you the new Executone 1000. 

For full information, mail coupon below. 

The Total Phone System fi)r American Business 

f̂ Execiiioiie. Inc., Dept. H-9 
j 29-10 Thomson Ave.. Long Island City. N.Y. 11101 

• • Please send information on the new Executone 1000. 

j DHaveyour representative phone for an appointment. 

I Name^ 
I 

] G)mpany_ 

j Addr 

I City. 

[ Z i p -

-State_ 

_Phone_ 



I M A G I N E 
WORKING 
6 0 MILES 

FROM HOME 

O U R N E W 
JOBS SOUND 

GREAT 
ONLY AN HOUR 

ON THE 
INTERSTATE 
HIGHWAY 

THE INTERSTATES 
BRING EVERYTHING 

CLOSER 

HEX FRED/ 
I GOT PROMOTED 
^ ALREADY 

OH YEAH? THE 
BOSS TOLD 

^ YOU T O 
WORK LIKE 
^ M E N 

GEE^ 
I T H O U G H T H E 

S A I D ^ F O R E M A N " 

— r r 

/AAA/ 
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Now, no place is too far from your place. 
Interstate Highways bring everything closer. 
Including job opportunities. 
Interstate Highways make employment 
centers more accessible to smaller 
communities. 
Truck service helps revitalize aging 
communities. 

And, Interstates 
help save lives. 

We're for that. AMCItlCAN THUCKINC INDUiTIIV 

Eaton Corporation, Axle Division, 
Cleveland OH 44110, manufacturers of 
heavy-duty Eaton* truck axles;Transmission 
Division, Kalamazoo Ml 49001, manufac
turers of Fuller* Roadranger®transmissions. 

Truck 
Components 



PRODUCTS 

Wall paneling in decorative solid colors is easy to maintain 
" B r i g h t - O n " panel ing in h igh fashion sohd-color effects provides a perfect 
contrast to the decorative pr in ts and woodgrains so popular on today's wal ls . 
The panels, w i t h a s t r ipe- l ike tex ture , offer the look of solid colors and 
e l im ina te maintenance problems of pa in t . Avai lable i n eight l ively colors—a 
green, a red, two blues, a ye l l ow , t w o of i -whi tes and a tan—the prefinished 
p lywood panels have a protect ive top coat that al lows dirt and soil to be 
wiped f rom the surface w i t h a damp c lo th . Shown here in an entryway (1) 

w i t h the pr in ted panel ing, "T rees" , an oyster -whi te " B r i g h t - O n " provides 
added d imens ion . A bi t tersweet-red " B r i g h t - O n " (2) is in sharp contrast to 
a r ich woodgrain. A restful bedroom is paneled in sol id sky-blue (3) wh i l e 
the dressing room next door is in a l i ve l y pr in ted str ipe. Wal ls i n an ordinary-
shaped l i v ing room are given ver t ica l d imens ion w i t h let tuce green "Br ight -
O n " panel ing (4) and w i n d o w frames of contrast ing oyster wh i te . Evans 
Products, Port land, Ore. 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 

Bu i l t - i n cleaning system, "Vacu f l o " , 
can be instal led in less than a day. 
Tub ing and f i t t ings are of corrosion-
resistant po lyv iny l chlor ide. Sta
t ionary power un i t (1) w i t h an inte
gral d i r t receptacle can be mounted 
i n a garage, basement or u t i l i t y room. 
A standard-size house requires four 
in let valves so that l igh twe ight 
cleaning hose (2) can reach al l areas. 
The inlet valves (3) are f in ished w i t h 
decorative caps. System comes com
plete w i t h fu l l set of tools packed in 
a convenient caddy. H.P. Products, 
Louisv i l le , Oh io . 

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 

Fami ly enter ta inment center includes the in t r igu ing new "Odyssey Game" . 
A n electronic device that hooks up to a standard te levis ion set, the master 
control un i t provides the basis for a dozen di f ferent games of chance and 
sk i l l . Perfect for a project recreational fac i l i t y , each "Odyssey" set comes 
complete w i t h 12 game program cards and 12 T V screen overlays. Games 
include sk i ing, hockey, table tennis, footba l l , rou let te and S imon Says (shown 
belowl. "Odyssey" can also be used to provide learning experiences for 
ch i ldren. Magnavox, N e w York C i t y , 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 
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PRODUCTS/BATHROOMS 

Surface-mounted bath cabinet pro
jects only 5" i n to the room. The dec
orat ive ful l-sized single metal cabi
net features glass shelves and a 'A"-
th ick plate glass m i r ro r door. Ava i l 
able in ant ique gold, f rench gold and 
wh i te and patina gray, the cabinet is 
24 ' /8"wide byv?0y8 "h igh . Residential 
L ight ing, Thomas, Louisv i l le , Ky. 

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 

Stain-resistantsinks w i t h the look of 
genuine marble are fabricated f rom 
polyester resins and pulver ized mar
ble and coated w i t h an N P G * g lyco l -
base gel coat. Finish w i l l not fade or 
ye l low. Sinks are available i n four 
standard sizes and nine colors in 
c lud ing gold, avocado, blue and 
green. H & L Marble, El Paso, Tex. 

C I R C L E 205 O N R E A D E R S E R V I C E C A R D 

Medic ine cabinet w i t h a t i l t -ac t ion center mi r ro r provides fu l l - length view
ing. Side mirrors that sw ing open to reveal cabinet storage space oHer 
three-way v is ion. U n i t , i n a variety of sizes, comes in ant ique si lver or gold, 
wh i te and gold or gold and si lver anodized a l u m i n u m f in ish . General 
Bathroom, Elk Grove Vi l lage, 111. C I R C L E 206 O N R E A D E R S E R V I C E C A R D 

Freestanding circular shower stal l is 
molded of non-rust ing m i ldcwproo f 
fiber glass reinforced plastic. U n i t 
comes as a complete k i t i n c l udmg 
the shower cur ta in. Easy-to-assem-
ble shower can be used outdoors as 
wel l as in . Swan, St. Louis, M o . 
C I R C L E 207 O N R E A D E R S E R V I C E C A R D 

Decorative lavatory faucet has a 
smgle crystal- look handle. Made of 
"Dura lac" , the handle w i l l not c loud 
or discolor. The washerless faucet 
features one rotat ing ball cont ro l for 
both water f low and temperature. 
Delta Faucet, Greensburg, Ind . 

C I R C L E 208 O N R E A D E R S E R V I C E C A R D 

 

" G l e n w o o d " vanity in a wa lnu t woodgrain has a durable synthet ic resin finish 
and semi-concealed hinges. Drawers, of one-piece D u r i m h igh impact poly
styrene, feature rounded corners for easy cleaning. The Vant ipact is offered 
in two other models, a wh i t e and gold version and a mel lo -wood un i t . 
K i tchen Kompact, jef fersonvi l le, Ind. C I R C L E 209 O N R E A D E R S E R V I C E C A R D 
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Who says all the 
doors in a 26-story 

high rise have 
to look the same? 

Win Sivers, a builder 

Not Win Sivers. He is using 
non-warping, insulated steel 
faced doors by Ever-Strait 
throughout American Plaza 
Towers, which is being con
structed by W. C. Sivers Co., 
general contractor. 

This complete condomin
ium complex in Portland, 
Oregon—three towers, 66 
floors in all—will have an 
Ever-Strait Door at the en
trance of each dwelling unit. With owners 
selecting their own door design and color, 

it's an opportunity for individ
uality that's proved to be an 
excellent selling point. 

One 18-story tower is fin
ished. A 26-story tower is un
der way, with a 22-story tower 
to follow. Owners are happy 
to have a door that's different 
from their neigh-
bor's. And they 
appreciate Ever-

Strait's sound and tempera
ture insulation that means 
comfort and privacy. 

Ever-Strait. It's the steel 
door that saves money for 
builder-owners of apartments 
and condominiums. It's deliv
ered complete, prehung and 

 
customized. Installs in min
utes. And there are no main
tenance problems because 
Ever-Strait Doors don't 
warp, crack, shrink or swell. 
No callbacks, no complaints. 
All in all, it adds up to big 
savings compared to wood 
doors. 

There are more than 30 
H beautiful Ever-Strait Door 

who knows beuer. designs, fire rated, with op
tional high-performance hinges for "swing 
door" action. How good are they ? Well, you 
might consider the fact that more than one 
million Ever-Strait Doors are now in service. 

CONTINUOUS 
FORMED EDGES 

MAGNETIC 
WEATHER STRIPPING 

VINYL SEAL STRIP 

EXTRUDED ALUMINUM 
ALL-WEATHER SILL 

THERMAL BREAK 
" S . . DOUGLAS FIR STILES 

AND RAILS 

RIGID FOAM CORE 

FLUSH STEEL FACES 

ADJUSTABLE 
THRESHOLD 

OAK NOSING 

ADJUSTMENT SHIMS 

FOAM WEATHER SEAL 
SOLID WOOD SILL CORE 

Or, write and ask Win Sivers, c/o Ever-
Strait, 7100 Dixie Highway, Fairfield, 
Ohio 45014. You'll get facts on why Ever-
Strait Doors are a sound investment for 
high-rise builders. 

P e a s e 

Ever Strait Doors 
Pease Company i 7100 Dixie Highway • Fairfield. Ohio 45014 
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PRODUCTS/BATHROOMS 

Van i ty , designed to blend w i t h any bathroom decor, features s imple classic 
s ty l ing. Raised panels are ou t l i ned w i t h gold-accented t r i m adding a d imen
sion to the doors. Avai lable in a wide range of sizes inc lud ing the four-door 
model shown, the van i ty has self-closing hinges and a wear-resistant durable 
f in ish . Raygold, Winchester, Va. 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 

Compact watersaving water closet, 
"Spacet te" measures 17 ' /2"x25 ' /2" 
overal l . Ideal for powder rooms, i t is 
constructed of easy-to-maintain 
high-f i red china. T r i p lever is d i 
rect ly connected to a watersaving 
valve for control led f lush ing and 
protect ion against over f iow. Mans
field, Sanitary, Perrysvil le, Ohio . 
C I R C L E 2 14 O N R E A D E R S E R V K : E C A R D 

Decorative ceramic wa l l t i le has a 
wispy b i l l owy pattern on a white-
matte glaze background. Cal led 
"C loud S w i r l " , the design is oHcred 
in ol ive green, blue, ant ique wh i t e , 
ye l low, gold and p ink. T i l e is ideal 
for use i n baths and k i tchens or any
where easy maintenance is required. 
U.S. Ceramic T i le , Canton, Oh io . 

C I R C L E 2 15 O N R E A D E R S E R V I C E C A R D 

Jim Brady, V.R 
He exchanged his title for a 
million-dollar busine«'<'-

With in three years, J im Brady expects 
his Union, New Jersey. Lindal d ist r ibutor
ship to gross $5 mi l l ion annual ly. 

And we re not about to argue wi th his 
opt imist ic pro ject ion. 

For o n e t h i n g , he s a s e a s o n e d , 
• show me execut ive who most recent ly 
served as V.P and market ing d i rector for 
an e lec t ron ic -components manufacturer . 

For another, he grossed $7 million dur
ing his first year as an independent dis
t r i b u t o r of o u r p r e c u t l e i s u r e h o m e s . 
( I m a g i n e wha t he ' l l do w h e n he r e a l l y 
knows the business.) 

Equal ly impressive, already 30% of his 

n e w sa les are b e i n g g e n e r a t e d by re
ferrals f rom satisf ied customers. That tel ls 
y o u a lot about the kind of product he has 
to sel l . 

As J im Brady has demonstrated, prior 
const ruct ion exper ience isn't essential to 
the success of a new Lindal Distr ibutor. 
The ' secre t " is simply to fo l low the pro
cedures spel led out in our Distr ibutor 's 
gu idebook—the Lindal Profitmaker. 

If you' re ser iously interested in a major 
income-produc ing program, you ought to 
look into that manual yourself. It costs $10, 
but it s a big book. 

And the opportuni ty it represents is a 
whole lot bigger. 

A sir Walter Lindal. President HH36 

binORIi CEDAR HOmES 
1041 1 Empire Way S /Seattle. WA 98178 
Phone (206) 725-0900 

• Enclosed is $10 for my copy of the Lindal Profitmaker 
and complete portfolio of manuals. 

• I d just l ike to know more about your h o u s e s , 
enclosed is $1 for your 44-page Planbook 

Nnmf> 

Arirlrp<s<! 

City State 7ip 

Area Code Phnnia 
Plants in the U 8 and Canada, affiliates in England. Aus
tralia and Japan: representatives throughout the world. 
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time & cost on these and many other jobs 
with Duo-Fast Staplers and Nailers 

T O E N A I L I N G s t u d s t o p l a t e s is fas t a n d a c c u r a t e w i t h 
t h e v e r s a t i l e C N - 1 3 7 N a i l e r . . . t h e o n l y n a i l e r tha t d r i v e s 
6 d c o m m o n t h r u 1 6 d s i n k e r s . G r e a t f o r c o u n t l e s s n a i l i n g 
t a s k s o n c o n s t r u c t i o n o f a l l k i n d s . 

S H E A T H I N G g o e s o n f a s t a n d t i g h t w i t h a S -763 S t a p l e 
N a i l e r . I d e a l f o r p l y w o o d a n d f i b r e b o a r d s h e a t h i n g , p l y 
w o o d s u b f l o o r a n d r o o f d e c k . T h e l o n g , h e a v y - d u t y 
s t a p l e s u s e d f o r t h e s e j o b s a r e F H A a p p r o v e d . 

S O F F I T S i n s t a l l e a s i e r a n d f as te r w i t h t he n e w , l i g h t 
w e i g h t K N - 1 8 4 0 w h i c h d r i v e s h e a v y , n a r r o w - c r o w n , g a l 
v a n i z e d s t a p l e s . T h e n a r r o w c r o w n s a r e i n c o n s p i c u o u s 
a n d res i s t p u l l - t h r u . H a s m a n y a p p l i c a t i o n s i n b u i l d i n g . 

F I N I S H I N G is t h e j o b o f t he F N - 8 3 F i n i s h N a i l e r . I n t e r i o r 
t r i m g o e s o n i n a h u r r y . T h e B r a d N a i l e r is u s e d w i d e l y 
t o s p e e d u p i n s t a l l a t i o n o f p a n e l i n g , u s i n g b r a d s w i t h 
h e a d s c o l o r e d t o m a t c h the s u r f a c e . 

A D D t h e D u o - F a s t G u n T a c k e r s , H a m m e r T a c k e r s a n d S t r i k e T a c k e r s f o r i n s u l a t i o n , b u i l d i n g p a p e r s , c e i l i n g t i l e , 
u n d e r l a y m e n t . . . a n d w a t c h p r o d u c t i o n c l i m b w h i l e c o s t s t u m b l e . 

S E N D N O W f o r f r e e c o p y o f B u l l e t i n F T - 2 6 a n d d e m o n s t r a t i o n o f t h e s e c o s t c u t t e r s . 

D U O - F A S T F A S T E N E R 
C O R P O R A T I O N , Dept.HH 
3 7 0 2 R i v e r R o a d 
F r a n k l i n P a r k , IL 60131 nUOFAST 

EVERYTHING 
FOR 
STAPLING 
NAILING 
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P R O D U C T S / B A T H R O O M S 

Classic vanity cabinet has an ultra
violet-cured Raycron* Knish that is 
stain, abrasion ami chemical-resist
ant. Units are constructed of particle 
board wi th plastic frames. Antique 
brass-finished door pulls accent the 
printed walnut-woodgrain cabinets. 
The units feature self-closing hinges. 
United Cabinet, Jasper, Ind. 
C I R C L E 2 10 O N R E A D E R S E R V I C E C A R D 

Simulated-marble vanity tops with 
off-center basins and fittings are 
available in white or bone. Ranging 
in size from 22"x25" to 22"x73", units 
feature integral backsplashes and 
basins and cast-in overflows. Fade-
resistant material is easy to maintain 
and w i l l not stain or scratch. Briggs, 
Sterling Heights, Mich. 
C I R C L E 2 1 1 O N R E A D E R S E R V I C E C A R D 

Contemporary-Styled toilet features a "Vent-Away" flushing action that 
removes undesirable odors and uses minimum water-flow to create the 
vacuum. The "Compact" has an elongated bowl with a sanitary rim con
toured todrain intothe bowl. Alsoshown isa "Rondalyn"lavatory. American 
Standard, New Brunswick, N . j . C I R C L E 212 O N R E A D E R S E R V I C E C A R D 

gtaiits 

A d d the " c u s t o m d e s i g n e d " look to your homes and apar t 
ments . Each S tud io Sta i r is c u t and d r i l l e d t o i n d i v i d u a l job 
s p e c i f i c a t i o n s fo r p rec i se f i t a n d q u i c k , easy a s sembly of 
KD parts . Se lec t f r o m f o u r a r c h i t e c t u r a l s tyles . Ins ta l l ed cost 
is s u r p r i s i n g l y low. Wr i t e fo r f r e e co lo r b rochure . 

_̂ tudiô tair. 
the stair with a flair 

by A M E R I C A N G E N E R A L P R O D U C T S , I N C 
1735 H o l m e s R d . . Y p s l l a n i i Ml 48197 
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 THE ONLY TIMER 

WITH DIAL FACE PLATE 

THAT MOUNTS 

FLUSH TO THE WALL! 

Turn "OFF" lights, healers 
-aulomalically- alier 3 minuies lo 12 hours 

Save e lec t r i c i t y , a d d c o m f o r t a n d c o n v e n i e n c e , ex tend l i fe of 
e q u i p m e n t . Easi ly i n s t a l l e d in s t a n d a r d wa l l boxes . R e c o m 
m e n d e d fo r ho te ls , m o t e l s , h o m e s , a p a r t m e n t houses , p u b l i c 
b u i l d i n g s . A v a i l a b l e t h r o u g h w h o l e s a l e r s eve rywhere . Send f o r 
l i t e ra tu re . 

M. H. RHODES, Inc. A V O N , C O N N , oeooi 
In Canada—M. H. Rhodes (Canada) Ltd., Ottawa 5, Ontario 

C I R C L E 7 9 O N R E A D E R S E R V I C E C A R D 



Now merchandise the added value of bottle-
quality water from the kitchen tap. 
I n s t a l l a A M F C u n o A q u a - P u r e W a t e r 
F i l t e r b e n e a t h t h e k i t c h e n s i n k a n d m e r 
c h a n d i s e b o t t l e - q u a l i t y w a t e r t o y o u r 
p r o s p e c t s . 

It w i l l m e a n a l l y o u r b u y e r s w i l l e n j o y 
n o t o n l y s p r i n g f r e s h w a t e r , b u t e v e r y c u p 
of c o f f e e , t e a o r f r o z e n o r a n g e j u i c e m a d e 
w i t h i t . 

I t 's a s i m p l e a d d i t i o n . It g o e s u n d e r t he 
s i n k e a s i l y . A n d at l o w c o s t ! 

R e p l a c e m e n t f i l t e r s n e e d o n l y b e 
c h a n g e d e v e r y t h r e e t o s i x m o n t h s a n d 

See us at the Pacific Coast Builders Show-
Booth #918 at the Mark Hopldns Hotel. 

c a n be d o n e b y t h e h o u s e w i f e o r y o u r 
m a i n t e n a n c e p e o p l e if y o u l i ke t o m a i n 
t a i n a c c e s s t o t h e p r e m i s e s . 

T h e A q u a - P u r e W a t e r F i l t e r is a n e w 
c u s t o m e r b e n e f i t y o u c a n a d v e r t i s e w i t h 
e v e r y n e w u n i t y o u b u i l d . 

C h e c k w i t h y o u r p l u m b i n g s u p p l y 
dea le r . O r w r i t e : A M F C u n o , C o n s u m e r 
P r o d u c t s D i v i s i o n , 
D e p t . H H , 4 0 0 R e 
s e a r c h P k w y , M e r i d e n , 
C o n n e c t i c u t 0 6 4 5 0 . Cuno 

Aqua-Pure 
W A T E R F I L T E R S 
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E a s y to s e e 

h o 

. e ro i ,ea ,anoe . i ,ep lace=y.e-^ 

i r d ^ d e p r d a t l ^ ueumr-rreplaces ln seven 
Models AnS. you, Choice o( three .ac,ng and 

Qfirtions in just minutes. 
see a Supenor Fireplace consultant for your free 
P 7 qPT/E-Z-TRIM cost savings analysis Look 
fnfo R E F O R M , -oo,.,,--^e 4 ^ - " ^ ^ ' > ^ " - ' " 
fireplace design certified by AGA. 

 

  

J 

Brass plumbing fixtures fea urc 
molded acrylic "Crystahte" handles. 
Offered in chrome plate and brass 
chrome plate as well as the acrylic, 
the handles are attached with a 
chrome-plated metal insert that pro
vides metal-to-metal grip. A large 
acrylic index button m.uinted on 
the handles for easy readability. 
Gerber Plumbing Fixtures, Chicago. 
C I R C L E 216 O N R E A P E R S E R V I C E C A R D 

One-piece ventilated water closet, 
"Empress", is of vitreous china. 
Water level in the tank remains 
helow the level in the bowl to pre
vent overrtow. The unit features a 
siphon jet flush and rim-fed whirl
pool action. Crane, New York City. 
U R C L E I I T O N R E A D E R S E R V U : E C A B 0 

Decorative mirror, light cap and cos
metic box are available as an ensem
ble or as individual components^ The 
mirror comes in white and gold an-
tmue gold and pewter with gold or 
pewter light cap and '^"S.Ti'.'tic box. 
Rutt-WiUiams, CoopersviUe, Mich. 
C I R C L E 218 O N R E A D E R S E R V I C E C A R D 

r superior 
fireplace company P.O. Box 2066. 

Fullerton. CA 92633 

Details pleate: 
r-i P 7 . S E T / E - Z - T R I M S y s t e m s 
P F i R E F O R M 4- vented g a s I . e p l a c e s 
• Have f ireplace consul tant c a n . 

N A M E . 

F l a g s t o n e 

R o u g h R o c k 

U s e d B r i c k 

C O M P A N Y . 

A D D R E S S . 
P H O N E . 

C I T Y . S T A T E - Z I P _ 
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U l l ' ^ t 

O . a h l y Product s to R e d u c e C o n s U u c t ^ C o s t s ^ J 

C I R C L E 134 O N R E A D E R S E R V I C E C A R D 

mbination soap, tumbler 

Chrome-plated bathroom accessories ̂ ^^^'^ ,he triple-finished 

and toothbrush hoi er 'h^^^P^.; , j ^paper holders, grab bars, rings and 
'•Colonial Chrome" line are rcvcrs rol p P ^^^^^^^ 
hooks. Miami-Carey, Monroe, Ohio, C I R C L E 



You can't beat 
these systems! 

In te r io r wa l l s y s t e m 
A 2 x 4 S t u d s a n d p l a l e s 
B V s " F i r e s t o p ® t y p e X w a l l b o a r d 
C ' A " I n c o m b u s t i b l e G y p s u m S o u n d 

D e a d e n i n g B o a r d 
0 2 " g l a s s f i b e r i n s u l a t i o n 

They meet HUD specs! 
G e o r g i a - P a c i f i c has pu t t o g e t h e r two wa l l s ys tems that 
m e e t y o u r r e q u i r e d H U D s p e c s . T h e in te r i o r wa l l s ys tem h a s 

a n SIC o f 5 0 ( B W - 3 5 s t ) a n d a o n e - h o u r f i re ra t ing ( U L - U 3 1 2 ) 
T h e ex te r i o r wa l l s y s t e m has a o n e - h o u r f ire ra t i ng 
( b a s e d o n T 9 9 a n d B M S 1 9 1 - 1 9 2 ) . 

The price is right! 
You n e e d to mee t s p e c s as e c o n o m i c a l l y as p o s s i b l e . 
A n d G e o r g i a - P a c i f i c ' s in te r io r a n d ex te r i o r wa l l s y s t e m s 

a re i n e x p e n s i v e . In fac t , t he re a ren ' t a n y less e x p e n s i v e 
s im i l a r wa l l s y s t e m s o n the marke t . 

They're easy to install! 
T o ge t a o n e - h o u r f i re ra ted i n te r i o r wa l l w i t h a n STC of 50 , jus t 

a p p l y a s i n g l e layer of G - P ' s VA " G y p s u m S o u n d D e a d e n i n g 
B o a r d ve r t i ca l l y to bo th s i des of w o o d s t u d s , w i t h i nsu la t i on in 

cav i t y , a n d s e c u r e w i t h na i l s . T h e n , s t r i p l a m i n a t e a s i n g l e 
layer of Firestop'"" G y p s u m b o a r d ve r t i ca l l y to bo th 

s i d e s of the s o u n d d e a d e n i n g b o a r d . I t 's that easy . 
Fo r a o n e - h o u r f i re ra ted ex te r i o r w a l l , a p p l y W 
F i r e s t o p * g y p s u m b o a r d o v e r w o o d s t u d s a n d 
i n s u l a t i o n . * T h e n a t t a c h V2" F i r e s t o p ^ s h e a t h i n g 

to t he o u t s i d e wa l l a n d c o v e r w i t h % " o r 
G - P p l y w o o d s i d i n g . 

Ex te r i o r wa l l s y s t e m 
E 2 x 4 s t u d s a n d p l a t e s 
F V e " F i r e s t o p ? ' t y p e X g y p s u m b o a r d 
G B a t t i n s u l a t i o n ( n o t r e q u i r e d f o r t h e r a t i n g ) 
H G - P V z " F i r e s t o p * ' g y p s u m s h e a t h i n g 
I G - P ' / a " p l y w o o d s i d i n g 

' I n s u l a t i o n n o t r e q u i r e d t o m e e t f i r e r a t i n g . GeorgiaF%icific 
The Growth Company 
G y p s u m D i v i s i o n , P o r t l a n d , O r e g o n 9 7 2 0 4 
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P R O D U C T S / D O O R S , WINDOWS 

  

Entrance door with traditional Span
ish design is hold and massive look
ing. The "Castillo", which is 6'8" 
high and 3' wide, is of selected kiln-
dried Douglas fir or hemlock. Each 
door consists of 22 individual I'/s"-
thick intricately carved panels and 
can be painted or stained as desired. 
Simpson Timber, Seattle, Wash. 
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 

Decorative door set can be used in 
most size-openings. Suitable for in
terior or exterior installation, "Par-
ket" is rigid urethane wi th a solid 
steel-reinforced core. The door, with 
a factory-applied acrylic finish, has 
the appearance of wood inserts and 
comes in two oak shades. Formel, 
North Kansas City, Mo. 
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 

Steel bi-fold closet doors have a 
deep-textured finish. Three-dimen
sional embossing gives the metal a 
simulated glove-leather-likc-look. 
Three styles, "Manor House," "Ele
gante" and "Heritage", are available. 
The Williamsburg white baked-on 
color complements any decor. Leigh 
Products, Coopersville, Mich. 
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 

Solid pine knot, weathered door is 
available in standard and custom 
sizes. Knots extend through the door 
making each side slightly different 
and one-of-a-kind. Door can be fin
ished in a light or medium stain as 
desired. A coordinated three-dimen
sional wall panel system is also of
fered. Pinecrest, Minneapolis, Minn. 
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 

Pocket door set, designed for easy installation, requires no cutting of metal 
rail. Premarked wood header nailing strip is cut to desired width without 
special tools. Set, which contains all hardware, is adaptable to any wall 
construction. National Mfg., Sterling, 111. 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 

Easy-to-install window channels seal out wind, stop rattles and conserve 
fuel. White vinyl-finished aluminum and stainless steel channels are de
signed to fit standard sashes. The simple four-step installation process is 
shown. Quaker Mfg., Sharon Hi l l , Pa. 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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Establish an Atmosphere 
of Confidence 

A p a r t m e n t b u y e r s a n d r e n t e r s are l o o k i n g f o r all t he a t m o s p h e r e and b e a u t y 
t h e y c a n ge t . T h a t ' s w h y so m a n y b u i l d i n g s are d e s i g n e d w i t h S h a k e r t o w n 
c e d a r shake and s h i n g l e pane l s . The r u s t i c t e x t u r e d pane ls w i t h heavy b u t t 
l ines e n h a n c e t h e a p p e a r a n c e of s i d e w a l l s , m a n s a r d s and accen t a reas t o 
re f lec t qua l i t y c o n s t r u c t i o n a n d he lp a p a r t m e n t s sell f as te r , r en t f as te r and 
stay r e n t e d l o n g e r . A n d c e d a r w e a t h e r s beau t i f u l l y w i t h no m a i n t e n a n c e 
r e q u i r e d . 

M O R E T H A N M E E T S T H E E Y E 
S h a k e r t o w n 8 - f o o t pane l s e l i m i n a t e h a n d l i n g a n d na i l ing h u n d r e d s of i n 
d i v i dua l p ieces . T h e v a r i o u s t e x t u r e d shakes a n d sh ing les are e l e c t r o n i c a l l y 
b o n d e d i n to se l f - a l i gn ing , m u l t i - p l y pane l s f o r easy , o n e - m a n a p p l i c a t i o n -
no ski l l is r e q u i r e d . Panels c o m p l e t e t h e j o b f as te r , i nc rease i n s u l a t i o n , a n d 
save u p t o 7 0 % o f i ns ta l l a t i on c o s t s . Ava i lab le in 7 " o r 1 4 " e x p o s u r e in 
n a t u r a l c e d a r o r a v a r i e t y o f s e m i - t r a n s p a r e n t c o l o r s . 

Write for detailed brochure 
SHAKERTOWN CORPORATION 
D e p t . H H - 6 
4 4 1 6 Lee R o a d 
C leve land , O h i o 4 4 1 2 8 

In Canada 
RESTWOOD INDUSTRIES, LTD. 
P.O. B o x 2 0 4 2 
V a n c o u v e r 3 , B.C. 

^ SWEET 

 
      

     



massive study of 464,009 sales leads 
from House &. Home readers confirms that 
sales action in housing & light construction 
comes from every segment of the industry 

To identify all the important people in housing 
and light construction who are active in the 
selection of building products, materials, and 
equipment. House &. Home followed up 
464,009 advertising inquiries from its reader 
service cards and received a 33'r return in
volving 152,191 inquiries. 

Survey questions were designed to determine 
what, if any, "sales actions" were taken as a 
result of readers having seen advertisements 
in several issues of House 6;. Home. 

For the purpose of this study, "sales actions"— 
that is, those actions bringing products and 

prospects closer to a sale—have been defined 
as specifying, recommending, approving, pur
chasing, and still investigating further. 

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 lO-house development, a 280-unit 
apartment complex, or anything in-between. 

Results indicate in the clearest possible man
ner that sales action comes from every segment 
of the industry, as shown in the table below. 

SALES ACTIONS TRIGGERED BY ADVERTISING 

Reader 
Class i f ica t ion 

L i tera ture 
Requested 

by Readers 
Surveyed 

L i terature 
Requested 
by Survey 

Respondents 

L i tera ture 
Received 

by Survey 
Respondents 

Specif ied 
Product 

Recom
mended 
Product 

Approved 
Product 

Purchased 
Product 

still Total 
Invest igat- Sales 

ing Product Act ions 

Sales 
Act ions as % 
of L i terature 

Received 

Architects & Designers 93,946 33,902 29,557 4,334 4,965 2,996 853 7,382 20,530 69.5% 

Builders & Contractors 197,114 60,124 51,612 4,457 5,814 5,419 5,867 17,451 39,008 75,6% 

Commercial/Industrial 9,861 3,410 2,886 210 312 138 155 974 1,789 62.0% 

Engineers 13,484 5,362 4,717 354 537 297 199 1.678 3 ,065 64.9% 

Financial 8,382 3,252 2,828 150 301 168 142 962 1,723 60.9% 

Government 10,633 4,845 4,210 281 477 300 205 1,296 2,559 60.8% 

Realty 18,510 6,101 5,401 314 542 490 305 2,074 3 ,725 68.9% 

Retail Dealers 9,225 2,624 2,130 184 256 171 183 767 1,561 73.3% 

Subcontractors 16,487 4,630 4,050 288 495 428 431 1,255 2,897 71.5% 

Wholesale Distributors 5,193 1,719 1,469 102 204 84 109 562 1,061 72.2% 

Others not identifying self 81,174 26,222 22,687 1,454 2,217 1,635 1,068 6,848 13,222 58.3% 

TOTAL 464,009 152,191 131,547 12,128 16,120 12,126 9,517 41 ,249 91,140 69.3% 

McGraw HiUS marketing and manogemcm publication 

of housinnand 

light consiruciion 

1221 Avenue of the Americas. New Yoik. N Y 10020 

^•fuw nui 5 marKeimganamanagement publication 

House&Home 
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P R O D U C T S / D O O R S , WINDOWS 

Bi-fold door units are suitable for practically any size opening up to 8' in 
height. Doors can be constructed wi th decorative panels of any pattern 
desired. A two-way spring-loaded hinge snaps doors together in a closed 
position and holds them back against the jamb for ful l access when open. 
Acme General, SanDimas, Calif, C I R C L E 220 O N R E A P E R S E R V I C E C A R D 

 

Horizontal rolling glass windows 
feature stainless steel cam locks, 
four rollers in each sash and optional 
Spaceglass* thermal panes. Win
dows, with double interlocked con
struction, have wool pile weather-
stripping around the perimeter of the 
sash to protect against heat and cold. 
General Aluminum, Dallas, Tex. 
C I R C : L E 221 O N R E A P E R S E R V I C E C A R P 

Tilt/take-oui replacement window 
incorporates a low heat conducting 
thermal barrier. The material is 
bonded between the two aluminum 
extrusions that make up the master 
frame. Unit is equipped with block 
and tackle style balances, Celecon 
glides and wool pile weatherstrip-
ping. Metalume, Toms River, N . | . 
( I R ( L E 222 cm R E A P E R S E R V I C E C A R P 

I T ' S S T R O N G . . . I T ' S G O O D L O O K I N G ! 
IT 'S F A S T A N D E A S Y T O I N S T A L L ! 
I T ' S T H E L O W E S T " I N - P L A C E " C O S T 

S H E L V I N G S Y S T E M A V A I L A B L E ! 

EKPnnDnBiE sHEiuinc 

* L o w e s t " i n - p l a c e " c o s t b e 
c a u s e t o g g l e b o l t s or s c r e w s 
are e l i m i n a t e d in m o s t i n s t a l l a 
t i o n s . A n d . . . i t ' s p r e f i n i s h e d ! 

S E N D F O R F R E E B R O C H U R E . 

5 5 3 0 W i s c o n s i n A v e n u e 

W a s h i n g t o n , D . C . 2 0 0 1 5 

Phone: (202) 654-8288 

C I R C L E 138 O N R E A P E R S E R V I C E I A R I ) 

K f s h o p 

 
W r i t e t o d a y f o r y o u r c o p y o f o u r f r e e b o o k l e t . S e e f o r y o u r s e l f w h y 
A m - F I n n S a u n a c o u l d b e t h e d i f f e r e n c e y o u ' v e b e e n l o o k i n g f o r . 
Distributor Inquiries Invited. 

Am-FInn Sauna. Inc., Haddon Ave. & Line St., Camden, N.J. 08103 
C I R C L E 139 O N R E A P E R S E R V I C E C A R P H<kHlUNEl973 139 



P R O D U C T S / L I G H T I N G 

 

Mediterranean chandelier features 
heav>' textured Sorrento glass dif-
fusers. The five-light unit is 20" in 
diameter and 21" in body height. 
Weathered black strapwork and a 
fruitwood center column are sup
ported by five chains. The rustic fix
ture utilizes candelabra base lamps. 
Halo Lighting, Rosemont, 111. 
C I R C L E 229 O N R E A D E R S E R V I C E C A R D 

Massive chandelier adds a south
western accent to a dining room or 
den. The five-light unit features 
heavy textured amber glass hurri
cane lamp diffusers. Constructed of 
heavy-duty materials, the chain-
hung fixture is available in black, 
avocado or harvest gold. Southwest 
Lighting, San Antonio, Tex. 
C I R C L E 230 O N R E A D E R S E R V I C E C A R D 

Williamsburg chandeliers include 
one- to ten-light models in a choice 
of solid brass or plated finish. Fix
tures are available with fluted or 
tapered glass chimneys. Models wi th 
five lights or more are accompanied 
by a 600W dimmer switch- Eight 
li>;ht solid brass fixture is shown. 
Wasley Products, Plainville, Conn. 
C I R C L E 233 O N R E A D E R S E R V I C E C A R D 

Antique brass-finished chandelier 
featuresaconcealeddownlight in the 
column for proper table-top i l lumi
nation. Ideal for dining areas or dens, 
the six-light fixture is also offered in 
a pewter finish. A three-way switch 
turns on just the candle lights, only 
the downlight or both together. 
Progress Lighting, Philadelphia, Pa. 
C I R C L E 234 O N R E A D E R S E R V I C E C A R D 

Vandalproof exterior light fixtures 
provide security at night and attrac
tive landscape accents during the 
day. Pole-mounted "Aeralumc 
Crystal" and opal textured globe 
units house 175W mercury vapor 
lamps. Ballasts are enclosed in cast 
aluminum adapters protected from 
weather and lamp heat. Stonco 
Lighting, Keene, Union, N f. 
C I R C L E 231 O N R E A D E R S E R V I C E C A R D 

Decorative light bulbs are designed 
to meet the need of the bare bulb 
look. The "Finlandia" series in
cludes four-styles, "Arctic-Lite", 
"Glacia-Lite", "Polar-Lite" and 
"Nordic-Lite". Suitable for use in 
swag and pole lights and pendant 
type fixtures, opalescent white-fin
ished incandescent bulbs can also be 
used in wall sconces without dif
fusers. Duro-Lite, Fair Lawn, N.J. 
C I R C L E 232 O N R E A D E R S E R V I C E C A R D 

Hanging crystal fixture is created of 
genuine Swarovski Strass crystals. 
Surfaces of the crystals are precision 
cut and wood polished. Facets cap
ture the light and refiect it into the 
center of the crystals for a glittering 
effect. Three 60W candelabra lamps 
are nestled into the basket of the 
fixture. Canopy and tr im are of 24 
karat gold-plated solid brass. Light-
craft, Nutone, Cincinnati, Ohio. 
C I R C L E 23.S O N R E A D E R S E R V I C E C A R D 

Outdoor bollard, has a 10" clear 
acrylic diffuser sphere with a spun 
aluminum reflector. "Transhemis-
phere,"a post-mounted fixture, pro
vides low-brightness lighting. Fin
ished in textured black, the lamp 
with concealed mounting rests on a 
5" diameter post of heavy-duty alu
minum. Unit comes in lOOW mer
cury vapor or incandescent models. 
Prescolite, San Leandro, Calif. 
C I R C L E 236 O N R E A D E R S E R V I C E C A R D 
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Holding power. Sure-grip 
control that lasts long after 

you've left the site. That's the 
winning way of staples with 
Spot-o-lon^M coating. 14-16 

gauge heavy-duty staples in 
W to 2 V 2 " lengths that give 

a cost-cutting, first-place job 
every time on sub-flooring 

siding, roofing. Staples driven 
by the fast-paced V Series 

Spotnailer, that's lightweight, 
yet versatile enough to handle 

staples, T-nails and finish nails. 
Spot-o-lon coated staples 
also available for use with 

the extra powerful VL Series 
Spotnailer. Try them inyour 

production race! 

it's a Spot-O-Lon finish! 
V and VL SERIES 

Heavy Duty Staplers 
For complete information on the V and VL Series, contact 

your local Spotnails representative, or write Spotnails, Inc., 
Dept. S-5, 1100 Hicks Road, Rolling Meadows, Illinois 

60008 or phone (312) 259-1620. 

SPOTNAILS, INC 
.. SUBSIDIARY 

C I R C L E 141 O N R E A D E R S E R V I C E C A R D 
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Feature for feature^ the 
ISE'l^ash Compactor 
crushes competition. 

Experts say the average family carr ies out 5 tons of trasfi 
every year. The ISE Trash Compactor reduces the bu lk of this 
trash by 75%. 

And feature for feature, we of fer a m u c h better Compactor . 
Two Decorator Door styles let a cus tomer quick ly decorate to 
suit herself. A larger Sani t ized" basket slips r ight ou t and has 
no leaky holes. There's more load ing room, a smooth , nearly 
seamless inside for easier c leaning, and now an even quieter 
moto r and motor mount . Both Bu i l t - in and Free-Standing 
Models are available. 

Our Garbage Disposer l ine has new styl ing and new quiet 
opera t ion , too. So see our Compactors . Disposers, even our 
Hot Water Dispensers. We give you,more to sel l . 

 

    
      

P R O D U C T S / L I G H T I N G 

l=MI=RSaN 
In-S ink-Erator Division 
E m e r s o n Electric C o 
470O-21st Street 
Rac ine , Wis. 53406 

Downlight luminaires are suitable 
for outdoor area applications. The 
line consists of two styles in three 
sizes, all designed for single, twin, 
quad or mast-arm mounting. The 
model shown features a flat tem-
pered-glass lens. The other has a drop 
refractor of prismatic acrylic. Mc-
Graw-Edison, Racine, Wis. 
C I R C L E 237 O N READER S E R V I C E C:ARD 

Pre-wired outdoor luininaire has a 
contemporary spherical shape. The 
fixture, trunnion-mounted on an ex-
tr i i ikd aluminum channel, can be 
aimedasdesiredandthen locked into 
place. Integrally ballasted heavy-
duty units can be used with mercury 
vapor, Metalarc or Lumalux lamps. 
GTE Sylvania, New York City. 

C I R C L E 238 O N READER SERVICE c:ARn 

Traditionally styled outdoor lanterns are large in size to provide better 
lightingfor public areas. The "Architectural-Traditional" line includes black 
cast aluminum wall lanterns with amber seeded glass, a mercury vapor lens 
or chain styling and a 16"-square, 34'/a" high post mounted version shown 
above. Thomas, Louisville, Ky. C I R C L E 239 O N R E A D E R S E R V I C E C A R D 
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to buUd a gieat family kitchen 
start >vitli Long Bell ideas 

T h e k i t c h e n is t h e c e n t e r o f a t t r a c 
t i o n . T h a t ' s w h e r e t h e a c t i o n i s . 
T h a t ' s w h e r e t h e l a d y o f t h e h o u s e 
c o n c e n t r a t e s a t t e n t i o n . A n d s h e 
w a n t s c o n v e n i e n c e s — l i k e t h o s e i n 
t h i s L o n g - B e l l M e d i t e r r a n e a n s t y l e . 
F e a t u r e s l i k e s e l f - c l o s i n g d r a w e r s , 
r o l l - o u t h o s t e s s c a r t , s l i d e - o u t b o t 
t o m s h e l v e s i n b a s e c a b i n e t s , a d j u s t 
a b l e w a l l c a b i n e t s h e l v e s , b i g - v o l u m e 
p a n t r y s t o r a g e , p u l l - o u t v e g e t a b l e 
r a c k s a n d a s l i d e - o u t c h o p p i n g b l o c k . 

L o n g - B e l l o f f e r s s t y l e s a n d f i n i s h e s t o 

m a t c h a n y d e c o r . Y o u r e v e r y c u s 
t o m e r c a n b e s a t i s f i e d w i t h t h e v a r i 
e t y o f h i g h s p i r i t e d L o n g - B e l l c a b i n e t 
i d e a s . Every u n i t is c o m p l e t e l y p r e 
f i n i s h e d a n d a s s e m b l e d — r e a d y t o i n 
s t a l l r i g h t f r o m c a r t o n o n t o w a l l . W i t h 
p r e c i s i o n f i t a n y w h e r e w h e t h e r o n 
n e w c o n s t r u c t i o n o r i n r e m o d e l i n g 
j o b s . I n m o r e t h a n 1 0 0 m o d u l a r s i z e s 
f r o m 9 " u p . 

L o n g - B e l l a l s o g i v e s y o u t h e t r e m e n 
d o u s s a l e s a d v a n t a g e o f m a t c h i n g 
v a n i t i e s f o r b a t h s , d i n i n g r o o m 
h u t c h e s a n d o t h e r c a b i n e t s t o l e t y o u 

c o o r d i n a t e t h e r i c h s t y l i n g o f t h e 
k i t c h e n t h r o u g h o u t t h e e n t i r e h o m e . 
Y e s , y o u g e t t h e b u i l d i n g j o b d o n e 
f a s t e r a n d b e t t e r . A n d y o u r e c e i v e 
q u i c k d e l i v e r y a n d s e r v i c e f r o m t h e 
r e g i o n a l L o n g - B e l l c a b i n e t p l a n t 
n e a r e s t y o u . 

T h o u s a n d s o f b u i l d e r s t h r o u g h o u t 
t h e c o u n t r y i n s t a l l L o n g - B e l l c a b i n e t s 
w h e n t h e y w a n t t o b e a s s u r e d o f 
t o t a l c u s t o m e r s a t i s f a c t i o n a n d m a x i 
m u m p r o f i t o n e v e r y j o b . W h y n o t 
j o i n t h e m i n t h e i r s u c c e s s . 

Long-Bcll cabinet plants 
at Edison, Nj; Atlanta, CA; 
Anderson, IN; Kansas City, 

KS; LaMirada. CA; and 
Longview, WA. 

Send f o r Long -Be l l ' s 
16 -page Idea B o o k l e t , 
p r o d u c t l i t e ra tu re a n d 

spec i f i ca t i ons . M a l l t he 
c o u p o n t o d a y . 

I fe l l me more 
I j bou l Long-Bell 
I kitchens and 
I vanities. 

I ° 
I Please send 
' literature and 
I specifications. 1 ° 
I Please have a 
I representative 
I call. I 

® I N T E R N A T I O N A L 

P A P E R 

C O M P A N Y 
LONG BELL DIVISION 

P. O . Box 8 4 1 1 . Dep t . 329. Po r t l and , O r e g o n 97207 j 

Company 

I am a 
• Builder 
• Architect 
• o ther 

Address 

City State Z i p 

Attn: 
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JACUZZI low-boy 
Tamily spa: 
A n e n t i r e l y nevj d i m e n s i o n i n f a m i l y r e c r e a t i o n c o m 
b i n i n g t h e m a n y p l e a s u r e s a n d r e l a x i n g b e n e f i t s of 
w f i i r l p o o l b a f f l i n g , in t f i e n e w e s t , m o s t l u x u r i o u s c o n 
c e p t b y J a c u z z i . 

3 o r 6 w f i i r l p o o l i n l e t s p r o v i d e t f i e k i n d o f l u x u r i o u s 
w a l k - i n w f i i r l p o o l a c t i o n o n l y f o u n d a t t h e m o s t ex 
c l u s i v e s p a s . 8 ' x 5 ' a n d 8 ' x 7 ' s i z e s a v a i l a b l e . U n i t 
a r r i v e s c o m p l e t e l y p l u m b e d . 

Premiere two-way roman bath: 
T w i n a d j u s t a b l e r e c e s s e d w h i r l p o o l i n l e t s a r e u n d e r 
b u i l t - i n a r m r e s t s , w i t h a t h i r d i n le t c e n t e r e d at o n e 
e n d of t h e t u b t o m a s s a g e b a c k , n e c k a n d s h o u l d e r s . 
F a c e t h e o t h e r d i r e c t i o n f o r e q u a l l y c o m f o r t a b l e r e 
v e r s e w h i r l p o o l a c t i o n . A l l p l u m b i n g is c o n t a i n e d In 
s i d e 3 ' x 6 ' o r 3 ' x 5 ' m o d u l e s . 

Write for 
complete 

price lists. 

JACUZZI RESEARCH, INC. 
1440 San Pablo Ave., Berkeley, CA 94702 (415) 526-0334 

P R O D U C T S / L I G H T I N G 

Recessed luminaire for indoor com
mercial application is a lay-in panel 
tailored for 2x2 inverted T-bar grid 
ceiling system. The "Econoglow" 
combines a specular reflector wi th a 
phospher-coated HID light source for 
low maintenance lighting. Plug-in 
ballasts cut installation time. Gen
eral Electric, Henderson, N.C. 
C I R C L E 240 O N R E A D E R S E R V I C E C A R D 

Wall-mounted lantern is hand
crafted of solid brass. Four-sided 
"French Mansard" is 22" high, 8" 
wide and extends 11". The fixture 
accommodates three candelabra 
base bulbs. Finished in brass, bronze, 
pewter or matte black, the unit fea
tures amber or white seeded glass 
panels. Hanging and post models are 
also offered. Georgian Art Lighting, 
Lawrenceville, Ga. 
C I R C L E 241 O N R E A D E R S E R V I C E C A R D 

Fluorescent luminaires feature self-contained emergency lighting systems. 
In the event of a line power failure, one lamp in each luminaire automatically 
switches to emergency operation. System is equipped with a pilot lamp that 
signals battery charge and a contact switch that permits testing any time. 
Lighting Products, Highland Park, III . C I R C L E 242 O N R E A D E R S E R V I C E C A R D 

148 H & H I U N E 1973 C I R C L E 148 O N R E A D E R S E R V I C E C A R D 



Exciting new looir for older buiidings 
starts ivlfli EPOXICAL* Waii Matrix, 
f/n/slies witli aggregate, 
EPOXICAL opens up dramatic new texture esthetics 
for renovating buildings of all sizes. 
L i g h t in w e i g h t a n d l i g h t o n c o s t , t h i s h i g h - s t r e n g t h c o m p o u n d 
m i x e s q u i c k l y . T r o w e l s e a s i l y o v e r m o s t s u b s t r a t e s t o 
a c c e p t t h e a g g r e g a t e o f y o u r c h o i c e . E P O X I C A L f o l l o w s 
b u i l d i n g c o n t o u r s . F o r m s a t o u g h , w e a t h e r - r e s i s t a n t m a t r i x 
t h a t g r a b s i n s t a n t l y . H o l d s a g g r e g a t e s e c u r e l y w i t h o u t s l i p 
o r s a g . W o n ' t p i t , p e e l , c r a c k , c h i p o r s p a l l w h e n a p p l i e d t o a 
s o u n d b a s e . C o m e s in s i x g r e a t c o l o r s . O r w h i t e , if y o u w i s h . 
S e e y o u r U .S .G . R e p r e s e n t a t i v e f o r s p e c i f i c s . O r w r i t e t o u s at 
101 8 . W a c k e r Dr . , C h i c a g o . I I I . 6 0 6 0 6 , D e p t . HH-36. 

* R e g . U .S . P a t . O l f . 

United States Gypsum, 101 S. Wacker Drive 
Chicago, I l l inois 60606, Dept. HH-53. 

Please send speci f ics on EPOXICAL Wall Matr ix 
and del iver my EPOXICAL-covered desk pen set 
(avai lable whi le they last). 

N a m e . 

F i r m ^ T i l l e _ 

A d d r e s s _ 

C i t y S ta te_ _Z lp_ 

 

UNITED STATES GYPSUM I I 
BUILDING AMERICA • f 
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P R O D U C T S / F L O O R I N G 

Cushioned vinyl flooring is a real
istic reproduction of wood-pegged 
plank wood floor. "Mission Oak", 
wi th fine graining, registered texture 
and random -size planks, is offered in 
four no-wax woodshades. Congo-
leum, Kearny, N.J. 
C I R C L E 251 O N R E A D E R S E R V I C I E C A R D 

Carved plush carpet, "Cloud Land", 
is constructed of resilient two-ply, 
heat-set nylon. Low-level loop piles 
define a large scale abstract cloud 
design. Available in 15 colors, the 
carpet retails for about SI 1.9.5 a sq. 
yd. Burlington, Norristown, Pa. 
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 

Heavy-duty rubber stair treads fea
ture metal reinforced noses. This 
construction provides protection 
against wear and damage in even the 
heaviest traffic areas. The rein
forcement is formed of high tensile 
strength metal molded into the tread 
at the point of greatest wear. Flexo, 
Textile Rubber, Tuscumbia, Ala. 
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 

Low-cost protective floor covering, 
made of heavy-duty paper laminated 
to fiber glass, is for use over carpet 
during on-going construction. The 
durable, stain-resistant "Seekure" 
comes in 3', 4', 6' and 8' widths. St. 
Regis Paper, Stamford, Conn. 
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 

Print-dyed shag carpet, "Orrington", 
is a cut-and-loop nylon pile. The ab
stract pattern is created by inter-
playing a duo-level pile wi th several 
colors of the 12 multi-color effects. 
Carpet retails for around S10.95 a sq. 
yd. Philadelphia, Cartersville, Ga. 
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 

Printed shag, in an abstract floral design, is featured in an up-dated version 
of the old-fashioned parlor. "Sumatra", which retails for approximately Slf) 
a sq. yd., is of Allied Chemical nylon and comes in three colorations. Arcadia 
Mills, Chamblee, Ga. 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 

Low-profile level-loop floorcovering is constructed of continuous-filament 
nylon. "Northern Lights", with a high density foam backing, is available 
in five colorations. Offered in a 12'width, the carpet retails for about $8..SO 
a sq. yd. Ozite, Libertyville, 111. 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 
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A D V A N T A G E S O F 
L O C K - D E C K ® 

L A M I N A T E D D E C K I N G 

^ ' ^ 

EXCLUSIVE : Lock-Deck consists of 3 or more 
kiln-dried boards, offset to form tongue on 
one side and end, groove on the other, lami
nated with weatherproof glue. We invented IL 

 

STRENGTH: Lock-Deck offers a range of E 
factors giving superior load-carrying values 
in spans to 20' or more in 5 " thicknesses. 

STABILITY: Each board in Lock-Deck is kiln-
dried to 10-12% m.c. before lamination. This 
assures greater stability under all conditions. 

BEAUTY: One or both faces of Lock-Deck 
can be any desired grade, in a wide choice 
of species. Solid decking is limited in both 
grades and species. 

ECONOMY: In-place. finished cost of Lock-
Deck is often less than solid decking due to 
speed of erection, factory-finishing, absence 
of waste, better coverage. 

A • A • 

MORE COVERAGE: Offset tongue and groove 
on Lock-Deck gives more coverage per bd. 
ft. than machined solid decking. 

LESS LABOR: Lock-Deck installs quicker, 
using ordinary nails. Solid decking requires 
spikes, special fasteners or splines. 

LESS WASTE: Offset end match, absence of 
twisting and few unusable shorts keeps waste 
well below that of solid decking. 

VERSATILITY: Lock-Deck forms excellent 
load bearing or curtain walls as well as floors 
and roofs. 

DURABILITY: Unlike solid decking, knots or 
checks can go through only one ply in Lock-
Deck. Weather-proof glue and exclusive proc
ess make bond stronger than the wood itself. 

       
     

Lock-Deck decking helped ^^^^^^H 
Deck House, Inc. create these townhouses 
These unique New England t ownhouses use 

Pot latch laminated Lock-Deck deck ing to fo rm 

bo th structural roof and floor as we l l as f in ished 

natural cedar cei l ing in a s ingle imaginat ive 

appl icat ion. Laminated of three or more k i ln -

dr ied boards, under heat and pressure, Lock-

Deck decking is available in four thicknesses 

f rom 3" to 5", nominal 6 " and 8 " w i d t h s 

( 1 0 " and 1 2 " in some species on inqui ry) 

and lengths f rom 6 ' to 1 5' w i t h 3 6 ' and longer 

available on inquiry. Faces, in a cho i ce of 

grades and species, can be smooth-sur faced , 

saw- textured or wi re-brushed and factory-

f in ished in Colori f ic penetrat ing acryl ic stains. 

Lock -Deck deck ing helped Deck House f ind 

a w h o l e new wo r l d of creative archi tecture 

and const ruc t ion . It can do the same for you . 

Wr i te for more in format ion today. 

PotleAch 
P o t l a t c h C o r p o r a t i o n , 

W o o d P r o d u c t s G r o u p 

P . O . B o x 3 5 9 1 

S a n F r a n c i s c o , C a . 9 4 1 1 9 
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P R O D U C T S / F L O O R I N G 

Low profile shag offers a textured 
appearance. "San Carlos" is con
structed of continuous-filament 
nylon. Available in 12' widths, the 
carpet comes in 11 colorations in
cluding golds, greens and a copper. 
Lewis Carpet, Cartersville, Ga. 
C I R C L E 243 O N R E A D E R S E R V I C E C A R D 

Vinyl floor tiles are deeply embossed 
for a luxurious textured effect. "Co
rinthian", available in self-stick or 
regular 12" square tiles, comes in 
seven colors including green, red, 
harvest, goldenrod, blue, white and 
black. Goodyear, Akron, Ohio. 
C I R C L E 244 O N R E A D E R S E R V I C E C A R D 

Tweed-patterned synthetic grass 
features a "Griptite" rubber backing 
for adhesion to concrete and other 
hard surfaces. Made of polypropy
lene, the carpet comes in red/black 
and orange/gold in 6' and 12' widths. 
General Felt, Saddle Brook, N.J. 
C I R C L E 245 O N R E A D E R S E R V I C E C A R D 

» • • » • • 

Low-profile, abstract-pattern shag is tufted of 100% Herculon'' Olefin fiber. 
The stain-resistant, easy-to-maintain duo-tone carpet comes in a 12' width 
with a double-jute backing, h has passed the tablet test for flammability. 
Carriage Carpet, Calhoun, Ga. C I R C L E 246 O N R E A D E R S E R V I C E C A R D 

SHOPPING 
For 

LEIGH METAL 
DOORS 

T h e s e 

D e a l e r s A r e A n x i o u s 

T o B e o f S e r v i c e 
Here's where y o u can get the 
new F u l l - V u T e x t u r e d Doors . 
Their beauty is more than sk in -
deep, because the r i c h gra ining 
is part o f the metal itself. 

Check w i t h the f o l l o w i n g l u m 
ber dealers o r contact us. 
Ohio 
HUBBARD — Buckeye Tach 
1118 W. Lll>erty Road (216) 534-2211 
VIKN.NA — J . N. Morris Lumber Co. 
R. D. # 2 . Box 4 (216) S.-ie-SSOl 
YOUNtJSTOWTJ—Lumber City Cash & Carry 
8075 Southern Blvd. (216) 758-2336 

Pennsylvania 
A L L I S O N P A R K -John H. Auld & Brothers 
.{919 Duncan Ave. (412) 486-.5600 
AM BRIDGE — Steel City Lumber Co. 
Ohio River Blvd., (412) 266-3100 
APOLLO — Stanford Lumber Co. 
310 Clifford Ave. (412) 478-1151 
BETHEL P A R K — 
Brookslde Lumber & Supply 
r.dti Logan Road (412) 341-3600 
CECIL — Desmet Lumber Company 
(412) 221-7220 
ELLWOOn CITY — Big B 
845 Ijivrrence Ave. (412) 752-0025 
(iALLITZIN — Defiol Brothers 
1027 quarry St. (814) 886-8352 
(JKKKNSIU R(! 
(Jreensburg Lumber tt Mill Co. 
127 S. Urana St. (412) 834-7500 
H O L I D A Y S B U R C — DeCol Brothers 
R. D. # 1 (814) 695-3511 
IRWIN — Stitely Lumber Co. 
120 Bloomfleld Ave. (412) 863-8700 
L I C O N I E R — 
Wllklns Lumber & Builders Supply 
R. I». #1 . Oak Grove (412) 2.38-9801 
P I T T S B U R G H — Colonial Lumber - Supply 
N. Balph Ave. A Qualll Ave. 
(412) 734-0740 
Fr,iMy's Lumber k. Supply 
1724 I.«e<-hburB Rd.. Penn Hills 
(412) 793-85(1(1 

Tot um Lumber & Supply 
1820 W. t:ar8on St. (412) 922-0600 
Williams Bros. Lumber 
5415 Clalrton Blvd. (412) 881-2500 
S O M E R S E T — Pleasant Ave. Builders 
329 Pleasant Ave. (814) 445-4164 
S U T E R S V I I . L K - Sutersville Lumber 
(412) 672-2300 
TAUKNTUM - Harvey Lumber Co. 
R I). # 2 . Box 146-B (412) 226-1311 
I'NIONTOWN — O . C . CIuss Lumber Co. 
S. Pennsylvania Ave. (412) 438-5501 
YUKON Yukon Lumber Co. 
(412) 722-3171 

West V i rg in i a 
C L A R K S B U R t ; — 
Clarksburg-Mountaineer Supply Co., Inc. 
315 Ohio Ave. (304) 622-3522 
MORGANTOWN — General Glass Co., Inc. 
Bi.x 1056 (304) 292-3861 
W H E K L I N G - R. O. Hobbs Lumber Co. 
37 OC & P Road (304) 233-5700 

S H U S T E R ' S 

BUILDING COMPONENTS 
Distr ibutor in the Tri-State Area 
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Remember 
when metal doors 

used to look 
and feel 

like metal? 
Leigh remembers. And we're doing something 

about it. That's why we've added these new FuII-Vu 
TexTured doors to the industry's most complete line 
of metal bi-folds. Their beauty is more than skin-deep. 
Because the rich graining is part of the metal itself. 
Not merely a cover-up. 

Our Full-Vu doors don't sound like metal, either. 
The patented Balanced Suspension System provides 
smooth, noiseless operation. Specially designed sound 
deadeners make them sound solid. Not hollow. 

So now you can have the best of both worlds: 
elegant, warm appearance coupled with the economy, 
durability, and easy installation of metal. Check with 
your distributor or drop us a line. 

L . E I Q H P R O D U C T S , I N C . 
C O O P E B S V t U L E M I C M i G A f s J ^ 9 1 0 . 3 
PMOr>4E l B l B i e 3 7 - B 1 < a i 
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I I 

OFFER 
YOUR 

ENANTS 
THREE 

FAMOUS 
GOLF 

OURSES ILLY C A S P E R , famous golf D'o. savs. 
GOLFOMAT«is great' It requires every 
Ull needed on an outdoor course." 

Offer more to your p resent and prospect ive tenonts. Witli 
one or more G O L F O M A T units at your apar tments , you II 
hove your own country club indoors, and your tenants can 
play tfiree of tfie w o r l d s most famous c o u r s e s : 

PEBBLE B E A C H 
D O R A L C O U N T R Y C L U B 
Wosf i ing tons C O N G R E S S I O N A L C O U N T R Y CLUB 

And don t tfiink G O L F O M A T s ' any e a s i e r to ploy! This 
computer ized golf g a m e requi res tfie s o m e clubs and bolls, 
and you use the s o m e swing and form n e e d e d outdoors. Al l 
the p l e a s u r e s and problems of golf ore here , including 
dr ives , chip shots and putting. 

^ ^ ^ ^ O L F O M A T s GREAT FOR "SWINGING SINGLES"! 

a product of Electronics £r Manufacturing Corp. 
Alexandria. Virginia 22313 Phone 703 549-3400 

OCopr 1973 EMC 

C I R C L E 80 ON R E A D E R S E R V I C E C A R D 

THE ANCHOR CLIP 
ELIMINATES ANCHOR BOLTS 

Anchor Clips the fast, efficient way to anchor wood framing to masonry 
or concrete. Eliminate locating and drilling holes for anchor bolts. 
Made of heavy 16 gauge zinc coated steel, they are available in two 
sizes, 14%" for concrete or one block and 22%" for two block em
bedment. Upper arms wrap around plates up to 2" x 8" in size. 
SEND EOR FREE SAMPLE, complete information and Code specifica
tions today. 

  
  

  

P R O D U C T S / F L O O R I N G 

T H E P A N E L C L I P C O . 
P . O . Box 423, K Farminglon, Mich. 48024 ! Phone 313 , 474-0433 

154 H a H lUNE 1973 C I R C L E 154 O N R E A D E R S E R V I C E C A R D 

Two new carpet designs have decidedly difJerent looks. "Holiday"/<op/, a 
dense low-profile nylon shag, comes in ten duo-tone colorations. "Ming" 
(above!, a printed level-loop nylon carpet wi th an Oriental flavor, is in four 
colorways. Ludlow, Dalton, Ga. C I R C L E 247 O N R E A D E R S E R V I C E C A R D 

Cut and loop shagof two-ply heat-set 
Kodel III polyester, "Get Set", wi th 
"Perma-twist" construction is a mix 
of two colors. Availahle in 18 color-
ways, the carpet retails for approxi
mately $8.95 a sq. yd. Monticello 
Carpet, New York City. 
C I R C L E 249 O N R E A D E R S E R V I C E C A R D 

Colorfast indoor/outdoor carpet re
sists staining and is unaffected by 
chemicals and detergents. Made of 
Acrilan" 2000 + , "Oak Glen" is im
pervious to insect damage and is 
nonallergenic. Carpet is in 12 color-
ways. Burke Carpet, San Jose, Calif. 
C I R C L E 250 O N R E A D E R S E R V I C E C A R D 



From a Roll not a Can... 

KORPD 
a c r y l i c f i l m 

HELPS SELL 
HOUSES 

avoid the cost of 
scheduling painters. Your 
customers avoid maintenance 
painting and repainting. 
Korad is the weatherable 
prefinishing for all exterior 
building products. 
Call our special number 
(215) 592-6719 or write for the 
names of the many building 
products now available 
prefinished with Korad 
acrylic film. 

 
 

Film Depanmeni 
intJependence Mall West 

L A O E L P H I A , P A 1 9 1 0 5 
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P R O D U C T S / T O O L S , E Q U I P M E N T 

Asphalt pavement sealant applicator 
is a high-speed, heavy-duty machine. 
h can handle coal-tar, asphalt or 
plastic-based sealants and slurry 
sealants with ease. "Surfa-Sealer" 
has a patented flexible squeegee as
sembly that can conform to any sur
face or crown in the pavement, ap
plying an even coat of sealant over 
a 7' wide area. National Concrete 
Machinery, Lancaster, 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 

Portable pressure washer, "Hydro-
Blitz", features a Cat pump, 600 PSI, 
2 GPM capacity. Two mixing valves 
offer a choice of two chemicals, each 
at its own dilution rate. Unit is safe 
for mild acids and alkaline cleansers. 
The machine, suitable for hot or cold 
water, has a remote control for wash 
or rinse. Unit, including a storage 
cabinet, is mounted on 8" wheels. 
Hydro-Systems. Cincinnati, Ohio. 
C I R C L E 259 O N R E A D E R S E R V I C E C A R D 

Crawler tractor features improved 
transmission, brakes and undercar
riage. The updated 1105B also has a 
larger cubic inch, more powerful 
diesel engine. The unit, wi th a Roll 
Over Protective Structure that meets 
OSHA requirements, is easy to ma
neuver. The angle/tilt/pitch blade 
shown can be adjusted hydraulically 
by the operator without his leaving 
the seat. I . I . Case, Racine, Wis. 
C I R C L E 261 O N R E A D E R S E R V I C E C A R D 

Industrial sweeper, foruse indoors or 
out, is highly maneuverable and 
turns within its own length. Unit 
with a side broom can pass through 
a 36" doorway. It is available wi th 5 
hp gasoline manual start engine, a 6 
hp gasoline electric start engine or 
battery powered motor. Main broom 
is 17" in diameter. Debris is swept 
into a 3 cu. ft . hopper. American-
Lincoln, Bowling Green, Ohio. 
C I R C L E 262 O N R E A D E R S E R V I C E C A R D 

Heavy-duty scraper is ideal for a variety of earth-moving tasks. The 215 hp, 
diesel engine unit features an optional heavy-duty elevator equipped with 
a 75,000 lb. tensile-strength chain. Both the standard and heavy-duty eleva
tors are reversible and feature three-section retractable high-carbon-steel 
cutting edges and a sliding floor which rides on heat-treated, self-cleaning 
rails. John Deere, Moline, 111. C I R C L E 260 O N R E A D E R S E R V I C E C A R D 

Heavy-duty"Model917"mowerfeaturesthreecuttingblades—fine, medium 
and coarse—available in 62", 74" and 88" widths. The mower offers selective 
height settings using steel or rubber rollers or dual-gauge wheels. Unit has 
metal housing and a rear safety shield to prevent straight-line ejection of 
materials from beneath. Side and rear bumpers and a canvas guard draper 
are optional. Ford, Troy, Mich, C I R C L E 263 O N R E A D E R S E R V I C E C A R D 
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Dannofi bet all its berries on Crusader's carpet of Herculon. 

 

  

Crusader calls it "Rebound ". You'll call it 
the best carpel news in years. Made with 
pile of 2600-denier HERCULON* olefin 
fiber, this handsome level-loop original 
fears neither man nor yogurt. 

The stain resistance of HERCULON. 
coupled with uncommon resistance to 
abrasion and fading, gives you the ideal 
carpet for any commercial installation. 

and really cleaned up. 
Dannon cleaned up on Crusader's 
"Rebound". So will you. 

For detailed information on 
HERCULON see Sweet's 0 Light 
Construction, Architectural and 
Interior Design files. Or. write Fibers 
Merchandising, Dept. 301, Hercules 
Incorporated. Wilmington, Delaware 
19899 for free 24 page booklet. 

H E R C U L E S 
"HertuleN resislcrcd trademark 

Specify carpet of stain resistant Herculon 
C I R C L E 1.S7 O N R E A D E R S E R V I C E C A R D 



show fern 
better way: 
raywdl 

wall insert 
heaters 

3 ser ies of s leek , e f f i c i e n t 
Raywall insert heaters are avail
able for a better way to heat in a 
variety of applications. The RF 
Series forced air insert is de
signed to give exacting heat in 
all areas. Raywall's stack type 
insert features ceramic stacks 
wound with nickel chromium re
sistance wire heating elements 
for powerful heating action. The 
RT Series stud duct heater has 
a mixed flow impeller for better 
heat distribution. Finishes on 
the Raywall insert heaters are 
styled to f i t attractively and un
obtrusively into any decor. 
When the need is for maximum 
comfort in a minimum of wall 
space, specify a better way— 
Raywall wall insert heaters. 

We'll show you 
a better way, 

Write for our 
General 

Products 
Catalog. 

Raywal l r / r j 
^ A TPI DIVISION I M 

The Electricology Company 
P.O. Box T. C R S J o h n s o n C i t y , t n . 37601 
Phone 615 928 -8101 Telex 5 5 - 3 4 4 2 
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P R O D U C T S / O U T D O O R 

Electronic sprinkler control auto
mates undcrgrt)und irriKation sys
tems. The easy-to-install contr«)!ler 
is equipped with a 14-day calendar 
wheel and a 24 hour dial. A master 
switch turns the system on auto
matic. Rain and manual switches 
can control the system without 
destroying the preset timing cycle. 
Meinor, Moonachie, N . | . 
( I I U L E 264 O N R E A D E R S E R V I C E C A R D 

Fiber glass reinforced panels wi th rigid corrugations are designed for use 
outdoors in patio roofs, carports, fences or w indbreaks. Shatterproof, mainte
nance free, Decroridge^^' panels have fade-resistant blue and yellow or brown 
and orange stripes on a white background. Reinforced Plastics, Reichold 
Chemicals, Cleveland, Ohio, 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 

Budget-priced sprinkler controller 
can be used to automate any under
ground system through 24v solenoid 
valves. The compact unit provides 
individual watering programs tor up 
to six different sections. Controller, 
which also offers water-saving fea
tures, requires no special tools to set 
or reset sprinklingcycles. TorkTime 
Controls, Mount Vernon, N.Y. 
C I R C L E 266 O N R E A D E R S E R V I C E C A R D 

  

 

Translucent fiber glass panels in colorful bold stripes are suitable for use 
on patio roofs, fences and other outdoor projects. Rib-shaped material filters 
out sunlight and holds back summer heat. Shatterproof, corrosion- and 
weather-resistant panels are 26" wide and come in 8', 10' and 12' lengths. 
Filon, Vistron, Hawthorne, Calif, C I R C L E 267 O N R E A D E R S E R V I C E C A R D 



The American forest still belongs 
to the American people. 

33% public and private forestland not suitable for commercial trees, 
or set aside for parks and wilderness areas. 19% state and federal forestland. 

And to a lot of people. 
To begin with, four million 

individual Americans own 39% of the 
entire forest—a forest that's still near
ly three-fourths as large as it was 
when Columbus landed. 

Then, too, everybody shares 
ownership in that 19% of the forest 
owned by federal and state govern
ments which supplies so much of the 
raw material for building our houses 
and cities and making our paper 
products. 

And when you add the 17 mil
lion acres of forestland that's been set 
aside for parks and wilderness areas, 
and the government land not suitable 
for growing commercial trees, the 
American people—individually or 
collectively—own 91% of America's 
753 million acres of forest. 

So if the forest industries seem 
39% individually-owned f 

  
 

   

     

to own more than their 9%, it's prob
ably because with responsible, scien
tific management they've been able 
to make this 9% produce 26% of all 
the raw material we need for today's 
wood and paper products, and still 
keep America green and growing. 
Source Department ot Agriculture U S Forest Servce 

For the whole story on America's forest trxlay. get "Forests USA'.' 
For your aipy of this full-color. 16 paae booklet, 

send 2.SC lo AFI. I*.0. Box 96;J, AriiiiRton. VirRinia 22216. 

 

 

  

     

     



You can shove a great 
package of Winter/Summer 

comfort into tliis hole. 
Or a bundle of trouble. 

The first time you saw a combination heating/air conditioning 
thru-the-wail unit you thought it was a great time and money 
saving idea, didn't you? 

So did we. And so did a few other manufacturers we wish 
had stayed out of the business, because they didn't do such a 
great job of building them. 

But the combination idea is still a great idea. You just 
have to buy a great combination unit to make it work out. 
Here's what you get when you install a Beacon-t\/1orris Twin-
Season*: 

Start with the sleeve. It's heavy gage steel coated with a 
high quality mastic that withstands years of outdoor weather. 
The sleeve is correctly angled to prevent water seepage and 
comes in sizes to fit all wall thicknesses. 

In addition to a self-contained air conditioning package, 
you get a choice of three heating modes: low watt-density 
electric elements, a forced hot water system, or a steam 
system. Thirteen models are made for use with 115,208/230 
or 277 volt service. Wide range of heating/cool ing capacities. 

The wall cabinet is t)eautifully styled, heavily insulated 
and well protected against corrosion. 

Send for full technical details. 
Circle our key number or write to Beacon-Morris Corp., 
eOBrainerd Rd., Boston, 
Mass. 02134 

0 

twinoseason 
B y B E A C O N - M O R R I S 

L I T E R A T U R E 

Industrial equipment buyer's guide 
for 1973 contains details, specifi
cations and illustrations of a com
plete line of integral loaders and 
backhoe/loaders, compact loader 
and backhoc/loader, crawler trac
tors, wheel tractors, backhoes, fork-
lifts, hydraulic excavators, etc. In
formation is included on rentals, 
special-duty equipment, sales loca
tions and financing. International 
Harvester, Chicago. 
C I R C L E 309 O N R E A D E R S E R V U . E C A R D 

Range hood ventilating systems and 
how to choose them are featured. 
The text proceeds, step-by-step, from 
selection of style, size and skirt of 
hood to finishes and trims. Color and 
finish guides are included. Illustra
tions and dimensions accompany 
text. The step-by-step method is 
reused in selection of the hood power 
unit. Accessories are listed. Custom 
hood ordering instructions are fur
nished. Home Metal Products, 
Piano, Tex. 
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 

Hardware, including air control dc-
fiectors, ceiling ventilators, door 
knockers, aluminum shutters and 
sliding towel racks, are presented in 
this binder-hole-punched catalog. 
Charts, text and illustrations are ut i
lized in the black and white folder. 
Leigh, Coopcrsville, Mich. 
C I R C L E 366 O N R E A D E R S E R V I C E C A R D 

Apartment hydronics is simply ex
plained and illustrated. A fu l l defini
tion of the heating/cooling method 
is followed by an easily understand
able description of how it actually 
works. Advantages of the system for 
the apartment owner are discussed. 
Better Heating-Cooling Council, 
Berkeley Heights, N . | . 
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 

Bathroom medicine cabinets are fea
tured along with sconces and frames. 
Photographs and complete specifi
cations are included in the color ca
talog. Zenith, Primos, Pa. 
C I R C L E 3 6 5 O N R E A D E R S E R V I C : E C : A R D 

Plywood floor systems—including 
subflooring, underlayment, com
bined subfioor/underlayment and a 
glued floor system—are described. 
Detailed charts, illustrations and 
text provide information on installa
tion, plywood grade recom
mendations, maximum spans, etc. 
Nine special floor systems are also 
briefly mentioned: stressed-skin 
floor panels, plywood floors as dia
phragms, heavy-duty, long-span and 
fire-resistant floors, lighweight con
crete over plywood, plywood floors 
over concrete, plywood and acous
tics and plywood and foam over con
crete slabs. Ordering instructions 
andnames of additional publications 
that can be ordered are included. 
American Plywood Association, Ta-
coma. Wash. 

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 

Two electric fireplaces are shown in 
ful l color. Decorative trim kits for 
the two models are shown. Installa
tion information and ordering in
structions are included. Leigh, 
Coopcrsville, Mich. 
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 

System of concrete placement is ex
plained pictorially and with brief 
text. The process—for erecting a 
building utilizing pneumatically 
placed concrete and a special gun for 
shooting it—is presented in a four-
page black and white brochure which 
includes specifications. Reed Manu
facturing, El Monte, Calif. 
C I R C L E 310 O N R E A D E R S E R V I C E C A R D 

Redwood fences, in several designs, 
are shown in color. Proper redwood 
handling and construction tech
niques are outlined. Booklet may be 
obtained by sending 25c to Califor
nia Redwood Association, 617 
Montgomery St., San Francisco, 
Calif. 94111. Ask for Redwood 
Fences brochure. 

Bathroom faucets and accessories 
are pictured in three brochures: "The 
Tomorrow Line"of luxury bathmoin 
fixtures features free form, angular 
and rounded designs. Diagrams and 
basic specs are included. "Elegance 
is Artist ic" illustrates ornately 
sculptured units of fine metallic fin
ishes. Few specs are listed. "The 
Gem Collection" shows a lineof fix
tures made of precious stones com
bined with elegantly ornamented 
trims. No technical information is 
included. Each of the threeliooklets 
is in fu l l color. Artistic Brass, Los 
Angeles, Calif. Tomorrow Line: 
C I R C L E 3 0 6 O N R E A D E R S E R V I C E C A R D . 

Elegance: C I R C L E 307. Gems: C I R C L E 

308 O N R E A D E R S E R V I C E C A R D 

Key control systems, for safe storage 
of quantities of keys, are featured in 
text and illustrations. Product di
mensions and key capacities are 
listed. An order form with prices is 
included. TelKee, Glen Riddle, Pa. 
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 

Reference on new town litera
ture—New Towns Planning and 
Development: A World-Wide Bibli
ography—is said to catalog all infor
mation written about new towns 
since the beginning of the twentieth 
century. Comprised of over 4,500 
entries in several sections, the book 
listsbooks, articlesand otherprintcd 
materials concerning new towns in 
general, those in the Americas, 
Europe, Africa, Asia and Australia 
and the future of new towns. In addi
tion to listings for.specific commu
nities, titles in many of the chapters 
cover planning and development, 
legislation, land use, regional eco
nomics, health, education and popu
lation. The bibliography is available 
for $10 from the Urban Land Insti
tute, 1200 18th St., N.W., Washing
ton, D.C. 20036. 
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tub/shower enclosure means something special to builders 
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