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W. P. Callaghan

loour
Shareholders

We are once again afforded this opportunity of telling you, our
shareholders, on behalf of the Board of Directors and management
team, the results of the past year's operation of your company. In
the pages of our annual report which follow, we have attempted to
enlighten you concerning the nature and scope of our operations to
a greater degree than we have in the past. Each of the primary
spheres of our activity — shelter for homes, for industry and for
leisure — is changing, and we feel broader information will assist
you in more fully understanding the part that your company plays in
each of these vital areas.

As you peruse this report you will readily see that we cannot
present our financial results in the glowing terms we would prefer.
Sales were up by 60% over the previous year, reaching
$62,522,465. We would like to be as pleased with our net operating
earnings which amounted to 82c per share, $1,026,497. Last year,
operating earnings before extraordinary items, were $1,205,047, or
$1.09 per share.

To be as succinct as possible, three factors reduced our earnings.
First, fourth gquarter Recreational Vehicle sales were sharply de-
creased as people reacted to the energy crisis. While we reacted
quickly and decisively to curtail recreational vehicle expansion
projects. the start up and close out cost of these activities was the
second factor responsible for reduced earnings. Finally. an unpre-

cedented period of raw material price escalation — most pro-
nounced in the last half — caused an erosion of manufacturing
margins.

You may be assured that clear objectives delineating
management's response are being implemented: and you may be
sure that the total dedication of our people to the task is equally
Clear.

We have enjoyed two successive years of growth at an annual rate
of approximately 60%. However this growth was not achieved
without substantial pressures on our organization and margins.
particularly in the challenging year just past. We. therefore. feel
that this year it is both prudent and necessary that we examine and
evaluate every operation and activity to set the stage for more
effective and enduring future growth

Approximately 40° of our increase in total sales reflects the sales
of Prebuilt Industries Ltd.. our subsidiary in Lethbridge. Alberta.
reported for the first time. Prebuilt experienced an above-average
year in its recreational vehicle operations. but relies heavily on the
leasing of industrial camps to generate an overall profit. Due to
continued political and economic uncertainties. major resource
development projects — the prime source of industrial camp busi-
ness — did not materialize sufficiently to provide a profitable
market



R. L. Thorn

Elsewhere inthis reportwe outline the numerous reasons why, despite the challenging times, we remain
optimistic about our future prospects and those of the industries in which your company is active. We
hope that we can convey, herein, the great amount of effort we are expending to cope with this transitory,
but difficult, stage in your company’s development. You may rest assured that our efforts will be those
which offer the greatest assurance of lasting, rather than temporary, results.

It is clear that the best efforts of all Glendale employees and those associated with us, have been and
will continue to be essential to our growth and development. The wisdom and guidance of our Board of
Directors continue to play a vital role in the development of our total management framework. We
sincerely appreciate both the past and anticipated future contributions of all of these people.

oa

— Ty
R. L. Thorn

Chairman of the Board

W. P. Callaghan
President

N Heview.

Homes Division

All Homes Division plants experienced favorable markets
during the year, indicated by a 16% increase in sales. The
increase, in part, reflected buoyant mobile homes sales in
the economy generally, but it is quite clear that Glendale
increased our share of market during the year

The evolution of a new era of acceptance for our home
products as a desirable housing form is clearly gathering
impetus. Improved financing arrangements with CMHC
and conventional lenders are gradually evolving. New
forms of mobile home residential parks are gaining grow-
ing acceptance, providing some hope for the single family
home owner in an age of runaway inflation in conventional
housing costs

Itis also clear that the "double-wide" form of our industry’s
products is achieving rapid acceptance. Modular and
other flexible forms of housing systems, evolved from our
basic “single-wide" concept, hold out exciting prospects.
Accordingly, we have been actively engaged in develop-
ing these new systems. At a national product show last fall
we displayed one version of a sectional or modular housing
system. Originally intended only as a prototype, the pro-
ductattracted so much interest that several production runs
are being scheduled.

Further steps have been taken in the past year to insure that
homes by Glendale have the same quality and appearance
wherever they may be sold across Canada. This program
will be in its final stages this year, although continuing
product standardization will be a corporate engineering
priority.

Escalating costs and material and labour shortages tend to
mar the generally favourable industry conditions. In
Quebec and the Atlantic provinces, competition has
sharply increased. The Atlantic region, in particular, has
seen a rapid proliferation of new plants. Labour shortages
have been serious in our Alberta and Ontario home opera-
tions. The competition for available manpower continues to
push up hourly rates, emphasizing the inflationary pres-
sures on labour costs which are already present. A diver-
sion of more capital investment into plant automation is
clearly going to become a priority.

Recreational Vehicle Division

After nine months of recreational vehicle activity shaping
up as a banner year, a villain suddenly appeared on the
scene in the form of the so called “energy crisis’. Despite
the fact that the shortages were not critical in Canada,
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heavy U.S. press coverage had a considerable psychological fallout in Eastern
Canada and last quarter recreational vehicle sales declined sharply throughout
the industry.

A number of plant closures and slow-downs were evident throughout Canada as
almost every recreational vehicle distribution channel adopted a wait-and-see
stance. Buoyed by a strong economy and by prospects of increased revenue as a
by-product of the energy crisis, the Western market could be viewed with reason-
able optimism. Despite apparently encouraging indications of Eastern consumer
interest, product movement was clearly slower than it had been in some time.
The energy crisis proved a monumental surprise to expert and amateur prognos-
ticator alike. In light of “pre-crisis” conditions our expansion programs for recrea-
tional vehicle production facilities had been actively pursued.

A major addition to our St. Joseph de Beauce facilty in Quebec had been com-
pleted early in 1973 and the full-scale manufacture of a complete range of
recreational vehicle products for the Quebec and Atlantic regions had com-
menced.

To respond to the growing demand for motor homes, a plant facility had been
acquired at Clinton, Ontario and pre-production preparations were completed in
early Fall. The “crisis " struck just as the plant started to come on-stream.
After a careful assessment of the situation, immediate action was deemed neces-
sary to curtail recreational vehicle expansion programs.

Accordingly, recreational vehicle
production from Clinton was relo-
cated in the Strathroy complex. In
light of growing home and industrial
production at our Quebec plant and
the need to keep our Strathroy re-
creational vehicle plant at reason-
able capacity levels, recreational
vehicle production from Quebec
was also relocated in Strathroy.

In Western Canada, our Prebuilt
Division enjoyed an active year in
recreational vehicle sales. They
made a start at introducing
Glendale's two leading Eastern
Canada product lines in selected
Western Canadian markets. A cross
section of the Prebuilt Scamper line
was also built in the Strathroy plant
and used to improve market penet-
ration in certain key areas. Both
programs of new product introduc-
tion will be continued with caution
and in line with basic objectives of
market penetration and competitive
position improvement in both East
and West.

James A. Sapara

A comprehensive range of activities is underway to develop new product types
and marketing strategies that will reflect the dramatically changing environment
forrecreational vehicles. The results of these efforts will be unveiled in due course,
but they are mentioned now to assure you of our awareness of the dynamic forces
at work in the market and our aggressive program to retain a leading position in
this particular industry.

Management changes at our Australian recreational vehicle subsidiary in early
1973 had very favourable results. Canadian design features were introduced in
our Australian lines and proved extremely popular. In order to capitalize on this
success, an expansion project was undertaken in January, 1974 to roughly double
the plant’'s output. The Australian recreational vehicle market has continued
buoyant and Glendale's reputation for styling and quality is being successfully
developed in another part of the world.

Industrial Division

Our investment in Prebuilt Industries Ltd. has given us a significant stake in the
manufacture of relocatable industrial and commercial structures. Prebuilt's in-
terest in this multi-faceted market has been primarily in the leasing of industrial
camp complexes, mostly for projects involving the construction of natural re-
source processing facilities in remote areas.

Relocatable camp complexes provide “instant communities™ at remote construc-
tion sites for hundreds of project workers. These complexes usually contain
completely inter-connected dormatories, comprehensive recreation facilities,
kitchens and dining halls. Because the facilities are only required during the
construction phase, most contractors or owners preferto rent rather than buy them.
Much of Prebuilt’'s business is related to oil and gas industry projects such as gas
processing plants. During the past two years, due to political and economic
uncertainties, conditions in this market have not been buoyant.

At the same time, the range of structures used in the industrial and commercial
market has been increasing dramatically. An industry which 10 years ago was
confined primarily to producing a few specialized types of military structures, now
provides products to virtually every industry and every branch of business activity.
With our Quebec plant expansion in 1972, our management team there began to
investigate the industrial structures market. Initial efforts were confined to fairly
simple structures such as relocatable motel units, site offices, etc. Just prior to
fiscal year-end, the Quebec plant successfully won a $2.5 million contract to
provide camp structures for sale to the James Bay Development Corporation.
From this base, the division will broaden the range and scope of its activities.
Similiarly, the Prebuilt division is undertaking steps to broaden its approach to
other facets of the market. At the same time, our Eastern and Western operations
will be co-ordinated to develop and consolidate a strong National preserice in the
industrial shelter market over the next five years.

Other Operations

Our plastics facility in Strathroy has continued to be dedicated primarily to the
produciton of component parts for our recreational vehicles and homes products.
Both fibreglass and vacuum forming operations are now incorporated into this
plant. During the year about 10% of the plant's output was products for outside



sales. It is anticipated that the continuing development of product lines for non-
captive markets will generate on-going growth for this operation.

Parts, accessories and service operations are incorporated in both our Prebuilt
and Strathroy recreational vehicle divisions. In Western Canada, Prebuiltoperates
through branches in Lethbridge and Winnipeg, and plans continued expansion to
service recreational vehicle dealers and manufacturers throughout the West. The
Strathroy operation, though newer, will be developing similar coverage in Eastern
markets.

Though the energy crisis has had what will hopefully be a temporary impact on the
owning of motorized recreational vehicles, it has not detracted from tourist in-
terest. Our Prebuilt division operates motor home “U-drive” depots in key centres
throughout Western Canada. Substantial business is derived from off-shore
tourists who fly to Canada for a Western motor home vacation. With today's more
rational evaluation of the energy situation, prospects are for a continued satisfac-
tory rate of growth in this activity.

Corporate Division

The program of corporate headquarters development was continued during the
year. Particular emphasis has been placed on increasing the strength and effec-
tiveness of the company's policy and control framework for more effective co-
ordination of divisional activities. A continued program to strengthen divisional
management teams is also in progress.

During the past year the position of
executive vice-president was filled.
Reflecting the growing inter-
relationship of the Quebec and Atlan-
tic regions, a corporate vice-
president position was created to as-
sume overall operating responsibility
for these two divisions.

After a careful assessment of the per-
formance and potential of the Terra-
pin Building Systems Division, the
company decided to discontinue the
operation. The pre-tax loss on the dis-
continued operation amounted to just
over $124,000.

Our Research and Development
group has devoted its primary effort to
product standardization. Interior
standardization of Glendale's hous-
ing products was completed as a first
stage, with exterior and structural
standardization programs next in line
for implementation. The group is now
only into its second year and its con-
tributions have already been signifi-
cant. Programs for both product im-

J. R. J. Pierre Ypperciel

provement and new product development will be among the ongoing priorities.
In view of the company’s rapid growth and a heavy reliance on working capital to
finance capital expansion, adecision was made to seek an equity injection by way
of a public security issue. Unfortunately, the uncertain money market, reflecting
economic conditions generally, seemed likely to preclude successful sale of the
issue. The public placement route was abandoned and although some prelimi-
nary contacts were made with possible private sources, business uncertainties
have made it impractical to proceed. In the interim, capital expansion projects
have been restricted to those necessary to maintain volume and profit.

Outlook

A period of extremely rapid growth coupled with a very uncertain economy places
a much higher priority on consolidating growth and capitalizing on the potential
for internal improvement. A policy of controlled growth will emphasize the
strengthening of our position within each of the three broad industries of which we
are a part — housing, leisure products and relocatable industrial structures.

In the short term, the emphasis will be on achieving more effective operations and
product lines. A main objective of this effort will also be to re-establish a satisfac-
tory trend in the profit to sales ratio.

The almost unbelievable escalation in the cost of conventional housing, coupled
with the steady and quickening pace of acceptance of our homes as a viable
housing alternative, augers well for the future of our industry. Short run competitive
pressures in some regions seem likely to ultimately give way to sustained market
growth in all areas.

Despite the increasing costs of energy, we retain our faith in the future of the
recreational vehicle industry. Atthe same time we acknowledge that there will be
many major changes in that industry and in the kinds of products most acceptable
to the consumer of the future. Our planning and development process is also
giving weight to the exceptional potential for broadening our corporate interests in
the leisure products field, which many forecasters predict will be among the
fastest growing in the years ahead.

Although our initial efforts have been in relatively restricted areas of the industrial
structures field, we see substantial growth opportunities in the industry. Our initial
emphasis will be placed on broadening the scope of our penetration of this market
as a basis for increasing our strength and position.

While the current year has seen us pause upon a plateau, we see it as a brief
respite before continuing our ascent towards our goal of leadership in the indus-
tries of which we are a part.



Shetier and Living

SHELTER

Shelter is as much a part of our history as the people, places and events that
march through time. In the beginning, people lived in the open, alone and
afraid. We have since lived in caves, in grass huts, in tents of fine silk or rude
animal skins. We have lived in small boats on the water or in stilted shacks
over it. We have lived in wagons crossing our frontiers. People have inha-
bited great stone edifices and poor shanties. From the roughness of the cave
we have moved to the comfort of the 20th Century.

The gap in housing between the vast castle and the modest workman's hut
has narrowed as modern technology rapidly brings quality shelter within the
grasp of more individuals today than ever before.

As well-built, economical housing in a clean, pleasant environment be-
comes more widely available, the ways in which shelter affects peoples’
lives and the ways in which they regard it, will continue to change —as their
attitudes have already changed from the cave to the modern modular home.
Once the poor herdsman or hunter moved his whole family, all his worldly
goods and his shelter — perhaps only a simple tent — across the land to
new pastures or where the game was plentiful. Today, more people can live
where the work is — taking the best ideas of the home, in the form of
relocatable industrial structures, to whatever area they go. The hunt today is
a sport, not a way of life, and the recreational hunter will take his shelter —
perhaps a travel trailer or a truck camper — with him.

Since the firsthuman moved out of the elements and stopped being afraid of
the vast night sky, shelter has been a basic need of mankind. As the race has
grown and changed, so has shelter. Today’s shelter requirements —though
just as basic a need as ever — are as varied as are people. Tomorrow's
shelter needs will no doubt be as varied as the possibilities of the future.
Industry, as it seeks to satisfy these needs, must be constantly aware not
only of shelter’'s evolution from the past, but of its evolution still to come.

The need for shelter is as old as mankind — and as new as tomorrow. Like the
search for the legendary fountain of youth, people continue to seek the “perfect”
shelter. Just when that perfection seems within our grasp, the forces of change in
our society snatch it from us and place it once again beyond our reach. But
because we strive, families today can demand, and industry can provide, attrac-
tive, well-built and comfortable housing that would have been impossible, even
unthinkable, in any era in the past.






Shelter is such a basic need that the demand for it is unceasing. Today, shelter for
one Canadian family must be completed every 11/2 minutes of every working day
to keep pace with the demand. By 1980, a new shelter will have to be completed
every 50 seconds.

Amassive industry exists to serve this constant housing need. Apartment builders,
housebuilders and land developers all strive to supply the huge, ever-growing
market for housing — accommodation — shelter. Glendale Corporation is an
important and integral part of this industry. Our products may have been called
“mobile homes™ or "manufactured housing,” but the key words, the words that
count, are “homes" and "housing."

Our part in our nation's housing industry is easy to misunderstand. After all, we
manufacturers once considered our “mobile housing' industry to be separate and
apart from the rest of the housing industry. If that were ever true. it certainly is not
true today. That's one reason we're now Glendale Corporation instead of Glendale
Mobile Homes — and why totally new forms of our traditional home products are
appearing on company drawing boards.

New influences face us every day. A complex mix of factors is driving up housing

costs at an unprecedented rate. Combine this with an equally complex set of
sociological factors constantly in operation and youhave the force foranew erain
the evolution of peoples' attitudes towards housing and what it means. “Every
man’'s home' may once have been “his castle,” and in many instances it certainly
was a representation of most of his life savings. Not anymore. Today it is increas-
ingly being viewed simply as a man's shelter —a functional, utilitarian commodity
which is only part of living and not a goal of life itself.

New housing concepts are clearly essential, and forms of manufactured housing
offer one of the most viable answers to the demand for housing at costs within the
reach of the greatest share of home buyers. On an average, the per square foot
costs of the Glendale type of manufactured home is 25% less than the comparable
conventional home — and the spread is growing.

The efficient manufacturing technigues basic to mobile home economy are cur-
rently proving just as basic to the production of new forms of economical housing
and housing systems now being pioneered at Glendale. These new forms will not
only encompass quality and economy. but it is our intention that they will ulti-
mately rival anything available in flexibility. appearance, size and style.



G. C. Russell, General Manager of the Strathroy
Homes Division, reviews a current production run of
homes with one of his first line supervisors.

With new housing concepts will come new residential concepts. Today, conven-
tional housing subdivisions may take up to five years from conception to the day
the first family is housed. New techniques could give rise to almost “instant”
residential subdivisions — complete in one year or less from the time of first
conception.

In the United States as many as six out of ten single family home buyers purchased
mobile homes or some alternate form of our industry's products. The penetration in
Canada has been less dramatic. Last year about 1.8 out of every 10 Canadian
single, detached housing starts was a home from our industry. To a large degree,
our slower growth can be attributed to a slower acceptance of our products by
some governmental and regulatory authorities who still associate mobile homes
with the crowded unsightly “trailer park™ of a bygone era.

The new breed of mobile home residential park is well designed. well serviced
and roomy. often provided with high quality integral shopping and recreational
facilities. Growing interest is being generated by these kinds of residential com-
plexes inevery region in Canada —by developers and potential residents alike —
and the interest will almost assuredly continue to grow

One thing is sure. government and public pressures are forcing a continuing
re-evaluation of traditional methods of providing shelter in today's changing
society. We feel confident that this will bring our forms of shelter increasingly into
the spotlight. As the need grows, our planning for new products, new markets and
new distribution channels will be designed to fill those needs.

While pursuing these relatively near-term goals, and contributing to the evolution
of our segment of the housing industry, the Corporation continues to serve the
needs of Canadians with existing housing products from strategic locations
across the nation. From a central location in Wetaskiwin, Alberta, Glendale serves
the Western provinces as well as the Yukon and portions of the Northwest Ter-
ritories. Ontario and Quebec are each served by Glendale Corporation. Homes
Division plants in these provinces. Our division in Sussex, New Brunswick, meets
the shelter needs of Canadians in the Atlantic Provinces.

Despite the Canada-wide scope of the Corporation, Glendale people at every
division keep continually attuned to the regional community they serve. They are
able, as aresult. to uniquely respond to the special shelter needs and demands of
those communities. while providing a corporate strength and expertise that is
national in character.
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Shetter and Work

“A fully integrated Prebuilt community for a Northern project.

rAT HOME AT WORK

The place: Hundreds — perhaps even many hundreds of miles from the nearest
village or town. A construction site. Perhaps a gas plant, maybe a mine. In the
north.

The season: Winter. Definitely. Bitter cold. A sharp wind sweeps off the arctic ice.
The time: Today. At shift end, a short walk against the cutting blast of frozen air.
Then a door. Inside, it's suddenly warm.

This is home in the frozen north. This door and a brightly lit, cheerful corridor
conducts workers from the icy cold to the warmth of an integrated community,
perhaps housing as many as 1800 men.

Doors along the corridor lead to individual rooms, often with two men sharing. Not
the drafty, impersonal bull-pens of a bygone era. This is the dorm, partof a modern
industrial shelter. The quarters are neat and comfortable with ready access to hot

showers. A pleasant prospect after a long cold day walking steel or stripping
concrete forms.

Shower, change and maybe time for a coffee and a quick hand of crib in the rec
hall before dinner — then, “soup's on.” It's hardly that. Food at a remote camp is
almostalways second to none. The variety is staggering, the quantity copious. The
diners are clean, bright and well-equipped. The menu basic but comprehensive.
Second's anyone?

After dinner, a movie. A game of billiards. Bowling. T.V. Or, perhaps just to the
library for a good book. These recreations and more may be available in even the
remotest camps.

It's as close to home as possible hundreds of miles from the real thing.
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Even as recently as the early and mid-1900's people
mostly lived close to their work. This usually entailed
only a short walk or a brief drive from home. As we
approach the last quarter of the 20th century, this is
frequently no longer the case. Men and women quite
often work at one place and live at a more distant
place. Between the two locations, distances of thirty
or more miles are not uncommon, and some subur-
ban dwellers may commute even farther from their
homesto jobsinthe cities. Modern transportation has
made travelling to work simple and reasonably com-
fortable, and, those who do it, take the distance from
home to work in stride.

Some work locations, notably developments and in-
dustrial projects in the far Northern regions of
Canada, are not so close to home. Working on the
edge of a frozen waste or a barren tundra, the very
idea of "home"” seems remote. Increasingly, how-
ever, more and more jobs are going to be performed
in these remote areas. There is growing evidence to
suggest that a much greater share of Canada'’s unde-
veloped natural resources than might have once
been estimated lie inthose inhospitable climes to the
North. Current projects in those regions have likely
only uncovered a small fraction of the north's hidden
wealth.

Accustomed, as they are, to modern conveniences
and comfort, today's workers demand the same qual-
ity in their shelter at industrial sites as they do in
shelter for their families. It has been estimated that 7
to 10% of the cost of any project in a remote region
will be given over to the accommodation of workers
on the site. One of the largest and best known pro-
jects of this type is the James Bay Hydro Develop-
ment in Quebec. At its completion, the total project
may costas much as $10 billion. By our rule of thumb,
as much as 1 billion of that could be spent on indus-
trial housing.

James Bay is only one project. Another well-known
projectisthe Trans Alaska Pipeline being developed
by the Alyeska Pipeline Service Company. This pro-
ject may cost $6 billion or more, upon completion.
There are others now and there will be many more in
the future as Canada continues to develop its untap-
ped natural resources.

Of course, multi-billion dollar projects don't happen
every day. The more recent major projects were pre-
faced by a period of reduced activity. A systematic
and relatively broad approach to the market is essen-
tial to avoid the cyclical nature of the market's more
volatile facets.

Glendale Corporation made a significant entry into
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the industrial shelter market with the acquisition of
Prebuilt Industries, a major supplier of industrial
housing in Western Canada. The subsidiary recently
signed a multi-million dollar contract with Alyeska for
kitchens, dining halls and recreational buildings. In-
terest in the industrial market has also been trans-
planted in other Corporate locations. In fact, Glen-
dale (Quebec) obtained a $2,500,000 contract to
provide 255 units of industrial shelter for the massive
James Bay project, including offices, kitchens and
dining halls, a recreational centre, dormitories and
even family residences on the site.

Glendale Corporation is, then, actively involved in
two of the most significant industrial developments in
Canada today. Though the company cannot claim
dominance in the growing industrial shelter busi-
ness, we are the second largest in the field in North
America. We are deeply involved now, and, as the
demand increases, we will almost assuredly become
more involved.

Itis a natural area of development for our company.
Industrial shelter, like shelter for homes and shelter
for leisure, is closest and most basic to people. Shel-
ter and peole are what Glendale Corporation is all
about.



Shelter ond Leisue

Mankind's need for recreation in one form or another is, perhaps, as old as the
need for shelter. Today, with more and more leisure time available to all individu-
als, itis almost as basic as shelter. Rest and relaxation — “getting away from it all”
— have become in the 1970's not an opportunity to pursue, but a necessity of life.
As prospetity of people increases and the amount of their available leisure time
grows, recreational activities will continue to have a dramatic impact on our
economy and our life-styles in Canada.
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Already trends are becoming evident. Throughout the 20th century there has been
a growing tendency for people to live in or very near large urban centres, in
multi-family apartment buildings or housing sub-divisions reasonably close to
their work. Though the cities do provide many recreational opportunities, wilder-
ness areas, parks and other major resorts and recreational aitractions remain
somewhat remote from urban centres. There is, therefore, a corresponding ten-
dency for people to spend their leisure time away from where they live and work.
One way of getting to these recreational areas — and a pleasantly viable and
economical way, since it provides convenient and comfortable shelter on arrival
— is the recreational vehicle in one of its many forms. In the past decade the
growth in the number of leisure vehicle users has increased phenomonally. In
1964, out of five million households in Canada, only a little over 15,000 owned
R.V.'s. By the end of 1974 there will be an estimated 417,000 recreational vehicles
in active service.

In the field of supplying recreational vehicles, Glendale Corporation is virtually
the unguestioned leader in Eastern Canada. It would be rare to take a drive of any
distance in the spring and summer and not see numerous Golden Falcon, Flyte,
Glendette and Glenelle travel trailers on Ontario, Quebec and Atlantic highways.
In the West, Glendale vies for leadership in the field through Prebuilt Industries
and the widely accepted Prebuilt Scamper and Skipper holiday trailers. Off the
continent, in Caboolture, Australia, in the state of Queensland, Glendale Corpora-
tion operates a recreational vehicle manufacturing plant which serves a rapidly
developing market.

Glendale Corporation’s Plastics Division in Strathroy acts as an internal supplier
of important re-enforced plastics components for recreational vehicle production.



The division also produces and sells several types of watercraft. Glendale's
leadership in the supply of recreational vehicles is specific, butour interests in the
whole field of leisure is broad.

The increase in the use of recreational vehicles from 1964 to the present repres-
ents not only growth, but evolution. Travel trailers are generally larger now, and
quality, comfort and style have become even more significant factors in their
design and production. There is a continuing evolution , too, in the use of the
recreational vehicle. Increasing energy costs may give rise to travelling shorter
distances to a holiday destination, but for a longer stay. This type of recreational
vehicle use would approximate that of the lake cottage or the summer house. As
the variety of evolving uses grows, so will the need for a wider variety of vehicles.
Besides the travel trailer, Glendale produces truck campers and motor homes.
Last year the company also developed the Esprit, a hard-top camper.
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D. G. O'Brien, General Manager of Glendale's
Prebuilt subsidiary, visits one of the
Corporation's newest major dealerships in
Calgary. Representing the latest in conveni-
ence for the recreational vehicle shopper, the
facility features spacious indoor showrooms,
winter storage space and an extensive service
area.

1974 does not mark the end of the evolutionary development of recreational
vehicles products and their use. The company is aware of dramatic factors that
could change products and their use even more in the future. Fuel costs continue
to rise, with a corresponding surge in the sale of small cars. More and younger
families are becoming prospective recreational vehicle users with different needs
and different life styles. However, two factors are not changing: the growth in the
amount of leisure time and the basic need — almost a necessity — for human
recreation.

As long as this need continues, Glendale will continue to play a vital role in the
provision of shelter for leisure purposes. Our planning, both short and long range,
will continue to take all these factors into consideration, assuring that Glendale
Corporation's evolution in this area corresponds to the evolution of shelter and
leisure.
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An important adjunct to Glendale's involvement in the area of leisure vehicles is
our recreational vehicle clubs — The National Golden Falcon Club and the
National Glendette Club. These clubs have an enthusiastic and growing member-
ship of avid trailerists — and owners of Glendale products.

Our contacts with club members keep us in much more personal touch with
Glendale customers than is possible through the normal customer-manufacturer
relationship. These kind of contacts help usto form opinions about the features our
customers prefer and the steps we can take to make our products better and more
acceptable. Club contacts also help us to keep pace with thoughts and trends
relating to the probable future shape of the market for recreational vehicles.

In the past year the company implemented the first stages of a development
program for the recreational vehicle clubs by naming a National Director to head
them. Further, to make membership in the Clubs even more attractive, additional
development work commenced at Rendevouz Park, the company's recreational
vehicle park near Port Franks in Ontario. Glendale also operates Cedar Lake
Recreational Vehicle Park near Sussex, N.B.

Our corporation is one of the few manufacturers of recreational vehicles in Canada
to operate parks for the owners of its products. During the spring, summer and
early fall, members of the National Clubs have the use of these parks free or at
reduced rates.

Both Rendevouz and Cedar Lake are also operated commercially. Other similar
developments will be considered as they become feasible. In the meantime, both
the parks and the clubs contribute to the growth of recreational vehicle use and
confirm Glendale's committment to shelter for the leisure field.



Snelter and.

So far inthis report it has been our aim to indicate the
extent of Glendale Corporation's involvement in the
fields of housing shelter. industrial shelter and leis-
ure shelter. We trust we have conveyed our firm con-
viction that shelter and peoples’ attitudes about it are
undergoing an evolutionary process brought on by
sociological change and technological growth. It is
clear that the shelter of today is not the shelter of the
past. Nor will today's shelter necessarily be the shel-
ter of the future.

As a part of the growing and changing shelter busi-

ness, Glendale is deeply concerned about its own
evolution. It is clear to us that we are not the same
company today as we have been in the past, nor — if
we are to have a place in tomorrow's world — can the
Glendale of today move unchanged into the future.
However, to quote a cliche: We must not change
merely for “"the sake of change.” We must not be
buffeted about by the forces that shape the future.
Instead. we must be aware of those forces, we must
harness them where we can and we must shape our
own course as we move ahead.
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If you will, this is already the cperational philosophy
of the company. Already we have identified our pres-
ent and future part in our various fields of endeavour.
We know that new housing concepts are necessary
and we have moved to implement them. We expect
Canada to continue to develop its natural resources
tothe north and, in the field of shelter, we expectto be
a part of that development. We have recognized the
growth of leisure time and the necessity for recreation
and we are working to insure that we play a part in the
recreational life-style of people in the future. We ack-
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nowledge that the people who buy our products are
well-informed, and they will fulfill their needs for shel-

ter in its various forms only if they are confident about..

the quality of their chosen shelter and about the com-
pany who produces it. Glendale has always been
fortunate in having the confidence of our consumers
and we will foster the continued growth of confidence
in our products and our company by diligent respon-
siveness to the people who make up our various
markets.

A company doesn't “shape its own course’ by acci-
dent. After analysis of the factors that affect change,

we must then plan for growth. We must take full ad-
vantage of the expertise within our company or ac-
quire the expertise essential to our development.

An important contribution to Glendale's future direc-
tions is Research and Development. This arm of the
company. staffed by trained designers. engineers,
drafting personnel and quality craftsmen, will be-
come more and more responsible for translating
management action, and marketing and production
input, into ideas and products that will assure the
future of the Corporaticn. It is this Research and De-
velopment group who are developing and will con-
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tinue to develop new housing products and housing
systems. To meet the demands of change they are
developing new leisure shelter concepts such as
light weight travel vehicles for the small car. As well,
our designers and engineers are investigating new
products and new processes that will maximize our
past experience and our future capabilities.

In short, our people, at every level of the company,
are keeping a steady grip on today and building for
tomorrow. From this kind of combined Corporate ef-
fort, we will, hopefully, come to a better future — for
ourselves and our fellowmen.
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