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‘ EXCLUSIVE! EXCLUSIVE

W Color Fidelity Control! Automatic Degausser! Nothing ever New Playmate 13" bigger picture than any 127, 30 bigger
like Admiral CFC! Dials unbelievably beautiful color realism into than ordinary 1l-inch sets but in the same. small cabinet size. Sell
picture (new black-and-white warmth, 100). Only Admiral Degausser the most powerful. most popular personal portable ever made . . . with

totally corrects effects of magnetic interference from every source. 82-channel tuning, 14.000-volt precision chassis. And the famous

Works every time set is turned on (after being off for a few minutes.) Admiral Playmate 13 is NOW ON SALE FROM ONLY *99.95*

*Mfr. suggestedlist price, . G Slightly higher some areas,

EXCLUSIVE! EXCLUSIVE
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Duplex 19: Only side-by-side freezer-refrigerator just Admiral air conditioners with Cycle-Aire and Arctic
" H . 53 . . H . * . .
under 36" wide! America’s most excmng appliance in three Window! Only Admiral has the COOLossal combination: Cycle-
wanted models—353," w. (19.1 cu. ft.), 41" w. (22 cu. ft.), and 48" Aire spins cool comfort corner-to-corner; Arctic Window tilts out for
w. (26.5 cu. ft.) All foam-insulated: all capacities NEMA-certified! maximum cooling. Tilt in wood grain front for the smart furniture
Fxclusive LIFETIME WARRANTY** on Dura-last door liner, look! 21 quality models, 4,500 to 29,000 BTU: $99.95 1o $595.00!
**Admlral warrants each new Refrigerator, Dual-Temp and Duplex to be free from defect in factory workmanship or material, under normal use, for one year after date of sale to original consumer; the hermetically sealed refrigeration system is so warranted
for ive years and the Dura-Last® inner door liner(s) and food compartment liner (on models so equipped) are so warranted for the life of the Refrigerator, Dual-Te rno or Duplex. Warranty applies f the Retrigerator, Dual-Temp or Duplex is not subjected t
misuse, negligence or accident. Admiral’s obligation 1s limited to supplying suitable replacement parts. The warranty 1s eflective if the Retrigerator, Dual-Temp or Duplex i1s registered with Admiral within ten days after date of sale to consumer.

irough Exclusives...



The Fedders White Goods Story
B
Electric Knives By The Thousands
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Only from Admiral

Sell these E

EXCLUSIVE! EXCLUSIVE

—-

Tilt-Out Control Center! Tilt out for perfect control Only Admiral has all 3 screen sizes in Color TV! 257, 23",
of TV picture on \dmlral 75 23" and 21" Color TV and 21" overall diagonal ... all with the Admiral Exclusives: Tilt-Out
Admiral 25" and 23" Black- and White TV. Tune stand- Control Center, Color Fidelity Control, Automatic Degausser. And all
ing up, easily and naturally: no bending, stooping or available in a wide variety of the most-wanted fine-furniture styles!

fumbling. Tilt in . . . there’s the beauty look in fine
furniture! No knobs show!

EXCLUSIVE

—

¢ S —— 1

First 25" B&W TV—with Tilt-Out Control Center! Big picture First all solid-state stereo line in the industry! No tubes
in slim cabinets! 17¢; more picture than 23" TV, Y0 (SUiE up customer anywhere, including FM/AM, FM stereo multiplex radio. Guaranteed
excitement' Admiral dependability in every precision-crafted chassis . . . 5 years!* And for the first time, sell the new Modular System—studio-
fine-furniture beauty in every handcrafted cabinet. No knobs show! quality components—in the beautiful cabinetry your customers want!

*S-year warranty: Admiral warrants each new solid-state stereophonic instrument to be free from cefects in fac-
tory workmanship or material under normal use for 90 days after date of sale to consumer; the FM/AM stereo multi-
plex radio tuner, pre-amplifier and amplifier are so warranted for five years. Admiral obligation is limited to suppiying

table replacement parts. The warranty i1s eflective only if the instrument 15 registered with Admi-al within 10
days after date of sale to consumer,

Admiral Dealers cash in on

Leadership tt




Exclusive 21!

IMPERIAL TWENTY (ONF

See Admiral on the Andy Williams Show in color on NBC-TV every Monday night!

Exclusive! New Admiral 21" portable TV!

Again Admiral pioncers in Portable TV! The than 19-inch TV’s . . . in the same size cabinet as most 19's!
19” S/ '2mous Admiral 19-inch started a trend. was Since exclusive means “Only Admiral has it . . . only
copied by competitors, cven became the in- Admiral Dealers have the new Admiral 21 to sell. Call vour
dustry standard. Admiral Distributor right away . . . find out how you can cash in
Now comes exclusive Admiral 21” Portable, with flat-faced on the one-and-only new Admiral 21! (And ask him how
movie-square screen . . . 40 square inches more viewing arca Admiral Dealers can have a week’s Holiday in Rio de Janeiro!)
217 TV set shown, Admiral Promenade, PG2127, 21° overall diag

Admiral

MARK OF QUALITY THROUGHOUT THE WORLD Cord andl drole Now 191



Before

you demonstrate
our new stereo

S § S e S el

don’t for&et not to plug it in.

When people hear Sony Cordless Stereo, they can’t believe
their eyes.

Not just because of the sound. It performs like “bookshelf”
stereo components that cost twice as much. Lows without rum-
ble, highswithout hiss. From what is obviously a portable stereo.

But this isn’t just a portable.

A portable stereo goes anywhere. Sony Cordless Stereo goes
anywhere and plays anywhere.

So demonstrate it on flashlight batteries. Or a couple of re-
chargeable cells. Or show off a little: use a 12-V car battery.

Let people fiddle with the stereo balance and tone controls
(12-decibel channel separation, separate treble and bass
adjustments).

Let them have a good look at the radically new speaker sys-
tem. A pair of side-resonant speakers, cased and framed in a
non-rigid plastic that gives with cone vibrations. And you can
place each one 5 or 6 feet from the changer/amplifier.

If all that doesn’t send a Sony Cordless Stereo right out of
the store, one more thing will.

Plug it in.

The SONY Cordless Stereo Phonograph

S80FIFTHAVE. ,NEW YORK,N.Y.

For more facts, use Request Card and circle No. 192
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C-11 Cleaner

U-7 Cleaner

when they buy one of these General Electric cord-reel vacuum cleaners

Rewinds at a
toe’s touch

General Electric keeps on drumming up more business for you!
From now through May 31st, each purchaser of a General Electric
U-7 Cord-Reel Upright or C-11 Cord-Reel Canister Vacuum Cleaner
is entitled to receive a $5.00 refund. .. direct from the General
Electric Company. YOU DO NOTHING... AND NOTHING
COMES OUT OF YOUR POCKET! Your customers simply mail
in the cover of the Use and Care Booklet accompanying either
cleaner. General Electric does the rest! All customer claims must

Rewinds at a
finger's touch

senxens @ trecvme

be postmarked not later than midnight May 31st.

WILL YOUR CUSTOMERS KNOW ABOUT THIS OFFER? They
sure will! We're telling them with special commercials on College
Bowl, April 25 and May 2, with spots on the Today and Tonight
Shows, and with ads in April 23 Life and May 1 TV Guide. They'll
be coming into your store to buy. BEREADY FOR THEM! See your
General Electric representative this week for further information
and traffic-building point-of-sale material!

General Electric Company, Housewares Division, Bridgeport, Connecticut

GENERAL @D ELECTRIC

For more facts, use Request Card and circle No. 193
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JANUARY SHIPMENTS
BETTER EXPOSURE at retail for its line is one of the chief

reasons for the establishment of the experimental company- PRODUCT /
owned store opened late in February by Whirlpool Corp. in Refrigeratos AT )
Jacksonville, Fla. Company feeling apparently was that if L _ g o o sl B e
no dealers in the area mounted a depth display of RCA Whirl- —

pool appliances, the company would do so itself. Store is pleesey - e we ]

white goods only, and reports not to Whirlpool's Tampa —

branch, but directly to headquarters in Benton Harbor, Mich,, oot
according to Al Taylor, area manager, marketing services. o

position in the area," says Taylor, "we'll go so quietly

you'll never know we've been here." Store is being rented Water Heaters 76,300

on a month-to-month basis at a rental of $425 for the elFgnt RS ‘
2,500-sq.-ft. of display space plus some office space. Woter Heoters, 210,000 é*

It is called RCA Whirlpool Appliance Store, but public is gos L= g T
not being told that it is owned by Whirlpool. With few ex- , 78500

ceptions, store will be run like any other appliance store. RS

One exception is that it will probably run more advertising, — 1965
since it is taking key market ad funds and broadening their BIMOLETS R TR I 5
effect by using them as a retailer rather than a national ad-

vertiser. The four salesmen (two part-time) are on straight Dehumidifiers v

salary. Deliveries and service are contracted out, and ue

prices conform to Whirlpool's nationally advertised lists b emd 232,000 Jy

where applicable. ° L R R s A F e

263,793
SR mm

41,971

Washers, Hinger

manufacturer can get the approval of the American Dental Dryers, electic W_
Ass'n (as General Electric and Squibb have got) is recom-
mended by Seymour Troy, Troy Industries, Tuckahoe, N, Y, 51,981

Under present system, Troy points out in a letter to the ADA, ~ *7"*"  [ESSEEm—

the toothbrush producer himself bears the expense of clinical .

tests, then submits results to ADA. Gathering such data, W.b&w W—m
Troy estimates, costs at least $600,000, and independent ‘
producers who haven't got this kind of money for tests don't

have a chance of getting ADA approval. Since approval s 1,702,125 il
evidently is granted on mechanical rather than chemical or e = S S

biological grounds, the ADA should, says Troy, set up SR ‘
standards of mechanical performance using clinical test L e
material already established so all manufacturers, not just

those with the most money, have a crack at getting approval.

TV, color 127,757

New Company Store

grow as Magnavox and Jenkins Music Co. jointly announce
a program wherein Jenkins goes exclusive Magnavox in the
electronics departments of 11 stores in Kansas, Missouri,
and Oklahoma, Stores will display the entire Magnavox

APPLIANCES ONLY is the
merchandise lineup at the Whirl-
pool Corp. experimental com-

2 A

pany store in Jacksonville, Fla. line, as do the "M agnavox Home Entertainment Centers"
Warren McMichael (center) is the company has been promoting. George H. Fezell,
store manager, assisted by Daris M agnavox sales vp, consumer products, says Jenkins'
Foy (left). On the right is Al move is "part of the important trend toward single-line
Taylor, area manager, marketing merchandising," adding he expects many more dealers to
Lol i it e e make similar moves soon,

MART Magazine ® April 1965 9



The power of

If you don’t complain...and the next guy
doesn’t complan...and the next guy
doesn’t complain...then who’s going

to change things for the better?

How long has it been since you’ve planted your feet and
gave out with a loud “NO!”? No to an excessive loading
deal? No to a questionable promotion? No to a lot of other
things you know aren’t right for your business?

How long has it been since you've griped to a sup-
plier? About slow service? About rude people? About
pricing, or the other things that make you hot under the
collar?

Maybe you don’t think complaining will do any good
. . . but that’s like saying voting won’t do any good. One
vote alone might not change much, but it’s a cinch that
no vote will change nothing.

Why are we all steamed up about getting independ-
ent retailers to speak up? Well, mostly because you are
extremely important to our way of doing business. What
hurts you, hurts us. So we don’t think you should just suf-
fer in silence.

Go ahead — holler your head off when you've got a
legitimate complaint.

If you don’t, your profit may suffer. And only profit
keeps you in business.

We can’t manufacture it tor you — but Motorola
speaks for top retailer profits. Thinks you deserve them.

For it takes profit for progress . . . profit to grow.

OMOTOROLA

new leader in the lively art of electronics

For more facts, use Request Card and circle No. 194



0 Believe

by F. Hardy Rickbeil

Worthington, Minn., dealer

today. Consumer purchasing habits demand attractive and con-

venient credit terms that are tailor-made to fit individual buying
needs. In 1964, 54 per cent of our sales volume was done on credit. We
offer open accounts on a revolving credit plan with a charge of 12 per
cent being added after 45 days. For our farm customers we have single
or multiple payment notes to fit seasonal incomes. Our salaried customers
buy from us on contracts that are written to satisfy their wishes and needs
100 per cent; somec pay weekly, some every two weeks, some by the
month, etc. We offer the same terms the banks do only with more flex-
ibility and less red tape. We try to figurc out contracts so payments are
in even dollar amounts. This leaves an odd-sized payment at the end
of the contract, but this is not objectionable. Even-dollar payments make
it easy for the customer to remember and also make for quick and easy
handling when payments are made.

We carry an average of around 1,500 rcceivables. We use an NCR
accounting machine and this gives us accurate information at all times.
Since we borrow all of our capital to carry our receivables, it is important
that we have dctailed factual statements at the end of every month. We
have sufficient capital to own our inventory, equipment, and fixtures,
but we borrow every penny we need to carry our rcceivables. We borrow
from five banks, from employees and from relatives and pay 6%2 per cent
interest. We stagger the due dates on these obligations, so that our cur-
rent liabilities are always in a reasonable ratio. We have made arrange-
ments with two large finance companies to take over our contracts at any
time that we feel this would be a wise change for us. We usc the same

Crcdit and collections are a part of every growing appliance business

REMEMBER!'

W ‘ We invite you to add your Christmas
purchases to your present contract. No

down payment is required and usually
there will be no increase in the size of
your monthly payments.

We wish you and yours a Merry
Christmas and a Happy New Year.

Rickbeil

(Please bring this card with you.)

GOOD CREDIT RISKS, after Thanksgiving, are sent this card, which
invites them to add Christmas purchases to their present contract.

carrying charge rates that the local banks do, so our contracts are always
acceptable as they are written. On notes we charge a simple interest rate
of 8 per cent. These we actually lose some money on. In 1964, as near
as we can figure, our credit department netted 1%2 per cent on our total
credit sales.

We arc presently setting up a very exact accounting system for all in-
come and expenses in our credit department. Since we are a member of
The International Consumer Credit Ass'n, 375 Jackson Avenue, St. Louis
30, Mo., we are asking them to help us with this. We plan to have end-
of-the-month statements that can be compared with others who do about
the same size credit volume we do.

Our office manager and 12 others here in Worthington are currently
sctting up a Worthington Credit Men’s Ass’n. and we expect to benefit from
this exposure by exchanging information on record-keeping methods and
on collections, ctc. We read the Credit World magazine and adopt helpful
ideas from it. We hope to end up with an accurate complete net earnings
statement for our credit department after deducting 6% per cent interest
on all the money used and deducting every item of expense that should
rightfully be charged to this department of our business. In other words,
we aren’t going to subsidize it in any way to make it look better than it
really is. 1 am certain that much loose conversation between appliance
store owners on the big profits that can be made on credit sales stems from
unrealistic accounting practices. We believe we must offer our customers
credit terms and conveniences that are even better than those offered by
our competition. We want to be in a position ro deal directly with our
customers and to avoid bringing in a third party.

(Ed. Note: Mr. Rickbeil’s next column will be on collections.)

MART Magazine ® April 1965

Who turned a dull grind mo

an exciting gilt?

KitchenAid

COFFEE MILL

KitchenAud.

We took the centuries-old process of hand-grinding coffee
beans and modernized it. Electrified it. Glamorized it. And
came up with an exciting gift item—the KitchenAid Electric
Coffee Mill.

Then we advertised it in national magazines. Created point-

of-purchase displays and colorful literature to help you close
sales.

And here are some ideas on how to promote it:
Display it.
Offer it as a package deal with your coffee makers.

Remind your customers that many recipes call for freshly
ground coffee.

Use it in your own coffee room so your employees and
customers can taste how good coffee brewed with freshly
ground beans tastes.

How big is the Electric Coffee Mill market? Big as the number
of people who want a truly good cup of coffee.

So be sure to get your share of the business.
Clip the coupon and we’ll have our representative call.

KitchenAid Electric Housewares Division, Dept. KMM-5
The Hobart Manufacturing Company, Troy, Ohio 45373
Please tell me more.

NAME. . - k== —
FIRM R

ADDRESS — — - = S

ELECTRIC COFFEE MILL

KltchznAid‘

For more facts, use coupon or Request Card and circle No. 195
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' Report From Japan ‘7
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by Yoshitaka Kawagishi
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Tokyo’s Radio Row

Tokyo, the world’s largest city with a population of 12 million, contains
a district called Kanda-Akihabara, where dealers in general home ap-
pliances and components for amateur assembly fans congregate in one
huge jumble. Here are found large wholesalers grossing $2.8 million a
month, and radio and television parts dealers, generally called “junk
Stores,” in jumbled confusion. More than 3,000 such storcs located in a
small area may be compared with Radio Row in lower Manhattan. It has,
in fact, lately become one of the “must” sights for overseas visitors.
Although New York’s Radio Row is destined to disappear on account of
the plan for establishing the World Trade Center, Tokyo’s Radio Row is
biding time looking forward to further expansion when the industry gets
over the transition period it is ncw passing through. As the world
changes, however, Tokyo’s Radio Row is also undergoing changes, and
it may be of some interest to see how it is changing.

The groundwork for the existing state of the Radio Row was laid im-
mediately after the war when amateur technicians and dealers began
assembling their own radio sets because of the shortage of supply. In
the Japanese clectronic industry, the period between 1947 and 1952, when
decalers principally depended on assembling parts for their business, is
called the first-stage developmental period; the period between 1953 and

R

<K
- [

OVERSEAS VISITORS — in this case three Olympic athletes — visit
Tokyo's Radio Row to look over transistor radios, tape recorders, micro-
TV sets, etc. The number of such visitors is on the increase.

For your extra money

Over 2,000,000 Astrals now in use bring you proof positive of 1959 to 1964 is called the transition period during which new patterns of

1958, during which sales of home electrical appliances showed zooming
expansion, is called the sccond developmental state; and the period from

outlet and retail systems gradually developed. The Radio Row during

the potent profits awaiting the alert retailer. You can be sure the third period expericnced a “prosperity without profit,” because of

when you sell Morphy-Richards Astral compact refrigerators the direct marketing system adopted by a number of leading manufac-
that you are selling an appliance that is as trouble-free as man turers, and this setback is likely to leave its effect till about the end of
has yet to devise. You can be sure that in featuring Astral com- the first half of 1965.

pacts you have the full support of national advertising—na- Stores in the Radio Row can be classified into three types. First, come

stores patronized by amateurs given to assembling their own audio, radio
and television scts. The second class comprises stores dealing in lighting
devices and home electrical appliances in general, and the third class
consists of gencral wholesalers. The second and third classes have been
affected more by the changing conditions of the clectronic industry, and
they are the ones which are having a hard time in recovering profit margin

reduced by the new marketing system adopted by the manufacturers.
Monthly transactions now being made in the Radio Row are estimated
at about $20 million, which account for about 10 per cent of the total
shipment in the entire nation. Most of the operators in this area started
(Continued on page 50)

tional publicity. If you hear in the trade that a competitive
compact is ‘‘Just as good as an
Astral,” you can bet your hat—it’s not.

For your Immediate Profit call 201- MORPHY-RICHARDS

UL APPROVED C 200 A < B 270 D « B 400 A {/ﬁi\\ # y
k&j Dept. M X

Morphy-Richards, Inc., 128 Ludlow Ave., Northvale, N.J., P. 0. Box 10

For more facts, use Request Card and circle No. 196
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All this fun is yours — along with

the profit of doing business with
Airtemp. Be an Airtemp seller-sailor.
Contact your Chrysler Airtemp
distributor today and see how easy

it is to join us aboard the s.s. Oceanic.
It’s truly an opportunity of a lifetime!
So don’t miss the boat. We sail
October 16. See you on board!

AIRTEMP DIVISION ﬁ gH YSLER

ORPORATION







All Airtemp
can be Cari







sellers
bbean sailors

... aboard the Oceanic —
the newest, largest, most
luxurious ship ever
designed solely for
year-round cruising!

Imagine you and your family luxuriating for

8 days on the Oceanic, fresh from its

maiden voyage this spring! Surrounded by
ultra-modern decor, haute cuisine and
meticulous service. With the run of this
completely air-conditioned superliner and its
cleven spacious decks. Enjoying such unique
pleasures as closed circuit television and the
largest swimming pool afloat, which features the
world’s only transparent retractable roof for
all-weather swimming and funning. And
Bermuda and Nassau stopovers to let you savor
a bit of local flavor.




LOOK IN THE YELLOW PAGES FOR
YOUR LOCAL AIRTEMP DISTRIBUTOR...
OR CALL BOB ANFANGER COLLECT, AREA CODE 513-461-5100, EXT. 63




IAM Meets In Washington

down to earth and get ac-

quainted with consumers —
both young and old, William L. Hull-
siek told the recent thirty-third an-
nual convention of the Institute of
Appliance Mfrs. in Washington,
D. C.

Hullsiek, who is vice president
of the appliance division, Admiral
Corp., admonished the engincers to
become “girl watchers.”

“You have been going stag too
long 1n this appliance business,” the
spcaker asserted. “It’s time to get
better acquainted with the girls —
sizc them up, figure them out, talk
to them, listen to them. There’s
cvidence of expert girl-watching in
such product feature successes as the
automatic ice cube maker, shelves
in refrigerator doors, tilt-out control
center in TV sets, no frost freezers
and refrigerators, and side-by-side
freezer/refrigerator combinations.

“This may be a revolution for
some appliance engineers,” the Ad-
miral executive admitted, “because
modern marketing now starts before
designing, engineering, and produc-
tion begin. It means that the con-
sumer’s needs, wants, and whims
have to be defined, anticipated, and
sometimes created.”

During its annual “spotlight” din-
ner, the IAM presented four “in-
dustry achievement awards.” Recip-
ients of the awards were as follows:
Earl Lifshey, columnist for Home
Furnishings Daily for “courageous
journalism”; Harry B. Price, Ir.,
president, Price’s, Inc., Norfolk,
Va., for “advancing dealer educa-
tion”; Herman F. Lehman, vice
president General Motors Corp., and

Appliance engineers must come

GE’'s Charles J. Coward
Intends To Retire June 30

Charles J. Coward, top executive
of General Electric’s audio products
department in De-
catur, Ill., has an-
nounced his in-
tention to retire
June 30.

Coward has
headed GE’s au-
dio business since
it was first orga-
nized as a section
of the radio re-
ceiver department
in Utica, N. Y.
The section mov-
ed to Decatur in
early 1960, and began manufacture
of its products in late spring.

Under Coward’s direction the busi-
ness earned full product department
status in GE after its first year of
operation at Decatur. In his five
years as general manager, Coward
has led the department to a ten-
fold growth in sales. Employment
in the department grew from 100
at the end of the first year in De-
catur to 1,250 last year.

C. J. Coward
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general mgr. of the Frigidaire Div.,
for “industry statesmanship”; Thom-
as T. Arden, president, Robertshaw
Controls Co., for “contributions to
appliance design.”

In another convention session a
speaker suggested that the food and
appliance industries put their heads
together to solve the problem of
food preparation. The speaker,
Helen Wolcott, director of The Pills-
bury Company’s consumer service
kitchens, told the convention that be-
tween 1960 and 1970 there will be

an increase of 75 per cent in fam-
ilies with the head of the household
under age 25.

Among appliance features sug-
gested by the speaker was a small
surface unit for preparing frozen
entrees without heating up the oven,
a more convenient location for serial
number plates on major appliances,
and continuing improvement in nar-
rowing the temperature cycling of
range ovens to permit narrower tol-
erances providing greater uniformity
and quality in baking mixes. n

ADMIRAL’S HULLSIEK . . .
“get better acquainted with the girls.”

When you need fast parts service . . . and not fast
talk . . . count on your General Electric distributor.
He maintains a large stock of G-E major appliance, tele-
vision and console stereo parts to help you with both
routine requirements and emergency needs.

In the unlikely event your distributor is out of your
required part . . . your wait will be a short one.

All General Electric distributors are in teletype con-
tact with the G-E Parts Distribution Center in New
Concord, Ohio.

Your special order will be computer-processed at
New Concord. Chances are your part—selected from
more than 32,000 different parts and a total inventory

of 100 million pieces—will be on its way to you within
a few hours.

Get your share of the repeat business that comes
from fast one-call service . . . service that is possible
if you have an adequate parts inventory and if you are
backed-up by a reliable distributor.

“Lack-of-parts” is an irritating problem for service-
men . . . and customers. Your General Electric distribu-
tor stands ready to help you solve this problem. Cali
him today! 830-32

count on your G-E distributor
for fast parts service.

GENERAL @3 ELECTRIC

For more facts, use Request Card and circle No. 198
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Imagine. A line of Westinghouse Frost-Free

Refrigerators with handy slide-out Meat Markets.

“How do you do. My name is Herman.
I'll be in television, magazine
advertising and point-of-sale

displays telling your customers
about the exclusive Westing-
house 7-Day Meat Keeper. It's on
5 out of 6 new Westinghouse
Frost-Free Refrigerators.”

“If it's a traffic
stopper you want,
show this new low
priced Frost-Free
model. Has ice
cube server, butter
and cheese
compartments as
well as 18-lb.
capacity 7-Day
Meat Keeper.”

“Three cheers for Westinghouse
dealers. This brand new 15.7 ~
cu. ft. model has a big 21-Ib.
capacity Meat Keeper and a 178-Ib.

capacity freezer.” & / Y ~
S el ) -\

=

\

[l i TR R

—— RJF-46
BSS / ~ ‘“Hey, handsome, did you
know this new Center
Drawer model carries a
Ry lower price tag this
year? Aswellasa
Meat Keeper?” ‘1
“Come on, everybody,"
8 hop aboard.”
RBF-66

RDF-66

“Westinghouse refrigerators for 1965 contain more Frost-
Free models . .. more 7-Day Meat Keepers . . . bigger
capacities . . . more features right down the line. And
Westinghouse offers you a selling story unmatched in

the business. Because this year, 5 out of 6 Frost-Free

Refrigerators feature the new 7-Day Meat Keeper. Now's You can be
the time to see your Westinghouse distributor. He's a su re

marvelous fellow, you know.”

if its Westingh
Sebastian Cabot: Star of TV and motion pictures and connoisseur of fine food. I Its EStl n g 0 use

For more facts, use Request Card and circle No. 199
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by Richard E. Snyder - Marketing Economist

Moe And Joe:

e know not what course others may take,
w but as for us — we have made it a

practicc for many ycars to take a look at
the residential building cycle pattern (among
other things) when analyzing A-R-TV  dealer
sales prospects. One aspect of this approach is
described below.

The procedure begins with the development
of a statistical tabulation which shows two scries
of annual dollar totals applying to the years 1948
through 1964, along with related year-to-ycar
percentage change figures. (See the accompany-
ing table.) Scries | shows annual dollar figurcs
reflecting the total U. S. value of privately fi-
nanced new nonfarm housing units put in place.
(Census Burcau data.) Series 2 shows our own
estimates of the total U. S. value of “pure A-R-
TV merchandise” sold by A-R-TV specialty
dealers.  Segments of this latter series have ap-
peared in various past issucs of MART maga-
zine.

In sundry carlier writings and specches, we
have made frequent references to the fact that
the trend of A-R-TV dealer sales of “purc A-R-
TV merchandise” is subject to sharp cyclical
swings and that one of the chief causative fac-
tors of this erratic performance has been the
cven more extreme cyclical instability of the
residential butlding trend. 1Us strictly a Moe and
Joe relationship.

Statistical experts (purists) who like to ask
profound questions regarding the methodologics
used in determining degrees of relationship be-
tween two given economic time series will no
doubt be deliriously happy to learn that the
cocfficient of correlation between the two dollar
series contained in the accompanying table is
90.9, as derived through the “Pearsonian r”
formula (where “r” equals the sum of XY divided
by n times the standard deviation of X times the
standard deviation of Y).

Members of the laity, however, will most likely
be satisfied to learn simply that the cocfficient
of correlation: 90.9 merely indicates that 90.9%
of the trend changes in the “causative” secries
(residential building) are accompanied, or fol-
Jowed by similar changes in the trend of the sub-
sidiary serics (A-R-TV dealer sales), making
allowance for differences in degrees of change.

Perhaps the easiest way to portray the similar-
ity of the cyclical patterns in the two serics of
dollar figures is to chart the year-to-ycar per-
centages of change related thercto. In the ac-
companying chart, the solid linc depicts the resi-
dential building cycle while the dotted line traces
the A-R-TV dealer sales cycle. In addition to
indicating the cyclical peaks, the chart also re-
veals alternating periods in which demand for
A-R-TV merchandisc continued to be relatively
“strong” or “weak” for a time following major
turns in the residential building cycle. These

(Continued on page 50)
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Cycle And Sales

CYCLICAL PATTERNS IN RESIDENTIAL BUILDING ACTIVITY
AND A-R-TV SPECIALTY DEALERS' SALES

“Economist’s Outlook
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BASIC MEASURES USED FOR DETERMINING CYCLICAL PATTERNS IN
RESIDENTIAL BUILDING ACTIVITY AND A-R-TV SPECIALTY DEALERS' SALES
Series 1 Series 2
Value of A-R-TV
Privately- Specialty Dealers

Financed Sales of

New Housing Year-to-Year “Pure’ A-R-TV Year-to-Year

Year Units % Change Merchandise % Change
1948 $10,506,000,000 — $1,979,000,000 —
1949 10,043,000,000 — 4.4 1,922,000,000 — 29
1950 15,551,000,000 +54.8 2,464,000,000 +28.2
1951 13,207,000,000 —15.1 2,389,000,000 — 30
1952 12,851,000,000 - 27 2,508,000,000 -+ 50
1953 13,411,000,000 + 4.4 2,538,000,000 <+ 1.2
1954 14,931,000,000 +11.3 2,405,000,000 — 5.2
1955 18,242,000,000 +22.2 2,736,000,000 ~+13.8
1956 16,143,000,000 —11.5 2,759,000,000 -~ 0.8
1957 14,736,000,000 -~ 87 2,539,000,000 ~- 8.0
1958 15,445,000,000 -+ 4.8 2,509,000,000 — 1.2
1959 19,233,000,000 --24.5 2,707 ,000,000 - 7.9
1960 16,410,000,000 —14.7 2,522,000,000 - 6.8
1961 16,189,000,000 - 1.3 2,592,000,000 -+ 2.8
1962 18,638,000,000 +15.1 2,654,000,000 + 2.4
1963 20,064,000,000 + 7.7 2,976,000,000 —12.1
1964 20,568,000,000 -+ 2.5 3,175,000,000 <+ 6.7

1948 - 1964

Growth Rate + 5.6 <4 34
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Remember, Ronson does a

Ronson is doing a lot with exciting new personal and home appliances.
Diversifying into the appliance field only 10 years ago, Ronson U. S.
appliance sales have jumped at least 15% each year in the past five years.
20% last year! And this year’s percentage growth will be even greater.
Sales will soar when exciting new Ronson products combine with a
great new advertising campaign. Ads like these will appear all Spring
long in leading national magazines. With billboards and newspapers,
it’s a heavy saturation campaign everyone will read and react to!

She’s going
| 10 dry her hair
| with her Ronson

Isn’t that a lot
of work for a litlle
cigarette lighter?

He's going
shavi
with his Ronson

Isn't that
kind of hard 10 do

(3

Isn’t that an awful lot of work for a little cigarette lighter?




lot more than light cigarettes.

Ronson has a lot of important new personal and home appliances.
The kind customers want most. New ideas. Better products. Making
one of the widest and most original lines you’ve ever seen. Here they
are, all with the quality, performance and prestige for which Ronson
is world famous. Get ready for the run on Ronson!

NEW RONSON “ESCORT" PORTABLE HAIR DRYER.
40 oz. light. Fast and quiet. Long cord. Four heat ranges.
Fitted carrying case with extra-large hood.

NEW RONSON ELECTRIC TOOTHBRUSH. Runs on stand-
ard batteries and house current. Exclusive Safety-Coupler
reduces 110 household voltage to safe § volts. Correct up-and-
down action at proper speed for maximum comfort, efficiency.

N

Ruaan
L —
1
- 1
gl} “L.t

AL

RONSON ROTO-SHINE “MAGNETIC"” ELECTRIC SHOE
POLISHER. Only electric shoe polisher that picks up attach-
ments magnetically, ejects them at the touch of a button. Applies
polish, brushes, buffs. Wood chest.

- a

NEW RONSON 400" AND *200" ELECTRIC SHAVERS.
The *“400": micro-honed blades, 36 in all. Micro-thin screen.
*Super-Trim® sideburn and mustache clipper. Automatic
power-cleaning. Unbreakable L.exan body. The “200": popular
priced 32 blade shaver with same great features.

NEW RONSON CARVE N’ SLICE ELECTRIC KNIFE.
Carves, slices and shreds quickly, easily and quietly. Slim bal-
anced grip. Wall rack with built-in extension cord may be used
as knife stand at dinner table.

NEW RONSON 5-SPEED BLENDER. Blends, whips, pulver-
izes, chops, grates, mixes, churns. Only blender with self-feeding
wide base 1%2 quart container and longer blades to take whole
fruits, vegetables. Easy to clean.

NEW RONSON CAN-DO ELECTRIC CAN OPENER. Opens
any size, shape can. Mixes drinks, whips food, mashes potatoes,
sharpens knives. Comes with attachments and handy rack.

NEW RONSON CARESS LADIES ELECTRIC SHAVER.
Largest, thinnest, shaving screen for close, fast, comfortable
shaving. Contoured *“Trimette” for underarms. Roll top shield

protects delicate skin. Gold brocade travel purse.

RONSON)

automatically better ®

RONSON CORP., WOODBR DGE, N.J.

For more facts, use Request Card and circle No. 200



Trends

IN THE MARTS OF TRADE

AFTER THREE YEARS of testing over-
the-air pay TV in Hartford, Conn.,
Zenith Radio Corp. asks the Feder-
al Communications Commission to
authorize subscription TV on an “ex-
tended nation - wide basis” and to
make it available to all operating or
proposed TV stations as a supple-
mental broadcast service. (The Hart-
ford test is being conducted by RKO
General, using Phonevision equip-

ment made by Zenith.) Among the
findings in the Hartford test: biggest
appeal of pay TV was to families
in the $4-$10,000 a year income
bracket, who make up about 84 per-
cent of the subscribers; pay TV
viewing represents only slightly more
than 5 per cent of the 38 hours the
public now devotes each week to
TV, proving, Zenith says, that when
there is a fee involved, the public

gets highly selective, a factor which,
coupled with the shortage of true
box-office programs, insures that pay
TV will inevitably remain as a sup-
plement rather than a substitute for
advertising - supported broadcasting,
Based on the Hartford experience,
Zenith says, it is reasonable to con-
clude that over-the-air pay TV can
begin to operate profitably with
20,000 subscribers, and with only
10 per cent of TV homes as cus-
tomers, pay TV can be a good busi-
ness venture in at least the 100 top
TV markets. Pay TV also has big
potential for development of UHF
stations not now on the air because
of lack of local advertising revenue
and programming, Zenith contends.

UA15/SST Deluxe Changer

THE AUDIOPHILE LOOK!

Now, new Superstim “Sound Studio” styling advances from the world’s best-selling
changer...new audiophile attractions to help build your fine phonograph sales!

O Gleaming aluminum tubular pickup arm...non-resonant, with light, smooth, low-mass
3-gram tracking! (] Extra-large turntable, deeply cushioned to protect records from jarring
and slipping! (O Tubular control arm! O Colors keyed to each cabinet! Smart, spun-
aluminum center disk! (0 New controls, with legends matched to accenting rings!

See how BSR's new precision appearance enhances the sales power of BSR's precision
performance. Be sure the hi-fi you sell uses BSR, the changer proved most profitable, most
trouble-free, by manufacturers and retailers the world over!

YOU'LL FIND MORE AND MORE BSR RECORD CHANGERS
IN AMERICA'S BEST-SELLING 19656 PHONOGRAPH LINES!

22

PRECISION-QUALITY, CRAFTED IN GREAT BRITAIN

BY BSR LIMITED — DISTRIBUTED IN U.S. BY e

o
BSR (USA) LIMITED
COLLEGE POINT 56, L.I., NEW YORK
IN CANADA: MUSIMART LTD., 901 BLEURY STREET, MONTREAL

For more facts, use Request Card and circle No. 201
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CHANNEL 47, the first new commer-
cial TV station to enter the metro-
politan New York area in 16 years,
slates its first programming for April
25. Major emphasis on the new
UHF station, according to Ed Coop-
erstein, president, will be for large
ethnic groups in the area, with 19
of the 35 prime evening hours each
week scheduled for Spanish language
shows. Programs with special sig-
nificance for Negro audiences ac-
count for seven hours, and the re-
maining time is devoted to Jewish,
Italian, and other cultural back-
grounds. English, however, will be
used for all Jewish programming,
and for some of the Italian. The
new station will broadcast in color
as well as black-and-white.

VIRTUALLY EVERYBODY in the ap-
pliance industry gives lip-service to
sclling up, but in practice, it is ig-
nored. The appliance industry is
short-changing the American public
by its refusal to expose customers
to flagship model appliances, charges
LeRoy Klein, executive vice presi-
dent of sales. Caloric Corp. Klein,
who made his remarks to the Mid-
Pacific Gas Conference in Honolulu,
says, “We have conditioned ourselves
to assume that the customer responds
to one thing—price. And we ignore
the revolution that has taken place
in American taste — the desirc on
the part of pcople in every income
bracket for the finer things of life.”
Other industrics that have recogniz-
ed the consumer demand for con-
veniences and luxury featurcs have
prospered, says Klein. Too often,
he charges, in the haste to close
sales, thc appliance salesman doesn’t
cven give the consumer a chance to
say “no” to ncw features.

PHONOGRAPH RECORDS will all be-
come uniform in speeds and sizes
within the next five years, says Karl
Jensen, president of Jensen Indus-
tries, maker of phonograph acces-
sories. Although Jensen currently
makes more than 600 different types
of needles, Jensen foresees the dav
when no more than 10 types will
be used in phonograph equipment.
Jensen thinks that 33 rpm will be-
come the standard speed for records
played on a single size spindle, and
that the 7- and 10-in. sizes will even-
tually give way to the 12-in., despite
the teenage trend to favor 7-in. 45’s.
There is still a need, Jensen says,
for some kind of practical phono-
graph changer device to allow play-
ing of a single song or tune in an
album. Along with this is a neces-
sity for a means of identifying sepa-
rate numbers on an LP album.

NEW SALES, scrvice, and distribution
headquarters for western Tennessee,
most of Arkansas, southwestern Ken-
tucky, and northern Mississippi arc
established in Memphis by Frigidaire
following the termination of opera-
tions by McGregor’s, Inc., the Frig-
idaire distributorship in the Memphis
area for more than 32 yecars. John
M. McGregor, president of the firm,
is retiring. Robert P. Bratten, vice
president of McGregor’s, becomes
the Mecmphis sales zone manager.

April 1965 ® MART Magazine



SLIMMER AND TRIMMER . .. the new Holiday Dryer by Hamilton will start many a sales-winning argument. Customers
will quickly see that Holiday’s modern-size cabinet is much narrower than conventional dryers. That it’ll fit where others won'’t.
That it beautifully, exactly matches automatic washers in size. And when they say, “But I need a bigger dryer to keep up with
my new washer” . . . that’s when you come up with the other two* powerfully persuasive sales-clinchers. Works wonderfully!

* What other two? (1) Despite its trim looks, Holiday has an extra large capacity . . . will dry any size load that an automatic

washer can wash! (2) Not one, but two fans, working with greater BTU input, deliver more warm air, more evenly. Clothes are
dried gently, but faster . . . much faster!

HOLIDAY.. THE NEW SLIM DRYER BY

Q,f{. B,
B o

G

Hamilton Manufacturing Company, General Offices, Two Rivers, Wisconsin, Factories at Two Rivers, Wisc. and Kosciusko, Mississippi

HAMILTON — THE FULL-LINE LAUNDRY LINE OF HERITAGE AND HOLIDAY
DRYERS, AUTOMATIC WASHERS, WRINGER WASHERS

For more facts, use Request Card and circle No. 202
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Headline: “Give Her A Gift that
says . . . WE LOVE YOU, MOM,”
suggests this ad by Town & Country
Gamble Store, Cheyenne, Wyo., in
behalf of GE’s 12-lb. portable tele-
vision receiver. The ad lists GE’s

(iIVE HER A GIFT that says_._. g
m' @l

. 12 POUNDS OF TV ¢

AT LAST A TRV PORT..2LS

$ 95

lifetime circuit board guarantee, and
features other TV sets. A line of
copy at bottom of ad states: “Wyo-
ming’s Largest GE Dealer.”

Headline: “Dad! Don't Be A Dish-
washer . . . Buy One For Mom,”
proclaims this ad by Lit Brothers,
Philadelphia, Pa., in which a couple

\\

Q ! BBt

441 DAD! DON'T BE A
DISHWASHER...
i % 9‘_ BUY ONE FOR MOM!

149.95

the retail ADS

vised that “over 50 of America’s
top name brands under one roof at
big discounts! Quantity rights re-
served!”

s G 1) bt

Headline: “To Mother . . . with
Love,” is the sentiment expressed
by Dorn’s, Los Angeles, Cal., in ad-
vertising a de luxe automatic dish-

washer. Firm’s logo reads: “Free
delivery & normal installation; satis-
faction guarantced; service after
sale.”

Headline: “Frigidaire Dishwashers.
Mother’s Day May 10th. Why not
give her something that will save
her many hours of labor. In 4 colors
or white.” This ad by Bragdons,
Denver, Colo., is topped by the fol-
lowing copy: “SALE? Confused?
Very few people know a true value
when they see one. Some firms
won’t even sell you the advertised
product. Bragdons policy is to ad-
vertise at the lowest possible price
— sell what we advertise. Delivery,

\/

appecars to be frolicking in the
kitchen. Copy continues: *“Give her
a portable Westinghouse on Moth-
er’s Day, Sunday, May 10th. A gift
you’ll both enjoy!” Smaller type be-
low claims that “a portable dish-
washer gives Mother an extra 225
hours a year away from the kitchen.”

Headline: “Remember Mother with
A Gift she’ll Remember,” states this
ad by Wards TV, Norfolk, Va.

WAlDS TV and APPLIANCE NSCOUNT SYO!!S

PORTABLE TV's
CHOOSE The Size
To Fit Your Needs L

zca Y KKTOR

[ SWEET 16 §
~'98 --x—
19" wesTmchouse

Shown are many brown and white
goods products, in addition to elec-
tric housewares. Readers are ad-

24
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REGULAR ECONOMY SIZE

America’s No. 1 Van

NOW!

| FEET
LONGER

NEW GIANT ECONOMY SIZE

, Now America’s best selling van—Ford Econoline—
: has a new teammate, the Econoline SuperVan. The
| SuperVan has all the virtues of the regular Van plus
: 23% more loadspace. It's 1%z ft. longer—making it
| the biggest van of its type !

April 1965 ® MART Magazine



Headline: “All the Family Loves An
Automatic Dishwasher,” proclaims
this ad jointly sponsored by a num-
ber of retailers and the Cheyenne
Light Fuel and Power Co., Chey-
cnne, Wyo. Halftone at left shows

Headline: “Oh, no! Now Green’s
having a SLEEPWALKERS SALE!”
The man pictured in the ad is smit-
ten because this sale begins at 5 A.M.
and runs until 9 P.M. A caricature
of Owner “Bud” Green, Green
Radio, Kalamazoo, Mich., states: “It
may be an ungodly hour . . . but

a0h, no! Now Green’s having a
SLEEPWALKERS
SALE!”

IT BEGINS AT

5:00 A.M.

SALE?

c.-o-wvmo.-,.qun-.u-_-mm

won't aven 10l s to edvertise o
Mw'xh&.—ﬂmw: Advertise.

, Hool-wp and
Service Included
BRAGOONS EVEN INCLUDE MGTARS WHEN NEEDED

FRIGIDAIRE DISHWASHERS
MOTHER'S DAY MAY 10th

Wiy Not Bive Hor Somothing That
Wit Save Mot Maay Hoars of Laber!

mm Some firms

FR"“DTA.'BE DERmoble my Early Bird Deals will OPEN your | o ticnn
eyes!” COpy in one banner states: tomorrow morning ’ ’;(z &‘ Thea Rewerd Hor Hondsemely!
“Free coffee (at a local beanery) in Washington Square| ; AN the Family
. Free ham ’n eggs with purchase LoowaTT "g:_”‘“:;:;“ ':.:::v""“";: PRI I
of TV or Hi-Fi made between 6 ki e T38| AL 4108 | TS, Automatic Dishwasher

. |
o 2“|umvnunm il Rt

AM. and 9 AM.” Another copy
block reads: “We will make special
early bird offers on any merchandise
in our store.” Other copy stated:
“SURE! You can get your Hair Cut

—— . sgu

/ 68— s, Y28

s v Ren o Y e ———
hook-up and service included.” Other N taed .

white goods are also featured in the

advertisement.

"’

at 5 A.M. in the square tomorrow!

“Sleepwalkers” ad

TWO FORD ECONOMY VANS!

Big, new engines for fine
performance with big
loads. Ford Vans now offer
two new engines with up to

B v ond Rogiter @ Yor- Fovari Dusher for

FREE AUTOMATIC DISHWASHER

Ton Moy Byt b och Startiy Now - Enddey

-4
CHEYENNE LIGHT FUEL

and POWER COMPANY

optim.um fuel economy, openings measure a full 4 a housewife “jumping for joy.” Copy
long-lived dependability. feet in width and almost 4 reads: “The end to handwashing
feet in height. And the low, dishes — forever!” Headline says:

Big, new SuperVan has
1l2-ft. longer flat floor.
Now you can carry 8',-ft.
items behind the engine, 14-
ft. lengths alongside the en-
gine and still be able to close
the rear doors. The Super-
Van’s big 251-cu. ft. load-
space—18% more than any
other American compact—
saves you trips, saves you
time. And the new SuperVan

flat Econoline floors are only
22 inches from the ground
—allowing heavy items to be
loaded more easily.

New strength, too. The
sturdy, welded Econoline
single-unit frame-and-body
construction provides out-
standing durability—dura-
bility that's even greater in

“Love Her Lots? Then Reward Her
Handsomely!” Readers are informed
of contest in which winner will be

awarded automatic

dishwasher.

Headline: “Mother’s Day Is Sunday,
May 10th. Remember Mama with

a  Westinghouse
Benike’s,” (St.
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Mother's Doy Is Sunday, My

Paul,

appliance from
Minn.) reads
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is the biggest, most powerful Econoline for exceptional major structural components B “ria‘nvtv"mrﬂ[!”
of the underbody are galva- ) - § =4

Six in any van! This 150-hp,
7-main-bearing Six gives
you new time-saving perfor-

maneuverability—easy han-
dling and parking.

nized for protection against
rust and corrosion,
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: Either the regular Ford . A o ug B oo
(2,000 1o, if you want) uy | Vanoritsnew teammate, | A roomier cab, more com- — e
hills o in traffic the SuperVan, can fit al- pact high-output heater and MR o || AL DRI wostmouse
. most any delivery job. stronger bumpers are other " o . | © ARConmonER
The new 105-hp, 170-cu. Econoline Vans were de- samples of the improvements ‘ i | Pre-Season Clearance

in. Six gives you 23% more
power than the previous
standard Econoline engine.
Both of these new Sixes fea-
ture short-stroke design for

LONGER LOW, FLAT FLOOR. The
SuperVan carries 4° x 8 sheets of
building materials (stacked on a flat
floor) behind the engine, and 14-ft,
lengths of pipe, etc., alongside the
engine—with the rear doors closed |

FORD ¢

signed to save time. Both
Ford Vans offer up to eight
big doors—so every part of
your load is always within
easy reach. Large cargo door

BIG DOOR OPENINGS. The Econo-
lines' cargo door openings—a full 4-ft.
wide and almost 4-ft. high—enable the
easy handling of large, bulky material.
And you can choose the 4-, 6- or 8-
door model that best fits your needs.

ECONOLINE VANS

you get in the new Econo-
line Van and SuperVan. See
America’'s No. 1 Vans—see
both Econolines at your Ford
Dealer’s today !

HEAVY-DUTY STRUCTURE.
Ford’s heavy-duty underbody provides
extra stamina for your heavy loads. It's
standard on the new SuperVan, and a
heavy-duty GVW package is available
on both Vans for loads up to 2,000 (b.
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the headline. “Any Mother, Young
or Old, Will Love a New Frost-Free

. Refrigerator -

Freezer,” states

copy surrounding a product cut. In
bottom left-hand corner of full-page
ad is cut of portable dishwasher.

and PUBLIC
DIRECTOR

A civic leader wanted

week plus commissions,

identified as such, and
training expenses. You
year contract.
requirement,

REGIONAL MANAGER

corporation for us at a salary of $600 per
the pcyroll you wull invest 60 to 90 days of
your time to organize your area for distribu-

tion of a new product to be MANUFACTURED
By WESTINGHOUSE exclusively for us and

Personal integrity a prime

Send resume and references 1o:
Box 725, MART Magazine, 757 Third Ave.,
New York, N. Y. 10017
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to

sharpen

your
profits,
we il =
sharpened
our , |
pencil

Here are sharp models to start a sale!

MODELS LMA 670-0 AND LME 670-0

Now a more profitable way to close it!

First of all, you're going to like the arithmetic your RCA WHIRLPOOL distributor can quote on the 670 laundry
package. And, also, what a convincing step-up story you have to sell! The 460 pair continues to offer 2-speed
washing with 3 separate cycles and Magic-Mix* filter plus a dryer with 4 cycles, 3 heats and a separate
cycle for wash 'n wear garments. The 670 pair steps them up to 2-speed, 4-cycle washing including SUPER
WASH for heavily soiled clothes and exclusive suspension cooling that ‘‘irons’ wrinkles out of wash 'n
wears. Matching dryer features 2 drying speeds, MOISTURE MINDER® control, Automatic Dryness Selector
and 5 automatic heats. Call now, find out how sharp your distributor’s pencil is on the sharp 670 pair.

*Tmk,

WASHERS AND DRYERS ARE EASIER TO SELL THAN SELL AGAINST!

RCA WHIRLPOOL Appliances are Products of Whirlpool Corporation, Benton Harbor, Michigan Trademarks €@ and RCA used by authority of trademark owner, Radio Corporation of America.

For more facts, use Request Card and circle No. 204



The
ELECTRONIC
Oven:

When Will Sales Take Off ?

Better designs, better reliability, coupled with
more promotion may bring ‘‘blast-off’’” much sooner

than many people in industry think.

-

.
-

S

&
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“I'VE GOT A SECRET” TV panelists puzzle over what guest star Louis Nye is going to do. The answer, of course, cook a complete Thanksgiving

dinner in 10 minutes, using electronic oven produced by Amperex Corp. Emcee Steve Allen explains features of oven to television audience.

TABLE MODEL ELECTRONIC OVEN developed
by Amperex Corp. is shown here with Ed King,
product manager. King holds ceramic and metal
magnetron which is heart of company’s electronic
oven system. Product manager thinks table oven,
designed by Banka Mango, can be sold for 3400.

MART Magazine ® April 1965

a radar device which he was testing. Almost instantly he felt a candy bar in

his pocket melt.

Unlike the Chinese boy in Charles Lamb’s famous essay, “A Dissertation on
Roast Pig,” who discovered the succulency of roast pork through sampling the
flesh of a pig that was killed in a farm house fire and continued to set fire to
farm homes sheltering pigs, Dr. Spencer did not continue to step in front of the
magnetron tubes which produce radar with a sweetmeat housed in his coat.

Instead he sent for some popcorn seed, inserted the seed in a paper bag, placed
the bag in front of a radar antenna horn, and proceeded to conduct what was prob-
ably the first visual demonstration of the marvels of microwave cooking.

Experimental units of electronic or microwave ovens were produced by Ray-
theon the following year. Since that time several companies have marketed com-
mercial and domestic versions of the units. During one period a few years ago at
least two appliance manufacturers were working with dealers in conducting store
traffic building demos of electronic ovens.

In 1957, MART Magazine reported the experiences of a dealer in a small town
in Indiana who attracted to his store in three days 1,000 people who sat pop-eyed
to watch cupcakes being swiftly baked, bacon being fried in 55 seconds, and corn
being popped on the cop in a variable twinkling.

The Indiana dealer actually closed three sales of electronic ovens during the
promotion period in addition to the sale of much other merchandise.

Despite the great demonstrability of the electronic oven and the greater speed
with which it accomplishes all cooking tasks, several brands of home clectronic ovens
have been withdrawn from the market since 1957. In fact, a spokesman for Ray-
theon estimates that today there are only about 10,000 microwave ovens of all
brands in use in the U. S and that many of these are commercial units.

However, a number of industry observers who have felt it is only a matter of
time until sales of microwave ovens accelerate dramatically sec that day fast ap-
proaching. Reasons cited for past slow growth of the product include the follow-
ing: (1) high price of ovens; (2) lack of reliability of microwave system; (3) built-
in design of home units which limited their use and also failure of the clectronic

I n 1945 Dr. Percy L. Spencer, a scientist for Raythcon Co., stepped in front of
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oven to be offered in tandem with a gas or clectric oven and
a cooking top.

Ed King, product manager for Amperex Corp., says he is
hopeful that as many as 25,000 home versions of electronic
ovens will be sold in 1966. Amperex, a subsidiary of North
American Phillips Corp.. manufactures a ceramic and metal
magnetron unit that carrics a three-year guarantee,

King says the air-cooled microwave cooking system for home
units developed by his company sells for 40 per cent less than
what has been available herctofore. He thinks a double oven
unit, offering an clectronic oven that plugs in and a gas oven
plus four gas burners is the ideal product for homemakers. He
intimates that a gas range manufacturer will market such a
product before the year is out for in the neighborhood of $600.

King also says he believes there will be more than three
companies and possibly as many as seven producing home
versions of clectronic ovens before the end of 1965. (General
Electric and Tappan are currently marketing units.)

Amperex has produced a mockup of a table top electronic
oven that spokesmen estimate could be sold for about $400
initially. Market studies conducted by Amperex have shown
that if onc manufacturer introduced this table top unit, 5.000
would be sold in the first 12 months. If introduced and pro-
moted by two or three companies, as many as 15,000 or 20,000
could be sold in the first year, the studies indicate.

King sces the table-top oven which weighs 45 pounds being
demonstrated and sold on a door-to-door basis. He also sees
this model being produced by companies not previously engaged
in range manufacture

“There are some 67.000.000 people in this country who have
a range less than 17 years old,” King points out. “and a table-
top clectronic oven is a strong possibility for them.”

John Messerschmitt, whose wife has been using an electronic
oven for a number of months, says he believes the public is
now ready for such a product. Messerschmitt. who is general
manager of Amperex, notes that because of greater affluence,

(Continued on page 60)

GE'S ELECTRONIC OVEN, continued in “Americana” range configura-
tion, is being market tested in three areas. Unit will cook and brown eight-
pound turkey in less than an hour. Company officials express satisfaction
with sales results 10 date.
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WHAT IS MICROWAVE COOKING?

An explanation of how an electronic oven operates is offered by Sten |. Persson,
engineering manager, Radarange operation, Raytheon Co. Says Persson:

“Microwave cooking principally employs the characteristics of high-frequency radio
energy. Basically, it is no different from the energy which carries radio and television
programs from broadcasting stations to receivers, except that the frequency of the
oscillations is considerably higher . . .

“To understand how food can be heated or cooked by means of microwave energy,
it is necessary to analyze its characteristics. Microwave energy can be reflected, trans-
mitted, or absorbed. These properties are quite similar to those of, for instance, a
light beam. A light beam can be reflected by a mirror, transmitted through a clear
pane of glass or absorbed by o semi-transparent material. Microwave energy is
reflected by metal and transmitted through most ceramics, glass, and paper, but
absorbed by food.

“That means that when microwave energy is introduced into a ‘Radarange’ oven
it will be reflected by the metal walls, and transmitted through the glass, ceramic,
or paper dish containing the food, but absorbed by the food itself, thereby causing
the food to heat very rapidly. Since only absorption causes heating, the oven walls
and the dish remain cool and only the food heats. The principal advantage of
microwave cooking is the speed with which it cooks. A few examples illustrate this.
In a ‘Radarange’ a pre-cooked hamburger is heated to serving temperature in 15
seconds, frozen pastry in five seconds; a potato bakes in minutes . . .

“A microwave oven operates on a principle completely different from the standard
heating appliances. This principle was pioneered by Raytheon Co., which markets its
microwave oven under its trademark, ‘Radarange.” Food in a microwave oven is
heated by the molecular friction induced by absorbed microwave energy. The oven
chamber is not heated and remains cool at all times.

"The food utensils are not heated by the microwave energy and remain at a lower
temperature than the food. The only heat absorbed by the utensils or oven is from
the conduction of the food. In a microwave oven, the food product never exceeds a
temperature of 212° F. . . . In a microwave oven there is no open flame or hot
heating element. Since there is no open flame or cooking surface where the tempera-
ture exceeds 300° F., the microwave oven should be considered o food warmer,
similar to a steam table, which is often placed in the dining area and not vented.

“It is not necessary to vent these devices because the temperature never exceeds
212° F., which is not hot enough to produce smoke or grease vapors. In a steam
table, water vapor may escape into the area surrounding the equipment; in a
microwave oven, very little, if any, water vapor is noticeable.”

PATRONS OF GIMBEL’S snack bar in New York
City sample handiwork of Raytheon *Radarange.”

]

JET ELECTRONIC OVEN — Special oven con-
figuration developed by Litton Industries in co-opera-
tion with Trans World Airlines, Inc. is shown here.
Installation of unit in TW A’s entire jet fleet is sched-
uled by fall. Ovens are expected to not only reduce
cooking time and improve food quality but also to
permit airline to offer wider menu selection and more
personalized passenger service.
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Free-Standing
ELECTRONIC RANGE

Makes Debut In Chicago

Tappan officials feel new cooking center will revolutionize homemaking;

Polk Bros. first store to market $998 range.

TASTY BACON and egg breakfast, cooked in two minutes in the Tappan
electronic cooking center, is enjoyed by Tappan’s top executives: A. B.
Ritzenthaler (left), vice president in charge of marketing, and Don Sharp, vice

president in charge of sales.

R
R R, Y RN

AROMA of fresh bread heated in the Tappan electronic cooking center
evokes appreciative smiles from Polk Bros. salesmen in special training session.
E. A. Scott (right), product manager of Tappan’s electronic division, demon-

strates speed and versatility of the free-standing electronic range on sale for

the first time anywhere through the Polk Bros. chain in Chicago.

and development we are now ready to market the most remark-

able appliance ever introduced to the American consumer, the
all new electronic cooking center. There is no question in my mind
but that it will completely revolutionize homemaking as we know it
today.”

These words were told to MART Magazine by Dick Tappan, presi-
dent of the Tappan Co. during an exclusive interview with him and
other company executives in Mansficld, O., recently, on the eve of
the introduction of the company’s new 30-in. eye-level, free-standing
unit, priced to sell at $998.

In an effort to find out exactly how the Tappan Co. feels about the
new product and what the buying public can expect from it, MART
sought out three different company views, that of an individual who is
cognizant of the marketing and saleability factors involved, that of a
knowledgeable homemaker, and finally, that of a person familiar with
the servicing problems, if any. Following are their comments and
thoughts concerning this new electronic cooking unit.

Don S. Sharp, Tappan’s vice president in charge of sales, believes
that dealers should be able to show a 30 per cent gross profit on the
range providing they get out and demonstrate it. “A competitive dealer

“T he era of electronic cooking is here. After 15 years of research

realizes that you can’t sell a $1,000 item simply by pointing it out to W. R. Tappan
a customer. He must sell its many features, and this is a range with President
more features than most dealers ever dreamed of,” emphasizes Sharp. The Tappan Company

“If the price tag seems even remotely high, just remember that the cus-
tomer is getting a regular oven, four surface units and the electronic
unit, all in one neat package.”

(Continued on page 69)
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Fedders’ Harold Boxer

“. ..Fedders has not subsidized
the low end.”

“. .. Inventories that are
adequate for the needs
of retailers.”

“Better Than Sears” Prices, Features
Will Key Fedders White Goods Merchandising

Executive notes NEMA refrigerator certification program will make
consumers and salesmen storage space and shelf area conscious; says new line
takes advantage of all good features in refrigerators.

a liberal discount structure, and product

features will all apparently play important
roles in the merchandising of the white goods
line being introduced by Fedders Corp.

Fedders, a well known name in air condi-
tioners, is probably the first national brand ap-
pliance manufacturer to expand to full-line status
in more than a decade, and the merchandising
approach which the company will follow has
been of interest to many industry observers.

The Fedders line is being introduced on a
market-by-market basis. A line of refrigerators
and freezers was introduced by the manufac-
turer’s Philadelphia distributor, Samuel Jacobs
Distributors, Inc., late in February.

It is understood that Dallas will be the next
market to be opened, possibly by March 15,
probably followed by Memphis. A line of Fed-
ders automatic washers and dryers is scheduled
to be marketed between April 15 and 30, al-
though the market in which the laundry equip-
ment will make its bow has not been announced.

Fedders also will eventually introduce a line
of ranges. The firm’s refrigerators, freezers,
washers, and dryers are being produced by Frank-
lin Mfg. Co. The company that will produce the
range line has not been determined.

Fedders officials say they expect the market-
by-market introduction to be completed in three
years or less.

The manufacturer has around 90 independent

The NEMA refrigerator certification program,
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Table A: Fedders Price Comparison Chart*

Cost per % Cost per %
Cu. Ft. more than Sq. Ft. more than
Brand Capacity Fedders Shelf Area Fedders

Fedders $17.73 _ $10.97 —_
A 22.58 27 % 14.29 30%
B 21.82 23 % 14.35 30%
(4 22.51 27 % 14.30 30%
D 20.07 13% 13.45 22%
E 20.09 13% 19.66 79%
F 23.16 30% 16.01 45%
G 23.89 34 % 15.34 29 %
H 21.50 21% _ -

*Table published by Fedders shows actual brand names
which have been deleted here.

distributors. Admittedly some wholesalers of
Fedders air conditioners now handle other white
goods lines, and Harold Boxer, Fedders mer-
chandising manager, says that should a conflict
develop in a given market, Fedders will obtain
representation there.

Actually, he states, this has not yet become
a major problem and some Fedders air condi-
tioner distributors who now handle another white
goods line are “most anxious” to take on Fed-
ders’ offerings.

Opening of markets for the whitc goods line
is proceeding slowly, because factory regional
managers are working closely with distributors
in establishing programs which arc tailored to
cach distributor’s market, Boxer states. A dis-
tributor’s total program must be approved by
the factory before he gets the white goods line.

Restricted distribution and good dealer mar-
gins are pillars of the program adopted by Fed-
ders Philadelphia distributor. A distributor in
another market may take an entirely different
approach, Boxer pointed out.

He added that he knows of onc market where
prices will be lower than those established in
Philadelphia and that several distributors will
use Fair Trade prices.

Suggested prices for Fedder’s refrigerator and
freezer line introduced by Jacobs Distributors
permits a retailer to realize maximum gross mar-
gins of 34 per cent.

Margins on outright sales in the Philadelphia
market range between 28 and 31 per cent, but a
rebate program keyed to a dealer point accumu-
lation system will permit dealers to increase this
to 34 per cent.

Retail prices on a 16 and 18-cubic foot unit
in the Fedders line as introduced in the Phila-
delphia market are actually lower than the car-
load price of comparable models in two compet-
ing lines, Boxer asserts. And although he em-
phasizes that a distributor elscwhere may take

(Continued on page 64)
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Single Line Vs. Multiple Lines:
Both Sides Argue A Good Case

Dealers list pros and cons, but most agree

that dollar volume is an important deciding factor.

for a dealer?

If two lines are betier than one, are four
lines better than two?

The whole question of specialization in TV-
appliances only and its ramification of specializa-
tion in one line only has been brought into
sharper focus in dealers’ minds in recent weeks
by such events as thc growth of the Appliance
Center stores fostered by the General Electric
branch in Cleveland; the fracas at the NARDA
convention in which a speaker charged, and GE
denied, that GE is already in appliance retailing;
and the opening in late February of another fac-
tory experimental retail store, this time by Whirl-
pool Corp. in Jacksonville, Fla.

A sampling of decaler opinion in the south-
castern part of the United States made by MART
Magazine indicates that while dealers may be
cutting down on the number of lines they carry,
many of them are still steering clear of handling
only one line, for a variety of reasons. The
situation is not a stable one, and some dealers
have made changes recently or are contemplating
changes this year, in cither direction.

Although retail opinion varies widely on the
subject of how many lines to carry, most dealers
do agree that the most important single factor
involved is the dealer’s size — his dollar volume.
Most of them agree further that the smaller the
volume is, the less sense it makes for the dealer
to carry more than one line (or at least only one
line each of brown goods and white goods).
Conversely, the bigger the volume, the more
casily it can be split up among several brands,
with the ultimate possibility that if you’re big
enough there is no limit to the number of lines
you can carry, since you will be an important
customer of every one of them. This, however,
is a pretty thcoretical possibility, and not many
dcalers regard it as practical.

Just how big is big enough to add another
line? This is where a major difference of opinion
among dealers comes into play. Most of them
don’t have a firm dollar figure in mind, but a
few do.

Dealer Romy Thomas, head of McDuff’s, the
Jacksonville-headquartered chain that does about
$5 million volume a year, thinks the cutoff point
where the one-line dealer should branch out into
other lines is at no more than $1 million volume,
probably out of two or three stores.

Beyond this point, says Thomas, overhead
(chicfly non-owner, salaried management) gets
to a point where bigger gross margins are re-
quired, and these gross margins are just not to be
had if a storc is tied to only one supplier.

Is one full line of TV and appliances enough

MART Magazine ® April 1965

By CHARLES KRAUSS

PROFIT MARGINS on single lines are too low
to allow a dealer to grow big, says Romy Thomas,
McDuff's, Jacksonville, Fla.

“WE USE multiple lines because we want the sup-
pliers to compete for our business just as we com-
pete for the consumer’s business,” says Frederic
Smith, Good Housekeeping Shop, Charlotte, N. C.

N\

“EVERY TIME we've tried cutting down lines
lo get faster turnover, we have suffered in vol-
ume,” says Ray Mufson, Jefferson Stores, Miami.

“They (the factory) won't let you make the
kind of gross you need as your volume grows,”
says Thomas. “The full-line producer pegs the
decaler’s gross at between 23 and 25 per cent —
and keeps it there. As the dealer’s slice of the
pic gets bigger, the factory does better in that
market, and so does the distributor, but the deal-
er doesn’t, when it comes to profit. A really
big operation necds around 30 per cent average
gross margin to come out all right, and to get it,
you have to have multiple lines. 1 speak from
cxperience, becausc we were full-line for many
years.”

Thomas, a firm believer in the strength of buy-
ing power that comes with rising volume, says
this buying power is, in effect, wasted if it is
confined to one line. The onc-line dealer, further-
more, loses the opportunity to compare values
among different lines, he says.

Dealer Bill Sharpe, Atlanta, scts the amount
of business that a dealer has to give a distribu-
tor to be an important customer at $100,000 a
year. At that rate, he says, the dealer can take
on as many lines as he has room for. He adds,
though, that he doesn’t believe in cherry-picking
or in showing five or six brands of the same
item. Sharpe himself for many yecars handled
only Frigidaire in white goods. recently took on
Westinghouse white goods.

The idea of having supplicrs compete for the
dealer’s orders appeals to a number of retailers,
and accounts for their having more than one line.

Says Dealer Frederic Smith, Good Housekeep-
ing Shop, Charlotte, N. C., “We use multiple
lines, because we want the suppliers to try as
hard for our business as we try for the con-
sumer’s business.”

Smith’s stores currently carry two full white
goods lines, three brown goods lines, and May-
tag laundry. He thus has three laundry lines to
offer, on which the profit structure is about the
same. Which one does he push? The one where
the supplier works closest with him and “goes
to bat” for him the most. “Too often nowadays,”
says Smith, “we get the fecling that the factories
are doing us a favor to scll to us, and I for one
resent it. Sure, I'd consider going full-line with
one of the big companies if 1 could have an ex-
clusive in this area, but 1 know that’s not realis-
tic.”

Another Charlotte dealer, Tom Hawthorne,
feels somewhat the same as Smith when it comes
to factory loyalty to dealers. He was full-line
for many years, but, he says, it seemed that as
time went on the factory did less for him instead
of more (he objects particularly to the adding
of other dealers in the area). So he took on
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ONE DRAWBACK to single line is that con-
sumers are more apt to be skeptical about deal-
er’s recommendation of brand, since he has no
other, says Roger Misleh, City Wide TV, Miami.

another white goods line, picking it so that it
would as much as possible complement rather
than compete with his original line. “I’'m happy
with the change,” he says, “and 1 intend to do
at least as much volume with the original line
as I did before, so the supplier has no real com-
plaint.” Hawthorne is in the $1 million volume
category.

An example of the dealer who can “be im-
portant” to probably any number of suppliers
is Ray Mufson of Jefferson Stores in Miami, a
multi-million dollar chain operation that started
with appliances and has since branched out into
many other lines of goods.

Aside from the fact that he is reluctant to tie
himself to only onc supplier, Mufson says, he
follows a multiple line policy because in stores
of his size consumers expect to find more than
one line.

“We have from time to time tried cutting
down appliance lines in one storc or another in
an effort to get faster turnover,” Mufson says,
“and invariably, we have suffered in volume.

“I don’t think it’s good either for us or for
the factory to be so dependent on cach other. A
single linc might well work, though, for an
owner-manager who has no more than three
stores.”

Dealer Jim Hodges, Atlanta, is in the process
of cutting down from four lines to two in both
white goods and electronics. Out of his one
store, Hodges says, he was spreading his business
too thin, and consequently wasn't of any partic-
ular importance to any onc of his suppliers.
Hodges won’t go below two lines, though, be-
cause he likes to have a line to sell against, if
need be.

At Queen City TV, Charlotte, Woody Player
is another dealer who has cut down on the num-
ber of lines he handles from a high of four or
five to the current two. “With two,” says Player,
whose two stores do an annual volume of $1
million, “there is less confusion for both the
customer and for the salesman, and inventory
is much casier to keep track of. We keep two
lines for a couple of reasons — first, we use one
line as a drawing card and the other as a profit
line; and sccond, we think we get better treat-
ment from each supplicr because he knows the
other fellow is after our business.”

Among the full, single-line dealers, GE dealers
are by far the most numerous. Choice of full
lines, if electric housewares are included, nar-
rows, down, of course, to only GE and West-
inghouse. A third full-line possibility, without
clectric housewares, is Philco, and some dealers
make a full line out of RCA Whirlpool and RCA
Victor, even though these two lines come out
of separately owned factories and (apparently
increasingly) are sometimes handled by sepa-
rate distributors.

Dealer Bill Bowles, Appliance & TV Center,
Durham, N. C., has been full-line GE for the
whole six years he’s been in business by himself.
He likes the one line idea, and if customers in
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ONE ADVANTAGE of having a depth display
of a single line, says Atlanta Hotpoint Dealer
Fred Donnelly (Badon’s), is that you are more
apt to step customer up rather than sideways.

the store ask for other brands he tries to switch
them without offending them.

“Fast turnover of inventory is very important
to us,” says Bowles, “and you can achieve this
better with only one line.

“Another plus factor that most people don’t
think about is that with a whole line from can
openers to freezers, we get a lot of extra business
on electric housewares and other small items that
we can’t afford to advertise as much as the
bigger stuff because there isn’t the margin in it.
I think if I did take on anyihing else, I'd take
on another full line.”

Dealer John Willyoung, Duval Appliances,
Jacksonville, has been GE full line “for the most
part” during the dozen or so years the store has
been in business. He dabbled in other lines oc-
casionally, Willyoung says, but found the sales-
men were using the other lines mainly to sell
against, so at the moment he is back to one line.

Willyoung, like most other full line dealers, is
well aware of the argument against this concept
that says no one line can be competitive all the
time, either on features or on price, so he is
thinking of adding a low-price room air condi-
tioner line and possibly another color TV line.

“It isn’t that we can’t scll them the higher-
priced room units once we get a chance to talk
and demonstratc in the store, but we get a lot
of phone inquirics from people who are interested
in nothing but price, and those we often lose.”

Before he opened his own store, Badon’s, in
Atlanta about four years ago, Dealer Fred Don-
nelly had long been a Hotpoint wholesale sales-
man, so it is perhaps not surprising that he is
now a full-line Hotpoint dealer (he carries Curtis
Mathes brown goods). Donnelly knows he can
do a better selling job with only one line, and
mount a better display on the floor, but he still
has some lingering doubts as to whether one line
is the right thing. On thc other hand, he says,
“If 1 had two, would I then want three? Where
do you draw the line?” He is confident that he
can switch a majority of prospects who show
interest in other brands to Hotpoint when they
are in his store. What he doesn’t know, of course,
and what no full line dealer knows, is how many
prospects never come in at all because they are
not interested in that particular brand.

Dealer James Stough, Durham Music Co..
Raleigh, N. C., went full-line RCA Victor and
Whirlpool about a year ago (most of his business
is in brown goods) but he says it’s hard to tell
if the move helped his business, because his
volume has been expanding steadily both before
and since the move. He does say, though, that
he likes the idea of “having a story to tell,” since
he displays almost the entire line of RCA Victor.
Like several other full-line dealers, Stough feels
that such a display helps him to step the cus-
tomer up rather than stepping him sideways into
another line. If prospects ask for some other
brand of white goods and “really mean it,” then,
Stough says, the dealer has little choice other
than to let them walk. ||

4

FULL LINE Dealer John Willyoung, Duval’s, Jack-
sonville, is thinking of plugging a price hole in
room air conditioners by adding a promotional line.
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FAST TURNOVER of inventory is a prime goal
with Dealer Bill Bowles, Appliance & TV Center,
Durham, N. C. He thinks single line is helpful in
meeting this goal.

A MINIMUM of $100,000 worth of business a
year is what the dealer has to give to any supplier
to whom the dealer wants to be important, says
W. C. Sharpe, Atlanta.

BY CUTTING his brown goods lines to two, Woody
Player, Queen City TV, Charlotte, N. C. feels he
has lessened confusion both for consumers and for
store personnel.
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ANY RETAILER would benefit from electronic data processing, according to Louis Chiarelli (left), vice president, Chiarelli Bros.,
Reading, Pa. Firm has used EDP equipment since 1960, finds it has many advantages and has actually lowered office expenses.

Electronic Data Processing
Helps Dealer Keep Up-To-Date

Many advantages of EDP cited by Chiarelli Bros., Reading, Pa.,

who have been using equipment since 1960.

By JACK STOCKMAN

threc years to get used to it, but now we
couldn’t, and wouldn't, be without it.”

The speaker is Louis Chiarelli, vice president
of Chiarelli Brothers, Inc., Reading, Pa., and
he is referring to Electronic Data Processing
(EDP).

Chiarelli explains that he and his brother
Charles decided several years ago that the main
deterrent to their business expansion was the
lack of up-to-date information on day-to-day
transactions. “We wanted to grow,” he explains,
“and felt that ‘computerization’ was the answer.”

So in September, 1960 the firm began renting
four 1BM machines, at a cost of $500 a month.
Today, after purchasing one of them (at its de-
preciated value) the cost of renting and main-
taining all four is about $300 per month.

The first three years’ experience wasn’t smooth
sailing, according to Chiarelli, because of the
surprising lack of assistance from 1BM, which
had installed the four machines. “We wanted
them (IBM personnel) to program the units
to estimate accounts receivable,” he says, “but
they said it couldn’t be done and they gave up
trying after a short while.”

This didn’t deter the progressive brothers and
their staff. After much burning of the midnight

¢ ‘It was difficult at first, and it took us about
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oil, a satisfactory program was ecstablished for
processing of accounts receivabdle.

The firm uses their EDP equipment for the
fastest moving departments, which are brown
and white goods. At the end of each day, man-
agement has an accurate, up-to-date picture of:
1. inventory, by model and serial number;

. products on order, by model serial number;
accounts payable;

accounts receivable;

volume of sales realized that day;

selling price of each product;

volume of sales done by each salesman; and
salesman’s commission on each sale.

All of the firm’s five outlets are included in
the processing system.

Chiarelli notes that the EDP equipment is not
only used for these ends, but for other important
functions. One of the major advantages of punch
cards, according to Chiarelii, is that they can be
made to determine just how much the firm buys
from each of its suppliers. Another way in which
EDP has been helpful to the firm — it has been
influential in getting bank loans.

“In effect,” he says, “computerization can be
applied to many of the everyday transactions
that are a part of the retail business. I know that
we couldn’t possibly accomplish all that we do

PN ULE WD

now if we didn't have it — unless we doubled
our staff.”

Perhaps the smoothest part of switching to
EDP, according to this dealer, was getting per-
sonnel to operate the equipment. Three men
and one woman comprise the staff — all of
whom were with the firm prior to EDP. One man
attended an IBM school; the others learned the
procedures on the job. The only prerequisite
for running EDP, according to Chiarelli, is being
able to type well.

As regards maintenance of the four machines,
only minor repairs have been required since
1960. These are handled by an IBM service
man, who periodically inspects the equipment.

Louis Chiarelli, who is in charge of the sales
staff, reports that it is the store’s policy to in-
form customers (and prospects) whenever pos-
sible, that the firm uses Electronic Data Process-
ing. “It certainly impresses people,” he claims.

The firm doesn’t use EDP for parts inventory
because it’s felt that EDP would be too cum-
bersome.

Chiarelli claims that any retailer — if he’s
doing $500,000 per year would benefit from
using EDP. “We know it’s helped us in many
ways,” he concludes, “and has actually lowered
our office cxpenses.” [ |




Central AC Business Will Aid - E
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His Room Unit Sales, =

Claims This Dealer

“DIVERSIFICATION into the central air conditioning business will
help my room unit sales,” predicts Dealer Jim Fulford, Washington,
D. C. Fulford claims he is now the only independent in the metro-
politan Washington area selling both tvpes of air conditioning.
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Diversification into central heating and air conditioning

is not difficult if one has good reputation and facilities,

says Jim Fulford, Washington, D.C. dealer.

can get into the central air conditioning and heating
business. All that’s needed are a good reputation
and the proper facilities.”

The speaker is Jim Fulford, owner, Fulford’s Colony, Wash-
ington, D. C., who recently entercd this business. He has been
selling room units for many years; the idea of getting into the
central field has been on his mind for the last few. “The only
thing that held me back,” he explains, “is that I couldn’t find
the right man to head up the job.”

Fulford found his man last year — figuratively speaking
— right in his own front yard. Ken Boucher, a son of the
former Washington Carrier distributor, is an engineer with
more than 10 years’ cxpericnce in central air conditioning. He
heads up a staff of ninc men.

Fulford’s entry into the central AC business cost him ap-
proximately $12,000 (for equipment and the rental of a build-
ing two doors from his appliance outlet). He estimates that
if he were 10 go into thce business cold, it would cost him
about $25,000.

“The beauty of the situation,” says Fulford, “is that I'm
able to use much of the cquipment I already have for my cen-
tral business.” This includes tools, trucks, and equipment.

Fulford is confident that his central business will help his
already good room unit sales, and vice versa. He also believes
that this diversification will make better salesmen of him and
his men. “After all,” he notes, “we no longer can argue
against central air conditioning; we have to be objective and
make surc that the customer gets the type of air conditioning
that is best suited for his residence.”

The variety of Washington’s architectural styles has long
been a headache to air conditioner dealers, he claims. This
situation has resulted in separating the men from the boys,
so to speak, and “only the fittest” have survived in the business,
according to Fulford. He believes he survived the melee because
he became a “specialist” in air conditioning and instituted what
he considers to be the mainstay of his business — the free
home survey.

e Any dealer who sells and services room air conditioners

Fulford claims that the surveys cnable him to sell more
large BTU-rated room air conditioners. (The majority of his
sales range from 7,000 to 11,000 BTUs.) He fcels that selling
the lower BTU-rated units actually hurts the entire industry —
and he knows that this business doesn’t give him much profit.
“It takes just as long for me to sell a small unit as it does
to sell a big one,” he says, “and there’s less money in it.”

Fulford claims to be the only independent dealer selling
both room and central air conditioning in the metropolitan
Washington area. He realizes he faces his toughest competi-
tion from central system “specialists,” but is not frightcned at
the prospect. “We're following the same procedures that we
use for our room unit business,” he notes, “and I belicve this
will get us new business.”

Among the procedures that Fulford refers to is direct mail
advertising. Each spring he sends a letter to every room air
conditioner customer to announce his “spring check” offer.
For $7.95, he offers to completely check a room air condi-
tioner. This gets his men into homes and gives them a chance
to recommend either additional units, or now, central air
conditioning.

Fulford will continue to use newspaper and radio advertising
for both room units and central systems. However, he notes
that direct mail has been the most successful (for room units).

In addition to co-op money from the central AC manu-
facturer (he handles Carrier), Fulford is now eligible for ad-
vertising allowances from the Electric Institute of Washington.

Fulford doesn’t feel that there’s any danger of central air
conditioning hurting his room unit sales. “Every requirement
is different,” he explains.

As with his room unit business, Fulford will sell his central
units with a “satisfaction guaranteed” proviso — if the cus-
tomer accepts his free home survey offer.

Fulford sells service contracts for room units; $15 a year if
the unit was purchased from his store, and $40 for units that
are purchased elsewhere. He notes that this angle is useful
in a sales pitch. “You save $25 if you purchase your air con-
ditioner from us,” he tells prospects. |
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=LECTRIC HOUSEWARES

Indianapolis Store Getting Big Slice
OfFf Area’s Eleetrie Knife Business

L. S. Ayres sold 3,000 units in 1964; sees even better year ahead.

s the clectric knife the hottest houseware item

on the market today?

“It most certainly is and probably will con-
tinue to be for at least the next two years,” says
Laverne Culpepper, assistant housewares buyer
for L. S. Ayres, in Indianapolis, Ind.

“In 1964 we sold over 3,000 knives, and
could have sold more if we hadn’t run out of
them just prior to Christmas,” Mrs. Culpepper
asserts. “This year I’'m looking forward to even
greater sales as more people become acquainted
with this highly practical product.”

Electric knives caught on quickly last year,
the lady cxecutive states. “We started our elec-
tric knife merchandising program with a series
of ads designed to educate the public on the
advantages of owning one. At the same time
we taught our salespeople all of the features
of the various models we carry. Factory-trained
demonstrators aided by our own personnel put
on numerous demonstrations and that was the
forerunner of an amazing sales year. With this
beginning, the knives today almost seem to sell
themselves.

“The public saw what this product could do
and accepted it immediately. Too, our sales-
people werc enthusiastic about a new product
such as this and were eager to sell it. This com-
bination helped greatly in our fantastic knife
business last year.”

Mrs. Culpepper admits that while the knives
arc far from being the best profit producing item
that the large department store carries, since, as
she says, “we are pledged to be competitive and
meet various prices throughout our trading area,”
she still feels that price alone doesn’t sell mer-
chandise — the products have to sell themselves
too.

Last year, for example, more Hamilton Beach
knives were sold than any other make with their
$21.88 model proving most popular, yet holding
its price at that figure throughout the city.

(Continued on page 68)

FATHER’S DAY is an ideal time to promote
electric knives, says Laverne Culpepper, assistant
housewares buyer at L. S. Ayres, Indianapolis.
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Come to Ayres’
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Values in

JZC Mze v~ Co.

_I: Nndiana Home Furnishings
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:

for the Big Selection, '

———

HEAVY NEWSPAPER advertising helps familiarize customers with wide se-
lection of electric knives available, as this well laid-out ad illustrates.
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Hair Dryers For MOTHER’S DAY

By WALTER H. HOGAN

YBELE, it seems, started it all. For the
ancient Greeks honored her as mother
of the gods, the earliest recorded honors

to motherhood. Rome first celebrated the holiday
about 250 B. C. In 1907, Miss Anna Jarvis of
Philadelphia was the first American to honor
motherhood in commemoration of her mother’s
death. In 1914, Congress passed a resolution
establishing thc second Sunday in May for the
official observance of Mother’s Day, now also
observed by Canada, Central and South America,
Africa and Asia. The National Committee on
the Obscrvance of Mother’s Day points out that
an average of $20 per family is spent for gifts.
And this year there’s an 18-day, 3-week shopping
period after Easter when people can “Remember
Mother With A Gift She’ll Remember.”

DISPLAY IDEA: The sketch on this page
shows an idca you might use as a display that
suggests  gifts for Mother. In this case, hair
dryers. On stands or shelves sct out some of
your different hair drycrs—some open, some
closed. At the apex of the triangle of your dis-
play sct a sclf-standing manncquin’s head wear-
ing one of the colorful bonnets, showing a unit
in use.

You don’t have a mannequin’s head? Perhaps
you can borrow one from onc of the larger
stores in your town. (“Beg, borrow or buy” are
the three watchwords of displaymen everywhere,
so therc’s precedence for the technique.) Or you
can buy onec inexpensively (address is given
below).

There are two display cards with copy in this
window. One reads: “Mother’s Day, May 9.”
And the other: “Let your gift go to her head!”

L

Mannequin heads from L. A. Darling Co.
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/Let your git't
go to her head!
ZH

Sketch of Mother's Day display

As far as the color tone you’ll emphasize in
your display, remember this: men like bluc best,
red next. Women prefer red with bluc a close
second. Pure colors catch the eye more readily
than grayed ones. Attention-getting colors are:
red, orange, yellow, purple and blue.

REMEMBER MOTHER WITH A GIFT SHELL REMEMBER!

SUNDAY

Mother's Day poster

MANNEQUIN HEADS: Sclf-standing milli-
nery heads in durable composition with natural
handpainted facial decor and coiffures arc avail-
able at $5.85 each, as listed in the “Apparcl
Forms” catalog of: L. A. Darling Co., 6060 N.
Matteson St., Bronson, Mich. Also, ask them to
send you their “Adjustasell Merchandising Sys-
tem” and “General Merchandising System” cata-
logs on display fixtures.

MOTHER’S DAY POSTER: Posters, pen-
nants, toppers, etc., with the official illustration
and Mother’s Day theme arc available from:
National Committee on the Observance of
Mother’s Day, 52 Vanderbilt Ave., New York,
N. Y. 10017,

PROMOTION CALENDAR: In your plan-
ning of store displays and promotions, you will
find an invaluable aid in “Chases’ Calendar of
Annual Events,” which lists special days, weeks
and months in 1965 and also contains a “Trade
Promotion Planning Calendar.” Price, $1. Order
from: Apple Tree Press, Publishers, 2322 Mal-
lery St., Flint 4, Mich.

(If you have questions about display or a par-
ticular problem or would like to know where you
might obtain props or display materials, MART
Magazine will try to provide an answer for you.
Write: “Displaytime,” MART Magazine, 757
Third Ave., New York, N. Y. 10017.)
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=LECTRIC HOUSEWARES

MERIT Skillet

Ncw in the “non-stick” field is
the “Lady Vanity” buffet-style hi-
dome electric skillet, model SKT-98.
With a surface of Dupont “Tecflon”
for no-stick cooking, unit is made of
extra heavy gauge aluminum with
two-toned mirror finish, has a 12-in.
pan, a tempcraturc control with

Merit model SKT-98

“simmer range,” an “Auto Therm
Magic Brain” signal light, and a
“Solarod” heating clement. UL ap-
proved, unit is completely immersible
and operates on 115-volt, 1150
watts, ac current, onc year replace-
ment  guarantee.  Unit, with nylon
spatula, is priced $19.95. Merit En-
prises, Inc.

Circle No. 101 on request card.

SUNBEAM Can Opener

Dubbed the *“Hygicnic”
cner and knife sharpener, model
HCO features a “clean-cut” stainless
steel cutting wheel slanted to adhere
to a can’s inner rim; it cuts from
the side, not down into the can, so
the blade never touches the contents
of the can. This “side cut” Icaves
no jagged or protruding edges. Other

can op-

Sunbeam model HCO

features include magnetic lid holder
and new shape for easier cleaning.
Unit, 10% in. high x 7V4 in. wide
x 6 in. deep, will handle all sizes
and weights of standard cans. Avail-
able in white, yellow, turquoise and
pink. Price, $29.95. Sunbeam Elec-
tric Corp.

Circle No. 102 on request card.
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MILLER Clocks

Learning to tell time is made
doubly interesting for young clock-
watchers with “Zoo-Timers,” avail-
able in either electric or battery
modecls. Brilliant color, textured ef-
fect and an amusing silhouette are
features of this clock menagerie
which includes: “Tallulah the Tou-
can,” model 2322, in cerise with
orange feathers and lime hands;
“Elihu the Elephant,” model 2325,
in blue; “Fernando the Fish,” model
2324, in sea green and blue; “Sam-
antha the Swallow,” model 2323, in
tangerine with black feathers and

Miller “Zoo-Timers”

“Rowena the Ram,”
model 2321, in greys; and “Omar
the Owl,” model 2326, in bluc.
Prices: clectric models, $9.95; bat-
tery models, $17.95. The Howard
Miller Clock Co.

Circle No. 103 on request card.

gold hands;

TOASTMASTER Fans

A new 16-in. hassock fan with
removable padded cushions, and
three 20-in. fans with pushbutton
controls and a leather-grained, an-
tique white finish highlight the 19-
model line of portable fans for 1965.

Hassock model 5380 is a three-
speed fan with dial control. Unit,
18 in. high "and 18 in. in overall
diameter, has painted metal frame
with three wood legs, is finished in
contrasting brown tones,

The top-of-the-line 20-in. fans

Toastmaster model 5380

with antique white finish include:
model 5328, a three-speed unit;
model 5329, a two-speed electrically
reversible unit; and model 5354, a
roll-about unit with threc speeds.
Line includes 10-in. and 12-in. oscil-
lators; 8-in., 10-in., and 12-in. cradle
fans; and 20-in. window fans with
expanders. Toastmaster Div., Mc-
Graw-Edison Co.

Circle No. 104 on request card.

WARING Blenders
Three new blenders, including two
self-timing automatics, have push-
button speed controls. The “Supreme
Blendor,” model MR-9, not only
stops itself automatically at the end
of a blend as a result of preset timing
of a recipe on control dial, but also
has on-off light to indicate when mo-
tor is on or off. It has a five-cup
capacity, pushbutton ‘*‘off, lo, hi”
scttings, disappearing wrap - around
cord and two-piece flexible lid with
snap-out center section.  Price:
$46.88 minimum, with chrome base;
$42.88 with oyster-white base.
The “Deluxe Blendor,” model
MR-5, is also self-timing. Features
include: pushbutton speed controls,
graduated heat-resistant four-cup jar
with integral glass handle, two-piece
flexible lid. Minimum retail price

Waring “Supreme Blendor”

is $38.88 with chrome base; $34.88
with oyster-white base. “Aristocrat
Blendor,” model MR-2, has pushbut-
ton control and four-cup capacity.
Available with chrome base. Min-
imum price: $29.88. Each “Blendor”
features exclusive cloverleaf - design
jar and can be cleaned automatically
in 30 seconds. Waring Products Co.

Circle No. 105 on request card.

HUMID-AIRE Combination

The “Electra” is a new console
humidifier with a built-in electronic
air cleancr, which can be operated
without the humidifier to remove 70
to 95 per cent of pollen, dust, smoke
and other minute foreign particles
from the air passing through it.
Humidifier will produce up to 25
gallons of water per day. suflicient
for an areca up to 3,000 sq. ft
Housed in a metal cabinct with
wood-grain vinyl covering, the unit
is 31 in. high x 22 in. wide x 18 in.
deep, operates on 115-volt, 60-cycle
houschold current. Controls, front-
mounted behind a flip-open cover,
consist of on-off switch, three-level
humidistat sclector, pilot light, and

Humid-Aire “Electra”

electronic air filter gauge.

Console is connected via {lexible
nylon tubing to cold water line, so
constant supply of water flows to
unit, climinating manual filling. No
drain lines arc needed. Once a year,
the cntire stainless stecl reservoir
can be removed from cabinet for
emptying. Price of unit with elec-
tronic air cleancr is $475. Without
the cleaner, price is $275. Electronic
air cleaner may be purchased sepa-
ratcly and inserted in cabinet at a
later time, if desired. Hamilton Hu-
midity, Inc.

Circle No. 106 on request card.

AIR KING Humidifiers

Two new table model humidifiers,
“designed  for cxceptionally quict,
maintcnance-free  automatic  opera-
tion and high cfficiency,” feature: a
185-cu.-in. natural fiber aspen wood
filter; 3% -gal. capacity in a rust-
proof, leak-proof molded polypro-
pylenc tank; two-speed operation for
cxtra-fast or normal humidifying;
water level indicator gauge; rust-
proof galvanized construction; and
ivory diffuser louvers. Units, 13%5
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Air King model H-100

in. high x 18 in, wide x 12 in. dcep,
provide maximum efficicncy up to
6.500 cu. ft., and carry a onc-year
guarantce.

Decluxe model H-100 features hu-
midistat, automatic shut-off refill
indicator  light, wood-grain vinyl
finish. Price, $49.95. Economy
modcl H-50 has a beigctone enamel
finish, at $39.95. They can be
placed on table, shelf, floor or roll-
about stand. Stand, offcred by Air
King, is of brass-plated steel, with
heavy duty casters for easy portabil-
ity. Price, $6.95. Berns Air King
Corp.

Circle No. 107 on request card.

(Continued on page 47)
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ELECTRIC COMFORT CONDITIONING

29-Piece Basic Dealer Display Kit
Gives Color, Versatility To Stores

“look alive” and ready to do business is available to retailers

through MART Magazine. The kit consists of 29 pieces in five
colors and includes 42" x 18" posters on refrigerators, ranges, and
freezers as well as 16 price tags and 10 other exciting units to give
a storc a new look.

The kit includes four “Save” posters and an caseled “Special Deal”
card that enables the retailer to feature a “hot deal” in his window.
The easeled “Special Deal” unit as well as the other price tags provide
a blackboard area for pricing. Chalk is included. All units are re-
usable ycar-round and are printed in durable non-fading colors.

Not only are some of the large posters designed to help sell ranges,
refrigerators, and freezers, but big trade-in allowances and low monthly
payments also receive emphasis in 24” x 30” posters that utilize a
cartoon approach. Two “Free Coffec and Doughnuts” posters are
provided for usc during special promotion events.

The cost of the complete kit is $5.95, including the postage of ap-
proximately $1. According to the supplier, the “Open Tonight” easeled
sign would cost from $4 to $6 by itsclf if made in a local sign shop.

Stock is limited on this offer so it is suggested dealers order their
kit now on the order form below. Checks should be made payable to
MART Magazine and mailed to MART Magazine, P. O. Box 5591,
Minneapolis, Minn. 55408.

An array of dealer display tools, designed to make a dealer’s store

|

31G TRADE-IN
0WA»N(£S

AN ,:'::‘
LOW MONTHLY PAYMENTS!

Send Me The Big Dealer Kit!
TN T (TR IR

MART Magazine
P. O. Box 5591
Minneapolis, Minn. 55408

Please send me _
for each kit.

___ 29-piece dealer kit{s). | enclose $5.95

Dealer's Nome Store Name

Street Address City State
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)1 @ @ 5 ELECTRIC INDUSTRIES COORDINATED CAMPAIGN CALENDAR

Promotion Activity JANUARY FEBRUARY MARCH APRIL MAY

JUNE JuLy AUGUST

OCTOBER

SEPTEMBER

NOVEMBER DECEMBER

ELECTRIC RANGES

DISHWASHER - DISPOSERS

REFRIGERATOR FREEZERS

ELECTRIC LAUNDRY APPLIANCES

Wit An Electric Wesher And Dvyer

ELECTRIC MOUSEWARES
Mone aey

MEDALLION HOMES

mATMOAY
FERRUARY 11

ATIONAL )
(3 CTRICA
Cwwr mec 2 2

FEBRUARY 9-13
1965

ELECTRICITY
POREES PROCR §

Months of nationas
promotional acvity

Morkh of paak
performance

QUICK REFERENCE calendar shows months of promotional activity as well as months of peak performance by
product category in the electric industries coordinated effort prepared by Edison Electric Institute.
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Here’s the
sweetest

little traffic builder
that ever hit
the appliance

business!




Here’s everything
you need
for a great

appliance |

promotion!

A lifetime

Philco ice tray

filled

with famous

Whitman’s

chocolates!

You ca

offer it fo
9¢ during th
Philco Garnival

SWEETEST TRAFFIC BUILDER EVER!
An ice tray filled with candy! Imagine what a traffic
builder like this can do to make the Philco Carnival of
Cold a success for you!

This is no ordinary ice tray. It's Philco’s own Fast
Freeze Tray, the easiest-emptying ice tray ever, guaran
teed* for a lifetime! And Philco has filled it with Whit
man'’s chocolates—14 pieces, almost a fill half pound.
It'll come to you factory-fresh from Whitman's nationwide
network of refrigerated warehouses. And you can keep it
fresh simply by storing it in a Philco Refrigerator!

ADS IN 164 NEWSPAPERS!

ADS IN 7 TOP MAGAZINES!
The Philco Carnival of Cold will be pre-sold by hard-hitting
newspaper ads—many in color! And backing these up will
be Philco’s brand-new national campaign for appliances,
with exciting full-color ads in Life, Look, the Post, Better
Homes and Gardens, Ladies’ Home Journal, American
Home and True Story!
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Sweetest ice trays ever!

copmn "8
Bl 1% BB

Lifetime ice trays filled with €

famous Whitman's chocolates - only 39¢
during the Philco Carnival of Cold -

[ AND SEE THESE PHILCO SPECIALS NOW ] Yy
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ICE CUBE TRAY

WITH A SPECIAL ASSORTMENT OF

—

CHOCOLATES

P &n

7% 0ZS. NET WT. CHOCOLATES - INGREDIENTS CHOCOLAIE AND MILK (CONTINUED BELOW)

DIVISION, PET MILK COMPANY, PHILADELPHIA, PA.

-

GET YOUR ASSORTMENT OF FAMOUS
3An ESKINO

CHOCOLATES .
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COMPLETE DISPLAY PROGRAM!

You can assemble a complete | ’ ‘4':","1'3}:3
o =3 SPECiy L0
traffic-stopping window for the /. "N”
Philco Carnival of Cold promo- / N patrpeans
tion because Philco gives you @Sﬂlms
everything you need. Banners / : FA;‘;«:’ZEO\
posters, stand-up displays — N ’Cscu:f§515
they're all part of the Philco/ - &
Carnival of Cold! £ y v
EANE

\
|

.t '~>’,"" »
( :ﬂ" A”u?ns
| sons . et} Ponse they iobe ik addect | ( ZRNEEREYZ Tl jur J
txoan PHILCO CARNIVAL OF COLD
- P

g‘;‘:n‘fﬁw CHOCOLATES

e cne .f;\';ib'@g
\@'3“1(" (omg’ SPECIAL CONSUMER MAILER!
] i \@_:“;ﬂ Stir up extra Carnival of
[| <7 Cold excitement! Dra

matic mailers will let
yodr customers know
-/ |all the exciting values
(o meerm e Ithey’ll find at your
store during the Philco Carnival of Cold!

GREATEST ICE-CUBE TRAY YOUVE VER STén?

EXCITING SALES CLOSER!

Here's a sales closer no family can resist! It's
a plush Eskimo doll that stands a full 34
inches high. And you can offer it free with
every Philco appliance you sell during the Car
nival of Co'd!

| Plus
 these
value-packed

g |Philco

« | Appliances
: \
FL "

-
~
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Here are the products that make
the Philco Carnival of Cold
a sure success.

Your customers get extra value —
and you get full-margin profits!
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PHILCO REFRIGERATORS WITH INSTANT COLD

The reserve power of Philco Instant Cold keeps food
fresh longer. Philco Refrigerators with Instant Cold chill
food faster, maintain cold better, give more cold in less
running time than six other leading brands!

And Philco gives you all these sales-winning features:
m PHILCO NO FROST. Available in a wider choice of
models than ever!

m EXCLUSIVE POWER SAVER. Can save up to $15.76 a
year in electricity. (Based on locale and national average power rates.)
m THIN-WALL PHILCO THINSULATION. More capacity
in less space!

m NEW FAST FREEZE ICE TRAYS. Easiest-emptying ice
trays ever!
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PHILCO SPACE-SAVER FREEZERS

m PHILCO SUPER POWER SYSTEM. Freezes foods fast,
economically!

m AIR FLOW SHELVES. Every shelf a fast-freezing shelf!

m THIN-WALL PHILCO THINSULATION. More space in-
side, less space outside!

PHILCO NOISELESS AIR CONDITIONERS

This year, the Philco line covers a wider range than ever!

m NEW SPACE-MATE 5000. Extra-quiet 5,000-BTU
mode! gives you more to sell in this high-turnover size!
m NEW HIGH-EFFICIENCY MODELS. Big 11,400 and
12,800-BTU capacities. Big profits, too!

| NEW MULTI-ROOM MODELS. Up to 27,200 BTUs of
power. Adaptable to duct operation—and remote control!
m FAMOUS PHILCO NOISELESS MODELS. The quiet
cooling customers demand. Plus eye-catching Match-
Mate styling. New night light, too!
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PHILCO TILT-TOP RANGES

Philco’s exclusive Tilt-Top makes these the world’s eas-
iest-to-clean electric ranges. Easiest to sell, too —
because every Philco Range has Tilt-Top!

Philco’s complete range line is packed with other exclu-
sives, t0o:

m EXCLUSIVE BROIL-UNDER-GLASS. True smokeless
broiling! (Optional with most models.)

m EXCLUSIVE GALAXIE ADJUST-O-BROIL. Raises or
lowers the heating element, cuts down spatter.

m QUICK-CHEF SPEED OVEN. The second oven that
saves cleaning time and cooking time!

m DIAL-ANY-HEAT SURFACE UNITS. For complete cook-
ing flexibility!

Don’t miss out on the
Philco Garnival of Cold.
Gall your distributor today.

TELEVISION - STEREQ PHONOGRAPHS
RADIO « HOME LAUNDRY « RANGES
REFRIGERATORS - AIR CONDITIONERS

® FAMOUS FOR QUALITY THE WORLD OVER®

A SUBSIDIARY OF c/frra’ O/OI‘?WQ/IM




It's A Good Sign:
OF ILLUMINATED PLASTIC

.-.’-‘

COLORFUL, BACKLIGHTED SIGN of Plexiglas (Rohm & Haas trademark for their acrylic plastic) has two 15.-ft.-wide translucent panels
above and below entrance canopy of The Galleria, furniture and appliance store, in Ogden, Utah. Cut-out black letters are wired to 19-
ft.-high upper panel. Each of six pole-mounted torch lights contains five lamps that flash rapidly in sequence to simulate burning flame.
Sign was designed and made by Young Electric Sign Co., Utah.

Experts in the field discuss elements A-R-TV dealers

should bear in mind when ordering

identification signs for their stores.

A-R-TV dealer is the one outside his store:

the one giving the name of his place of busi-
ness and perhaps the featured product or prod-
ucts he sells. And the stand-out star of signs these
days is of illuminated plastic. (As recently as two
years ago, plastics accounted for more than 50
per cent of all sign sales, according to a Wall
Street Journal survey. The percentage today is
undoubtedly higher.)

“The importance of a sign should be meas-
ured, in value, as a percentage of inventory,
building and property, and advertising budget,”
says Robert G. Myers, Jr., of the plastics depart-
ment of Rohm & Haas Co., Philadelphia plastics
and chemicals manufacturers, adding that “the
most complete inventory in the most modern
store in the world won’t sell if the customer
doesn’t know where it is. The biggest advertis-
ing campaigns — in newspapers, magazines, ra-
dio, and TV — won’t pay off if the customer
doesn’t know where to go or doesn’t recognize
the store when he gets there.

“A sign ‘triggers off’ in the consumer’s mind all
the ‘reason why’ advertising in other media to
which he has been previously exposed,” Myers
notes. “Why else do so many appliance/elec-

Thc most important sign of the times for an

MART Magazine @ April 1965

tronics manufacturers offer an outdoor sign to
their dealers? Proof? Here is a partial list of
manufacturers using ‘Plexiglas’ (the Rohm & Haas
trademark for their acrylic plastic) signs: Ad-
miral, Frigidaire, General Electric, Westinghouse,
Norge, Motorola, RCA, Zenith, Philco, Whirl-
pool, Sylvania, Amana, Maytag, Fedders, Car-
rier, Magnavox.”

“Appliance makers, along with brewers and
soft drink firms, were among the first to recog-
nize the value of a standardized, nation-wide
sign program to identify their retail outlets,”
says A. A. Steiger, president, Tel-A-Sign, Inc.,
Chicago, who adds that “cooperative illumin-
ated plastic sign programs benefit the dealer.
They identify his business with the products
of a recognized national manufacturer, helping
him cash in on vigorous print and broadcast
campaigns waged continuously by the national
advertiser.”

In a survey conducted by Neon Products, Inc.,
of Lima, O., on the effectiveness of their Speed
Queen illuminated outdoor sign, 73 per cent of
the dealers replying said the sign had attracted
more customers or prospects, and 59 per cent
said their sales of Speed Queen appliances had
increased since erecting the sign. Similar re-

By Walter H. Hogan

sponses and percentages were the result of other
NPI surveys on their Westinghouse and Sylvania
signs.

“Conditions under which signs are placed
with dealers or retail outlets vary from industry
to industry,” says Tel-A-Sign’s Steiger. “In the
auto and appliance industries, the dealer usually
pays all or part of the sign’s cost, installation and
maintenance. Also, in the appliance industry
the national advertiser has taken over the sign
program formerly handled by his distributors.
Today, the distributor picks the signs from the
appliance manufacturer’s catalog or promotional
literature. The order goes from the distributor to
the appliance manufacturer to the sign maker.
The sign producer checks the order against the
sign codes of the dealer’s community, makes
modifications required for local approval, and
ships the sign on. Quantity purchases reduce
the price to the individual outlet, yet the sign
can be personalized by the dealer’s name.”

If a dealer should want a sign just for his own
store, what are the important elements he should
keep in mind?

“Simplicity, legibility, color contrast and com-
patibility,” is the answer of Gary L. Evans, assist-
ant manager, advertising and sales promotion
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USE OF COLOR in orange background as well
as shape make this sign of TV-stereo dealer
stand out. Plexiglas attraction koard which per-
mits emphasis on specials is another feature of
sign made by Century Sign Co., Garden City, Cal.

for NPI. “It should be remembered,” adds Evans,
“that the sign is to identify the store only and,
thercfore, should simply carry the name and/or
trademark of the store and should not attempt
to list its various merchandise, telephone num-
ber. or other unessential information.”

Here arc the “three elements of a good sign”
as listed by Myers of Rohm & Hass: “It should:
command attention; project a strong identifica-
tion of the business. products, or secrvices; and
project the image of the business — is it new,
up-to-date, clean, a good place to buy?”

Myers also lists “five sign design considera-
tions” as follows:

“a. conform to local codes. (Local codes oc-
cassionally limit the size of sign designs, although
usually they are more concerned with sign en-
gincering to insurc safety.)

“b. consider storefront as background to sign
and design accordingly.

“c. obtain viewability — increases advertising
value of sign and decreases cost per 1,000 ex-
posures of sign, considered an advertising me-
dium,

“d. Large arcas of color and light attract cus-
tomers, physiologically putting them into a happy
frame of mind, a buying frame of mind. Also,
adds safety of public at night.

“e. Sign should attract, not detract. It should
stand out, by properly coordinating size, style,
color and light, but it should not be offensive.
Properly designed it can be an esthetic addition to
a commercial community.”

“Both location and placement are important
factors to consider before ordering a sign,” says
Evans of NPI, which will “produce signs on an
individual custom basis,” though the vast ma-
jority of their business is producing signs in
quantity for large national and regional adver-
tisers who in turn make the signs available to
their respective dealers. “The size and shape of
the sign and the ‘job’ the sign will be required to
perform should be considered,” says Evans, add-
ing that “the discreet use of size, color and move-
ment can all contribute toward making a sign
stand out from the crowd. Also, placement
of the sign in relation to the other signs around
it can be an important factor in its cffective-
ness.”

“A store located in the center of a row of

13

stores,” says Steiger of Tel-A-Sign, “should have
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COLOR TV

R
VALED ONLY By NATURE

JONES APPLIANCE

—

ILLUMINATED PLASTIC outdoor sign manufactured in
quantity for Philco Corp. by Neon Products, Inc.,
measures 4 ft. x 6 ft.

a sign that is wider or higher than most of the
competing signs. Light, color and motion are, of
course, very important attention getters.” Steiger
points out that “the latest trend in outdoor iden-
tification is the incorporation of motion in the
unit and in some areas, changeable copy which
designates items on sale or special messages ap-
plicable to the location are used.”

The value of proper identification on the
exterior of the store was stressed by Donald A.
Elmslie, display manager, Eastman Kodak Co.,
when he spoke recently at the 18th annual sym-
posium and exhibit of the Point-of-Purchase Ad-
vertising  Institute.  He mentioned  illuminated
signs, product tic-in, ctc., and said: “Pickup and
delivery trucks can do a real promotion job for
you. Since they usually service a large area, they
carry your sales message far beyond the walls of
your store.”

But if a dealer wishes, he can Iet his sign stand
still and let the traffic go by it. Dan Halpin, New
York representative of Shelter-All Corp.. Phila-
delphia firm which builds highway safety sta-
tions for children, calls dealers’ highways “rivers
of gold flowing on rubber.” Many of these steel
safety stations carry appliance dealers’ signs
which feature, notes Halpin, “attention-getting
values through location, color, background and
brevity.” Halpin suggests that on these Shelter-
All stations the dealer should have “his store
name and popular brand or brands scotchlighted
so that without paying for extra lighting he profits
by the glow of automotive headlights lighting
up his sign twenty-four hours a day. With eve-
ning shopping growing so rapidly, this is of the
utmost importance.”

Another suggestion from Halpin: “If the
dealer’s store is in a center of a row of stores,
I would suggest he consider an upright plastics
sign with lighting but not conflicting with or
blocked by other signs on the store row. A roof
sign may often provide the solution. Good sign
pcople can give good counsel.”

Myers of Rohm & Haas agrees. Of sign com-
panies, he says: “They are trained professionals
skilled in using design tools to create identifica-
tion and storefront advertising. Their recom-
mendations on size, shape, color, styling and
lighting should be heeded, once the store owner
conveys to them the primary purposcs of his
sign.” ]

NOONAN APRLIANCE
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FIFTY-NINE PER CENT of dealers responding to
survey conducted by Neon Products, Inc., said
sales of Speed Queen appliances had increased
since they had erected this sign.

QUALITY HOME APPLIANCES

DEALER IMPRINT_AREA

DOUBLE-FACED outdoor signs with dealer imprint areas
are shown in these three Tel-A-Sign, Inc. examples
(from top to bottom): 4-x-6-ft. Zenith sign with formed
Piexiglas face has gold anodized aluminum shell; Norge
sign, 30 in. x 72 in., features three levels of embossing
on Plexiglas face, multi-color copy; Raytheon sign (in
2-x-4-ft. and 3-x-5-ft. sizes) has logo in brilliant red
against white, copy in black and white reverse.

SCOTCHLIGHTED dealer store and featured brand
names on children’s safety station by Shelter-All Corp.,
keeps highway-side sign effective 24 hours a day.




the only line
with all these
big differences

in undercounters,

You name it! Undercounter. Con-
vertible. Or portable dishwashers.
RCA WHIRLPOOL is the only . . .
repeat . . . only line with all these
features in all three.

Dishesreally come clean with the
jet washing and rinsing action of
2 full-size revolving spray arms.
These arms operate independently
. ..same water pattern, same pres-
sure. .. so there’s no “‘dead’” space
that water can’t reach.

)

Exclusive Filter-Stream* action
ends pre-rinsing and scraping. Water
is constantly filtered through a com-
pletely self-cleaning filter. Food

convertibles
and portables

particles are trapped . . . then flush-
ed down the drain after each wash
and rinse. An RCA WHIRLPOOL owner
never has to clean or remove filter.

Dual automatic detergent dis-
pensersadd detergentat the proper
time to provide maximum washing
power. Each dispenser is entirely
automatic . . . no buttons to push,
no wasted detergent.

Six push-button cycles give
amazing flexibility and operating

convenience: Normal Cycle. Rinse
Hold. Pots Pans. Rinse Dry. China
Crystal. Short Cycle. What’s more,
“Random-Loading’’ racks can hold
or wash a whole day’s dishes in-
cluding large serving platters,
mixing bowls, pots and pans.

o

Undercounter model SLU-90 Convertible model SLC-300

For styling, for washability, for
convenience, for features, for price
. RCA WHIRLPOOL dishwashers
have what it takes . . . to make
sales and profit for you. Call your
RCA WHIRLPOOL distributor for the
full story now. It’s exclusive! *Tmk.

Portable model SMP-85

UNDERCOUNTER, CONVERTIBLE AND PORTABLE DISHWASHERS

RCA WHIRLPOOL dishwashers are easier to sell than sell against!

Trademarks @ and RCA used by authority of trademark owner, Radio Corporatton of America.

RCA WHIRLPOOL Appliances are Products of Whirlpool Corporation, Benton Harbor, Michigan.

For more facts, use Request Card and circle No. 206



“hand wiring..give TV
space age
dependability

RCA Solid Copper Circuits give greater de-
pendability... better TV performance... fewer
service headaches. Remember and sell these
Space Age advantages and both you and
your customers will profit. AN\

‘pm‘ The Most Trusted Name
@ in Electronics

More TV servicemen own RCA Victor Color TV than all other leading makes combined

For more facts, use Request Card and circle No. 207




=LECTRIC HOUSEWARES

OSTER Ice Crusher

A new “Snoflake” ice crusher,

model 551-01, produces crushed ice
in seconds, has a selector knob for
coarse or fine crushing and a trans-
parent turquoise tray that will hold
crushed ice from a standard tray of
ice cubes. Whirling retractavle arms

A f =

powered by a stall-free motor crush
the ice. The 4V2-lb. unit, 10Y2 in.
x 5 in. x 8% in., has a white shock-
resistant housing with gold trim; on-
off switch is located under the handle.
Price, $24.95. John Oster Mfg. Co.

Circle No. 108 on request card.

HUNT Lighting Control
Called “one of the first portable
full - range lighting controls for

lamps,” a new unit named “Dim-A-
Lite” can be used with any incan-
descent lamp up to 300 watts. The
consumer inserts the lamp plug into
the “Dim-A-Lite” receptacle, then

Hunt “Dim-A-Lite”

plugs the receptacle into the wall

outlet. The portable unit can be
moved from lamp to lamp, room to
room. With a turn of the unit’s
dial, the precise light level for any
mood can be set. Unit, available in
three models, comes gift-packaged.
Price, $15.95. Hunt Electronics Co.

Circle No. 109 on request card.

ARVIN Clothes Dryer

Model 65H40 is a portable auto-
matic clothes dryer with a drying bag
of taffeta vinyl and clear vinyl, 54
in. long x 23 in. wide x 8%% in. deep.
The bag, folded, and a 12-ft.-long
cord will store in the control cabinet
of leather grained steel with plastic
trim designed to prevent marring and
scratching when the unit is hung on
walls or doors by means of a mount-
ing bracket. The cabinet measures
124 in. x 10 in. x 9 in., weighs 11
lbs., and has a carrying handle.
Thermostat may be set from 55 to

MART Magazine ® April 1965

130 deg. F., or operate the fan with-
out hcat. An 8-in. two-bladed fan
circulates warm or cold air through
thc bag cvenly. Unit will run as
long as 60 min. and the automatic
timer shuts unit off at end of drying
cvcle. Price, $49.95. Arvin Indus-
tries, Inc.

Circle No. 110 on request card.

AIR KING

Designed for both window and
portable use, a new 20-in. electrically
reversible two-speed multi-purpose
fan, model PHT-20, has all controls
located atop the unit in a “Pent-
house” control panel. Features in-
clude thermostat, non-marring feet,

Fan

\

carrying handle, deep-dimension safe-
ty grille, and signal light that glows
when fan is live but blade has
stopped. Guaranteed for five years,
unit is finished in beige tone enamel
with white grille. Price, $33.95.
Berns Air King Corp.

Circle No. 111 on request card.

MIRRO Coffeemaker

The “Oval Look” is a feature of
threc new de luxe “Mirro-matic”
clectric percolators including 35-cup
model M-0476, 22-cup model M-
0481, and 10-cup model M-0478.

Called the “Contemporary Party
Percolator,” model M-0481 is de-
signed for groups from cight to 12.
Round at the base, the polished
aluminum shell tapers to an oval-
shaped top, has charcoal blue trim
and ornamental scroll accents. Units
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Mirro model M-0481

are completely automatic; user puts
in cold water, adds coffee and plugs
it in. Jewel light signals when coffee
is ready. Units carry five-year war-
ranty. Mirro Aluminum Co.
Circle No. 112 on request card.

. RETAIL ROUNDUP

BOSTON — Business is up here in
many categories. In white goods, re-
frigerators, dishwashers, and laundry
equipment are the fast movers. In
brown goods, color TV sales are way
up over last year’s level. Portable
black-and-white TV receivers are
“holding their own.” The sale of
converters (for TV receivers) has
slowed to a standstill, and distrib-
utors and dealers alike complain of
large inventories of the product. The
reason—the public has not rushed
to take advantage of the relatively
new UHF TV station in the area.

CHARLOTTE — Despite inclement
weather, dealers report that business
is well over last year’s level at this
time. Magnavox’s annual sale is
credited for “very good” sales of
stereo combinations. Color TV and
portable black-and-white sets are
making good showings. Dealers credit
the weather for good washer sales.
Refrigerators—especially  “no-frost”
are beginning to move in heartening
numbers.

CHICAGO—Business here is cxccl-
lent in all major product categories,
particularly color TV. Retailers re-
port that color sales are up over
last year, in many cases by a wide
margin. Stereo sales also are pick-
ing up after a slow start this year.
One dealer reports that a major
objection to buying color, that of
not enough programming, is becom-
ing a thing of the past due to the
increased color telecasting in the
Chicago arca. He also cites a notice-
able decrease in the complaints on
color set prices in the past six months.

CINCINNATI—Home laundry sales
are well up over last year. Business
in general is described as excellent
despite poor weather. Dealers re-
port a marked increase in the sale
of all merchandisc and one dealer
notes that more and more of his
sales are in cash, an indication he
feels, of an extremely healthy econ-
omy. A year ago people were anxious
to buy on credit but there is a trend
the first three months of this year
towards more cash purchases.

MEMPHIS—Sales in general are slow
with the exception of color TV. Re-
frigerators are among the best mov-
ers. Home laundry sales are said
to be good. Top of the line units
continue to constitute an increasing
number of unit sales here. One re-
tailer reports that his customers are
much more receptive to high end

merchandise than at any other time
since he’s been in business.

MIAMI—Appliance dealers arc ex-
periencing “‘very good” business, and
most expect it to get even better be-
cause of a highly successful tourist
season. With the air conditioning
season getting underway here, one
large retailer notes an apparent trend
(similar to last year) in which 5,000-
BTU units, together with 15,000-
BTU units, are moving in much
greater volume than middle-of-the-
line models. Another trend to note:
“no-frost” refrigerators selling at the
rate of 90 per cent of total volume.

MINNEAPOLIS—Good but not boom-
ing is the way Minneapolis retailers
describe business here. Heavy snows
have made it difficult for consumers
to leave their homes and this has
cut down on overall sales. Best
movers in majors are color TV, 19-
in. portables, and washers. House-
wares business was slow with knives
the best mover. A resurgence in
hairdryers is noted.

NEW YORK—“Bearish” is the de-
scription of overall appliance busi-
ness by dealers and distributors.
Most sources can only point to “in-
come tax symptoms” as the cause;
a few also blamed the weather. Only
a few products remain “bullish”:
portable black-and-white TV, color
TV, and surprisingly, dishwashers
(under-counter models, mostly). One
dealer notes that higher-priced ranges
are presently his best white goods
seller.

PITTSBURGH—The appliance busi-
ness is hurting here, according to
some retailers, who blame ‘“‘tax time”
and the threat of a strike by steel-
workers. Situation is further con-
fused by dispute of election of steel-
worker’s president. Only bright spots
are color TV and 19-inch portables
(black-and-white).

SALT LAKE CITY—Healthy sales in
most product categories are reported.
Dealers describe economic conditions
as being excellent. Best sellers in-
clude “no-frost” refrigerators and
home laundry equipment, with an
increase noted in dryer volume and
portable TV’s. Range and stereo
business is slow. Color TV sales
are brisk but not quite up to some
dealers’ expectations. Most retailers
report overall business well up over
last year.
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Burke’s Law

...0Nn ABC-TV. And what a lineup! Monday: Ben Casey; Wednesday:
Burke’s Law; Friday: Valentine’s Day; Sunday: The Sunday Night Movie.
Four of television’s favorite shows.

A fresh new wave of G-E Major Appliance commercials will
bring the Self-Filling Ice Tray, P-7 Ovens, Mini-Basket, Thinette, Silver



Valentine’s Day

Shower and many other demonstrable features right into your pros-
pects’ homes—26 million of them, 1.4 times every week.
Hard-selling commercials on big audience shows —the kind of

backing you want for the G-E Major GENERAL ELECTRIC

Appliances you sell. Tune in. Major Appliance Division

For more facts, use Request Card and circle No. 208



Economist’s outlook
(Continued from page 19)

“carryover periods” are identifiable
on the chart as the areas lying be-
meen the solid and the dotted
“trend” lines.

Although the residential building
cycle topped off a major peak in
1962, the dealer sales cycle did not.
Instead, it showed a 71963 rise of
12.1% from a 1961-1962 “flat”
while the residential cycle reading
for 1963 dropped to + 7.7 from the
1962 cycle to top +15.1. In 1964
the residential building measure was

up 2.5% from 1963, while A-R-TV
dealer sales of *“pure A-R-TV mer-
chandise” registered a rise of 6.7%.
(Just for the record, our estimate
of toral U. S. A-R-TV specialty
dealers’ sales in 1964—wrapping to-
gether Pure A-R-TV merchandise,
service sales, and odd-ball line sales
—amounted to $4,568,000,000; up
to 10.7% from the 1963 compara-
tive total of $4,127,000,000.)
With both elements of the cyclical
equation showing slowdowns in 1964
(i.e., smaller percentages of increase
over 1963 than were shown in 1963
over 1962), it appears that an uphill
battle may be required in 1965 to
keep Moe and Joe from sliding down
the ditch into No Man’s Land. ®

Report from Japan
(Continued from page 12)

out at first as wholesale houses of
audio, radio and television parts as
well as assembled sets, but as clients
dealing with them in lots became
fewer because of direct delivery by
makers, they began to take hand also
in retail sales. During the boom in
home electrical appliances, these
stores increased the variety of mer-
chandise and expanded their busi-
ness scale. However, because these
stores made it their policy to under-
sell regular stores, the manufacturers

——y
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sell“one for

ecach room in

the house

99

light, thrifty Olympic Personal Portable TV
offers multiple convenience, earns full profit!

Why sell just one, when you can sell two or three, at Olympic’s
low promotable prices? Your customers will want these personal
portables for bedrooms, playrooms, dens, breakfast rooms, kitch-
ens, patios. Choice of 19"%, 16"*, and now this newest Olympic
with 12”* picture...only 834" deep, 13%" high, 14" wide! It offers
big, big features in compact size: Aluminized picture tube, tinted

®/ Olyfflpic,

radios « phonographs « television s from the space age laboratories of LEAR SIEGLER, INC,/ OLYMPIC RADIO & TELEVISION DIVISION
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safety shield, 13,000-volt solid-state power supply, dual AGC, ad-
Jacent channel trap! Also 40” VHF telescopic antenna, foldaway
UHF ring antenna, 6” oval speaker, and an earphone and jack for
quiet listening! Choice of colors for every room...Golden Wheat
and Brown, Sand and Brown, Ebony and White. Call your Olympic
distributor...cash in now on these multi-sale personal portables!

*diagonal measure

. \0h puxuun o,

, Good Housekeeping -
», CUARARTELS &

Cugyy 08 egryad W o

LONG ISLAND CITY I,N. Y.

gradually reduced their supply, driv-
ing them to depend more and more
on cash turnover from retail sales.
Nevertheless, there are a few larger
houses, such as Hirose Radio, Ka-
kuta Radio and Tomihisa Radio,
which have survived the trying pe-
riod by departmentalizing their or-
ganization according to the manufac-
turers with whom they deal. These
houses still retain the status of whole-
sale houses and are doing quite well.

The general trend points to con-
version of Tokyo’s Radio Row into
a huge department store handling
every home electrical appliance im-
aginable. For example, Yamagiwa
Electric, a large wholesale house in
the area, turned into a huge retail
store, and some of the wholesalers
mentioned above have also estab-
lished retail divisions in the Radio
Row. There are some who operate
several retail stores within the same
area under independent manage-
ments.

What should be noted in the over-
all trend evident in this area is that
most of the stores are shifting em-
phasis to such home appliances as
lighting devices, stereo sets, room air
conditioners and electronic musical
instruments. Some even deal in car-
pets and jewels, and every store in
this area not only undersells regular
retailers but also tries to supply a
much larger variety of products. And
this is expected to satisfy the cus-
tomers. Tokyo’s Radio Row, though
badly shaken, is likely to survive the
storm. u

NEMA Consumer Products
Reorganization Hearing Set

A proposal for reorganization of
the Consumer Products Div. of the
National Electrical Mfrs. Ass'n will
be presented at the division’s an-
nual meeting April 22 and 23 in
Hollywood, Fla. The presentation
will be made by Joseph F. Miller,
exccutive vice president of NEMA.

It is understood that one aspect
of the proposed reorganization would
give the division a budget and au-
thority that would permit its various
product sections to act as a unit on
various industry matters. At the
present activitics are conducted al-
most cntirely on a section-by-section
basis.

Featured speaker at the annual
mecting will be Donald Cook, presi-
dent, American Electric Power Co.,
who recently declined a bid to serve
as Secrctary of the Treasury of the
uU. S

Kitchen Dealers Honor
Specialist Harry Oliver

Harry D. Oliver, president of
Oliver Kitchens, Coppes Napanee
kitchen specialist in Philadelphia, was
honored by the American Institute
of Kitchen Dealers at their second
annual convention banquet in New
York City. Award was presented in
recognition of Oliver’s more than 35
years as a kitchen specialist.

April 1965 ® MART Magazine



New instant installation
portable dishwashers
in Copper Tones

Now you can offer a top-loading KitchenAid
Classic VariCycle mobile dishwasher to blend
with other appliances or kitchen decor. It's
finished in beautiful, shaded Colonialtone. It's
the only portable that's porcelain enamel
inside and out for the lasting beauty that only
porcelain provides.

Hooks to any sink. Features three push
button cycles.

What else is so special about this shaded
Copper Tone portable? lts wood grain finish work
surface top. Its Automatic-Lift Top Rack—Automatic
Power Cord Reel—Automatic Rinse Agent Injection. Its
Indicator Light and full-width Guide Bar.

Want to trade her up to a front-loading portable in Copper Tone?
Display the KitchenAid Superba VariCycle and Imperial DuaCycle con-
vertible-portables. They feature a counter-thick maple cutting board top.
Guide Bar. Build in easily when and if your customer remodels. No matter
which KitchenAid she buys, she gets 4-Way Hydro Sweep wash. Flo-Thru
drying. Big, versatile capacity. Superba model also features SaniCycle
for extra health protection.

Your prospects are being pre-conditioned by our ads on Copper Tone
portables in HOUSE BEAUTIFUL, BETTER HOMES & GARDENS, SUNSET,
AMERICAN HOME and ELECTRICITY ON THE FARM.

Be ready to sell the best. ..

itchenAid

Dishwashers: Built-Ins - Portables Convertibles—The Hobart Mfg Co., Troy, Ohio—Write Dept. KMM-5 for free, colorful literature.

For more facts, use Request Card and circle No. 210
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WESTCLOX

Bright new promotion, fresh as the season, brings new life to clock sales.

FREE! WITH EVERY BEN PURCHASE THE WORLD’S MOST GIFTED CLOCK LINE—THE BENS.
A FABULOUS NEW BOOK FOR YOUR CUSTOMERS!

- : = ExcLuSIVE F!m

iy

NEW B00OK/

CLOhCKS ‘5 CLOCKS ~HOME
HOME DECORATION

WITH THE PUACRASE OF ANY

DECORATION BEN

ALARM

CLOCKS
HOME DECORATION

R by O MBI

CLOCKS IN HOME DECORATION-a full-fledged, 100-page BENS —the best-known, best-selling, biggest profit-making
book, filled with exciting decorating ideas. Edited in collabo- name in clocks!

ration with Good Housekeeping Magazine. 80 pages in full Assortment No. 19106. New fast turnover assortment includes
color. Sells for $1.25—worth much more—free to your cus- 3 Baby Bens, 2 Big Bens, 1 Ben Electric—PLUS 6 FREE Decora-
tomers with every Ben they purchase. It's the hottest offer tor Books and big full-color display.

ever made to move..... OR buy any 6 Bens (open stock)...get 6 Decorator Books

FREE, with colorful sales-making counter easel.

AND THE SWINGIN’EST WESTCLOX ADVERTISING SUPPORT

\

TELEVISION PLUS: coninuing RADIO

, . ) . [ commercials on the Network Radio saturation, April
"TODAY. A.Weslclox ’SPECI{\[ ’ “TONIGHT.” Network sponsor- \’ regular’’Today’’ Show 21, 22, 23, 24, and 25! 150 mil-
on trends in home decoration ship of NBC’s “Tonight” Show, n programs, right through lion listener impressions on “Em-
... Full network sponsorshnp of too! Same date, another 7 million \ the entire Spring gift phasis” and “Monitor,” top-
NB.C'S "T(}:day” Shov:(ond/'\pnl 2'3 viewers will be entertained by / and home decorating rated NBC radio programs.

l—i;’;msiecw:?sgef(\)’\r/ee;h?sn ;;Zpr:lla; Johnny Carson and his special season, Spot Radio campaign throughout

guests. the Spring in key markets on 100

aytime program. , .
daytime prog major stations.




WESTCLOX FIRSTS! WESTCLOX EXCLUSIVES!

New! Exquite
CONTESSA
(BUY 5, GET 1 FREE!)

Distinctively-styled e'ectric alarm. Tilted
oval face, sparkling with feminine ap-
peal. Exotic decorator colors: Burnt
Orange, Champagne Gold, Pastel Blue,
and Antique White. Plain dial $6.98. An-
tigue White with lumrinous dial $7.98.
Assortment No. 29034 includes 6 clocks
and FREE colorful display.

WESTCLOX

A Keywound Lighted Dial Alarm

NEW FAYETTE. The industry’s first and
only keywound clock with lighted dial.
Just tilt and it lights to show the time in
the dark! Operates on single penlight
battery. Convenient top shut-off alarm.
Contemporary design in White and
Parchment finish. $5.98.

Assortment No.19108 contains 4 Lighted
Dial Fayettes in sparkling FREE display
which illustrates the feature.

New! Elegant

BRANFORD
(BUY 5, GET 1 FREE!)

A classic, new electric alarm in the tra-
ditional mode. Subdued charm and ele-
gance of Wedgwood Blue or Green
will enhance any decor. Plain dial $5.98.
Wedgwood Blue with luminous dial
$6.98.

o ..' WESTCLOX

AN ALARM THAT BUILDS FROM SOFT TO LOUD

NEW CRESCENDO. Another first from Westclox—the keywound
clock with a mind of its own! From soft and low, alarm automatically
builds to a loud, insistent ring. Traditionally styled in lovely Wedg-
wood Blue and Cameo White. Individually packed in self-display car-
ton. $7.98.

N e oy

New! WOODBRIDGE
(BUY 11, GET 1 FREE!)

Enrich the Colonial look of Early Amer-
ican kitchen, den or dining rooms.
Woodtone finish with the luster of
cherished antique. Runs up to a year
on standard flashlight battery. $12.95.

Model 25199. Woodbridge Electric,
with sweep second hand. $8.98.

BUY 5 WOODBRIDGE ELECTRICS,
GET 1 FREE!

MAGAZINES

Biggest consumer magazine cam-
paign in the industry—the big-
gest in Westclox history! Domi-
nant 4-color ads, April, May and
June! “Reader’s Digest,” “Good
Housekeeping,” “Better Homes
and Gardens,” and "McCall’s.”
100 million combined circula-
tion! 250 million reader impres-
sions!

Sl ( ool Honesehievping )
n—.-—v\-n-’ Fiig N

e o T SPUATIA W

CALL YOUR WESTCLOX WHOLESALER NOW. PREPARE FOR THE BIGGEST
PRESELL AND CUSTOMER DEMAND FOR YOUR WESTCLOX LINE EVER!

WESTCLOX

vision of @ Y GENERAL TIME

Progress in the World of Time
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Says Dishwashers Are Presold
Through Newspaper Advertising

Milks Appliances, Birmingham,
Mich., has several definite ideas
concerning dishwashers, all of which
he contends have proven sound time
and time again.
These contentions, backed up by
an impressive sales record which

Bob Norton, veteran manager of

shows over 100 units sold yearly, en-
compass the following:

Dishwashers are presold through
ads. Customers rarely buy a dish-
washer as an impulse item. People
come in specifically to buy a dish-
washer and know exactly what fea-
tures they want in it mainly due to

local newspaper advertising.

Dishwashers are sold in well-to-
do neighborhoods. As an example
Highland Park, located a few miles
from Birmingham, is a lower income
suburb, and the dishwasher market
is much tougher there.

People who rent apartments or

¢

We're giving away
choice beef in Domin-
ion’s fabulous Side-
of -Beef Sweepstakes — an
exciting spring promotion
that will stampede customers into \
your store! Big idea behind it all: =
Dominion’s great Smokeless Ro-
tisserie/Broiler, hottest new item
on the scene. Hard-selling TV
spots and jumbo newspaper ads
will pre-sell it in your local area.
And you can tie in! We'll provide
this Chuckwagon selling display,
a Sweepstakes counter card, ro-

N

rareer DO II0E9280

54

D

Last month it was lamp

-

s. Now look what we're giving away.

tating Rotisserie/Broiler feature display
and other sales aids. And we’ll put your
store name in our TV and newspaper ads.
Extra bonus! If one of your customers
wins a side of beef, so do you! (And so does
your distributor salesman.)
National advertising, too! Watch
for full-page ads on the Domin-
ion Smokeless Rotisserie/Broiler
in LADIESHOME JOURNAL
and BRIDE & HOME.
Your Dominion distributor has
all the action. See him soon.
Dominion Electric Corpora-
tion, Mansfield, Ohio.

NN MPPLANCE T

PDomMinioN

REPLACEMENT GUARANTEE

will do
next!

” R/
Zetecy w8 ®

TUTRRRRR N

DOMINION SMOKELESS ROTIS-
SERIE/BROILER captures the great
flavor of outdoor cooking—with no smoke
or spatter. Fair Trades at full profit for
less than $40.

For more facts, use Request Card and circle No. 212
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CONCENTRATE ON selling fea-
tures of one unit suggests Bob Nor-
ton (right), manager of Milks Ap-
pliances. Store sells over 100 dish-
washers yearly,

homes prefer portables. Home-
owners on the other hand buy built-
ins or convertibles which can be built
into their home later.

By being able to offer a lower in-
stallation fee, salesmen have an
added selling point. As an example
Milks has one man who does the
complete installation including car-
pentry, electrical wiring, and plumb-
ing, functions which are handled by
three separate men in most cases in
the Detroit area.

Milks salesmen also point out to
customers that not only does this re-
ducc the installation cost, but it
also means that their house is ticd
up for only one day, whereas if sev-
eral people are involved in an in-
stallation, three or four days may be
required to complete the job.

Milks charges $60 per installa-
tion as compared to $100 to $125
charged by some competitors in De-
troit.

Norton also contends that a dealer
should concentrate on selling one
particular model, preferably a high
end unit. By doing this he doesn’t
confuse the customer. As an ex-
ample Nort<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>