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Dealers handling radios stand to benefit from FCC regulation governing FM broadcasting. (See page 5.
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Admiral Color'TV

1.G5619, 25”7 sereen, French Provineial styling,

LG5311. 237 sereen. Danish Modern styling,
tambour doors, 8 speakers.

lighted channel selectors.

Because Admiral Dealers have all the Color TV

Biggest sereen sizes in Color TV?
The big new rectangular screen sizes vour
customers want . . . Admiral has them!
Huge 25-inch rectangular . . . big 23-inch
rectangular . . . plus the papular 21-inel
size . . . Admiral has them all!

Slimmed-down
handerafted cabinees?

Thanks to the new rectangular 25" and 23"
~ Mt tubes, the new Admiral Color TV hand

crafted cabinets in Danish. Earlv American
and Freneh styles are slimmer. trimmer.
Admiral has them!

Call your Admiral Distributor and find out the
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1.G;2285. 217 sereen. Early American styling,

21.000-volt chassis.

SMG3311. 23” Color TV Stereophonic Theatre,
FM/AM, FM stereo radio, stereo record player.

screen sizes...plus all the Admiral FExclusives
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Exclusive Admiral
Tilt-Out Control Center.

Fvery control is hidden in this disappearing
panel. Tilt out to tune standing up. Tilt in
and see just the beauty look of fine furni-
ture. Onlv Admiral has it!

Execlusive Admiral
Color Fidelity Control.

Dials unbelievably beautiful color realism
(new black-and-white warmth, too). And
lets you demonstrate a visual dilference of
Admiral Color TV, Only Admiral has it!

Exclusive Admiral
Automatiec Degausser.

Totally corrects the effects of magnetic in-
terference from every source. Works every
time set is turned on (after being off for a
few minutes). Admiral has it!

the sales come from

Put "em all together they spell sales! All the screen sizes in
Color TV...
variety of fine-furniture styles!

All the Admiral exclusives. .. Tilt-Out Control Center (pat. pend.),
Color Fidelity Control (pat. pend.), Admiral Automatic Degausser.
And exclusive means “Only Admiral has it!”

Then add finest precision-crafted quality and dependability . . .
and you can readily see why Admiral Color

.all in a

big new 25” and 23" rectangular, plus 217, .

competitive prices. . .
TV sales are soaring.

Why not move forward faster? Don’t wait. Call your nearby
Admiral Distributor right away. Get the whole colorful, profitable

story from him .. .then act!

Admiral

QUALITY THROUGHOUT THE WORLD
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AIWA PERFECTED

11" TV

MODEL 11T-04 STRATO-VISION

Up front is where AIWA puts STRATO-VISION'S big 3” dynamic speaker and all-channel VHF-UHF
control knobs . . . UP FRONT for high volume, high quality sound and big dial . . . easy-to-read tuning.

Aiwa puts your profit picture up front too if you carry this
brand new 11", extra-slim (9% deep—127" x 16%8") port-
able.

Notice its giant, 60 square inch, viewing area, its 114°
deflection picture tube and its tube-gquarding, pressure-
proof, safety glass shield.

A flip of your finger and out swings a high power UHF
ring antenna. For VHF there's a separate 180° rotating
telescopic antenna. Both bring in a bright, clean picture,
sharp as a shark’s tooth even in fringe areas.

Trim, in 2 tones of grey. it features a sturdy steel body.
a heavy duty plastic front and a fully vented, unbreakable,
plastic back for quality, durability and style.

Any more great sales features? Oh yes, it's easy to tote
too, (only 18 lbs.) and it operates on ordinary 110-120V house
current.

Stock the 11T-04 STRATO-VISION and you’ll need
ushers to rope off traffic . .. the first day.

The second day theyll all be sold.

WRITE FOR MORE DETAILS TODAY . ..

WHERE DO YOU PLACE IT?

We forgot there’s this
TV stand—

Rigid in construction with a
bright, nickel-plated finish
and a smart wood, walnut
stained, magazine rack.
Set on large 3" casters it's
easy to move and its com- ‘
pact size (182" x 15" x 28") 3
makes it easy to sell. ®

Sell one with each TV for that extra nip of profit.

SELECTRON INTERNATIONAL CO. 4215 WEST 45TH STREET, CHICAGO, ILLINOIS 60632

TWX: 910-221-2709

CABLE: SELECTINTL

AREA CODE 312 254-7900
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WHAT MAKES MAYTAG DEPENDABLE
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Our legs keep us in good standlng

Every Maytag stands on its own 4 legs. Legs that are extra thick. Zinc-
coated legs that won't rust or corrode. Legs you can adjust, then lock with
a washer to keep ‘em put. Legs with rubber feet that grip hard so the
Maytag can’t creep.

One more reason why Maytag dependability is based on fact, not

fancy. The Maytag Company, Newton, lowa.

MAYTAG

the dependable automatics




Deadline Roundup...

Of

Latest News The

'ndustryl..QQO...D..0...0....000..000..0.0.

by General Electric in a new manufacturing facility at Electronics |
Park, Syracuse, N. Y. The new tube, which is being tested

PRODUCT

Refrigerators

Jan.- Feb_. Factory Shipments

693,200

in a variety of sizes, is an "improved version" of the industry's oy el
standard three-gun shadow mask tube, according to William E. e 150.200
Davidson, general manager of GE's TV receiver department , T 55000
Fred J. Borch, GE president and chief executive officer, tells : 323,100
the firm's annual meeting that the tube is of a "simpler design Ranges=electric NN 310.200
which can lead to less costly tube installation and service.™ 319,100
Davidson says GE has no plans to sell its tubes externally, Ranges—62 NN 321700
adding that tube production will be limited in 1965 and that
GE will continue buying tubes from outside sources for the sty Meaters, e
next few years. The new GE tube uses the brighter rare- W 05,50
earth phosphors now being introduced by other tube makers. itarilontirs 440,100
gas ‘ N :o:.700
TWO WEEK-LONG retail training sessions instead of the one Distwashers Ly —
held in former years are on the agenda this summer at the o 18 o
National Appliance & Radio-TV Dealers Ass'n (NARDA). VpaecE B 5 200

First is the 11th annual Institute of Management at The
American University, Washington, D. C., August 8 through
13. Registration: $175 for NARDA members, $200 for
non-members., Second is the new venture, called the A-R-TV
Retail Seminar, to be held at the University of Utah, Salt
Lake City, August 22 through 27. Registration for this one
is $100 for members and $150 for non-members. Regis-
tration fees include tuition plus room for the Sunday-through-
Friday periods.

Dehumidifiers

Room Air Cond.

Washers, Auto.

Washers, Wringer

Dryers, electric

Dryers, gas

21,700
B 22.200

557,400
440,400

555,645

I 530,129

87,519

B 10213

194,605
181,013

103,162

HUPP_CORP_. consolidates the marketing functions of its Easy B o726
home laundry division with the Gibson Refrigerator division, N
as Easy's sales activities are transferred from Cleveland to R LS U R B S VY 110258
Greenville, Mich., under the direction of W, C. Conley, e
TV, color Y

president of Gibson Refrigerator Sales Corp. Hupp President
Don H. Gearheart explains that the move was made in the
interest of economy and efficiency, pointing out that nearly

40 per cent of Gibson distributors are also distributors of

Easy. Easy manufacturing continues at the Cleveland plant.
Conley is increasing his sales staff and developing "aggressive"
merchandising programs aimed at getting a bigger share of
industry for Easy.

Radio

Vacuum Cleaners

N 179827

B 1,464,719

794,514

_ 689,759

NEW TV RECORDER, shown
recently by Wesgrove Int'l in New
York Citv, is explained by firm’s
president Jack Jones (whose re-
flection is seen in mirror at right).
Package, consisting of camera, tri-
pod, lens, monitor and recorder,
retails at $1,240. Recorder, as-
sembled. is $492; in kit form,
$392. Firm expects to ship 2,000
recorders to U. S. this year. Prod-
uct is heralded as forerunner to
simpler home TV recorder. “How-
ever,” notes spokesman, “it is, as
yet, not for the housewife nor
for the rank amateur.” Firm
plans to bring out plavback unit
for pre-recorded tapes in 1966.

Double Exposure

MART Magazine ® May 1965

Federal Trade Commission over unlawful price and advertising
allowance discrimination, but bear in mind that the fight is

not over yet, FTC dismisses charges against Admiral on
alleged unlawful discriminations dating back to 1956 and
1957, but at the same time FTC says an investigation has
been directed to determine whether the company's current
practices in granting advertising allowances require a new
comglaint, FTC Chairman Dixon and Commissioner Macintyre
didn't go along with the current dismissal, which vacates an
initial decision by a hearing examiner .

able to both cable operators and TV dealers, is worked out
by representatives of NARDA and Perfect Picture TV, Inc.,
Sacramento, Cal., which had applied for CATV permit in the
area. The original application is amended to specifically
prohibit permittee from selling or servicing TV sets.



[ Another hot idea from Chromalox

>

right here!

«
we kill leaks

P
., h\_/ :

Unique Chromalox® staking process eliminates
immersion element leaks...shorts...call-backs

We do special things to water heater elements. “Staking”, for
instance. Staking is how we pinch a layer of metal from the flange
and pack it around the heating coil. This means the seal is per-
manently water-tight. And it means you install no /eakers to haunt
you later. Chromalox: industry leader in supplying the replace-
ment trade and water #2240, Write today for Chromalox

heater manufacturers. water heater Bulletin M40101

CHROMALOX

electric appliance products

EDWIN L. WIEGAND COMPANY
7759 Thomas Bivd., Pittsburgh, Pa. 15208

STOCKED BY DISTRIBUTORS WITH YOUR PROFIT IN MIND WM-4a70
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9 Believe

by F. Hardy Rickbeil

Worthington, Minn., dealer

:(6||ecti¢)_ns Vital to Busines§

office. First, every credit opportunity must be qualified. Since we
have been offering credit for many years, we know from past ex-
perience that close to 75 per cent of our customers are safe credit risks.
We ask the other 25 per cent to fill out information forms after the con-
tract or settlement has been made out. If it turns out that credit should
not be granted, we have to back away from our sale by asking for a
larger down payment. We, however, stick our necks out a mile when we
have an opportunity to sell used merchandise. We are nearly always
pleasantly surprised with the prompt way these contracts for used mer-
chandise are paid. We don’t issue any preferred credit cards to our
customers until they have satisfactorily met their obligations with us for
a period of at least one year, or have paid an obligation up in full.
Recently, we visited the new Brodie’s Appliance Store in Sioux Falls,
S. Da. It was very evident to us that we haven’t been signing our stores
as we should to advertise credit. We will follow Brodie’s lead and put
up signs with 8-in. lctters (he used blue lettering on white stock) that
read as follows:

BUY NOW—PAY LATER
NO MONEY DOWN

We advertise credit terms in every ad we run on radio, TV programs,
direct mail, and by our pricing at the point of sale.

We have four full-time employes in our office and one part-time dis-
tributive education student. We figure that two full-time employes should
be charged up to the credit department for salary overhead expense.

The girl is entirely responsible for collections and for the writing up
of credit sales, re-writes and add-ons.

Here is our collection procedure:

1. Accounts receive regular monthly statements. The first collection
notice is sent out 60 days after the original charge was made.

2. Contracts receive the first notice 10 days before the first payment
falls due. (This encourages the customer to notc how important it is to
keep their payments up-to-date.) This is for new customers only.

3. Notes receive the first notice 10 to 30 days before the note falls duc.

We have a collection problem at times on service charges, so when
a service charge is 90 days old the man who did the repair work is brought
in to help with the collection. Usually a phonc call will help get the
matter straight. We find that there is often a complaint on service when
payment has been withheld.

We don’t put contracts on record until they arc two payments delin-
quent. Then we write our customers, informing them of our action. In
all, we send them four notices, then a final demand.

We charge the same “late charges” that most banks do. When late
charges have been assessed to a contract we usually invite the customer
to come in for a credit conference and mention that perhaps consideration
should be given to rewriting the contract because late charges are be-
ginning to mount up, etc.

On collection calls if we find a customer has no phone, we ask the
operator to call person-to-person and get information through the Chief-
of-Police because this call is very important. We offer to pay messenger
charges. Our credit girl places these calls and then I talk with customer
when the call is completed. I am very careful not to offend the customer,
but am very firm and definite about the seriousness of the problem. Phone
calls skillfully handled have been found to be our number one responsc
producer when collections need special attention. Often we make follow-
up calls. The customer, of course, has to be charged back for the cost
of these calls if they are long distance. Nearly always they pay these
charges without any complaint. We make out a complete new up-to-the
minute credit information form when a customer has seriously neglected
his credit obligations and go into detail during the credit conference on
just exactly how the customer can pay us.

We try to set up credit conferences by specific appointments and ask
the husband and wife to talk with us togecther. Perhaps we end up with
a mutual agreement for us to repossess, or for the customer to sell our
security and pay us, or we rewrite with smaller payments, or the customer
decides to consolidate all of his debts through a small loan company or
his bank and pay us off in full and get a rebate of his unused carrying
charges.

c ollections are perhaps the most important part of a successful credit

LOW BANK RATES
3 YEARS TO PAY

(Continued on page 48)
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4 More Good Reasons Why

ANASONIC is The Hottest Line
in the Country Today!

1) The most power-packed AM/FM portable —for its size and weight — ever introduced
2) The nation’s outstanding value in solid state 4-track stereo tape recorders

3) The finest performing, most dependable all-channel 12” TV in the world

4) The most brilliantly designed 3-band car radio — installs quickly and easily,
also slides out for take-it-with-you listening pleasure

1. RF-811 Pocketable FM/AM Portable

Here's the most powerful FM/AM port-
able for its size and weight ever in-
troduced. Really in a class by itself,
the brilliance and clarity of this set is
almost unbelievable! For, built into
the RF-811 is the most sophisticated
FM/AM circuitry ever employed in a
set this size. Also features automatic
volume control to keep sound as you
want it. Effectively orevents fade out.

$39.95

AD-300 AC Adapter, optional $6.95

Powered by PANASONIC S-velt battery.
Power-Full Extra Long-Life

2.RS-755$ Brilliant Achievement
in Solid State 4-Track Stereo
Tape Recorder

Special features include: Solid state
circuitry; vertical or horizontal opera-
tion; 4-track stereo—record and play-
back; digital index counter; two
speeds: 3% ips and 7Yz ips; two dy-
namic microphones; separate volume
and tone controls for each channel;
two built-in 4” x 6” PM speakers;
sound-on-sound; trans-a-track, conven-
ient for language and music study.

$199.95

-
3. AN-12D Deluxe Portable All-Channel 12”7 TV

Brilliant achievement in really portable TV. Only 19 Ibs., provides clear, sharp
full 75 square-inch picture, nearly ¥ larger than most 11” sets. New PANASONIC
12" overall diagonal size 110" aluminized picture tube, with corners squared,
brings every detail in clearest definition. 10,500 Volts of Picture Power provides
amazing picture brightness, clarity and detail. Beautiful styling. Deluxe antenna

N

for UHF reception. Color: Antique White. $129.95

T

AS-103: Car mounting bracket,
with lock, optional $13.95

4. RF-1006 Versatile 3-Band Portable

Easy-to-install 3-band car radio—slides out for take-it-with-you
listening pleasure on beach, boat, picnics! Never before so
magnificent a performer! Never before a radio that installs
quickly and easily in your car to provide brilliant reception of
FM, AM and Short Wave. 5” PM Dynamic Speaker. Provides
hundreds of hours of listening pleasure on just 4 “C" size
batteries. Doesn’t plug into or drain car battery. $69.95

Powered by 4 ‘‘C" size
Panasonic Hi-Top bat-
teries. Super-powerful!
Super-long-life! Certified
to have more than double
the life of ordinary bat-
teries.

[E PANASONIC

BY MATSUSHITA
Executive Office: Matsushita Electric Corp. of America, Pan Am Bldg., 200 Park Ave., New York, N. Y. 10017

EASTERN SALES/PANASONIC NEW YORK, 636 Eleventh Ave., New York 36, N.Y.(212) 973-5700
MID-WEST SALES/PANASONIC CHICAGO, 4615 N. Clifton Avenue, Chicago, Ili. (312) 784-2200
WESTERN SALES/ NEWCRAFT, INC., 8665 Wilshire Blvd., Beverly Hills, Calif. (213) OL 5-5160
HAWAII/MATSUSHITA ELECTRIC OF HAWAII, INC., 205 Kalihi St., Honolulu 17, Hawaii, 847-315




Private meat markets for your customers from Westinghouse

“This 7-Day Meat Keeper

certainly is the kind of
feature we gals like
most. Unlike ordinary
meat pans, constant low
temperature air is circu-
lated around this pull-out
compartment to keep
meat market-fresh...lets
us take meat right from
the refrigerator to oven...
no more long and messy
defrosting —Wow!”

“It's me again, Herman. The
specially controlled temper-
ature zone i here sure is
b-b-bracing. It keeps meat
market-fresh for 7 days with-
out freezing and keeps me
c-c-cold. Anyone know where
I can find a size “2" over-
coat?”

“Come on, everybody,
hop aboard.”

“0.K., Gang, let's
‘3 , hear it for
_Q Westinghouse. All

RDF-65

‘; “Hummmmm —

8 out of 9 S
Westinghouse
Frost-Free  JJ
refrigerators J
have 7-Day
Meat Keepers. J
For complete
details, see
your o
Westinghouse
Distributor.”

You can bhe
sure
if it's Westinghouse




“Economist’s Qutlook

by Richard E. Snyder - Marketing Economist

Drastic Changes In A-R-TV Dealer Picture

ment of Commerce has labored hard and

produced a massive mountain of “new”
facts and figures about the U. S. retail economy,
including the A-R-TV dealer sector. From the
scries of detailed individual state final reports,
we have culled the 1963 census year figures on
numbers of establishments and dollar sales of
A-R-TV dealers and present them in the accom-
panying table.

Comparative figures from the 1958 Census of
Retailing are also shown, and the figures for both
census years have been embellished by state-by-
state percentage breakdowns of the national to-
tals, in addition to 1963/1958 percentages of
change in numbers of establishments as well as
dollar sales. (Whenever the word “national”
appears in this writc-up, it significs the con-
tinental U. S., i.c., exclusive of Alaska and Ha-
waii.) The state data have been grouped under
the nine basic regional arca headings which the
census bureau uses in many of its presentations
of geographical statistics. Thus, the tabulation
shown herewith is ready for direct use by man-
ufacturers, wholesalers, and retailers in the A-R-
TV ficld in connection with such projects as
realigning territorics, programming advertising
outlays, determining share of market, and esti-
mating future sales.

Such analysis and planning will no doubt take
account of several types of findings similar to
those which reveal some drastic changes in the
national A-R-TV dealer picture, as follows:

The number of establishments in this retail
universe in 1963 was 25.5% smaller than the
number counted in the census for the year 1958.
Only one state, Montana, showed an increase in
number of establishments, from 142 in 1958 to
147 in 1963; a percentage charge of +3.5. Rhode
Island and North Dakota both showed store-
count shrinkages amounting to 42.9%, thus
“topping the list” in terms of drop-outs, on a
percentage basis.

Saleswise, the national total of $3,362,656,-
000 for 1963 was down 3.9% from the 1958
total of $3,499,251,000. The state of Nevada
showed the largest 1963/1958 percentage in-
crease in sales, namely, 88.5%, while the District
of Columbia registcred the sharpest drop,
amounting to 39.0%.

Regionally, the biggest drop in number of
cstablishments was shown by New England,
31.9%, followed closely by East North Central,
down 307%. The region showing the smallest
decline in number of establishments was East
South Central, off 14.3%.

The best regional showing on the sales side
was the Pacific region’s gain of 10.6%, with the
Mountain region’s increase of 9.3% as second
best. Poorest sales performance was given by
the Middle Atlantic region, where a 1963/1958
decline of 17.6% was recorded.

0 nce again the Census Burcau of the Depart-
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1963 (vs. 1958) CENSUS DATA ON APPLIANCE-RADIO-TV SPECIALTY DEALERS

1963 Census
No. of A-R-TV

1958 Census
No., of A-R-TV
Spec, Dealer % of Spec, Dealer

% Charge 1963 Censusex 1958 Census % Change
No, of $ Sales $ Sales in
$of BEstabs, of A=R-TV % of of A=R-TV % of $§ Sales

fegion and State  Establishments U.S, Establistmerts U.S. 1963/1958 Spec, Dealers U.S. _Spec. Dealers U,S. 1563/1958

UNITED STATES#® 30,540 100,00 40,985 100,00 - 25.5 $3,362,656,000 100,00 $3,499,251,000 100,00 = 3,9
NEW ENGLAND 1,892 6,20 2,780 6,78 = 3L.9 218,832,000 6, 211,2 4
Connscticut g 161 "0 1.88 - 33.9 597956600 T3 gﬁ;ﬁ:g e
Maine 183 Cl.60 298 0,73 - 138.6 11,655,000 0,35 13,894,000 0,40 =~ 16,1
Massachusetts 828 2.1 1, 278 - 27k 115,801,000 3.k 103,971,000 2,97 + 1l
New Hampshire 154 0,50 231 0,56 = 33.3 10,702,000 0,32 10,880,000 0,31 = 1.6
Rhode Island 121 0,40 212 0,52 = 2.9 W,774,000 Ol 1hi,689,000 g
Vermont 97 0,32 128 0,31 - 2k.2 5,9hl,000 0,18 7,861,000 0,23 = 2k.L
MIDDLE ATIANTIC 5,285 17.31 7,461 18,21 - 29,2 192,000 19. 58 -
New Jersey "896 2,93 1#50 2,90 = 2L,7 gz%:m:ooo ;.279 gso:gg:% z:;g - %;:i
New York 2,387 7.8 3,361 8.26 - 29,k 333,77h,000  9.53 ,435,000 11,76 = 18,5
Pernsylvania 2,002 6,56 2,8% 7405 = 30,7 193,494,000 5,75 213,357,000 6.09 - 9.2
EAST NORTH CENTRAL 6,329 20,71 9,135 22,28 - 30, 810,000 20, - 6
Nlinois 1,519 h9T 2,19 535 T30 2993:2301000 552 Z's;;ﬁ’é;% G o
Indiana 969 3,27 1,270 3.0 - 23,7 91,828,000 2,73 78,404,000 2.2k + 17,1
Michigan 1,L21 L.65 2,05L S.01 = 30,8 5566, 5,01 166,974,000 L.77 + 1.0
Ohio 1,592 5e21 2,110 S.88 = 33.9 158,182,000 LJ70 179,763,000 S,k = 12,0
Wisconsin 828 2,71 1,207 2,54 - 3Lk 79,004,000 2,35 83,353,000 2,38 - 5,2
WEST NORTH CENTRAL 3,218 10.5h L,608 11,26 - 30,2 277,668,000 8,26 292,311,000 8,35 = 5.C
o Nt W e e LR S X s
o - T 000
Minnesota 595 1.95 762 191 - 23.9 52,229,000 1.55 53:2:::000 e e
Missouri ."39 2.‘!5 lgw 2.& ’30‘6 76,1&,W 2,21 75,&9‘1,000 2,13 + 2.3
:owmm 368 560 137 - 32 27,960,000 0,83 31,737,000 0,91 =~ 11.9
Dakota 101 0,33 w7 0,b3 = 42,9 8,612,000 0,26 11,178,000 0,32 - 23,0
South Dakota 180 0,59 270 0,66 =~ 33,3 10,072,000 0,30 12,519,000 0,36 = 19.5
SOUTH ATLANTIC L,110 13,46 5,024 12,25 - 18,2 447,925,000 13, 99 - 1.
Delaware 83 0.27 *108 o.zg - 21.0 7,22915!: B3R - 1500 < I 33
District of Columbia (1 0.2h 116 0,26 = 36,2 21,508,000 0,84 35,248,000 1,00 = 39.C
Flarida 1,096 3459 1,305 3,18 - 16,0 133,692,000 3,98 ,821,000 3,68 + 3.8
Georgia 665 2,18 750 1.83 - 1.3 59,925,000 1,78 57,102,000 1.63 + L.9
Maryland 355 1.16 L79 1,17 - 25.5 46,622,000 1.39 18,654,000 1,39 - L.2
North Carolira 675 2,21 767 1.87 - 12,0 63,678,000 1.89 57,754,000 1.65 + 10,3
South Carolina 295 0,97 366 0,89 = 19.L 26,281,000 0,78 26,546,000 0,76 - 1.0
nda sho 177 &l 152 = 13.5 58,727,000 1,75 59,942,000 1,71 = 2,0
West Virginia 327 1.07 512 1,25 = 36,1 2li,794,000 0,7k 28,018,000 0,80 =~ 11.5
BAST SOUTH CENTRAL 1,839 6,03 2,5 23 = 16 000 ke .
Alabama 'E;g 1.72 "s18 sl.hi - n;:g hiﬁg:mo li.g; 191:3283.000 '{:'{.f; 4 i.g
Kentucky L& &3 .52 -21.3 Llo611,000 1.3  L,678,000 1.28 - 0.1
Mississippi 32 1.2 378 0.2 = 945 28,704,000 0,85 25,005,000 0,71 + i€
Tennessee k81 1.58 566 138 - 15,0 46,L36,600 1,38 40,355,000 1,15 + 15.1
WEST SOUTH CENTRAL 2,794 9.15 3,L88 8.51 = 19.9 257,124,000 7,65 259,807,000 7.3 - 1.0
——— B e ik tiwewe 1w .k
32 =23, 000 1. 000 1.39 - 9.
Okclahama 123 1.35 528 1.29 - 21.8 38,352,000 1.2k 34,460,000 0,98 + 11.3
Texas 1,655 Seli2 2,057 SeR = 19,5 149,464,000 L5 155,330,000 hJk - 3.8
MOUNTAIN 1,2L0 k.06 1,531 3.73 - 19,0 135,010,000 L,01 123,483,000 3.53 + 9.3
by TR R B o e R - e
S - 23 3 928,000 1,00 o
Tdaho o7 199 Ch CHE W7nomw o2 8000 02 - hul
oy ool W SR LS o TR Ml
va X 0,13 = 3, 0. 716,000 O, o
Jiow Mexico U3 0,47 178 0.3 = 19.7 15,346,000 0,46 Ui, 114,000  0.kO X
Utah 130 0,13 178 043 - 27.0 15,137,000 0,45 13,247,000 0,38 + 14,3
Wyoming 87 0,28 9% 0,2k = 12,1 6,027,000 0,18 6,708,000 0,19 = 1042
PACIFIC 3,833 12,54 h,813 11,75 = 20.h4 514,162,000 15,29 464,897,000 13,29 + 10.6
California 3.3933’: g:;g 3.;@ {.glu‘ -%g:lc: ug,_%;,ggg 121!{3 3%,&33,000 10.2 + 12;:
Oregon . - . 000 1. o
washington 502 184 98 170 = 26,1 7,338,000 1.1 59,732,000 .71 et e

#Excludes Alaska and Hawali,

##This is an additive total, excluding Alaska and Hawaii, based on data fram individual state fimal

retail census reports.

The national sales total for 1963 given in a preliminary retail census

summary report shows $3,385,018,000 for the L8 states, District of Columbia, and also Alaska and Hawaii,

Careful perusal of the table will reveal many
other interesting variations at regional and state
levels. Any individual dealer who wishes to
determine his own store’s sales percentage share

of the totals for his state in both 1963 and 1958
may do so by simply dividing his sales figure
by the applicable state totals. Was your share
higher, or lower, in 1963 than in 19587 [ ]
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Doush Maker

This is the unique dough hook that comes with the Model K45
KitchenAid Food Preparer. It's a yeast dough kneader for your
customers. A money maker for you.

We've found that women are buying this Food Preparer
because it's the only home mixer that kneads yeast dough.
But that's not all it does.

With over a dozen optional attachments, it can also open
cans, chop meat, stuff sausage, shred cabbage, crush ice,
juice oranges, etc.

Your customers get more for their money with the Model
K45. It comes complete with the dough hook, a flat beater, a
wire whip and stainless steel bowl. It has the same powerful
mixing action as the commercial mixers our company makes
for bakeries. The single beater turns in one direction while
traveling around the bowl in another.

You get more too. National ads that generate inquiries. A
new full-color window banner. New newspaper ad mats.
Colorful literature.

So display the Food Preparer with a dough hook. You can’t
beat it. Clip the coupon for details.

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

NAME__ s === — TITLE — —_—

FIRM— — S —— —
ADDRESS — - - —
CITY — STATE R

FOOD PREPARERS BY

KitchenAid.

Report From Japaﬂ

by Yoshitaka Kawagishi
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Transistors 4 Stereo Amplifiers —New Market

to 25 per cent this year because of regularized FM-sterco broadcast-

ing, and two questions related to the market expansion are now at-
tracting the attention of industrial circles. One involves transistorization
of stereo amplifiers as in the case of the U. S. and the other relates to
the development of two-speaker systems that are of smaller dimensions
but still provide high performance.

Full-scale transistorization of sterco scts, including amplifiers, began
in 1963 in Japan. The move was pioncered by Trio Corp. and Lux Corp.,
which are specialized auto cquipment manufacturers. These two makers
were followed by Sanyo Electric Co., a general assembled set manufac-
turer, in 1964. This touched off a race in transistorization of stereo am-
plifiers, in which Victor Co. of Japan, Nippon Columbia Co., and Mats-
ushita Electric Industrial Co. began to take part. Under the situation,
transistorization of sterco amplifiers during 1965 is cxpected to make
notable headway.

Transistorization of sterco amplifiers is generally favored, because:
(1) power consumption can be minimized, (2) warming-up time can be
eliminated, (3) size and weight can be reduced, and (4) the sound is sharp
and clear. Until recently, however, the high prices of transistors required
for a power amplificr unit have been a braking factor in this ficld, making
Japan fall behind the U. S.

An engineering question in-
volving the configuration of the
shorting prevention circuit for
the final-stage output transistor
also made Japanese engincers
wary of rushing into transistor-
ization. Then there were some
views favoring mellower sound
quality of tubc amplifiers.

Lately, however, power tran-
sistors for hi-fi application and
those with cxcellent linearity
have been commercialized and
prices of such products have
been reduced markedly because
of competition among scmicon-
ductor manufacturers. The situ-
ation has triggered a concerted
TV STAR Vic Morrow heard Pio- move towards transistorization of
neer's CS-51 and bought a set during  stereo amplifiers. In the case of
a recent visit to Japan. amplificr manufacturers experi-

cnced in export to the U. S., the
motive is apparently a better comformity to the requirements of the Amer-
ican market where transistorized amplifiers arc sold in larger quantities.

Trio Corp., one of the largest audio manufacturers, has revealed its
program for transistorizing 30 per cent of its amplifier output by the end
of 1965. Pioncer Electronic Corp. intends to use silicon mesa transistors
for the output unit, single-end push-pull circuit for the output circuit to
improve the damping characteristics, and protective circuit comprising
an clectronic switch and precision relay for preventing short-circuiting at
the final stage. All thesc considerations at Pioncer Electronic Corp. are
given as a means of producing transistorized amplifiers of performance
higher than that of tube amplifiers. Reports indicate that the ratio of tube
and transistorized sterco amplifiers in the U. S. will be 50-50 by the end
of this year, but in Japan the ratio is expected to be no more than 80-20.
The reason advanced is that very little interest is indicated by most audio

Thc acoustic equipment market in Japan is expected to expand by 20

consumers towards transistorization of sterco amplifiers.

Flat Speaker Systems On Way To Popularization

The development of flat, book-shelf type speaker systems is also at-
tracting attention of the circles concerned. This is rather a result of
stimulus given by the fact that similar speaker systems are beginning to
become preferred products in the Western nations. While speaker systems
that can be fitted into book shelves or used as part of furniture for living
rooms have been made on a trial basis from t:me to time by some special-
ized manufacturers since about two years ago, these came suddenly into
the limelight early this year.

Three reasons may be cited for this trend. In the first place, many

Japanese homes are of such construction that separate speaker systems

(Continued on page 40)
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Trim atong dottad hine and you have your own pa¢

to your G E deater and catry home portadle values

New 82-Channel Personal Clock-Radio-TV. Perfect bedside New Play-Anywhere Deluxe Personal Portable.
Portable. Weighs 13 pounds personal set. Lulls you to sleep and Transistor TV, Plays on Equipped with private earphone
Incorporates G E.'s exclusive wakes you up automaticaily to radio house, car and boat and jack. Die-cast chrome
Tandem *'82'' tuning system and or TV. All-channel Tandem "'82" current. Also works on carrying handle. All-channel
sealed-beam picture tube tuner. Includes private earphone and optional battery Tandem “82' tuning system
Model 111 A jack. Model 181 A pack. 13 pounds Choice of colors

Free in-car adapter Model 113 A

Model TRBO5 A

GENERAL & ELECTRIC

New Free Service Warranty Good Coast To Coast. G AL senerat Electric Personal Portable Televison Receiver®
treg topart { nc ud:ng 1abOY and Parts) «n the event of manutacturing detects ocCurnng during (1= gt ninaty days trom tne dats of O gindl purchase, prov d+d the recewer {including proo! of the

- »
Purchase date) .3 rought 10 and picned up from an Authorized General Elecine Television Service Agency anywhera in the U S A, *14° screen size o« lass *%9% or 11" screen (drag. meas.) only.

And no wonder the 75 million readers of LIFE, Post and TV Guide look for
stores like yours to buy General Electric portables. Lucky Mr. G-E TV dealer.



A AN

TS 3 Y aane emmraae
5

TRIBUTE TO HAROLD MASSEY, managing director of GAMA (left), is paid
by members during President’s Dinner staged at association’s annual meeting.
Here, Massey holds photostat of front page of issue of The New York Times
published on day of his birth and examines gold money clip extended by A. B.
Ritzenthaler, retiring GAMA president. These are only two of tokens of esteem
presented to Massey during evening which also includes several testimonials from

A

\

PASSING OF GAVEL pose is struck by S. B. Rymer, Jr.

past presidents of organization.

gas appliance and equipment industry made

during the 30th annual meeting of the Gas
Appliance Mfrs. Ass’n last month were coupled
with warnings that the industry will have to in-
crease its efforts in the areas of product rescarch,
capital investment, and merchandising.

The association, mecting in Boca Raton, Fla.,
clected as president S. B. Rymer, Jr., president
of Magic Chef, Inc. Other officers elected are:
F. Donald Hart, Lear Sicgler, Inc., first vice
president; Milton E. Morgan, A. O. Smith Corp.,
sccond vice president, and Robert C. LeMay,
Selas Corp. of America, treasurer.

GAMA now boasts a record membership of
650 manufacturing firms, it was announced dur-
ing the meeting.

In his inaugural address, Rymer cited trends
in the American business community which he
said show promise of matching “the spectacular
achievements of our nation’s explorers.”

Among trends cited by the speaker were: a
continuing growth in the economy, which, if it
continued through April, 1965 would be the
longest period of upturn in the nation’s history;
record average income for American families and
the lowest unemployment rate in seven years;
attainment of age 18 by 3,700,000 youngsters
in 1965—1,000,000 more than in ’64 (“As these
youngsters marry and set up housekeeping, the
impact on sales of appliances and other house-
hold goods will be phenomenal”); expenditure of
$1.9 billion by the gas industry in ’65 for con-
struction of new facilitics and purchase of new
equipment, topping 1964 expenditures by $100
million; a more abundant supply of natural gas
than ever.

A. B. Ritzenthaler, retiring president of
GAMA, told the meeting that while dollar value

Predictions of unprecedented growth in the

14

(left), GAMA’s new president, and A. B. Ritzenthaler, who

steps down from post during association’s annual meeting.

Things Are Good But
Could Be Better, GAMA Told

AGA’s Gale calls for greater expenditures for research.

DIVISION OFFICERS NAMED " mmmmmmmmmm—",

Included among chairmen and vice chairmen of GAMA divisions elected or re-elected during the recent

annual meeting are those shown below:

Avutomatic Controls Div.—chairman, Charles M. Staint

S. Harper, Jr., Harper-Wyman Co.;

on, Controls Co. of America; vice chairman, Philip

Gas Incinerator Div.—chairman, Bernard E. Mustee, E. L. Mustee & Sons, Inc., vice chairman, Frederick

H. Martin, Martin Stamping and Stove Co.;

Gas Clothes Dryer Div.—chairman, Edward A. Nash, Norge Sales Corp.; vice chairman, Robert A. Strain,
The Maytag Co.;

Domestic Gas Range Div.—chairman, Walter F. Rogers, Crown Stove Works; vice chairman, Morris W.

Morris, Welbilt Corp.;

Gas Appliance Regulator Div.—chairman, John A.W

. Neess, Controls Co. of America;

olff, ITT General Controls, Inc.; vice chairman, Paul

Gas Water Heater Div.—chairman, A. J. Crookes, The White Products Div., Lamb Industries, Inc.; vice

chairman, James M. Starke, Gaffers & Sattler Corp.

of all consumer purchases in 1964 increased 6.6
per cent over the previous year, appliance sales
were up only 4.7 per cent.

“We'll just have to do better—despite the fact
that last year gas range sales were at their highest
level in eight years, and we set new all-time high
records for factory shipments of gas clothes dryers
and gas central heating equipment,” Ritzenthaler
said.

The speaker, who is vice president of The
Tappan Co., cited revised goals set by the Gas
Industry Development Committee which state
that by 1969 the industry “could and should” be
selling:

® 1,700,000 units of gas central house heating
equipment, 300,000 more than in 1964;

® 3,000,000 gas ranges, 800,000 more than
in 1964;

® 3,100,000 gas water heaters, 400,000 more
than in 1964,

® 1,100,000 gas clothes dryers, 500,000 more
than in 1964;

* as well as a tripling of gas incinerator sales,
a doubling of gas light purchases, and a nine-fold
increase in gas air conditioning installations.

Dr. Richard H. Gale, director, research and
development, American Gas Ass’n, told a break-
fast session of the annual meeting that the in-
dustry’s $3.5 million program of research for
1965 is much too small: “It should be two or
three times bigger.”

(Continued on page 40)
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| SWEEPSTEKES

in May 28

1

An exciting new traffic-building product-selling
combination for YOU to use to kick off a record

Spring Season. Ityou're a Gibson dealer, you'll soon be getting
all kinds of action as prospective customers come into your store to
try for one of the 5000 big, big, big prizes Gibson is offering for you.
The secret to the sweepstake's all-out selling action is a really exciting
prize list, plus big LIFE exposure in a full page ad with a new kind of
dealer listing card insert, that could include YOUR name.

100 FIRST PRIZES

All-expense paid, deluxe trips
for 2 to San Juan & St. Thomas

100 lucky couples will join us for the Big Show
in Puerto Rico with a V.1.P. itinerary planned and
hosted by Gibson! Whowouldn’'tgetupand go for
a once-in-a-lifetime vacation opportunity like this!

= —
ﬁf'——— | l '
=Y AND 4900 2nd PRIZES

. =)

: AN ‘ Beautiful Gibson Frost Clear
Refrigerators, Model 3912
. ¥ ' Think what this means — as your

salesmen describe the prizes, they
areactually doing acomplete selling
job for Frost Clear and for your store
as Frost Clear headquarters. What
better way to point up the tremen-
dous comparison in Gibson quality
and value versus competition.

GE

The magnificent **President’'s Choice'’ model 9316
refrigerator-freezer will be featured throughout the
entire Spring Promotion.

PLUS AN INCREASED SCHEDULE Lo o
ON N.B.C.-TV's TODAY SHOW!!

What a vehicle to tell the Frost Clear NEVER A

sweepstakes story to women everywhere! THIMBLEFUL

Hugh Down§ and Company will be de- \OF FROST

livering action-producing messages to

this tremendous morning audience. This 2

2] CECECID O Gl et et | And timely tie-in with NEMA-EEI promotion
May 4th and keeps on selling throughout

the heart of your Spring and Summer Frost Clear Sweepstakes is timed to coincide with this important
Season. —— , c industry-wide effort to sell frostless refrigeration. (Frost Clear)

Gibson TvE BiG [ IS REALLY ON THE MOVE!

HUPP

CORPORATION GIBSON REFRIGERATOR SALES CORPORATION GREENVILLE, MICHIGAN

Manufacturers of quality Refrigerators, Freezers, Air Conditioners, Ranges, Dehumidifiers




Out in front

this May

HARRY ISN'T GOLFING THIS WEEKEND
Du Pont LUCITE® House Paint sent Tom in his place

LUCITE means less work. more waer. Enjoy t.rug-u)-hfe Color from RCAV'lctor with
o e A Solid Copper Circuit dependlblhty
i ™

Doesn’t every wide-awake person
wind up with a
Ben Alarm?

7
s -
No. Some plug i
Ben Bedric T ep— Ty ————r
hun-’nu--ant:du

you'll aever be sati: with say g loss than a Mag
o.n,nrn- groes E these 1as.  Chrommione “‘l:-.. ‘lmuc-
E::- e -“-r‘_“'- qn.ammu

:::..- S8 e bnghers. meme whare puttuses, “
s e R O o i
But everybody can get this book free! Aweausdc Coler n,mz:.nm Magus-os Sound — urill noeacd bt
xs bdclr It keads teskam 1o program

mmuwumumuummmn ":_"' =
Rehable — bonded orcuiry sied

L
tuuu-c.b: 2duanced Cucunry holds  wn meary equipsment — ssnares trouble-free
codors comssn dependabuiary

125 color
yw-n Bent And Ben prices start o st §7 98"

W_ESTC LOX

Everythings besier in color.

er mmn
Designed 1n cosperstion ©
i 1938 000 38 5o
!Inlyh-i-n-‘c -unlhl
;-m‘:lhlqﬁ h-'w'm Inh--(h-‘y
ahen away Naturaily, your M-um—n‘mq
nhﬂn- .m“ lmmwulh— 50

3 wtmsmnmmc ,
"\"‘ﬁ;g S it

These ads will get top
visibility in Readers Digest
—because its read by

1 out of 3 shoppers

Put these products up front and watch The
Digest go to work for you. It’s bought by as
many households as watch a top-10 tv show—
twice as many as buy any other general maga-
zine! And the people in these Digest households
are your better customers: they earn 27% more,

on the average, than those who watch the No. 1
tv show! Even more important to you, these
customers believe in The Digest—in its edito-
rial content and in its advertising pages. This
faith moves these customers. It will also move
these products for you.

PEOPLE HAVE FAITH IN READER’S DIGEST 1414 million U.S. families (26 million world-wide ) buy each issue



Trends

IN THE MARTS OF TRADE

ACQUISITION of electric housewares
facilities of Landers, Frary & Clark
by the housewares division of The
General Electric Co., Bridgeport,
Conn., gets a green light from the
Justice Department after Justice ini-
tially turned thumbs down on the
deal. It is understood that GE plans
to continue use of the Universal and
Handy-Hannah names. GE is plan-
ning, says Willard H. Sahloff, vice
president and general manager of the
housewares division, to make detailed
inventories of the varying types of
assets to be purchased in the electric
housewares portion of the business.
GE also expects to invest, in the next
12 to 18 months, about 31 million
for renovation and modernization in
the Landers plants in Fort Smith,
Ark., and in New Britain, Conn.
Before the purchase becomes final,
Sahloff says, GE has to complete
the negotiation of satisfactory collec-
tive bargaining agreements in each
plant, “since we hope to utilize much
of the existing labor force and pre-
serve many of the jobs in both states.”

COMBINATION AUTO RADIO and
sterco tape player is previewed to
members of the record industry by
RCA Victor Records and the Lear
Jet Corp. The device, in a package
no larger than some of the smallest
auto radios now in use, consists of
a stereo cartridge developed by Lear
Jet, a new 8-track duplicating tech-
nique created by RCA Victor Rec-
ords, and a radio-tape player created
by Lear to accept the cartridge. The
system, it is claimed, makes possible
80 minutes of stereophonic repro-
duction in the one cartridge. When
the cartridge is fully inserted, the
playing mechanism automatically
switches from radio (AM) to tape.
The car listener then needs only to
press a selector button located be-
neath the radio dial to switch to any
of four stereo programs on the tape.
The cartridge is adaptable for use
in boats and homes as well. George
R. Marek, vice president and general
manager of the RCA Victor Record
division, invited officials of other
record companies to consider mak-
ing use of both the new tape and
cartridge so their catalogs can be-
come available to consumers.

MORE THAN 5,000 prizes will be
awarded to consumers and dealers
during the national cooperative cam-
paign to be run in October by the
electric housewares section of the
National Electrical Mfr’s. Ass'n
(NEMA.) The program is based on
« “Holiday of a Lifetime Sweep-
stakes,” tying in with the overall
“Holiday” theme. Grand prize is a
trip for two to any spot in the world
that the winner desires; second prize
is a similar trip for two anywhere in
Europe; third prize is a trip for two
anywhere in the United States; after

MART Magazine ® May 1965

that are trips to Bermuda and many
other prizes including special cook-
books and electric housewares, ac-
cording to William Pfeif, manager of
marketing and distribution, house-
wares division of GE and chairman
of the NEMA electric housewares
promotion committee. A special tear-
out booklet containing news of the
sweepstakes and section members’
products will appear in the October

issues of Family Circle and Holiday
magazines. A comprehensive planner
and work book plus a promotional
kit of collateral material is being
prepared to outline areas of activity
on all levels.

LATEST EXAMPLE of closer ties be-
tween manufacturer and retailer is
the case in Wilmington, Ohio, where
the Generul Electric Co. took a lease
on what is considered a desirable
spot for an appliance store, and then
went out to find a dealer to occupy
the spot. Cooper Snyder, who al-
ready operates a hardware and major
appliance store in nearby Blanches-

ter, receives the GE major appliance
franchise in Wilmington, a Cincin-
nati suburb. E. L. Stehle, general
manager of the major appliance di-
vision’s distribution sales operation
at GE, explains that the idea of leas-
ing a facility to encourage the estab-
lishment of a retail outlet where one
is needed is new for the GE major
appliance division, and is viewed as
an experiment. “We are not at all
sure that this method of encouraging
distribution where we need it would
work in all markets,” says Stehle,
“but we hope to test it in another
part of the country later on this
year.” It is understood that Snyder,
under his sublease from GE, is pay-
ing exactly the same rent that GE
is paying.

Super cooling power...
Super sales pﬂwer...styled, engineered

and priced to beat

all competition

The Super Alaskan packs all the power you
need for the large room and multi-room
installations that are an important share of
your air conditioner sales. 23,500 and
27,500 B.T.U. cool large rooms, stores and
offices quickly, quietly and efficiently.

The styling packs a wallop too. Gone is
the bulky “machine.” In its place, your cus-
tomers find a decorator designed furniture
look that makes itself at home in the most
elegant surroundings. But the biggest
punch by far is the spectacular price.

The Super Alaskan gives your customer
more cooling for his dollar than any other
model on the market today . .. and that's
a claim we can prove. Just give us a call and
we'll let you have the facts. But please sit
down when we tell you . . . we don’t want to
bowl you over.

POWER MASTER With self-
installing Expand-O-Mount. 6000 to
18,500 B.T.U.

HUSH MASTER. With self-installing
Expand-O-Mount. 4300 and 6000
B.T.U.

MIGHTY MITE For casement win-
dows. 56500 and 6000 B.T.U.

Write, Wire, Phone today. NEMA

ey

Maspeth, New York, EV 6-4300

Outside the United States —Welbilt International Corporation
475 Fifth Avenue, New York, New York 10017

Webit,
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Here's the
kind of

ACIION

fhat gets
the crowds

Meet the portables that are made to move —the Pick of the
Portables by RCA Victor. They're all terrific traffic builders
because they all have more of the promotable features you need
to boost your share of the booming portable market. RCA Victor
will promote these handsome new portables with full-page ads
in Life and Look. Other portable ads will appear in Time, the
New Yorker and Sports lllustrated. All this, pius TV znd extra
promotional support. With this kind of backing.

you'd better get set for plenty cf action.

% Sy AR

Promise big TV enjoyment that's easy on the pocketbook,
easy on the eyes. The Pickwick has 20,000 volts for picture-
pulling power. Delivers a big, bright 'n beautiful 19”* picture.
A Pick of the Portables value leader with Rollabout stand.

Get your piece of the ACTION. . see Vour




The

DICK of the

=]
I
=il

RCAVictc

DO

Deluxe new 19"*
portable goes
anywhere on its
trim, new Rollabout
stand. The Envoy
features earphone
jack for undisturbed
listening pleasure.
Front tuning and
front-mounted 4"

speaker.

The famous RCA Victor
“Sweet 16”1 now available at
a special Pick of the
Portables price. The Debonair
features all-channel
reception plus Automatic
Gain Control that “shifts
gears” electronically for the
clearest, sharpest picture
possible, even in difficult
reception areas.

RCA Solid Copper Circuits are the
circuits of the Space Age—they replace
old-tashioned “hand wiring"' for greater
dependability, better TV performance.

*Overall tube diagonal—125 sq. in. picture

Stir up second set sales with
the Eldorado—a 19"* portable
with plenty of price appeal.
Its crisp, clean-lined styling
makes it the portable for the
"go" set. Has more of the de-
luxe new features they want.

RCA \/ICT@R distributor |

r

Watch Portable Stereo sales perk up with
the smartly styled Caprice. It's extra
sturdy because it has no tubes to come
loose, burn out. They've all been
replaced by long-life transistors.
Twin 4" speakers deliver instant
sound. Studiomatic changer, tone
control, separate volume controls
for swing-out speakers. Slim
suitcase styling in choice

of colors.

Pick of the Portables special traffic
builder—the value-priced Talisman
monaural portable. It's a slim, trim
phonograph that scores big with the ~i
younger set. Heavy-duty 4" speaker, |
Studiomatic changer, separate N
controls for volume, tone and changer.
Available in charcoal brown and
white or gunmetal blue and white.

The profit picture brightens when ycu
move 'em up to the deluxe 19"*
Bermuda. “Wireless Wizard"’ Remote
Control changes channels, adjusts \
volume, turns TV off and back on, or 3
completely off. It's vinyl-clad and
suitcase-styled. }

i A
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‘Overall tube diagonal—172 sq. In_picture WS MASTER \..uu‘(

The Most Trusted Name in Electronics

Tmk (s) ®



ey |
Ltinians

pude |
o
o
pude
-
i =}

il

1

Headline: “Father’s Day SPECIAL!
2 For 1 Sale!” A “‘typical” father
wears a crown made of the words:
“June 21st is Father’s Day,” in this
ad by Town & Country Gamble
Store, Cheyenne, Wyo. The ad of-
fers a GE pocket transistor radio

FATHER'S DAY

SPECIAL! &
2:0r1 SALE!

GE POCKET
TRANSISTOR RADIO F R E E
With the Purdnse of This Big 19" Portable TV

139°C)

ADDED BONUS CELEBRITY PORTABLE TV
Fridey, Solarday and Sanday BALY! o - ey

FREE! ..
THIS BIG OFFER GOOD FRI,, SAT. & SUN. ONLY!
{ LONG EASY TERMS | [ Small Down Payment

Complete Appliance Service Dial 634-3374 Wyoming's Lorgest GE Deoler

<> Town & Country Gamble Store

Open Every Day and Evenings  South on Highwoy 85-87
Woskdors 5: 1o B:30—Samdors 408 b0 4:00 Ploaty of Froo Pubing

free with the purchase of a 19-in.
portable black and white TV re-
ceiver — only on Saturday and Sun-
day. Copy also notes that, as added
bonus (on those days) purchasers
would also receive a TV stand free.

Headline: “Wanted AT ONCE! by
Famous Appliances, Inc. 100 USED
REFRIGERATORS,” states this ad
by the Colorado Springs, Colo., firm.
Copy reads: “This beats anything

WANTED AT ONCE!

by FAMOUS !A‘MAJ!CES, Inc.

you’ve ever heard of. To meet mar-
ket demand, we’re going all out to
snap up good wused refrigerators.
Here’s a made-to-order opportunity

20

the retail ADS

A couple of seconds is all it takes TTTETIR

to make the best dollar-saving deal

of your life. We’ll show you in black for dad or grad

and whitc — right down to the last “d‘“c;l“:l te}“"s‘f“

penny — how it figures out. So — Loaatad e

come on in and talk trade! Sooncr
you do, the more you save!”

Headline: “For Dad Or Grad . . .
radios and television priced to please!
Enjoy it now, pay later! Use our
convenient Flex Account Credit Plan.
Up to 24 months to pay, with a

to get that new refrigerator, range small carrying charge,” reads ad by

or home laundry you've wanted AT  May—D & F, Denver, Colo. Onc illustrated in the ad, which was run
A TERRIFIC SAVING — merely portable black and white TV, seven during store’s “June Value Fair,” a
by turning in your present appliance! radios, and one tape recorder arc onc-month promotion..

NOW!

|
|
|
|
l
|
|
|
|
|

14 1Y2 Pl

FEET
LONGER

REGULAR ECONOMY SIZE
America’s No. 1 Van

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%2 ft. longer—making it
the biggest van of its type !

May 1965 ® MART Magazine



mHATCH's Where Every Day Is SALE DAY!
don't forget o'le dod on .

1m&

S £...12 POUNDS OF TV
K\w G AT LAST A TRUL PORTABLE

99

LARGEST DISCOUNTS IN TOWN!

~Open Wednerday & Friday Evenings -

Father's Day ad

NO MONEY 0.\\“ UNES-POPULAN 3 sy TS . Use Owr H‘in !
DOWN ( I » ";‘__"___:‘
3 YEARS Vo
10 PAY! . T
Phone $13-7739 !
28 S. TEJON

1

Headline: “Hatch’s Where Every Day
Is Sale Day! Don’t forget o’le Dad
on FATHER’S DAY,” suggests this
ad by Hatch’s, Colorado Springs,
Colo. Pictured is GE 12-1b. port-
able being lifted by man’s pinkic.
Advantages of buying at store are
listed in advertiscment.

Headline: Prospective June Brides
arc the target of this ad by Cleverly’s
Furniture & Appliances, Idaho Falls,
1da. Headline reads: “Wedding Spe-
cial. You asked for it! Now you can
have the Furniture & Appliances you
nced for your home.” Various com-
binations of living room, bedroom,

VCLEVERLY'S DISCOUNT STORE

N

5-Pc. Living Room Set
| 4-Pc. Bedroom Set

| 5-Pe. Dinette Set

| 30" Westinghouse Range,

10 Cu. Ft. Refrigerator
Manvfacturer's List Price $975.7%

Wedding Special

v
,‘ You Asked For 1! Now You Can Have The

3!?\\ Furniture & Appliances

You Need For Your Home

63950

SAVE $340.2%
NO DOWN PAYMENT
Ne Payment Due 'Tit Anqust
ONLY $22.25 Por Month

B-Pc. Dinotte Sot Includes:

Big, new engines for fine
performance with big
loads. Ford Vans now offer
two new engines with up to
48% more power than before.
The new 240-cu. in. engine
is the biggest, most powerful
Six in any van ! This 150-hp,
7-main-bearing Six gives
you new time-saving perfor-
mance with heavy loads
(2,000 Ib. if you want) up
hills or in traffic.

The new 105-hp, 170-cu.
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 ECONOLINE VA

10
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ECONCMY VANS!

optimum fuel economy,
long-lived dependability.

Big, new SuperVan has
1V2-ft. longer flat floor.
Now you can carry 8VY:-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
features the same short 90-
in. wheelbase as the regular
Econoline for exceptional
maneuverability—easy han-
dling and parking.

Either the regular Ford
Van or its new teammate,
the SuperVan, can fit al-
most any delivery job.
Econoline Vans were de-
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.

wiiiiiws RIDE WALT DISNEY’S MAGIC SKYWAY AT THE FORD MOTOR COMPANY PAVILION, NEW YORK WORLD'S FAIR

openings measure a full 4
feet in width and almost 4
feet in height. And the low,
flat Econoline floors are only
222 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
‘65 with heavier-gauge un-
derbody members. And all
major structural components
of the underbody are galva-
nized for protection against
rust and corrosion.

A roomier cab, more com-
pact high-output heater and
stronger bumpers are other
samples of the improvements
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 Ib.

BUILT TO LAST LONGER

prODUCTS OF ( <Tmmal ) MOTOR COMPANY

and dinette sets arc listed, together
with kitchen appliances. Copy notes
that no down payment is necessary,
and couples may take until August
before making the first payment.

Headline: “At these Prices We Could
Sell Refrigerators to Eskimos,” states
this ad by Kelly and Cohen, Pitts-
burgh, Pa. Large type proclaims:

At these Prices we Could Sell
Refrigerators to !slumos' \&1)

ool Sod o Dese Nt o Dugiay ad 0 S
ADMIRAL - FRIGIDAIRE - HOTPOINT
GE NORGE PHILCO RCA WHIRLPOOL

YuM HOI.NMUW
.r,’“_l"?:ﬁ )

FREEZERS

O MONEY DOWN PAY NOTHING TILL OCT.!

PORTABLE TV SAI.I
AdAL < WoTIONA mnluv-\t

i 3

“GIANT Refrigerator Sale.” Copy
rcads: “Special purchases and big
markdowns will bring customers from
as far away as Alaska to sharc in
the Savings . . . So for the hot sum-
mer days ahead, get yourself a real
cool buy on a brand new, brand
name refrigerator.” Ad also pitches
portable TV receivers (over 1,000
of them on display, says the copy).

Headline: “The Wonderful World of
Color” is the subject of this ad by
May-D&F (department store) Den-
ver, Colo. “Come join the 10th
cclebration of color television . .

pioncered and developed by RCA
Victor . . .” continucs copy. Art-
work shows “fairy” waving magic

The Wonderful World of Color

Come join the 10th celebration of color television . .
pioneered and developed by RCA VICTOR
and available at May-D&F

yow . e DAGIC o COLOR v

MAY BE ENJOYED BY YOUR FAMILY, TOO!

wand at Color TV set.
arca states: “‘Now . . .

Copy in this
the Magic of
Color TV may be enjoyed by your

(R3]

family, too!” Copy at bottom of ad
notes that readers may observe RCA
Color television all weck on the
firm’s closed circuit TV system.

21
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The most attention-getting
refrigerator ever built 1s

AMERICANA
by General Electric

Nobody walks past the Americana® refrigerator. It stops traffic. Builds traffic for How about you? Is the Americana up front, loaded with display food, at eye

every dealer who showcases it. Publicity on its new profile is snowballing. And level...and demonstrating its illuminated countertop for you? If not, get it. Fast.

we're telling your customers about it in 4-color magazine ads, as well as with a It's the most dramatic way to demonstrate G.E.'s automatic Self-Fillirg Ice
Tray, No-Frost operation and exclusive Roll-Out Freezer.

load of prime-time network TV.
True, it may not fill the bill for everybody, but when it

9 stand,;

All this means nice going for G-E dealers. Just seeing e
the Americana makes consumers want to replace their old g !z!f -2 e doesn't, you can step along readily to Spacemaker 16's or
refrigerators at once. Listen to a couple of recent reports: ‘” . 19's. Then you'll see how the elegance of the Americana
“Sold 4 Americanas day after ad. Also 3 Spacemakers and — G sheds glamor over the entire G-E line.
one 14-cu. ft. Frost G{Jard.” A small-tovfn dealer wired: ' g;{z! Onlygyou,asaGenera|Electricdealer,havetheAmericana
“Some traffic-builder! Sold 1 Americana and 4 other mod- = S to display, along with the advertising and publicity support

= b to sell this new concept. Only you can use it to demon-

els from one ad.” Dealers in Kansas City, as result of the
dealer-listing ad, sold 5 Americanas and 26 other models

in the 3 days after the ad ran.

strate, with new excitement, the General Electric quality
that's known, respected and wanted by millions.

GENERAL @ ELECTRIC



Industry Agrees:

Manufacturers, distributors, and dealers welcome increase in original

programming; see set sales reaching all time high in 1965.

By ALAN C. ROSE

munications Commission will put into force

a new rule requiring commonly owned FM
stations in markets of more than 100,000 persons
to carry no more than 50 per cent of their AM
partner’s programming.

Production of FM radios totaled 3,700,000
sets in 1964, a 19 per cent increase, according to
information supplied by the Electronics Indus-
trics Association.

Additional EIA figures show that there were
1,181,000 operating commercial FM stations at
the cnd of 1964.

The phenomenal growth of FM stations, and
the continued increase in AM-FM table set sales,
combined with the new regulation, should pro-
vide retailers with their greatest opportunity yet
in FM radios.

In an effort to find out just how great this
opportunity is, MART Magazine talked with
several leading manufacturers, distributors, and
dealers, to get their opinions on the AM-FM
market, and the radio picture in general as they
see it today. Following are their views:

Vern Phillips, general products manager for
Motorola, describes the new regulation as an
opportuntiy for all manufacturers to step up their
FM promotion and marketing plans.

“FM radios traditionally sell for more and
offer dealers greater profits if they’ll take the
time to go after them. Once a station changes to
the new FCC policy, alert dealers will capitalize
on the ruling. We plan to alert our distributors
to the ruling and they will in turn pass it on to
their dealers,” says Phillips. He believes that the
local newspapers and stations will also make
dealers cognizant of it.

Phillips feels that the new ruling can be an
aid in helping dealers who still carry radios to
improve their image as radio dealers. In addi-
tion, retailers who have left the radio business
to mass merchandisers and discounters, can re-
establish themselves as complete brown goods
retailers, he believes.

“Dealers today must satisfy all of their cus-
tomer’s needs,” says Phillips. ‘“The smart dealer
is the one who will survive in today’s competi-
tive market. He should be prepared to meet his
customer’s needs all the way from a $39.95 radio
to a $1,000 color TV set.”

The Motorola executive feels that dealers in
rural areas should be able to gross 25 to 30
per cent on FM radios, and about 20 per cent in
urban areas.

“FM radio is a bright spot in the industry and

o n October 15 of this year the Federal Com-
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TONE CONSCIOUS America will buy more FM radios than ever before, most manu-
facturers agree. Here, John Gray of B. F. Myers & Son sells AM-FM radio.

presents an opportunity for a dealer to become
an important factor in this phase of our business.
Last year industry figures showed nine per cent
of all table radios sold, four per cent of all clock
radios purchased, and three per cent of all port-
ables bought, contained FM. This figure is going
up and the new FCC regulation will help it.
Someone in your area will become Mr. FM, why
not you?” concludes Phillips.

“We don’t contemplate any special promotion,
but we certainly feel that it will directly affect
total FM sales,” says Charles O’Brien, market
development manager of radio products for
Zenith.

O’Brien believes that the climate for FM sales
has never been better. He feels that consumers
have become more discriminating in their evalua-
tion of sound in recent years.

“Americans today are sound and tone con-
scious as never before,” says O’Brien. “Back-
ground music, whether for a bridge game, eating,
or just plain conversation, has become a way of
life. In 1964 industry sales totaled some one

million table models. More sound-conscious cus-
tomers, the advent of FM stereo, and the promise
of more quality sets at a lower price will mean
even greater sales in the years ahead. Dealers
should, without hesitation, plan on getting in on
their share of the market.”

O’Brien urges dealers selling FM units not to
look just to the lower priced models for their
volume. He reveals that one third of all AM-FM
table radios purchased last year, sold for over
$60, and in the same year, sets selling in the
$59.95 bracket showed a 10 per cent increase
over 1963. “Remember,” says O’Brien, “the
higher priced the unit, the greater chance for the
dealer to realize his best profit.”

O’Brien lists six plus factors a dealer should
sell if he wants to move FM radios in any quan-
tity. They are: (1) features (2) performance (3)
style (4) quality (5) pride of ownership (6) con-
cept of gracious living.

The Zenith radio marketing head also suggests
that dealers use a combination of impact of mass
display, attractive surroundings, and good light-
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AM-FM RADIO sales are good but much of the volume is in the form ot

traffic builders, says Ted Dumstorf of The Trend, Louisville, Ky.

ing, as the most effective physical setting for
AM-FM radios.

“A lot of dealers are missing the boat by not
selling radios,” asserts O’Brien. “Radio sales
can be profitable, but it is up to us as a manu-
facturer to tell the radio story to our dealers,
something we are continually doing. We remind
them that they not only get extra profit dollars
by selling radios, but also realize an excellent
return on their investment per sq. ft. Selling
radios takes time but so does making money,”
states O’Brien.

He sces total AM-FM table radio sales for
1965 as reaching the 1,200,000 mark, and is
firmly convinced that they should grow at a
100,000 unit per year increase through 1970.

Admiral’s schedule for AM-FM advertising is
greatly incrcased and the corporation is gearing
much of its promotions and marketing plans to
significantly higher sales during 1965.

That is the word from Joe Casale, Admiral’s
sales manager of radios and phonographs. “The
current business trend shows that therc is a
tremendous potential in AM-FM radio even for-
getting the new regulation,” says Casale. “The
new rcgulation will definitely make its impact
felt, and consequently make morc people aware
of better programming. Since it scems logical
that the new regulation will guarantee more mu-
sic, because it isn’t economically feasible to put
on continuous programming, and since the gen-
cral public is more aware of better broadcasting,
the FCC ruling can’t help but increase business.”

Casale believes that AM-FM radio sales will
continue to move ahead despite the romance of
color TV and sterco. He specifies the public’s
growing taste for the best in music, improved
styling, finer appointments, and greater quality
as primary reasons why sales will continue their
upward trend. Last ycar 20 per cent of Admiral’s
radio sales were AM-FM units.

B. S. Durant, president of RCA Sales Corp.,
optimistically states, “We look for an excellent
FM radio year in 1965. Domestic unit sales of
AM-FM and FM rcccivers should increase by
approximately 30 per cent over last year with
much of the increase falling in the higher priced
categorics.

“The recent FCC ruling on FM programming
should certainly aid rctail sales of FM units by
creating additional cxposurc of thc medium to
the buying public.”

According to a spakesman from General Elec-
tric, “FM radios arc alrecady enjoying a dramat-
ically sharp rise in popularity. The effect of the
FCC ruling has only begun to further accelerate

24

this trend, a trend which will continue upward
for years to come.”

Distributors are, in general, interested in the
new regulation, but as yet have not planned any
specific action in its behalf. Several of the dis-
tributors contacted said they knew nothing about
it.

Ed Eskind, of Capitol Radio, the Admiral
distributor in Nashville, Tenn., said he had heard
of the regulation but was not too familiar with
it. He remarked that it should add impetus to
sales, when and if dealers implement it in their
sales program.

One distributor remarked that he knew nothing
about the regulation but that unless his dealers
showed more interest in general in handling
radios, he couldn’t see it as noticeably affecting
sales.

Most dealers contacted by MART Magazine
confessed that they knew nothing about the new
regulation, although a few said they had a vague
knowledge of it.

John Gray, vice president of B. F. Myers &
Son, Goodlettsville, Tenn., said that radio sales
were good anyway. When informed of the new
regulation, he indicated that it would prove to
be beneficial.

“You can tell your readers that AM-FM radio
sales are excellent and that we're making a good
profit,” says Joseph Stickrod, president of North-
shore Talking Machine in Evanston, 1ll. He sees
the new rcgulation as being a sales aid, if the
dealers throughout the country bother to use it.
He reports that adequate displays and product
demonstrations are a great aid in sclling FM
radios.

Ted Dumstorf, general manager of The Trend,
a three-store operation in Louisville, Ky., in-
dicated that radio sales were good in general and
that the new regulation could prove to be ad-
vantageous in certain locations where there is a
strong FM listening concentration. He did add
that much of his volume in FM radio was as
traffic builders.

A dealer in Minneapolis, Minn., felt that the
new regulation will prove to be a boost to sales
if it is promoted properly by manufacturers, dis-
tributors, dealers, and the local stations them-
selves.

Alan Radio in Chicago reported radio sales
as good, and said that the regulation should add
impetus to the already excellent FM sales picture.

A negative note was sounded by one dealer
who asked not to be quoted. He said that it
would take morc than a regulation to yield a
profit on any radios for indcpendent dealers. W

Joseph J. Casale,
Suales manager, radio division, Admiral.

C. Vernon Phillips,
General products manager, Motorola.

W
Charles O’Brien,

Market development manager, Zenith.
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DON'T WASTE time by dwelling on refrigerator features that the pros-
pect obviously isn’t interested in, says Sam Gordon (center). Average
refrigerator presentution at Gordon’s takes 20 minutes.

HIS OWN firm belief in the consumer benefits of side-by-side refriger-
ator-freezer combos led Sam Gorden, Madison, N. J., to become
the first buyer of a carload of Admiral’s “*Duplex 19" models.

Explaining Consumer Benefits Sells
Sid e'bY'Side REfl‘ige I‘atO I‘-Fl‘eeze I‘S By CHARLES KRAUSS

N.J. dealer’s faith in the future of the product turns initial skepticism into sales of over a carload a month.

of side-by-side refrigerator-freezer combes
a month?

Dcaler Sam Gordon of Madison, N.J., staris
by having a strong belief in the consumer benefits
of this appliance, as exemplified by the Admiral
“Duplex 19,” the unit that fits into a 36-in. space.

When Gordon first saw the “Duplex 197 at
a press showing in New York a little over a year
ago, he was so impressed with the possibilities
of the unit that he asked to become the first car-
load buyer of these refrigerator-freczers, just as
he recalls being the first carload buyer of color
TV back in 1954.

The color TV carload and the promotion that
accompaniced it had sct a good precedent. Gordon
gave the color sets a big sendoff with much razzle-
dazzle involving, among other things, a parade
of antique cars. It was a great success, with
people practically standing in linc to buy color
at a time when there were only a few hours of
color a week being broadcast.

So, with the color TV carload promotion of
10 years before still in mind, Gordon did receive
the first carload shipment of the “Duplex 197
combos.

He launched the units with full-page news-
paper ads, but here the resemblance to the color
promotion stopped. This time customers did not
come Hocking in to buy. Initial rcaction, says
Gordon, was onc of skepticism. One possible
cxplanation, of course, is that Gordon’s is a
multiple line operation, and the Admiral units
were only onc out of four or five other refrigera-
tor brands shown in Gordon’s seven stores.

Gordon, however, staved convinced of the
consumer benefits in the side-by-side combo and
furthermore got his conviction through to his
sales force. (Gordon can speak authoritatively on
food preservation matters, since he has been
running a freezer plan operation since 1941,
and he is also in the retail grocery business, with
a supermarket housed in the same building—and
connected with a passageway—as his main store
in Madison.)

How does a retailer sell more than a carload

MART Magazine ® May 1965

“Of course the Admiral machine has two
strong things going for it,” says Geordon. “First,
there is the fact that it will fit into the same space
as most old refrigerators took up, and then there
is the low noise factor.”

Refrigerators are displayed at the back end
of Gordon’s Madison store, so the salesman has
at lcast a couple of minutes, if he walks slowly
cnough, to do some good qualifying of prospects.

During the walk to the refrigerator display
the salesman will have found out: 1) how big the
prospect’s family is; 2) whether she prefers
freezer top or bottom; 3) how big a space she
has for the refrigerator; 4) docs she want left or
right hand door?; 5) is she redecorating? (might
lead to a kitchen or cabinet job).

This technique, says Gordon, not only shows
the customer that the salesman is genuinely in-
terested in her problems, but also creates an air
of confidence that lets her know he is not just
a rcader of price tags.

Thus, by the time prospect and salesman have
reached the refrigerator section, salesman has
a pretty good idea of what the prospect wants
or nceds.

“If the prospect hasn’t indicated a firm pref-
erence, then it’s the salesman’s iob to determine
himself what would be best for her. Now. we're
not naive cnough to say there aren’t times when
we are pushing certain models, but it’s all got to
be done within a framework of what is good for
the customer,” says Gordon. (He is justifiably
proud of the fact that 80 per cent of his customers
arc repeat customers.)

With a clear idea in mind of what the prospect
wants, the salesman at Gordon's then shows her
the bottom of the line in the type of bex she
wants. The purpose of this is to establish that
the store does have good values and specials,
and also to get price out of the way of the sales
presentation until the very end.

From the bottom model the salesman works
his way up the range methodically, assuming the
prospect doesn’t stop firmly at a given model.
If she docs, then he stops, too, and moves for the

close right away. If she doesn’t stop, and when
she is up to the 18-cu.-ft. or so category, then
begins talk about the “Duplex 19.”

“Obviously,” says Gordon, “it’s got to be a
good-sized family you're talking about on this
kind of mcrchandise. But if it's a really big
family, with six or seven children, then we rec-
ommend scparate refrigerator and freezer.”

Gordon says it is surprisingly casy to get an
extra $50 or even $100 for a side-by-side combo
once the customer has been moved up into that
general price and size category. Three out of
four of his large box sales, he says, are Admiral
“Duplex 19”7 models. And this, he adds, is with
no special recommendation, simply an explana-
tion on the salesman’s part.

Brand rccommendations generally, at Gordon’s
arc handled carcfully, the Madison dealer says,
because of the great number of brands the store
carries. Salesmen are taught not to show parti-
ality to a brand until the prospect shows a really
serious interest in that brand. As far as margins
go, Gordon suays over the long run they show
insignificant ditferences from one brand to an-
other. He adds, however, that the store doesn’t
stock anything that docsn’t bring in at lcast a
20 per cent gross (and this includes clectric
housewares, 100).

Gordon lays much stress on what he calls
“keeping the pulse of the customer.” If she
doesn’t show much interest in a given refrigerator
feature, he savs, move on to the next feature
without wasting time. Above all, let ker lead
hersclf,

Closing a refrigerator sale at Gordon’s con-
sists of asking the customer three things: 1) “Do
you like it?”; 2) “Do you want it delivered to-
day?”; and 3) “What kind of terms would you
like?”

“Price”  Gordon anticipates the question
“Don’t forget that the whole operation started
with price. when the salesman led the prospect
to the wvery first refrigerator.”” On the average,
a refrigerator sales presentation takes about 20
minutes at Gordon’s. ]
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Dealer Sees Good Future In Rentals;
He Features Long-Term Arrangements

New Jersey retailer says profit is better in rentals

than in sales, but cautions against hasty entry.

' - —— -~

SEPARATE SHOWROOM and entrance marks off
rental division at the store of Dealer Morris Gliklich.

SERVICE DEPARTMENT is the key to a successful
rental operation, says Morris Gliklich (foreground)
GM Electronics. Gliklich’s partner, Bill Medwied, is
at right, and center is Sam Oilner, technician.

straight retail, and worth going after, says Dealer Morris Gliklich, Hillside,
N. J., electronics and air conditioning specialist.

When Gliklich talks of appliance rentals, he thinks in terms of long periods
rather than a few days or a week. He looks on rentals as a way of living for
the consumer rather than as an expedient.

Gliklich, partner in GM Electronics, had been renting appliances (color
TV, portable TV, and room air conditioners, mainly) for the past two years
in a more or less quiet way. Last spring, he went after the business actively,
with a newspaper advertising campaign. In the four weeks after his first ad
ran, Gliklich had 120 portable TV’s and 40 color sets in the field. Of the
portables, 40 per cent were on a two-year lease basis, for which the consumer
pays $5.95 a month. Within a year, he had 500 units in the field.

(Continued on page 46)

T he rental business has its pitfalls, but by and large it is more profitable than

Surface Is Barely Scratched
In Rental Field, Says Hertz

Noted for car rentals, company has been

renting TV since 1960; Color TV and

air conditioners were added last year.

IT'S SMART TO RENT ..

RENT-ALL

HER

B i WA 0., — ‘
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home electronics products for about four years, “and

the surface has barely been scratched,” according to
Milton Cohen, vice president and general manager of Hertz
Rent-All, a division of Hertz Corp.

Since 1960, the firm has been renting black-and-white
TV receivers, tape recorders and radios. Last year, it added
color TV and room air conditioners.

Cohen thinks the rapid growth of home goods rentals
stems from a growing realization among consumers that “you
don’t have to own things in order to enjoy them.” “Our
approach to this business,” states Cohen, “is that we rent
troublefree appliances; the renter doesn’t have to get in-
volved in maintenance and he gets guaranteed service.”

This philosophy appears to be one reason for the firm’s
success thus far with color TV rentals. During the past
year, several hundred sets (RCA only) were out on rental
from the New York outlet alone. The firm charges $25
per month for color, with a minimum of six months rental.
No down payment is required; payments are due the first
of each month.

When Hertz delivers a color TV set to a home, the serv-
ice man demonstrates it for the customer. The company
uses an independent service company.

Cohen believes that the “ownership concept” will never
be eliminated with regard to black-and-white TV. “But
color TV is a horse of a different hue,” he says. People are
more inclined to rent color than black-and-white, he claims,

(Continued on page 47)

The Hertz Corp. has been selling use, not ownership, of

SHOWROOM of Hertz Rent-All in New York City
reflects wide variety of products that may be rented —
by the day, week, or month. Portable TV sets, like one
seen in foreground, have been rented since 1960.

May 1965 ® MART Magazine



The Rental Business--
Should Dealers Get Into It o

It the giants of the retail industry begin renting appliances
and TV, can independents compete? Yes, say some who have
been renting. And, according to two marketing experts,

the time 1s right for renting.

USED APPI.IANCES

and TELEVISION

* RANGES * REFRIGERATORS * FREEZERS
* WASHERS * DRYERS * DISHWASHERS
® TELEVISION ¢ STEREO * IRONERS

Obton at M-‘on !qmmm Conuay-bvhm on prices, with no finance

occru chasa, thon you'd expect 1o

pav?:' 51 :mf-g <cll-rc«'m cl4 a1a~wmmmpnarv

All war
home, a3 oﬁgosp(""' ts ore m

# OBLIGATION TO ONLY
ONE MONTHLY
PAYMENT!

% NO DOWN PAYMENT

INLY FIRST
MONTN S RENTAL
HARGE!

EVERYBODY SAYS

By Jack Stockman =t e

% MODERN EQUIPMENT
COMPANY'S LOW
BARGAIN PRICES!

% ANY ITEM UP TO $40,
PAYADLE ONLY §!
MON' Y, PLUS SMALL
SERVICE MAINTENANCE
CHARGE!

(o vrre B0 Furments ongbaty Sigher

% ALL PAYMENTS APPLY
TO PURCHASE PRICE!

% NO ADDITIONAL
FINANCE CHARGE!

* 100% GUAIANT!I ON

BOTH appliances and electronics
products may be rented or pur-
chased at Modern Equipment Co.,
Great Fualls, Mont., as ad indicates.
Firm allows the renter to apply
all his monthly payments toward
the purchase of product.

an article titled “Rental Retailing Picks Up Steam™: “Only a

small handful of manufacturers are paying particular attention
to the expanding rental market. But there is every reason to
expect, in my opinion, that there will come a time when a large
number, and a wide variety of manufacturers, will have a market-
ing-sales cxecutive in charge of distribution through rental out-
lets.”

He continued: “Many manufacturers will, in time, make special
models, special designs, special price lines for the rental outlet.
And, cventually, some manufacturers will be advertising the
availability of their brands in rental outlets.”

Weiss explained that he was making this prediction on the basis
of his belief that giant retailers such as Sears, Roebuck & Co.,
and Montgomery Ward’s would be highly successful in the rental
business.

He had written this column shortly after it was announced that
Scars was using approximately 50 of its outlets around the country
to test the feasibility of renting certain products to consumers. »
Within a ycar, this experiment was discontinued — apparently o
because the results were unfavorable. _g-’

Now, three ycars later, Sears, Roecbuck & Co. intends to re- i
enter the rental business, according to a reliable source familiar
with the rental business. !

If the giant retailer makes a serious — and successful — go of Gopariment Store
it this time, independent retailers may be forced to turn their o
sights toward the rental business.

Although the rental business is still in its infancy, there is
cvidence that it will attain greater importance within the appliance
industry as time goes on.

For one, “The principle of ownership of material possessions
by individuals is fast becoming an anachronism,” says Ferdinand
F. Mauser, professor of marketing at Wayne State University.

As co-author of an article titled *“The Future Challenges Mar-
keting,” which appeared in thc November-December, 1963
Harvard Business Review, Professor Mauser states: “Since the
Garden of Eden, civilization’s institutions and precepts have
been bascd on two assumptions: that there is always a scarcity
of matcrial things, and that for the masses of pcople work is
incvitable. But today these two assumptions are becoming less
and less valid. For, as man comes to emphasize consumption,
many of the precepts at the very base of his society must change.

In 1962, E. B. Weiss, columnist for Advertising Age, wrote in

TTHE STORL THAT SERVICE BUILT~ SSTABLHID N 193¢

APPEAL of ad by Buttrey's, Great Fualls, Mont., is free
repairs on TV sets that are rented from the store. Firm
has been renting portable TV sets for about seven years;
each year between 200 and 300 sets are rented.

ALL Repairs _ag}fk—if
when you [RENT TV!

15 your old TV Chusher costmy you toe much for ropains? s
your TV pacturs tusey, fasnt and jumpy? Ars rou plogued with
$host, 1new and fudesut? Get nd of thet ald moneysahag
menster . . .. ond rent o broad NEW sherp ‘n cloar Admerel
Poctoble. In the st ploce . ..
socond ploce

you get u broght new sot. In the
L # 1t should require service, the cost is o vy
How about thet ... you con't lose.

I G A s A

Watch the Democratic Convention

NOW...RENT Brand NEW

ADMIRAIL
portable TVs g

IMAGINE! A Brand NEW

Portable TV in your home . . .
—> NO Cash Outlay. . .only

small monthly Rental

(Should you choose to buy, full rental pay-
ments will be credited to the purchase price)

|

ADMIRAL
PLAYMATE 11"

Built to take it
ANYWHERE)

One key change lies in the attitudes he takes toward ownership. Here's How Our | B o
Such chan alrecady taki 12 these Popular 4 Enjoy ALL the delightful
uch changes are already taking place. Easy TV-Rental | admiral .

TV Shows with the clear,

“Through the ages, people placed valuc on ownership becausc Plan Works Portable SFE sharp reception of o NEW
there were not cnough goods to go around. They were willing e b | U model Admirel
to accept ownership responsibilities to assure themselves of sup- LT .
plies of scarcities. Counnon st e Rt wow .. couter v st 4w s

“Reflect for a moment. How many people actually want to
own an automobile, take home a ‘handy six-bottle carrying case’
of soft drinks, or have a drawer full of shirts they can call their
own? In the final analysis, not many.

(Continued on page 50)
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PROMOTION OF BRAND NAMES by Kelly and Cohen — this year’s winner of “Retailer-Of-the-Year” plaque in ap-
pliance-TV category of 17th annual Brand Name competition — helped it grow from one store in ’54 to nine stores in ’'64.
Note, to left of door, list of brand names carried.

of $7 million in 1964 — that’s the story of

Kelly and Cohen, Pittsburgh, which has
grown in a decade from a one-store appliance
operation to nine large appliance-TV stores, a
growth made possible, says Frank J. Pizzuto,
president, because of “our policy of brand name
telling, selling and servicing.”

For its promotion and merchandising of brand
names products throughout 1964, Kelly and
Cohen was awarded the Brand Names “Retailer-
of-the-Year” plaque in the appliance-TV cate-
gory in the 17th annual competition sponsored
by the Brand Names Foundation. In 1963 the
chain won a “Certificate of Distinction” in the
same competition.

Kelly and Cohen follows a brand names policy
that is consistent and never varies:

® |t buys and displays only brand name mer-
chandise.

e It advertises and sells only brand name mer-
chandise.

From a $3,000 investment in 1954 to a volume

28

e It delivers and services only brand name

merchandise.
“We use only national brand factory-authorized
service companies, complemented by our own
(Continued on puage 42)

“Certificate of Distinction” Wimners

Runners-up this year in the appliance-
TV stores category of the 17th annual
Brand Names “Retailer-of-the-Year” com-
petition, sponsored by Brand Names Foun-
dation are:

Hannah-Adams, Chattanooga, Tenn.

Dalmo, Arlington, Va.

Puff’'s Appliance Center, Inc., Petoskey,
Mich.

Certified TV & Appliances, Norfolk, Va.

MANUFACTURERS’ MATERIALS are used by
Kelly and Cohen in both window and in-store
displays to further its brand names image.

May 1965 ® MART Mcgazine



NARDA PRESIDENT Billy S. Yates tells consumer products division of NEMA
that discriminatory pricing, reckless franchising, and over-production are ills the
manufacturer can control and thus aid the independent retailer.

NEMA Hints At Reorganization

Of Consumer Products Div

SI0N

Scarcity of brass at annual meeting points

up division’s problems; a retailer says his piece.

mmhe idea of reorganizing the consumer products
division of National Electrical Mfr’s. Ass’n
(NEMA) was raised — but not very high —
at the division’s annual meeting last month.

Joseph F. Miller, executive vice president of
NEMA, gave a talk entitled “Reorganization of
the Consumer Products Division.”

After reading some quotes from a U. S. Cham-
ber of Commerce publication to the effect that
mergers are the coming thing in trade organiza-
tions, Miller told the group, “I am not here ad-
vocating anything, and we are not ‘aiming’ at
any other organization (specifically AHLMA, the
laundry manufacturers’ association); we are just
pointing out opportunities.”

Miller started his talk by saying that there
is no plan for rcorganization, but only oppor-
tunity. He did, however, make two specific rec-
ommendations: 1. that the consumer products di-
vision become a dues center (dues are now paid
on a section, or product category, basis), and
2. that the consumer products division board be
cnlarged. The first proposal, Miller explained to
the group at the Diplomat Hotel, Hollywood,
Fla., would allow manufacturers whose products
don’t fit into any current section to join the divi-
sion, and the second might be helpful in attract-
ing more high level executives to the board.

That the NEMA consumer products division
has a personnel and morale problem was evident
from the start of the two-day mecting, when
W. D. Dance, chairman of the mecting and vice
president of General Electric and general man-
ager of Hotpoint, cxpressed his disappointment
at the attendance.

“We have some real problems,” said Dance,
“and we can’t fight our battles alone as individual
companies. The appliance industry is still in its
tecnage stage, and for all we know, it will never
get beyond that. But it’s big, and because it’s
big, government agencies are becoming inter-
ested. That’s one of the problems, and that's one
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of the reasons we neced NEMA.”

A NEMA merger with AHLMA “looks almost
impossible now,” and if it ever does occur, it will
be because AHLMA wants it, Miller said. Miller
also discounted the chances for an overall ap-
pliance association that would include both gas
and electric appliance producers, because the
gas appliance manufacturers’ association (GAMA)
is too closely related to the American Gas As-
sociation (AGA).

The appliance industry, Miller said, has not
kept pace with the expanding economy and needs
such things as faster market information gather-
ing, better import-export statistics, and a better
consumer image.

“This industry needs strong competitors,” said
Miller, “and if top leaders would devote more
time to industry problems, perhaps they wouldn’t
be so burdened with their own problems that
they could tind time to come to these meetings.”

Some of the NEMA members present at
Hollywood expressed disappointment after Mil-
ler’s talk that Miller had not put forward any
concrete plans for reorganization of the consumer
products division. Others, however, pointed out
that Miller, as the association man, is not in a
position to make such proposals himself, and that
any such proposals would have to come from
division members themselves, at lcast super-
ficially.

John L. Sullivan, chairman of the residential
group, Edison Electric Institute Sales Division
and general sales manager, Boston Edison Co.,
pointed out the importance of cooperation be-
tween electric utilities and electric appliance
manufacturers. Of the four utility classifications,
only the commercial market is growing at the
established growth rate, he said, and residential
kilowatt-hour sales trend has “shockingly de-
creased.”

In explaining how NEMA and EEI can work
together, Sullivan said the utility group is pre-

’

PLEDGING UTILITY support for joint programs at NEMA meeting
is John L. Sullivan, chairman of the residential group, Edison Electric
Institute Sales Division and general manager, Boston Edison Co.

pared to assist in any manner possible to get a
better profit margin for manufacturer, distribu-
tor, and decaler. Sullivan said in his talk that
EEI does not have a ready solution to the profit
problem, but he later told MART Magazine that
if more utilitics returned to retailing, this could
conceivably help stabilize the market.

Dealer Billy S. Yates, president of NARDA,
told the manufacturers that they have control
over threc factors that might cause the death of
the independent retailer: discriminatory pricing,
reckless franchising, and overproduction.

On discriminatory pricing, Yates said, “I know
that a small trailer manufacturer can buy a mid-
dle-of-the-line name brand refrigerator for 25
per cent less than my carload price. . . . We can’t
buy vour goods at any lower price than that at
which you are willing to sell us, and we certainly
can’t tell you to whom to secll your goods, and
we don’t want to, but if these two practices (dis-
criminatory pricing and reckless franchising) con-
tinue, you could wake up one morning and find
your entire sales organization controlled by
giants as big as you, over whom you would have
absolutely no control.”

On overproduction, Yates said, “As long as
the potential plant capacity is twice the proven
sales ability, the danger of overproduction will
be with us. As long as the present trade restric-
tions are with us, 1 don’t know what you can do
about this, because I understand the penalties for
arson are pretty stiff all over the country.”

Harold O. Drosethes, manager, consumer in-
dustry marketing, appliances and furniture, U. S.
Steel Corp., asked the NEMA group, “How is it
that we can sell more tape recorders than dish-
washers in this country in a given year?”

“Why not,” said Drosethes, “hit the nail right
on its head — a program with the kitchen dealers
or kitchen specialists of America? How many
of them put in a new kitchen today without a
new automatic dishwasher?”

Donald C. Cook, president, American Electric
Power Co., suggested that utilities might ask
themselves whether providing adequate appliance
servicing might be the utility’s job rather than
that of the manufacturer.

In a talk on solid state devices, John Mungen-
ast, market development specialist, semi-conduc-
tor products department, General Electric Co.,
pointed out that the phrases “solid state” and
“transistorized” have become marketing phrases,
and that they appear no less than 30 times in the
current Scars catalog.

A. J. Nesti, chief statistician, said the ap-
pliance industry is losing ground to other con-
sumer durables. In the years 1964-1969, he
noted, the industry will have an increase in unit
sales only about 500,000 more than the increase
in the single year 1963-1964. u
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Father Ancl T]le

By WALTER H. HOGAN

orange blossoms. But it’s also the month

when every dad has his day, and fathers
cverywhere blossom out in new ties and smiles
at the gifts they've received.

Father’s Day is the biggest single merchandise
promotion devoted to men. Last ycar alone,
the volume was $1,019,964,000, an increase of
1.59 per cent over the year before, according to
a report from the Father’s Day Council, which
this yecar has planned a 55th anniversary cele-
bration commemorating the founding of Father's
Day in 1910. Theme for '65 is: “Dad’s Biggest
Day — Granddad’s Too.”

FATHER’S DAY IDEA: An casy window
display that can suggest many A-R-TV gift sug-
gestions for Dad calls for only lettered display
cards and ribbon. With large capital letters,
“D-A-D,” a horizontal banner at thc back of
your window reads: *‘Details About Dad.” From
this banner run ribbons down to smaller display
cards around which you have grouped (on
shelves, stands or the floor) different products
you wish to featurc. These display cards and
products could be:

“He’s Neat” (clectric toothbrush, shaver, shoe
shine Kkit).

“He’s A Real Cut-up™ (electric knives).

“He’s A Good Mixer” (blender, ice crusher,
spot refrigerator).

“He Gets Around” (travel toothbrush, port-
able TV, radios, walkie-talkie).

For the color scheme, remember men like blue
best, then red. Women prefer red, then blue.
(And women, naturally, buy 75 per cent of the
Father’s Day presents).

FATHER’S DAY MATERIAL: Sales Help
# 14, as created by the Father’'s Day Council,
contains 27 units (219 pieces). The set, using
the official illustration (pictured on this page) in
full color, consists of: one poster, 22 in. x 28 in,;
three easeled dis-
plays, 11 in. x 14
in.: four streamers,
16 in. x 6% in.; two
streamers, 28 in. x
11 in.; four pen-
nants, 11 in. x 17
in., five blue ribbon
badges, and 200
gummed stickers.
Price, $7.95. Also
available: specially
designed, three-col-
ored Father’s Day
gift wrap paper at
$6.50 for 100 sheets

T RADITIONALLY, June belongs to brides and

FATHER'S DAY JUNE 20
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Dad's biggest day. Grandad's too!

Father’s Day poster
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Sketch of display suggesting gifts for the bride

or $27 for 500 sheets. On your order add $1
for handling and postage. Write: Father’s Day
Council, Inc., 50 E. 42nd St., New York, N. Y.

DISPLAY IDEA: The sketch on this page
shows an idea you might use as a display that
suggests gifts for the bride. In this case, electric
housewares.

Brides always display the gifts they receive,
so let your window bring to mind this picture.
Using such elements, perhaps, as a picture on the
wall, potted greenery, a handsome chair and a
chandelier, let your window suggest a rather
elegant room as background for a table. This
table (a small round one or even a card table)
is covered with a long lace tablecloth. Some
packages beautifully wrapped as wedding gifts
are on the table. Some of the gifts have already
been opened, and these are the gleaming electric
housewares you choose to feature: perhaps a
coffeemaker, buffet skillet, toaster, etc. A spot-
light is directed onto these appliances, and at
one side of your window a large display card

rcads — in the style, of course, of a wedding
invitation: “The honor of your presents.”

CREDIT CARD: Borrowing is one of the
cornerstones of display everywhere. And if you
should borrow from a friend (or a friendly store)
any of the elements used to create your room,
it's good business to acknowledge the loans in
this way: at onc side of your window set a
small display card in which you list the credits.
For example,

“Chair . . . ABC Furniture Co.”

“Painting . . . XYZ Store.” ctc.

BULLETINS: Two articles on display that
you will no doubt find helpful are available frce
upon request. Ask for:

Small Marketers Aids No. 63: “Making the
Most of Your Show Windows.”

Small Marketers Aids No. 111: “Interior Dis-
play: A Way To Increase Sales.”

Write to:

Small Business Administration,

Washington, D. C. 20416.
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EW products

Fedders home laundry equipment

EDDERS has introduced its new line of home laundry
equipment: four automatic washer models and four

Gaffers & Sattler gas range

AFFERS & SATTLER has introduced the “Elegante” line of

three 37-in. eye-level gas ranges with smoked glass oven

windows, modern Swedish door handles, spun gold clock

face, and brushed chrome range top and backguard. Eyc-
level oven, 22 in. wide x 12 in. high x 13 in. deep, has removable
racks and chrome liners; next to lower oven is separatc chrome
rotisserie which converts to high broiler. Both ovens are in-
dependently timed for automatic cooking. Dcluxe model’s “Meal
A’Tendant” maintains keep-warm temperature of 170 deg. at
end of timed cooking cycle; other models have signal timer clock.
Deluxe range top has four center burners (one with “Thermal
Eye” thermostat control) and covered griddle, which removes
to provide fifth burner. Line is available in white and copper,
in yellow on special order. Gaffers & Sattler, 4851 S. Alameda
St., Los Angeles, Cal. 90058.

gas and electric dryer models. Washers feature set-

ting for laundering of mixed loads, cold water option
which can be used for every cycle, pre-wash soak cycle,
and water level control. Top model is 2-speed, 8-cycle
“Imperial” model WI 156, completely automatic unit;
other units: 2-speed, 6-cycle “Supreme” model WS 156;
2-speed, 5-cycle “Custom” model WC 156; and 1-speed,
3-cycle “Deluxe” model WD 156. Dryers feature “Vac-
uum Drying”: 16-blade rotor draws 225 cu. ft. of heated
air per minute into unit, pulling air through tumbling
clothes. In top-of-the-line “Imperial” model DI 156, two
settings provide completely automatic drying for loads
of any size. “Supreme” model DS 156 has choice of two
selections. “Custom” and “Deluxe” models, DC 156
and DD 156, also feature pre-timed drying. Total num-
ber of drying temperatures range from three on the “De-
luxe” to eight on the “Imperial.” Fedders Corp., 58-01
Grand Ave., Maspeth, N. Y. 11378.

International’s ““IRectronics”

NTERNATIONAL RECTIFIER has introduced a new con-
cept in do-it-yourself electronics, said to make home-

made construction of electronic systems as easy as

changing a light bulb or baking a pre-mixed pie. It’s
“IRectronics,” a line of electronic “building blocks,”
which form 20 low-cost sysiecms for home, boating, out-
door and automotive use. The linc is made up of 25
compatible modules and 19 accessories for a variety of
uses, including a telegraph code sender, guitar amplifier,
“loud-hailer” for boats, a walkie-talkic, public address
system, and an electronic “baby sitter,” a home intercom-
Concord Electronics Corp., 809 N. munica:ion system for monitoring nursery or play area.
Cahuenga Blvd., Los Angeles, Cal. Units operate from batteries or standard home clectrical
Concord model outlet. Prices range from $4.95 for the danger blinker to
R-2000 $19.95 for a walkie-talkie. Solid-state modules arc sealed
in clear plastic for convenience in assembly. International
Rectifier Corp., El Segundo, Cal.

ONCORD has introduced the
“Concord R-2000” automatic
stereo tape recorder. Features
of this top-of-the-line model
include fully automatic operation
with tape reversing, remote control,
plug-in head assemblies, three hys-
teresis  synchronous motors and
“other exclusives to be appreciated
by the most discriminating profes-
sional tape recorder user.” $795.
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Industry And Educators Can Build
A Reserve Uf Future Service Men

It can be done locally, as this case in suburban

Philadelphia shows. Hints on how to get started.

sands of service technicians who will be needed in the years
ahead?

Most likely solution: through a cooperative effort between industry
sources and professional cducators which would form a pool of
basically trained men from which service companies and servicing
dealers can draw.

Even disregarding a natural growth in the cconomy, the problem
of having an adequatc supply of trained service technicians and of
keeping the supply flowing is pointed up by the fact that appliances
are getting more automatic every ycar and consumers are putting
morce appliances into their homes than ever before.

There is also the question of disproportionate population growth
whercby in many parts of the country certain suburban arcas have
mushroomed in population much faster than the national average.

As an indication of the size of the service manpower problem,
here are some remarks made by J. H. Miller, manager, product
service sales training for the major appliance division of General
Electric to the Appliance Professional Ass'n in Los Angeles:

“Let’s attach a few figures to this bigness. It is reliably cstimated
that therc are over 250,000 appliance service men working in the
United States today. Our long range forecasts indicate that in our
own scrvice organizations, we will have to hire annually about 10
per cent of our prescnt force. This represents the additions necessary
to handle an increasing scrvice load, plus the replacement of men
lost through attrition. If we assume this same percentage is applic-
able to the entire industry, this means 250,000 new service men dur-
ing the next 10 years, an average of 15,000 men per year.

“This is a lot of men and every one of them is going to require
training.

“How are these new men to be trained, and who is going to do
the training? To date, with very few exceptions, we who are engaged
in appliance service work are doing our own training, starting from
scratch.

“In all probability, we will have to continue doing the ‘finished’
part of this training. By this, I mean that we, and only we, can

(Continued on puge 36)

Problcm: where is the appliance industry going to get the thou-

BALL GOT ROLLING in Johns-
ville, Pa., in 1962 when high school
instructor Bernard Myers (left) came
to Jack Foster, manager of merchan-
dising for General Electric in the
Mid-Atlantic district, to get help in
building his appliance repair course.

‘ '.
b

FOUR HOURS A WEEK of work “in the shop” is the practical aspect
of appliance repuir course at William Tennent High School, Johnsville,
Pa. Instructor Bernard Myers (left) and Warren Parker, General Elec-
tric district supervisor of service training, look on as students work.
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Wards And Warranties

Editor, MART Magazine:

In our study of television repair,
we arc attempting to procurc data
on the following topics: the con-
sumer's  attitude  towards  service
guarantees and warrantics when pur-
chasing a television, the percentage
of people who obtain service con-
tracts, and the cost and coverage
of the various contracts, and present
and projected sales and trends of
television.  If you possess such in-
formation and can relinquish it for
our perusal, we would appreciate
a prompt reply as our allotted time
for library research is limited . . .

Mrs. Bonita Haunroth
Corporate Rescarch Dept.
Montgomery Ward
Chicago, 1.

Kudos For Snyder

Editor, MART Magazine:

After reading your article “The
Snake in the Picnic Basket,” (The
Economist's Outlook, March, 1965
MART Magazine.), 1 felt impelled
to communicate to you my high re-
gard for your cxposure of today’s
insanc and idiotic economics.

Most people prefer to ignore a
futurec cconomic situation until it
acquires  present  tense, imperative
mood.

Your thinking is forthright, cou-
rageous, and correct. An accolade
to you, Sir.

Cleve L. Hall
Hall Electronics
Smithficld, Va.

Finds “Displaytime” Helpful

Editor, MART Magazine:

I find “Displaytime” in MART
Magazine very interesting and help-
ful. 1 am very interested in trying
to make our stor¢ more attractive,
with  cyc-appealing  front  window
displays. We arc strictly a white
goods appliance store, only the large
appliances to display. Could you
please give us some good ideas on
how to make a nice window display?
Also, where we can obtain props
and decorations for our type of store?

Mrs. Wallace W. Gordon

Gordon Electric

Tulare, Cal.
(Ed. Note: “Displavtime” is prepar-
ing a list of books on display and of
some of the firms that will send vou
brochures and catalogs on display
materials.)

On Dealer Prospecting

Editor, MART Magazine:

.. . I have read with a great deal
of interest your editorial in the March
issue, and 1 agree with your state-
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ments, but I do think that certain
additions should be made.

Some months ago [ personally
completed a market survey for a
large manufacturer in the electronics
ficld, and without boring you 1 would
like to say that the entirc survey
proved to me, without reservation
that most decalers have either over-
looked or forgotten how to sell.

Many dealers depend solely on
the national advertising of their sup-
plicrs to bring pcople into the store.
Some dealers in certain areas do very
little promotion work and rely solely
on a cut-price technique to bring in
customers.

Your statements regarding obso-
lescence are very, very interesting

because I have often wondered why
dealers don’t use the techniques once
employed so successfully by the
automotive dcalers who, years ago,
kept very carcful lists of their cus-
tomers and, at thc end of three or
four years, would call them on the
telephone or visit at the house and
invite a demonstration of a new mod-
cl. Unfortunately, the automotive
trade has forgotten this technique or
they arc “too fat.”

While making the survey I men-
tioned above, I had several men
comb an area and, upon analyzing
the questionnaires they turned in, [
found several homes that were still
using General Electric refrigerators
with the “Monitor” top. Further

questions showed that owners of this
refrigerator had never been contacted
by the stores where they were pur-
chased and who happened to still be
in business. Many dealers continu-
ally “cry in their beer” and bemoan
the fact that business is so competi-
tive that they can’t make a profit.
If the dealer would do some real
soul scarching, he would find that
his business has been and is produc-
ing a fine income for him and, if
he worked a little harder and did
some bell ringing, he could increase
his volume as well as his profits . . .
Milton D. Thalberg
President
Thalberg International, Ltd.
New York, N. Y.

The *“state of the art” on the West Coast:

o/

«« . bringing overnight deliveries to retailers in 11 states!

On the street floor of a new building in Los Angeles, STANDARD® has established its own
offices, showrooms, service center, and warehouse. A beautiful layout, beautifully efficient!
What does it all mean? First, that West Coast retailers can now reduce inventories, get more

stock turns. Second, do you know a sounder way to make greater profits?

STANDARD policies of price protection and continual product “firsts” (like the Micronic Ruby)
now extend nationwide. So does STANDARD'S national advertising, coast to coast!
Note our doubly proud addresses . . .

STANDARD RADIO CORP.

410 East 62 Street, New York 10021. 212 TE 8-4040 .

1300 West Olympic Boulevard, Los Angeles, 213 DU 6-8770
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SCULPTURED

PORTABLE HEATERS

You notice this one coming. A real head-turner, with
all the curves in the right places. Chic . . . ultra-modern
... cool as they come. But underneath it all—instant
heat. New Air King portables—top heating perform-

ance in a smart new silhouette. Write for vital statistics.

BERNS AIR KING CORPORATION

3050 North Rockwell Street, Chicago, lllinois 60618
AIR KING LTD., 31 Penn Dr., Weston, Ontario, Canada

New deluxe ""Caribbean’
with 3 heats, pilotlight, push
button control

New economy fan-forced
model with ultra-modern
gold plated grill
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New budget-priced compact
model with fan and thermo-
stat



A collection of display, promotion,
advertising, and management ideas
that may be adaptable to your store.

Stop, Look—And Buy?

IN AN EFFORT to cut down on

pilferage of phonograph records,
and at the same time to promote
their sales, Chiarelli Brothers, Inc.,
Reuading, Pa., installed a juke box on
their sales floor with the top 100
record “‘hits.” Sign over the juke
box invites prospects to play records
which they may buy at counter (fore-
ground). A pad of paper attached
to the front of the jukebox allows
prospects to write down the names
of records (and artists), thus facili-
tating purchases for both salespeo-
ple (left) and customers. According
to management, system has proven
itself entirely satisfactory.

Three-Day Truckload Sale
Promotes ‘‘Haul ’Em Away”’
]9 sponsored by Johnson-

Guler Appliance Co,,
Rockford, 1., moved 30 majors and
TV sets plus some small appliances.
A full-page newspaper ad which ap-
peared two days in a row, featured
GE television but other products
were sold, too.

The ad stated that the firm had
purchased a truckload of brand new
1963 models. It urged readers to
“bring your car, truck or trailer—
Buy ’em in the crate and haul ’em
away—A wide variety of models,
styles, and finishes.” It also men-
tioned a five-year warranty on the
etched circuit board in all models,
plus full GE warranties, including
one year on the picture tube.

Co-owner J. Albert Johnson states

that “some pecople actually came with
trailers for the sale.”

A three-day truckload sale
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Cash Graduation Award
Builds Local Goodwill

Mr. and Mrs. Ralph Poust,
20 Poust & Son, Dover, N. ],
make an annual investment
of $200 cvery spring as a gesture of
community goodwill that also scrves
as a subtle form of promotion.
Every year at graduation cxercises
at the local high school, the Pousts
donatec a $200 cash prize to the out-
standing graduate in the field of
home economics. They have the aid
of Helen Johnson, Hotpoint home
cconomist from New York City, and
the New Jersey Power & Light home
service department to select a winner.

Mrs. Poust says the idea devcl-
oped out of the store’s fecling that
the home cconomics field is one that
is too often neglected when it comes
to handing out prizes, and since all
the local graduates are potential
future customers (and certainly fu-
ture home makers) recognition by
a local appliance store makes good
sense.

Colored Appliance Event
Sells 62 Majors In 10 Days

21

“Colored appliances for less
than the price of white,”
was the theme of a ten-day

promotion launched by Certified TV
& Appliance Co., Inc., Norfolk, Va.,
just prior to Mother’s Day.

The store sold 62 major pieces
during the promotion, according to
Dealer Harry Polay, and traffic,
though not actually counted, “felt”
better than average for this time of
year.

The promotion was a Frigidaire-
sponsored one, so Certified wasn’t the
only store in the area to run colored
appliance ads, which Polay feels
helped his own efforts.

Certified ran one full-page, four
color ad and four one-quarter page
black-and-white ads for a cost to
the store of $423.

He does it for fun;
you can do it for profit.

[ Demonstrate Blackstone’s exclusive

Selling is child’s play, when you have
a demonstration feature as dramatic
as Gyro-Balance . . . the first real prod-
uct exclusive in automatic washers to

come along in years.

Gyro-Balance]

Go ahead: put a heavy phone book into the tub...
start the spin and prove to your prospect that Gyro-
Balance positively stops washday thump, “walk™,
vibration and premature shut-off. That’s a convincer
that she’ll pay to get.

And she can only get it from you, because Blackstone
protects your profits with a territory plan your
Blackstone representative will work out with you.
Along with a pinpoint promotion plan that’ll make
you Blackstone headquarters in your neighborhood.

And speaking of child’s play, kids can be your best
Blackstone salesmen. We’ve got a 98¢ gyroscope top
you can sell Mom for just 19¢, when she comes in to
see your “live’” Blackstone demonstration. Want to
see this little traffic-builder? Just drop us a line on
your letterhead.

Why toy around with other lines when you could be
selling profit-protected Blackstones with stainless steel
tubs? Write, wire or phone and start keeping those
profits you’ve earned.

4

BLACKSTONE CORPORATION

1111 Allen Street » Jamestown, New York
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Future service men
(Continued from page 32)

properly instruct our scrvice men in
the peculiaritics of the latest model
appliances which we are servicing.
However, there is a great dcal of
basic training that I sincerely belicve
could be done better by professional
educators. Such things as basic clec-
tricity, the fundamentals of physics
and mathematics, cven customer re-
lations, clementary economics, etc.,
can, and it seems to me¢ should, be
taught to prospective scrvice men in
our schools.”

In GE’s Mid-Atlantic district,
headquartered in Philadelphia, Jack
Foster, then manager of merchandis-
ing, reccived a Cordiner Award for
his work in helping the William Ten-
nent High School, Johnsville, Pa.,
set up an appliance service course
in 1962 under the Manpower Devel-
opment and Training Act of that
year. This course, of 600 hours’
duration, was held in the evening and
was not aimed at high school stu-
dents.

The course still continues at the
William Tennent school (which is
not, by the way, a vocational or
technical high school) under its
founder, Instructor Bernard Myers.
Working closely now with Myers is
Warren Parker, supervisor of service
training at GE’s Mid-Atlantic district
(Foster has since transferred to the
GE branch in Buffalo, N. Y.) By
now, other distributors and some
decalers have become involved in the
course in one way or another.

“The appliance service course has
been around the William Tennent
school for about five years,” says
Myers, “but it didn’t really get off
the ground until 1962, when General
Electric got into the picture.” After
he called on GE, Myers recalled, the
Mid-Atlantic district cooperated by
supplying the school with all kinds
of training aids and props, and even
by sending out an instructor. And
best of all, GE sent the school a
representative group of new major
appliances on consignment which the
students could practicc on. New ap-
pliances were considered important,
as opposed to incxpensive trade-in
goods, so the students could become
familiar with the latest advancements.

In addition to the pure nuts-and-
bolts aspects of the appliance service
course, Myers says, it has a more
subtle value in that it adds to the
recognition of an appliance service
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technician as a member of the com-
munity.

Parker of GE agrees. “We try in
every way we can to remove the
greasc-monkey stigma from the job
of being an appliance service man.
As a matter of fact, we try to use the
term ‘scrvice technician’ rather than
‘servicc man’ whenever we remem-
ber. We also push the customer
relations angle as hard as we can.
We have to remember, and try to get
the technician to remember two
things: he is the only person in the
appliance industry who is cver asked
to come into the customer’s home;
and when he does come to the home,
he is of necessity walking into an
unplecasant situation, or eclse he
wouldn’t have been called in the first
place.”

As the appliance service course is
currently functioning at the William
Tennent school, it consists of four
hours a week in the shop, but the
student doesn’t start attending the
course until the middle of his junior
year, at which time he has gone
through a grounding in basic elec-
tricity. The students work in teams
of two and the usual procedure, aside
from theory work on paper, is for
one tecam to build as many faults into
an appliance as they can, listing thc
faults on paper. Another team is
then graded on how many of the
faults it can find and correct.

It is not uncommon for students
in the course to be working part time
in actual appliance repairing, says
Myers. He adds, though, that nobody
is pretending that these students, at
the age of 18 or so when they leave
high school, arc ready to jump im-
mediately into work as full-fledged
appliance repair men. What they do
have, however, is an enormous edge,
says Myers, so that their apprentice-
ship period can be cut down to much
less than it would be if they hadn’t
gone through the coursc. Those
students who wanted to continue as
appliance repair men have always
gotten jobs immediately on lecaving
high school, Myers says.

How does an interested dealer or
distributor get the service training
ball rolling in his area?

Go to the schools, says Parker.
The guidance counselor is the logical
person to start with, adds Miller,
who also recommends going to more
than one school, since a great major-
ity of high schools do not now have
appliance service training courses as
such.

State employment services, under
the Manpower Development and
Training Act of 1962, can also be
of use in helping to set up courses
for non-school age prospects.

Aside from the actual need for
appliance service cxperts in the com-
ing years, Myers says in the introduc-
tion to his course: “A more compel-
ling challenge to enter this field
presents itself to those who endeavor
to properly prepare themselves to
join the ranks of professional ap-
pliance service men and help wipe
out the outrage which has plagued
appliance users too long alrcady, for
this will, in effect, replace one of the
many ill-equipped amateurs who are
capitalizing on the industry’s man-
power shortage by exacting cxorbi-
tant fees from an unwary public for
their botchery.”

. RETAIL ROUNDUP

ATLANTA — Most appliances and
brown goods are moving at a level
almost cqual to that of last year.
Clothes washers with “de luxe” fea-
tures and big tubs are said to be
gaining in popularity. Refrigerators
arc starting their secasonal upswing;
“no-frost” models arc continuing the
upward sales trend. Color TV is
moving at a ‘“moderate” pace, say
some dealers. Distributors are more
optimistic about the product. Nine-
teen inch portable TV sets are still
the staple of the brown goods busi-
ness.

BIRMINGHAM — Range sales arc
rising according to dealers herc.
Home laundry sales continue to run
ahcad of a similar period last year.
Refrigerator sales are about normal.
One dealer notes a greatly increased
demand for the higher priced “no-
frost” units. Houscware sales are
brisk with clectric knives leading the
product parade.

CHARLESTON, W, Va. — Consumers
are going slow on buying appliances
and brown goods here, becausc of a
threatened strike at a major factory
in the arca. Income taxes arc also
blamed for the tight money situation.
The only product said to be holding
its own: portable TV sets (mostly
19-in. modecls). Even clectric house-
wares products are down in sales un-
der last year’s level.

DETROIT — Business here is good but
not great. Best movers are color and
portable TV sets. Sterco sales are
slow. Home laundry sales are steady,
but not cxceptional. Best movers in
houscwares are electric knives. Elec-
tric iron sales have picked up. One
dealer notes an increase in hair dryer
volume.

LOS ANGELES — Business here is
cxcellent in all brown goods cate-
gories. Stereo sales are way up. Col-
or TV, buoyed by several local pro-
motions, is being bought in record
quantitics. Transistor radio sales arc
good. Air conditioners continue to
move well. One dealer sums it up
by saying that “it scems that every-
one regardless of their income bracket
has moncy. They don’t seem to shop
price as in the past but are taking the
first or sccond figure quoted them
without much hesitation.”

NEW YORK — Business is perking
up slightly, following what many
dealers called the worst Easter sea-
son ever. The holiday, coupled with
income tax payments, was blamed
for the debacle. Only color TV and
dishwashers survived the slump. (Un-
dercounter dishwashers are out-sell-
ing portables.) Electric housewares
are showing the usual sales decline
that is experienced after good Easter
business.

OMAHA — Color TV sales here are
said to be exccllent. Dealers are an-
ticipating a record volume in this
product category as sales continue
to run well ahead of last year. Home
laundry sales continue to be good
with more dryers being sold than at
this time last year. Refrigerator sales
are slow.

PHILADELPHIA — The story here is
that April showers did not dampen
the sales picturc. Almost all brown
and white goods are moving at a
pace that is better than last year’s
with the exception of electric house-
wares. Color TV is the best mover,
with portables (mostly 19-in. sets)
running a close second. Pre-scason
promotions of air conditioners appear
to be successful. Clothes washer
sales arc down a littlc under last
May.

PHOENIX — Air conditioner sales
arc cxcellent here as warm weather
descends on this southwest city.
Dealcrs are optimistic that sales will
top last year’s excellent volume. Sec-
ond and third units arc aiding sales
in this heavily saturated markcting.
Onc dcaler states that incxpensive
central air conditioners have cut into
room unit salcs.

WASHINGTON — Color TV is the
big mover here. As in other areas,
the 25-in. tubes are in short supply
at distributor level. Pre-season pro-
motions in behalf of room air condi-
tioners have been “very successful”
thus far, and dealers look for the
best scason ever. Refrigerators are
not moving yet, nor is home laundry
cquipment. Dealers are preparing for
the usual surge of Mother’s Day pur-
chascs of electric housewares. In the
meantime, floor care products arc
doing well. One trend to note: good
sales of high-cnd vacs.
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AU Teansistor Portable Radio LISTENING CENTER

New “Listening Cent
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for your hot Motorola Portable Line

A complete merchandising center!

Lets customers shop ‘em, play ‘em, sell them-

selves. Flexible, seasonally-adaptable,

practically theft-proof. Stores back-up stock.

Concealed storage space in
rear. Not only displays your
complete Motorola portable
radio line, but has room for
adequate back-up stock, too.

OMOTOROLA

Locks them in securely.
Strong, front-to-back wire
clamps hold radios in
place and display them
attractively.

o
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Versatile. You can display
portables in virtually any
combination. Handle
makes display easily
portable,

The counter is the place to sell portables—and the new
Motorola “Listening Center’” display puts them there.
Portables sell best when not under lock and key. The
“Listening Center” lets customers shop ’em, play ’em,
while you’re selling elsewhere on the floor.

Practical. Colorful. Helps move those fast-selling
Motorola portables even faster. Call your Motorola dis-
tributor—get his red-hot deal on this complete and prac-
tical Motorola portable merchandising center.

Another example of the kind of Motorola
sales leadership that helps produce top

retail profits.

new leader in the lively art of electronics

/

Tote-Bag
Sales Closer ,

To give / -
away FREE! -
Find out how you can give l
away one of these deluxe,

jumbo-size tote-bags,
FREE, with Motorola port-
able radios.




Charles H. Belzer, Ir., now in newly
created position of product planning
manager for radios-phonographs-stereo,
Admiral Corp.

Howard W. Johnson, now central re-
gional sales manager, Concord Electronics
Corp.

E. L. Kennedy W. Newman, JIr.

Edward L. Kennedy, now in new post
of executive vice president; William J.
Newman, Jr., now in new post of vice
president-marketing, Waring Products Co.,
division of Dynamics Corp. of America.

Harry N. Freeman, now vice president

of marketing, Easy Appliance Div., Hupp Harry Franco, now vice president in
Corp. charge of sales, Realtone Electronics Corp.

J. W. Myers R. A. Anfanger

lames W. Myers, now general man-
ager, electric clock division, Sunbeam
Corp. Miles Van Alstyne succeeds Myers
as product manager.

Robert A. Anfanger, now manager of
room air conditioner sales programming,
Airtemp Div., Chrysler Corp.

A phonograph 1s known
er it keeps

by the chang

A phonograph is known as dependable, when its
changer is BSR. This famous changer simply will not
jam or stall. BSR has been lab-tested through more
than a million consecutive perfect cycles. .. torture-
tested by hundreds of the world’s leading hi-fi phono-
graph manufacturers . . . and use-tested by scores of
millions of customers!

A phonograph is known as more profitable, when it
uses this world-favorite changer. The makers of
America's great phonographs choose BSR to keep
customers happy, keep sets sold, keep dealers’ profits
intact. And major American dealers report BSR the
most trouble-free of changers, in operation and in
hi-fi performance!

A phonograph is known as a best seller, when it fea-
tures BSR. Year after year, BSR has been the featured
changer of best-selling phonographs around the
world. In England, where fine hi-fi was born, 3 out of
4 changers sold are BSR! Why not specify BSR in the
hi-fi you sell. . . for top sales, for sure de- J""'""""’""o,
pendability, and for profits you'll keep. Wn’-‘

*"Um LAY

DEPENDABLE BSR

R SOUND REPRODUCTION
SION.-CRAFTED N GREAT BRITAIN
- DISTRIBUTED IN U. S. BY

BSR (USA) LIMITED
COLLEGE POINT 56, L. 1., NEW YORK

IN CANADA MUSIMART LTD, 970 MCEACHRAN AVENUE, MONTREAL 8

38

H. A. Goldsmith C. Wagner, Jr.

Harold A. Goldsmith, now president,
Olympic Radio & Television Div., Lear
Siegler, Inc., succeeding Morris S()bm,
who resigned.

Charles H. Wagner, Jr., now advertising
services manager, entertainment products
division, Sylvania Electric Products, Inc.

L. R. King J. J. Fisher

Louis R. King, now vice president,
sales, Amana Refrigeration, Inc.

John J. Fisher, now product manager
of domestic appliance and blue ribbon
division, Marquette Corp.

V. E. Buss H. G. McDavitt

Vincent E. Buss, now marketing man-
ager; Jules Rubin, now regional vice
president, Concertone Div., Astro-Science
Corp.

Harry G. McDavitt, now director of
merchandising, Eurecka Williams Co.

Richard S. Zenna, now northwest re-
gional sales manager for portable ap-
pliance division; John H. Mullen, now
assistant product manager, electric house-
wares department, Westinghouse Electric
Corp.

M. Philipson J. F. White

Milt Philipson, now national sales man-
ager. Roberts Electronics Div.; James F.
White, now vice president, marketing,
Califone/ Roberts Electronics Div., Rheem
Mfg. Co.

Francis C. Rebedeau, now in newly
created position of sales training man-
ager; Major J. Horney, now regional sales
manager, Admiral Corp.
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FASTER DRYING ... MUCH FASTER DRYING . .. is one of three* powerfully persuasive sales-clinchers going for you in
the new Holiday by Hamllton Many reasons for Hollday s high-speed performance: Two fans instead of one. Greater BTU
input. More warm air distributed more evenly. Better tumbling action that reduces wrinkling. No hot spots. No damp ones. No
scorching or baking. Total drying performance . . swiftly, safely. Which is what a dryer’s for.

*The other two? (1) Extra large capacity . . . so large that the Holiday will dry any size load that an automatic washer can
wash! (2) A slimmer, trimmer cabinet . .. only 27%” wide. Fits where others won’t. Matches washers in size . . . beautifully, exactly!

(},.4;_ S, HOLIDAY...THE NEW, FAST-DRYING DRYER BY

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

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




Lighting Up The Skyline

STRUNG ON the balconies of the
north and south walls of the new
27-story First Federal Savings Build-
ing in Mayer Central Plaza in
Phoenix, Ariz., this “Electrical
Week” spectacular sponsored by the
Valley of the Sun Electric League
was visible on a clear night for
almost five miles in either direction.
Westinghouse, GE and Sylvania sup-
plied the 2,120 25-watt yellow and
red A line lamps strung on over a
mile of wire. Display, between the
15th and 23rd floors, measured ap-
proximately 96 ft. high and 145 ft.
wide.

EEl Publishes 12-Page
“Climate Control’’ Booklet

The Residential Electric Heating
and Air Conditioning committee of
Edison Electric Institute has produc-
ed an attractive two-color 12-page
booklet about central and room air
conditioning. Titled “Climate Con-
trol,” booklet (EEI 54-280 describes
how casy it is “‘to enjoy complete
clectric climate control with spring-
time freshness” the year around.

It also emphasizes the low cost of
installing and operating electric air
conditioning.  Booklet, which in-
cludes buyer’s guide for homeown-
ers, is available from electric power
companies for distribution.
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I Know #}sthals
priced—we planne

Over 2,000,000 Astrals in use prove that the quality standard
we set for these sleek, slim-lined compacts was immediately
recognized by the public. The price maintained guarantees the
extraordinary workmanship and finishing of these superb com-
pacts, and also assures our retailers of forceful national adver-
tising and merchandising that moves goods and guarantees
profits. If another compact is described as “ ..as good as an
Astral” you can bet your hat—it’s not!

For your immediate profit call 201-768-8890

MODELS C200A « B270D « B400A

are the highest
d it that way.

MORPHY-RICHARDS

Morphy-Richards, Inc., 128 Ludlow Avenue, Northvale, New Jersey, P. O. Box 10.

NRMA Appoints Plant
As Acting General Manager

George Plant, a veteran of 35
years of service with the National
Retail Merchants Ass’n, has becn
appointed acting general manager of
the association by its executive com-
mittee, according to an announce-
ment by Carl N. Schmalz, president
of NRMA and president of R. H.
Stearns Co., Boston. Plant is an
officer, assistant treasurcr, senior
staff member and manager of the
store management group and per-
sonnel group of NRMA.

Schmalz also announced that he
will soon appoint a special commit-
tee to consider and recommend a
chicf administrative officer of the
association to succeed J. Gordon
Dakins, executive vice president and
treasurer of NRMA, who died in
March.

GAMA meeting . . .

(Continued from page 14)

“We have competition that is will-
ing to be more than daring, and we
are almost in a position where we
have to put up or shut up,” Gale
stated.

The speaker said he wants to find
out why results of the AGA rescarch
and development program have not
been used in the past. He cited a
“multi-matic” wall which was de-
veloped under this program in 1958
and which was not used by the gas
industry but now has a counterpart
in the clectric industry.

Willingness of manufacturers o
risk capital and to take on and utilize
design and devclopment engincering
with the manufacturing process can
go a long way towards assuring that
the business of tomorrow will be the
natural gas business, Gale asserted.

Report from Japan

(Continued from page 12)

occupying less space arc preferable
to larger cnsemble sterco scts. Sec-
ondly, the situation has been taken
note of by the manufacturers who
have shifted ecmphasis from ensemble
sets to scparate sets. Lastly, a nced
for competing against imported
Goodman and Mclntosh products
has arisen.

Of particular note in this ficld is
the development of spcaker systems
using much smalier cabincts but with
a reproduction range of 40 to 20,000
cycles and music power output of
20 watts. A typical system of this
class is Pioneer Electronic Corpora-
tion’s CS-51, which is about 10 in.
x 6 in. x 6.7 in. in size. It is a
two-way system using 5-in. and
2.5-in. loudspeakers. Its output is
20 watts and its output sound pres-
sure level is 93 decibels.

As miniaturized speaker systems
arc expected to find wide-spread use
among audio fans subsequent to
May, speculations are astir among
the industrial circles as to the out-
come of competition among manu-
facturers. ]
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GENERAL ELECTRIC

PROCLAMATION

HARK YE TO THE PROMOTION OF THE YEAR!

FAMOUS
 FREEDOM

Automatic Blankets

Heat 'N Serve Baby Dishes
Can Openers, Sharpeners
Cigarette Lighters

Clocks

Coffee Makers, Urns, Kettles
Dehumidifiers

Fans

Fire Starters

Floor Polishers

Grills, Griddles

Hair Dryers

DOC(&IEN TS

Heaters
Heating Pads
Irons

Mixers, Blenders
Rotisseries, Broilers
Shoe Polishers
Skillets

Slicing Knives
Toasters
Toothbrushes
Vacuum Cleaners
Warming Trays

BE IT KNUWN —a big bell-ringing promotion is

here—one you can tie in with to make it the most meaning-
ful, dignified and profitable of the year. It's perfectly timed
for May through July 15, backed by a rousing ad campaign
to include a 2-page spread in Look (June 1); full pages in
American Girl (June); Co-Ed (May 19); Senior Scholastic
(May 19); Seventeen (June)...and on network TV “College
Bowl” NBC, May 23!

Customer sends cover of Use and Care Book or flap from Clock or
Heating Pad carton as proof of purchase to: Famous Freedom Docu-
ments, General Electric Company, Bidg. 22-DE, 1285 Boston Avenue,
Bridgeport, Connecticut 06602. Documents included are replicas of
The Declaration of Independence, The Constitution of the United
States, The Bill of Rights, Patrick Henry’s Speech and The Star-
Spangled Banner.

PLAN TODAY...IT'S GOING TO BE
IMPORTANT TO YOU!

STOCK THE MOST ACCLAIMED ELECTRIC HOUSEWARES in
the industry. See your General Electric distributor for the FREE
Merchandising Aids to make your local program a stunning suc-
cess. Feature offer during Memorial Day and on July 4th. Offer
expires July 15, 1965.

General Electric Company, Housewares Division Bridgeport, Connecticut

GENERAL @D ELECTRIC

&




Kelly & Cohen . ..

(Continued from page 28)

service staff,” says Pizzuto. The
chain, which has a reputation for
extremely speedy and reliable serv-
ice, has carned a dealer service
award from 18 nationally famous
manufacturers.

Kelly and Cohen makes a point of
telephoning every customer who
makes a purchase — after the ap-
pliance is delivered and installed in
the home — to be absolutely certain
the customer is completely satisfied.

The chain will not run a news-
paper ad or a commercial featuring

an “off-brand” appliance or TV set.
Kelly and Cohen advertises in The
Pittsburgh Press and the Pittsburgh
Post-Gazette (last year the chain ran
over 357,000 lines of advertising in
both newspapers), with ads generally
featuring a host of brand name
washers, dryers, refrigerator-freezers,
ranges, portable TV sets, TV con-
soles, etc. Many appliances are illus-
trated in these ads, many of which
made good use of run-of-press color.

Kelly and Cohen also uses TV, ra-
dio, billboards and direct mail in
promotion of brand names products.
Their advertising budget last year
was around $240,000 (making Kelly
and Cohen the 12th largest retail ad-
vertiser in the Pittsburgh area).

An extremely promotion-minded

operation, Kelly and Cohen runs a
wide range of special sales cvents
throughout the year. During Janu-
ary, 1964, Inventory Clearance Sales
were held, and February saw both
a Washington’s Birthday Sale and a
Grand Opening Sale. In March, a
St. Patrick’s Day Sale took place,
and in April, a Special Color TV
Sale and a “Sale-A-Bration” event.

In May, Brand Names Week was
the key promotion and over 40,000
lines of newspaper advertising were
devoted to brand name products.
Some 125 spot commercials were
used on both radio and TV.

Other promotional events last year
included: Old Fashioned Bargain
Day Sale (July), a Semi-Annual
Dollar Day Sale (August), a Har-

ALL 3 AT THE SAME TIME!

TV IN THE LIVING ROOM ..

now from Olympic!
“3-at-once”in a
price leader combo

PROMOTABLE! 3-AT-ONCE STEREOCENTER MODEL K997
23" TV (diag. meas.) * Stereo Phono « AM/FM Radio + Multi-Sonic Sound

OLYMPICS THE ONE WITH THIS EXCLUSIVE “HOUSE FULL OF FUNY”

FREQUENT SALES meetings are
held by Kelly and Cohen to famil-
iarize salespeople with latest in ap-
pliance styling and features.

vest of Values Sale and a Marathon
Sale (September), a World Series
Sale (October), a Circus of Savings
Sale (November), and a Christmas
Preview Sale (Deccmber).

Kelly and Cohen sponsors a Sat-
urday noon news program on KDKA-
TV, which reaches 150,000 homes,
and also advertises on another Pitts-
burgh channel, WTAE-TV. Two
local radio stations are used to pro-
mote brand names merchandise. The
chain also uses manufacturers’ ma-
terials in both window and in-store
displays to further its image as
brand names headquarters.

Among the brand names products
that receive cxtra-hcavy promotional
support from Kelly and Cohen are:
RCA. Zenith, Hotpoint, Sylvania,
Norge, Motorola, Philco, Sunray, and
Admiral.

Kelly and Cohen holds frequent
sales meetings to familiarize sales-
people with the latest in appliance
styling and features. Once-a-wecek
meetings of cxecutive personnel with
manufacturer representatives arc also
a part of the firm’s overall policy.

Promoting brand names has a
number of side benefits, according
to Kelly and Cohen management.

“Brand names have been instru-
mental in our ability to attract am-
bitious salesmen, and with the co-
operation of the various distributors
we have built a strong force of pro-
fessional salesmen,” says William T.
Strebeck, general sales manager.

“As to the future,” says Pizzuto,
“our brand name policy will be firm
and continuous. It has been a trc-
mendous asset to our business.” ®

Amana Offers Bicycle
As Spring Traffic Builder

Amana dealers are being provided
with a special traffic builder bicycle

You'll c,l’ose many more Fombo sales,. make more combo proﬁ.ts, with this great_“3- premium as part of a three-month
at-once” demo! Now with a new clincher...promotable price! New leader-priced spri : i
. . . . . pring sales promotion drive.

Olympics will help you in every season with quick, sure sales and full profits. And The full-size 26-in. de luxe

Olympic gives you “3-at-once” step-ups to higher profits ... Black-and-White or “Hawk” bicycle, in bo;l’s or girl’s

Color TV. .. AM/FM or AM/FM/FM Stereo radio. .. standard or deluxe stereo . yee, - gl

phonographs. .. decorator cabinets in every leading styling and every price range model, is a $44.95 rct.all value which
) Amana dealers can either offer free

A :

Call your Olympic distributor now! with any Amana product, or sell at
an obvious valuc of $9.95, $14.95,
or $19.95. It is designed to help in-
troduce the firm’s new “Deepfreeze”
chest freezer line, which fcatures
foam insulation for the first time.
However, the premium is applicable
to all Amana refrigerators, freezers
and room air conditioners, at the
discretion of the dealer.

¥l
‘ROCK’ IN THE PLAYROOM .
£ ™
T ;L%l {A@\ A
i ®/Olympic. ==
3 A TN
. ~—— 3, Good ing :

BACH IN A QUIET ROOM!

radios » phonographs « televigion » from the space age laboratories of LEAR SIEGLER, INC./ OLYMPIC RADIO & TELEVISION DIVISION
LONG ISLAND CITY {,N. Y.
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If your salesmen can’t always be there to answer
questions like these about KitchenAid dishwashers

what the pushbuttons do
what SaniCycle is
how they wash and dry
what and how much can be put in
how they’re made inside and out
what finishes they come in

These “salesmen’ can.

KftchenAid

SUPERBA VariCycle DISHWASHERS

KitchenAid

Classic VariCycle Portable Dishwashers

Vari-Front Finishes

These new displays sell KitchenAid dishwasher features see-through panels that let you demonstrate the wash
and dramatize the product. They're always on the action; colorful literature; and many other selling aids
job. A real help when your salesmen are busy with are available. Take advantage of these "extra
other customers. And when your men do approach salesmen”. For full details, call your KitchenAid dis-

your KitchenAid prospect, the displays are helpful cue tributor or write Dept. KMM-5, The Hobart Manufac-
cards. Three sturdy, long-lasting displays; banners; turing Company, Troy, Ohio 45373.

KitchenAid

Dishwashers: Built-Ins « Portables « Convertibles On display at the House of Good Taste, New York World’s Fair.




WHO HID THE REFRIGERATOR?

ol A
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Kelvinator did . . .with exciting Originals!
(urethane insulation helped)

Urethane insulation helped tremendously, in fact. It’s the
basis of Kelvinator’s famed Trimwall construction which
had to precede the fabulous fashion styling Kelvinator in-
troduces this spring.

Now with 33 motifs (some with ranges and dishwashers
to match) Kelvinator transforms kitchen appliances from
decorators’ headaches to the focal point of kitchen decor.
From classic lines such as French Provincial and Pennsyl-
vania Dutch their designs extend all the way to contem-
porary whimsy and humor. A few are illustrated at right.

Above, you have to look twice to realize that the designer

has concealed a 22-cubic foot refrigerator-freezer behind
the louvred doors of the Town and Country Foodarama.

Along with gracious decorator styling and other luxury
features, Kelvinator Originals have the longer-lasting,
double insulating efficiency and added structural strength
of urethane rigid foam, the insulation that inspired a de-
sign revolution.

For point-of-sale literature on urethane insulation, write
National Aniline. For information about Kelvinator Orig-
inals, write Kelvinator Division, American Motors Corp.,
Box D, Dept. 1, Detroit, Mich. 48232.

lied NATIONAL ANILINE DIVISION

hemical

40 RECTOR STREET, NEW YORK, N.Y. 10006

... producers of all basic urethane chemicals .. .
NACCONATE® Diisocyanates, ACTOL® Polyethers and
GENETRON® Blowing Agenis . . . and leaders in the

4

e of urethane applications.

“Trimwall*, * Foodarama’® and *Kelvinator Origi-
nals’ are trademarks of American Motors Corporation.



Gibson Establishes New
California Sales Division

In a major territorial expansion,
Gibson Refrigerator Sales Corp. has
cstablished a separate sales division
for southern California and has ap-
pointed a new divisional sales man-
ager for Texas and Oklahoma, it
was announced by W. C. Conley,
president, Gibson Sales.

Herschel L. Johnson moves from
Dallas to Los Angeles, where he will
head the new division. Replacing him
as divisional manager for the Texas-
Oklahoma area is L. S. Schmucker,

L. S. Schmucker H. L. Johnson

president of L. S. Schmucker and
Associates, former distributor of Gib-
son air conditioners in the Houston
and San Antonio markets,
Schmucker’s distributorships  will
be replaced by two new Gibson sales
branches for air conditioning — Gib-
son Sales Corp. of Houston, hecaded
by D. M. Glover, who has held vari-
ous sales and finance posts with
Gibson; and Gibson Salcs Corp. of
San Antonio managed by Robert
Priddy, formerly associated with the
Schmucker distributing organization.
“Establishing the new division,”
said Conley, “will enable E. R. Van-
der Linden, formerly responsible for
the cntire west coast, to devote full
time to expanding markets in north-
ern California and adjacent states.”

Big Shaver

CIRCUS CLOWN with giant-size
version of Norelco’s “Speedshaver”
(featured in promenade of clowns in
Ringling Bros. and Barnum & Bailey
Circus, now in its 95th season and
tour) will make personal appearances
at retail stores and shopping centers
for benefit of dealers in ci.ies where
show is booked, through arrange-
ments by North American Philips
Co., Inc. Tied in with show promo-
tion is two-color, double-page ad de-
signed for circus program.
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You Profit More
with SPEED QUEEN

Meet Charlie Mehrmann.™ .. the Speed Queen District
Manager in the Pittsburgh area (Allegheny County). Here he is shown doing
sales training work in one of HAHN'S seven Pittsburgh stores. Charlie is a home
laundry specialist in every phase of dealer service — advertising, promotions,
merchandising, sales training, floor display, pricing, etc. It's all part of his
BASIC RESPONSIBILITY as a District Manager to assist his Speed Queen ac-
counts to profit more with the Speed Queen line. Read Buyer Sheffler's com-
ments below.

“When the Speed Queen people advertise that they go all out to
help their dealers make a profit, they are stating the truth . . . at least
so far as we are concerned. District Manager Charles Mehrmann
not only helps to train our salesmen, but he is on the ball in every way
possible to make Speed Queen one of the most profitable appliance
lines we carry. Speed Queen dependability doesn’t necessarily sell it-
self; Mr. Mehrmann coaches our people as how to put it across on

the sales floor . . . and close the sale. And that’s what counts!”
Mort Sheffler

Buyer — Hahn Furniture Co.

Pittsburgh

AW
SNASPEED QUEEN

a division of McGraw-Edison Co., Ripon, Wisconsin

FAMED FOR DEPENDABILITY
45



Future in rentals . . .
(Continued from page 26)

Why should a consumer rent rather
than buy? For two good rcasons,
says Gliklich: (1) No big moncy out-
lay; and (2) Never any service prob-
lems or expenscs.

Gliklich gives this example: At $6
a month for two years, the consumer
has paid $144 for the 19-in. portable
TV on a rental basis. During that
time he’s made no big cash outlay
and he has had his set repaired or
replaced free of extra charge. At the
end of the two years, under Gliklich’s
system, the consumer either can get

a new TV set at the same rental, or
he can go on renting the old one
at about $4 a month.

From the dealer’s standpoint, Glik-
lich emphasizes that the one absolute
essential in a rental operation is ser-
vice. Not only does the dealer have
to have his own service, but he must
keep close personal supervision over
it. “Service can make you or break
you in this business,” he says.

Renting is not something to jump
into quickly, according to Gliklich.
“There’s a lot of trial and error. At
least there was for us. And it costs
you money to learn.

“For one thing, when you're in the
rental business, you're sort of in the
finance business. Problems of credit

rating and skips become very import-
ant. Then of course you have to re-
member that the return on your ini-
tial outlay for inventory is slow at the
start. 1 figure you have to wait
about two yecars for the returns to
start coming in. In the meantime,
you'd better have something clse to
keep you going.”

In a long-term rental program,
Gliklich points out, the dealer can’t
get away with offering used appli-
ances, as he often can on short term
rentals (“If you’re asking somebody
to sign up for a two-year lease, you
can’t very well offer him second hand
merchandise”). For this reason, he
estimates that a dealer would need
about $50,000 to start renting.

for tofal potential... total profit...
in the total range markef-

T ————
ROPER

A

[
e P Beaseseesnse :

. No half lines . . . no half-way models. Instead . .. Roper
Total Sell gives you two lines . . . two complete lines . . .
for the two markets: Free-standing and Eye-Level-Oven
ranges. You use Roper Total Sell to reach every prospect
for all the potential in your trading area. Roper Total Sell
puts you in the range business . . . really big . .. in 1965!

2 |

fotal sell...

Only re-styled, re-featured, free-standing range line! No l ) IH

minor face-lifts, no tack-on gadgetry . .. Roper is the only
totally-new 65 gas range line. The two most see-able, sell-
able features: Tri-Level Top is seam-free and dripless

new TFC (Top Front Controls) on third level below and

away from heat and cooking utensils. There’s big volume \.ﬁ'.\_ﬁ

in free-standing ranges and you have Roper TOTAL SELL

total sell ... —

The only complete line of eye-level oven ranges—gas and
electric! Not just one or two models . . . but an established,
accepted complete line (23 Charm-models) . . . a price for
every prospect . . . and a profit at every price. Roper TOTAL
SELL gives you the full line of eye-level-oven ranges with
the popular styling and popular features.

fotal sell...

Roper's big, new national adverlising program — every
month in full color in leading women's nagazines; every
week exposure on network TV . . . all three networks . . .
ABC, CBS, NBC.

LT : ——
]
\
e [}t N ) ‘
o T
T ===
)|

go... grow with =s===_

Geo. D. Roper Sales Corporation « Kankakee, lllinols
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Another thing for the dealer to re-
member, says Gliklich, is that when
you rent an appliance, guarantee the
customer not only that you will al-
ways repair the merchandise, but also
that the customer will never be with-
out merchandise. This means that
in the rare cases (in Gliklich’s opera-
tion) where TV sets have to be
brought to the shop for repair, a sub-
stitute set has to be provided.

Color TV, Gliklich has found,
lends itself very well to a rental op-
eration because of its high purchasc
price and because many consumers
are much more afraid of service pro-
blems (still) on color than they are
on black-and-white. Gliklich gets
$19.95 a month for color TV rental
on a long term basis.

In England, Gliklich says, renting
TV has become so popular that about
70 per cent of the sets in all homes
are rented. This practice can’t be
traced altogether to a desire to avoid
the use-tax levied there, either, he
adds, because the tax saving by rent-
ing is insignificant. Gliklich spent
time in England studying the rental
system there. The biggest TV rental
operation in England now manufac-
tures its own receivers, he says.

The renting dealer should choose
his TV lines with two things in mind,
according to Gliklich: (1) reliabilty
of product: and (2) consumer accep-
tance of brand.

In his own operation, Gliklich adds
another safeguard. As soon as he re-
ceives new TV sets, the service de-
partment strengthens the circuitry to
guard against two major trouble
sources, surge and humidity.

Gliklich’s firm got something of a
surprisc when they found out what
type of consumers responded best to
their rental ads.

“We had expected the biggest play
from the lower-income groups,” he
says, “but it was the smart money
crowd, the businessmen and profes-
sionals, who responded best. One
man ordered a color TV set for his
maid’s room. 1 went out myself on
that call.”

Air conditioners present more of a
problem in renting than TV equip-
ment, says Gliklich, because only
about 50 per cent of the time can the
prospect give an accurate enough de-
scription of the area to be cooled so
that the firm can send out a unit with
out making a survey first. Gliklich’s
firm makes some use of the quick
mounting fixtures now supplied by
many air conditioner manufacturers,
but here again, he says, the dealer
has to choose brands carefully. The
firm has also contracted with a local
storm window manufacturer to pro-
vide a mount that uses glass on the
sides rather than opaque panels. If
they sign up for two consccutive years
of air conditioner rental, consumers
get this glass mount at no extra
charge. Rental fees for air condi-
tioners start at $59.95 a year.

How do Gliklich’s suppliers feel
about the rental program? “Well, we
don’t get any co-op ad money on the
rental ads,” says Gliklich, “but since
we started the ad program, not a
single day has gone by that some sup-
plier doesn’t call up and want to
know how we’re doing. I guess they
really don’t know what to think about
it yet.” [ |
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Hertz rental . . .

(Continued from page 26)

“basically because they still don’t
have confidence in the product, and
are afraid of servicing problems.”

The company charges $100 for the
seasonal rental of room air condi-
tioners. If the customer wishes, the
unit can be left in his window year-
round and Hertz will service it
whenever necessary. The majority of
units the company rents are made
by Emerson.

Hertz insists upon providing a free
home survey before it will rent out
a room air conditioner. Cohen ex-
plains that this is the only way to
avoid unhappy customers. “We'll
never rent units that provide less
than 5,000 BTU,” he notes. The
majority of the several hundred units
rented last year were 6,000 BTU
models.

As an incentive, Hertz is giving
10 per cent discounts this year to
repeat customers of air conditioners.

Last summer, Cohen points out,
the New York outlet placed a single
small newspaper ad offering room
air conditioners for rent and rented
its entire stock immediately. This
was the extent of the firm’s news-
paper advertising; direct mail was
found to be most successful, notes
Cohen. (Prospects names are obtain-
cd from the Yellow Pages and from
available mailing lists.)

This year, however, plans call for
running spot ads three times a day,
five days a week on an FM-stereo
radio station in the New York
Metropolitan area — in behalf of
air conditioners. At the present,
Hertz Rent-All operates four outlets
in Chicago and New York, and has
franchised licensees in St. Louis,
Cincinnati, Louisville, Dayton, Nor-
folk, Spokane, Tampa, West Hart-
ford and Huntington, Long Island.
Cohen says several appliance opera-
tions are among those who have ap-
plied for franchises.

, :w; SN : ¥
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LATEST VICTIM of the electronic
age is the hunting dog, who has been
replaced in this picture by a Norelco
“Continental 101" tape recorder.
While one hunter mans his post with
rifle at the ready, the other goes up
the trail to flush out the quarry with
the barking tape recorder. The hunt-
ers, Gabe Carpentier (left) and Rob-
ert MacDonald, agree that their
electronic hound dog works as well
as the live model and eats less.

MART Magazine ® May 1965

The consumer can buy the mer-
chandise he has rented from Hertz
if he wants to, but as a rule the
company does not encourage this
practice. “Every now and then,
though,” says Cohen, “we do en-
courage it when we want to turn
over our inventory.” About 20 per
cent of the people who rented air
conditioners in New York last year
wound up buying them. They can
apply, generally, one month’s.rental

toward purchase price. In any event,
purchase price is far below regular
retail.

Department stores are showing
some interest in the rental idea, Co-
hen says, noting that two of the
licensees are operating, as regular
leased departments, in Pogue’s, Cin-
cinnati, O. and Stix, Baer & Fuller,
St. Louis, Mo.

Competition? “Hertz is well aware
of the big number of small operators

in the rental field, but it is counting
on its experience and identity in the
rental business to attract consumer
confidence.”

Cohen expects that the firm’s new
arrangement with American Express
Co., under which holders of the
firm’s credit card may charge rentals
of products, will greatly increase the
volume of rentals.

Items can be rented by the day,
week or longer under the plan. ®

What is the “built-in maid?”’

&

SHE’S THE
SYMBOL OF

PROCTOR-SILEX
QUALITY FEATURES!

built-in! patented thermastat

Set it and forget it — automatically
insures exact shade of toast
every time!

built-in! faster heating elements

Speed up toasting time. Provide
more evenly textured toast, too.

built-in! extra high rise

Now small slices and muffins
rise to height that's
easy-to-reach,

built-in! 1-year free
replacement guarantee. if for any reason

due to defect in workmanship or material a Proctor-Silex
toaster in normal use does not perform satisfactorily, it
will be replaced. (Cord and shipping damage excluded.)

TV advertising coast-to-coast is built in, too. Largest in Proctor-Silex history. Featuring toasters, irons and ironing tahles — all by

PROCTOR-SILEX° WITH THE “BUILT-IN MAID!”
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TW0 WAYS TO EARN $50 PROFIT

(m]amig]
LT

SELL 6 (or more) INEXPENSIVE IMPORTS

|
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SELL 1 AMERICAN MADE ACME!

Bank statements read in dollars, not in units sold; “how you
look at the bank” depends on the final, righthand figure on
your statement, and that figure depends on profit, net profit!
Turning over units will produce a larger gross profit, but the
realistic end-result of business effort is the net.

Dealer—conscious Acme compacts are geared to that end-
result.

From the picture above, start figuring that you will elimi-
nate up to eighty-seven and one-half percent of selling costs,
handling and service. Using your own cost figures and
estimates, see for yourself the all-important difference in
your net profit.

And Acme products never forget our customers (yours and
ours) : they represent a luxury market . . . they want a
luxury product. With Acme, you can show them just that:
they see immediately the solid, American-built construction
and decorator styling and you give them a guarantee that
really means something.

Acme compacts show thirty-four years in the business;
Acme policies show thirty-four years experience in depend-
ing on good dealers as business partners at the sales end.
But there’s more — much more — dealer good-news in
Acme-National Refrigeration Products . . . write for the
Acme selling story; it begins with the “how” of painstak-
ing quality design and production controls . . . and ends
with customer satisfaction — and yours!

NATIONAL

REFRIGERATION CO.
P.0. BOX 188, ASTORIA 5,
NEW YORK

I believe . ..

(Continued from page 8)

I should mention that we send
out a letter inviting our customers
who have paid five payments on time
to add-on to their contracts. We
also send a letter when contracts and
notes or large accounts have becen
paid in full. These we have found
to be a must and they bring in many,
many plus sales.

When wec reccive checks back
from the bank marked ““insufficient
funds,” or “no account,” etc., we
call the bank right away. If the
check is no good, we send a first
notice to the customer. If we do
not hear from them within five days,
a second notice is sent out. If this
gets no response, we write them a
letter telling them that unless we
hear from them immediately, we will
turn their check over to the sheriff
for collection.

Be sure to check the correct word-
ing to comply with your Statc Law
with your County Attorney before
you have any made up. When a
customer comes in with a rcason
why he must be late with payment,
we carcfully fill out one of our “Re-
quest For Credit Extension” forms
and have him sign it. He has madec
a specific promise and we give him
a copy. This gives him a double
obligation to fulfill. Our losses
through the years have averaged 341k
of one per cent of our total receiv-
able sales. This includes all repos-
sessions, skips, bankrupts, deaths,
divorces, disabling accidents, ctc.

Draftmeister

of Mawer Datributon, Ing

SODA - BEER BAR

We don’t offer any insurance to
our customers because we have found
that in almost every case they carry
their own. At present we don't feel
the increased cost is justified, but
we are currently investigating the
possibility of having two of our em-
ployes pass a state insurance agent’s
test so that we can offer a policy to
our credit customers who want it as
an cxtra. We want to be a full service
store.

I Believe a credit department is
a must for every appliance store
that faces up to the competitive pres-
sures that we are all experiencing.
If you aren’t in credit all the way
now, may | suggest you Research it
—Analyze Your Research—DPlan
Carefully—Then Gradually Put Your
Plan Into Operation. [ ]

EXCLUSIVE FRANCHISE

Amozing new liquid plastic coating uvsed on
all types of surfaces interior or exterior.
Eliminates waxing when applied on Asphalt
Tile, Vinyl, Linoleum, Vinyl Asbestos, Hard
Wood, and Furniture. Completely eliminates
painting when applied to Wood, Metal, or
Concrete surfaces. This finish is also recom-
mended for boats and automobiles.

NO COMPETITION

As these are exclusive formulas in demand
by all businesses, industry and homes. No
franchise fee. Minimum investment — $300.
Maximum investment — $7,000. Investment is
secured by inventory. Factory trained person-
nel will help set up your business.

For complete details and descriptive hterature
write:

CHEM-PLASTICS & PAINT CORP.
1828 Llocust St. Lovis 3, Mo.

DRATT DEER
& SODA AR COMBINATIONS

TO CASH IN ON BIG FAMILY DEMAND!
COMPLETE

High Traffic - High Profit Line

COMBINATION Va2 KEG Va KEG

Cash in on the tremendous demand Draftmeister has creat-
ed across the country! Exclusive new features in '65 models
make selling even easier. Draftmeister is the most complete

line in the thriving beer bar business . . .

three models

available including the red hot Soda bar-beer bar combo.
All are fully refrigerated, portable and carry guarantees
for trouble-free service. We supply complete advertising
material including proven newspaper mats, brochures, TV
spots, and a representative to help you get started. Write

for the Draftmeister story.

MASTER DISTRIBUTORS, INC.
2740 ARDEN WAY, SACRAMENTO, CALIFORNIA 95825
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NRMA Sets Deadline
For Merchandising Awards

May 19 is the deadline for entries
for the sixth annual presentation of
four awards for creative merchandis-
ing managers of home furnishings
and major appliances to be made
June 9 by the merchandising division
of the National Retail Merchants
Ass’n, it was announced by William
Burston, manager of the NRMA di-
vision.

The awards, called “NRMA’s
Creative Merchandising Awards:
Home Furnishings,” are made to di-
visional merchandise managers of
the home furnishings departments in
retail stores (stores need mnot be

NRMA members) in each of four
regions of the country: northeast,
mid-states, southeast, and west.

Departments whose executives will
be eligible for awards include elec-
tric housewares, household ap-
pliances, radio, television, stereo.
Merchandise managers nominated
may supervise a number of all of
these departments.

Nominations for the new awards
may be made by manufacturers, dis-
tributors, and buying offices. Entries
should include the names of the can-
didates, their position in the stores,
the names and addresses of their
stores, and the name and company
of the person making the momina-
tions. Reasons for making the se-

lections need not be stated.

Entries should be sent to: William
Burston, NRMA, 100 W. 31st St.,
New York, N. Y. 10001 by May 19,
1965.

The winners will be announced at
a Creative Merchandising Awards
luncheon June 9 during NRMA’s
11th annual Home Furnishings Con-
ference at the Hotel Biltmore, New
York City.

N. J. Mfrs. Ass’n Says
Regina Is **Good Neighbor”
The Regina Corp. received the

fifth annual “Good Neighbor Award”
from the New Jersey Mfrs. Ass’n —

the first time an electrical house-
wares manufacturer has won the
award.

The award was made by an inde-
pendent judging committee com-
prised of leading industrialists in the
state. The honor cannot be sought
by a manufacturer; candidates must
be proposed by a recognized New
Jersey civic group.

Judging is based on beauty of
grounds and buildings, economic val-
ue to the community, consideration
for workers and community where
a plant is located, personnel partic-
ipation in local civic affairs, com-
pany-community relationship in re-
gard to smoke abatement, air pollu-
tion and plant-generated traffic.

STRONG EXECUTIVE WANTED
TO BE PRESIDENT
OF REGIONAL SUBSIDIARY

We require a seasoned and dedicated indi-
vidual — age no factor — who is seeking an
extraordinary challenge. He will help build
a new national industry by setting up,
organizing ond operating one of our sub-
sidiary corporations. Product will be MANU-
FACTURED EXCLUSIVELY FOR US BY WEST-
INGHOUSE and so identified. Our service
has enormous social and economic signifi-
cance. Over 7 years and a million dollars
spent to create our product and marketing
program, which aiready has received coast-
to-coast news coverage. Applicant must have
talents in marketing and community relo-
tions and be available immediately. $31,200
base salary plus overrides beginning after
60-90 days organizational period on com-
mission basis. You will pay $5,000 in advance
for long term training in o completely new
profession and be granted a firm, renewable,
10-year contract. Personal integrity a prime
requisite.

Please send resume ond references to:

Box 907, MART Magazine

757 Third Ave., New York, N.Y. 10017

Here's A NEW

LEASE PURCHASE
PLAN

For Your Customers
That Will Mean

More Cash in
Your Pocket

plan for your customers will open
the door to GREATER PROFIT SALES
for your business. Lost sales through
credit rejects from finance com-
panies can now be turned into profit
sales - - - Here’s How: - - -

Dunfee Savings & Lease will pur-
chase the merchandise from you and
pay you by return mail. Then DUN-
FEE leases it to your customers. You
get the full profits from .your in-
creased sales.

Write today for full information
explained in odr brochure about this
extra profit making Lease Purchase
Plan.

DUNFEE ;'e:s:

8113 Troost, Kansas City, Mo.
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Now you can
merchandise the
fastest moving
transistor radio
battery types
in only 4" inches
of counter space

(Nustration of
1P1193—-3-prong rack)

s
o

(llustration of 1P1193
with flashlight botteries)

...0r combine them
with flashlight batteries
in only 5% inches.
More turnover in less space?

You bet.

ALL WITH ONE SIMPLE RACK
THE RCA 1P1193 BATTERY MERCHANDISER.

CONTACT DEPT. 451
RCA ELECTRONIC COMPONENTS AND DEVICES
HARRISON, N. J. 07029

®

The Most Trusted Name in Electronics
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Rental business . . .

(Continued from page 27)

“The implication is clear. The
affluent citizen of the next century
will be oriented to buying time
rather than product. He will take
the myriad of sophisticated products
at his disposal for granted. His chief
concern will be to provide himself
with free time in which he can con-
veniently use products that function
to conserve time for leisure and
pleasure. It is scarcity which creates
value. Hence, as scarcity of product
disappears, the scarcity of time
ascends the value scale.”

Professor Mauser then goes on to
point out timely examples of con-
tractual selling and leasing. Among
them: 1) The announcement (in
1962) by a large appliancc manu-
facturer (which was unnamed) that
it planned to rent home appliances
to apartment-house owners. The ap-
pliances named were refrigerators,
air conditioners, dishwashers, freez-
crs, washers, and dryers. According
to the announcement, they would be
serviced and replaced by newer

models. 2) The fact that department -

stores would eventually promotc
their own rental services.
Apparently consumers can be
taught to rent rather than buy, as
is evidenced by the situation across
the Atlantic. In the United King-

dom, according to industry sources,
about 70 per cent of all TV sets
delivered by manufacturers in 1963
went into rental service. These same
sources predicted that by the end of
1964, this figure could easily reach
between 75 and 80 per cent.

In the United Kingdom, rental
companies are said to spend over
$8 million a year on advertising,
morc than TV manufacturers and
retailers combined.

But aside from the fact that the
time is psychologically right for rent-
ing appliances and electronic prod-
ucts, it apparently makes good dol-
lars and cents to be in the rental
business.

Take, for example, the case of
Polk Bros., the multiple-outlet Chi-

Last year they asked,

“What will Magic Chef think of next?”

Here’s the answer!

It's hard to find an encore for a success
like Chateau, Magic Chef’s first eye-level
oven range. But here it is: the economy
Chateau, featuring much of the elegance

of the top-of-the-line model.
To bake or broil to a turn, she needn’t

guess...just glance at the picture win- »
dow. AutoMagic Cook and Keep Warm
cooks while she’'s away . ..

50

adds hours

to the day. Lower storage cabinet keeps
pots and pans at her fingertips.

Put new Chateau in your showroom.
And watch your profits soar!

MAGIC CHEETF

CLEVELAND, TENNESSEE

cago, Il firm. The firm has been
renting appliances for approximately
ten years, beginning with dishwash-
ers, then branching out into food
freczers, ranges, automatic washers
and dryers. Lester Bachman, execu-
tive vice president, explains that
“We're in the rental business without
being gimmicky about it. That is, we
don’t rent to people just to get an
appliance into their home and then
try to turn it into a sale.”

However, about 25 per cent of
the appliances on rental are con-
verted into sales — at the insistence
of customers, according to Bachman.
About 50 per cent of all appliances
on rental stay rented, and the re-
mainder are returned or traded-in
for new models.

In order to keep the firm's rental
business “honest,” says Bachman,
salesmen are paid incentives both
to rent and to sell.

Portable dishwashers have proven
the easiest appliance for the firm to
rent, probably because of the prod-
uct’s low saturation rate. Polk’s
charges $6 per month rental for
dishwashers; the first three months’
payments are required in advance.
No charge is made for delivery or
pickup.

The firm’s rental program is ad-
vertised approximately four times a
year, and daily rates arc quoted for
the various appliances (not the
monthly rates).

Bachman notes that summer cot-
tages arc a natural market for used
dishwashers, most of which are
trade-ins.

Polk’s has never gone into TV
rental, but may, in the future, begin
renting out color TV,

Dcaler Harold Witham, Witham’s,
Bakersficld, Cal., who’s been rent-
ing many types of appliances for
years, bclieves that a retailer who
wants to rent must have: a) his own
service department, b) a good col-
lector, and ¢) his own credit depart-
ment.

“It takes spccialization,” he says,
“of the type that only a complete
dealership can provide.”

Witham notes that TV (black-and-
white) is the most popular rental
product; washers are second, and
refrigerators, third. He charges
$10.40 per month for a TV set, and
$5 for its delivery and pickup. If
the customer wishes to purchasc the
set, the first two months’ payments
are allowed by Witham toward its
purchase.

Witham, who says that his rental
business represents less than five per
cent of his total business, notes that
it's an excellent way of profitably
disposing of trade-ins. He doesn’t
recommend the rental business for
everybody, however, because of its
inherent risk of skips and maltreat-
ment of the appliances.

Dealer “Bud” Green, Green's,
Kalamazoo, Mich., has been renting
used black-and-whitc TV reccivers
for over ten years. Last year, he had
over 300 sets out on rental. This part
of his electronics business netted him
about $36,000.

“Renting,” states Green, “at least
as far as teclevision is concerned,
must be on a big volume basis.
Otherwise, it could be a losing prop-
osition.”
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He charges $3 per week for used
sets on a ‘‘rental-purchase plan,”
under which the customer plans to
buy the set. The first four weeks’
payments can be applied toward its
purchase.

Green rents table-model color TV
scts for $30 a month (for a minimum
of one year). During the first year,
he docs all service free of charge,
and replaces the set with a new onc
at the end of the year.

He rents color sets for short-term
rentals, also, for $25 per weck. His
charge for the second week is $10.

Green uses only the classified ads
to promotc his rental business.

“The rental business is more prof-
itable than sales,” states Salesman
Jim Worden, of Buttrey’s, Great
Falls, Mont., “but it takes about two
years to reach that platcau.”

The firm has been renting port-
able TV scts for about scven years;
cach year between 200 and 300 sets
have been out on rental. Charges:
$6.50 per month for 11-in. scts, $8
and $10 per month (depending upon
the age of the sct) for 19-in. sets.
The firm doesn’t require a deposit
or a down payment.

Buttrey’s advertises its TV rental
program rcgularly in the local news-
paper. Copy usually reads: “ALL
Repairs arc FREE when you RENT
TV! Imagine! A Brand New Port-
able TV in your home . . . No Cash
Outlay Only Small Monthly
Rental. (Should you choose to buy,
full rental payments will be credited
to the purchase price.)”

California Distributor
Announces New Officers

Kaemper & Barrett, in its 35th
year of operation as a distributor of
major home appliances in the north-
ern California area, has announced
the appointment of Earl D. Hotaling
as chairman of the board. R. E.
McGrath, moving up from his pre-
vious office as vice president, suc-
cceds Hotaling as president.

E. D. Hotaling

R. E. McGraih

N. R. Golden continues in his
position as vice president; Thomas
Tilton has become secretary; and
C. C. Smoot is now treasurer.

Kaemper & Barrett, with its home
office in San Francisco and a branch
office in Sacramento and warchouse
facilitics at both locations, is cur-
rently exclusively distributing Amana,
Du Mont, Speed Queen, Webcor,
Sony, Delmonico and other allied
appliance and electronics lines. Voice
of Music products are distributed
from the Sacramento branch.

MART Magazine ® May 1965

Another Great Falls firm, Mod-
ern Equipment Co., rents both
used appliances and television.

Dealer Harold McCollum scales
the monthly payments according to
the retail price of the items. For
example, he charges $5 per month
for an appliance worth up to $60;
more if the value is greater than $60.
All payments apply to purchase price
of appliances on rental. He notes
that his rental program contributes
slightly less than ten per cent to his
total store volume.

The growth of the retail rental
business in the U. S. cannot be re-
futed. One industry source claims
that there are ar least a quarter of
a million TV scts being rented today.

The American Rental Ass’n, the

“voice” of the rental business, re-
cently published some interesting
facts and figures.

® In 1964, says the ARA, the re-
tail rental business represented $772
million. This year, an increase of
from 12 to 14 per cent is expected.

® The most wanted picces of
household equipment are floor pol-
ishers and rug cleaners. Power tools
and lawn mowers are the tops in
the hardware line. Coffec urns of the
30, 50, and 75 cup variety arc in
heavy demand.

® The ARA has a membership of
over 600 rental stores nationwide,
a few of which rent appliances (TV
sets, portable heaters, and coolers,
in that order of volume).

® There are between 4,500 and

5,000 general rental equipment stores
in existence today.

United Rent-Alls, perhaps the
largest franchised rental chain in the
U. S., has about 490 outlets, many
of which rent TV sets, humidifiers,
and clectric heaters.

Can an appliance be purchased at
one of these outlets? “Yes, I'll sell
onc of my customers an appliance
he’s been renting from me,” says
Dick Hubel, owner of a United
Rent-Alls outlet in Upper Saddle
River, N. J., “but I generally dis-
courage this practice.”

Hubel rents TV sets for $8 a
week, or $20 a month, and doesn’t
require a deposit.

Compelition? “I certainly don’t
get any from retailers,” he concludes.

Who cares about making service mean what it says??

Your customers
care,

Wwe care,
too!

(your G-E distributor team)

(and so do you)

You, Mr. Dealer, know when your customer doesn't get
the service she wants . .. she’s no longer your customer.
You, Mr. Dealer, know your customer expects quality in
service, as in everything eise. She wants service that
is fast; service that is dependable; and replacement
parts that are Genuine.

You, Mr. Dealer, know this takes teamwork between you,
your distributor, and the manufacturer.

You, Mr. Dealer, can count on solid support from Gen-
eral Electric and its distributors to help you build cus-
tomer satisfaction with your service.

We set high performance standards on parts service—
1st—To ship your orders complete.
2nd—To ship your orders promptly (usually same
day as received).
We work hard to better train your G-E service techni-
cians. Our distributor service counselors and technical
specialists hold regularly scheduled training meetings
in all markets.
We have G-E home study courses for G-E service tech-
nicians on electricity, electronics, and transistors.
We can provide counsel and assistance on how to run
a modern G-E service organization. Ask your G-E dis-
tributor about G-E's Service Management Guide.
We have a team of trained specialists ready to help you
solve any parts or service problem.

Do we care? You bet we do!!

GENERAL ELECTRIC

830-33A
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Completes A Load Every Four Minutes
No Bleaching Or Hand Treating

Saves Water, Soap, Softener, Electricity
NO OTHER TYPE WASHER CAN MATCH

DEXTER QUICK TWIN

PERFORMA_A{CE OR PROFIT PROTECTION

FAIRFIELD, I0WA
See Your Dexter Distributor or Write Dexter, Fairfield, lowa

SAV}E UP TO 1/2 HOUR

moving each

Gﬁ):ﬂ

save time .

Made of tough, featherllght alumi-
heavily padded with
felt in front to protect the most
delicate finishes. *Curved cross mem-

num alloy .

appliance

YEATS
Model No. 7
Height 59/
Weight 36 Ibs.

APPLIANCE DOLLIES

smooth runners

on back

allow handlers to
ease heavy loads on-
off truck.

i E’i{r

e - t
|
\

;A

30-second strap
ratchet fastener.
Hand ratchet lever
quickly draws heavy
14 ft. web strap
(encircling load) vise
tight.

T NN

step glide

Endless twin rubber
belts let you roll
load over stair edges
without marring.

. save back-breaking work

bers cradle curved appliances as
well as square shapes. *Close mount-
ed wheels pivot on-a-dime on stair

landings and other close quarters.

moving ranges
refrigerators, washers,
hot water tanks, etc.,

" Euernrdas? COVER AND PADS

YEATS semi-fitted covers are mode of

This. plus all the other time saving
YEATS features, save up to a dol-
lar's labor handling each appliance
. more than pay for the dolly in a
month's deliveries. Before vou
“manhandle” another appliance, see
your YEATS dealer or write direct!

APPLIANCE DOLLY

SALES COMPANY

1363 W. Fond du Lac Ave.
MILWAUKEE, WISCONSIN

tough water repellent fobric with adjust-
able web straps and soft, scratchless
flannel liners. All shupes and sizes —
Write,

RS
R

range cover

refrigerator cover

Santa Comes In Spring To
Sylvania Display Winners

Black’s, of Wheeling, W. Va., took
first prize in the Sylvania Christmas
window display contest, it was re-
cently announced by the sponsoring
Entertainment Products Div., Syl-
vania Electric Products, Inc. Second
prize was awarded to Kelly & Cohen,
Pittsburgh, Pa., and third prize win-
ner was Anthony Bros., Inglewood,
Cal. Each firm won a Sylvania
stereophonic high fidelity instrument.

Seventeen prizes of $100 each
were awarded to other contest win-
ners.

Magazine Bureau Retains
H. Hahn As Ad Counselor

Harry C. Hahn, appliance adver-
tising counselor, has been retained
by the Magazinc Advertising Bureau
of the Magazinc Publishers Ass’n to
assist in the presentation of magazine
advertising and marketing advantages
to major appliance manufacturers
throughout the U. S.

Hahn, who has been a consultant
to individual magazines and corpora-
tions since 1960, was a pioncer in
the devclopment of many new dis-
tribution methods, including the now
widely used *“‘carload” dealer.

DEALER SALES REPORTS
As Compiled By Utilities

w * |
5 o I 2 »
g l g g o A § gl
S| ¢ g g g g 2§
: > = 8 = & 2 20
£ o 22 & 5] [ v
&< al al i x 4 ~ B
Central Illinois Pub. Serv.
(Springfield)
o 209,656 97 442 69 284 513 831 1590 991
City Public Service Board
(San Antonio, Tex)
375,985 304 205 92 201 517 665 | 2031 ! 787
Dallas Power & Light
260,198 2256 565 812 311 776 2194 3403 1743
Dayton Power & Light
452,734 45 765 136 352 767 814 2393 1249
Electric Power Board
(Chattanooga)
77,899 59 291 65 63 406 320 702 476
El Paso Electric
93,457 27 147 106 105 164 529 | 1384
— S ] - B Bl Wil B
Florida Power Corp.
(St. Petersburg) 295 427 ] 340 354 | 1523 | 2079 2955 1953
Fla. Power & Light Co.
(Miami)
769,492 1405 939 617 | 4422 | 5466 | 9818 4561
Idaho Power
(Boise)
116,000 382 234 249 593 611 771
Jersey Central Power (
(Morristown)
t 381,492 103 835 547 538 616 | 1660 | 3724 2339
Kentucky Utilities Co.
(Lexington) 71 414 136 342 982 1141 2495 1487
Metropolitan Edison
(Reading, Pa.)
235,565 96 501 115 204 573 919 | 2049 1458
i 4 — 1 | — - | g —
Nashville Electric Service
136,000 334 109 | s24 | s21 Jr
New Orleans Pub. Serv. ‘
326,859 2946 | 1064 433 408 | 1339 | 1948 | 6488 2399
N. Y. State Elec. & Gas ]
(Ithaca)
526,356 19 976 400 533 989 | 1405 l 2014
S— e —4 e ~— - 'F - -
Omaha Public Power
118,430 87 377 68 142 303 523 | 1014 799
Pacific Gas & Elec. Co.
(San Francisco) 502 | 7664 | 4413 | 2093 {11707 | 11006 | 19253 | 11417
Public Serv. Co. of N. M.
(Albuquerque)
101,117 352 168 | 134 286 386 | 1045 638
Southwestern Elec. Power
(Shreveport, La.) ‘
186,485 318 365 309 376 432 | 1107 | 1802} 1175
Union Electric |
(St. Louis, Mo.)
568,666 3264 758 484 528 997 | 2689 | 7944 | 3581
West Penn Power Co. 1 )
(Greensburg, Pa.)
360,000 5 1037 218 493 887 | 1350 | 3107 2232
February compared +7% —4% —.03% —.01% +.9% —.029% —3% —.08%

with January report
*Includes Built-Ins
o Residential Meters

**Includes Stereo

tincludes N. J. Power & Light

May 1965 ® MART Magazine



The Balance Sheet

by JACK ADAMS

Another Turn For QSB

e’re usually willing to agree that there are two sides to
every question. We also think that if your argument has
merit, you need not resort to name calling or half truths.

But after several years of campaigning in behalf of Quality
Stabilization, we’re so fed up with the nature of some of the
attacks upon this bill by people who should know better, that
we're about recady to come down to the level of the name callers.

In fact, we think we will and say that if they’re not stupid, they
must have some reason they are hiding for being against QSB.

Those who have followed the progress of quality stabilization
closely will recall that a little less than a year ago when it ap-
pcared that it might become a reality, thc Senate bill offered
in behalf of Quality Stabilization was most mysteriously tabled
by a voice vote that was not even recorded.

Now, within recent weeks, bills in behalf of QSB have been
reintroduced in both the Senate and House. And already attacks
on the bills have started to appear both in the news and editorial
columns of newspapers.

We note with a feeling of weariness that once again QSB is
being attacked as a “price fixing” bill.

Now, if the attackers are being cute and using a play on words,
sure, prices would be “fixed” under QSB. They would be fixed
in the sense of being determined by individual dealers, distributors,
or manufacturers just as they are “fixed” or determined today.

But if the attackers are implying that collusion between manu-
facturers would result from QSB, then we would hasten to point
out that manufacturers in the industries served by this magazine
arc not exactly beating down the doors on Capitol Hill to go on
record for QSB. Some have, yes. And maybe some of those who
have not cast their votes have good reasons for not doing so.

But our particular lot is cast with what is normally termed
the “independent dealer,” and the chief reason why we are for
QSB and think the independent should be, too, is because its pas-
sage will enable the independent to see who is on his side.

Under QSB a manufacturer can deny usc of his trade mark to
a retailer who is footballing his product. Thus, no longer could
a manufacturer hide behind such excuses as, “We can’t cut this
guy off legally,” or “We can’t tell our distributors who they can
sell.”

Dealers who harbor suspicions that some producers are play-
ing both sides of the strect could find out once and for all who
their friends arc.

And are thosc who charge “price fixing” would result from
enactment of QSB implying that the Justice Department is in-
capable of ferreting out such shenanigans?

MART Magazine ® May 1965

Let’s not prevent achievement of a positive result by holding
forth the specter of an improbable negative result which could be
dealt with should it arisc.

Some very astute independent dealers we know hesitate to sup-
port QSB if it does not include some type of halter on the ever-
growing chains which control their own brands. We would agree
that ideally such a proviso should be attached to the bill.

But with or without proviso, let’s strain to get QSB over the
hump this year. It may be tougher. The opposition has had time
to marshall its forces. Vice President Hubert Humphrey was a
staunch supporter of the proposed legislation while a senator.
In his present role he probably cannot be as vociferous in his
support of the Senate and House bills especially if, as some people
think, the President opposes their passage.

As always it may seem difficult to belicve that onc small voice
from California, 1llinois, or New York can exert much influence
in Washington. But if you will consider your appeal to your
Congressman as one link in a chain letter which you will never
see, the results can be impressive.

Please don’t break the chain. Write today!

Short Takes — In a meeting which we recently attended a dealer
suggested the use of delayed compensation to increase the flow
of goods from factory to the homes of consumers.

The idea is an extension of the “sell through™ philosophy which
was propounded in the past to encourage distributor salesmen to
do a better job of helping dealers move the appliances and brown
goods they had purchased.

The delayed compensation approach, however, would be more
than a philosophy and would apply to cveryone involved in the
selling chain including those at the factory. Presumably some
sort of commission plus draw arrangement would be employed,
but a portion of the income of everyone who is a part of this chain
would be withheld until an appliance or brown goods item had
been sold to a consumer.

This approach would hit those most responsible for increasing
the sales in our industries in the highly sensitive pocketbock area.
Depending upon their accomplishments, they could improve their
Jot or suffer.

If there arc so many unproductive sales people employed at
all levels in our industries today (as many dealers charge), then
the plan it would seem could not decrease sales and hopefully
might improve them.

We commend it to the attention of manufacturers.

As the dealer who proposed this compensation system points
out, “It could let our industry become a retail economy.” u
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ALL _
BATTERY OPERATED

PRODUCTS WITHOUT

THE DYNAMIC
AC ADAPTER CHARGER™

ARE NOW OBSOLETE!
* THE@SYSTEM

Why stock and attempt to sell obsolescence?

INSIST ON DYNAMIC EQUIPPED PRODUCTS!
THEY FEATURE:

1. BATTERY RECHARGABILITY

Product performs at peak performance on the same batteries for up to 2 years.
Batteries recharged without removing. :

2. A/C OPERATION

Product performs continuously from any househoid wall outlet.

3. AND ARE U/L APPROVED

Featuring exclusive SAFE T PLUG — A shock eliminator which transforms

house current to an absolutely harmless low level.
Automatically assures the product of UNDERWRITERS LABORATORIES APPROVAL.

Send for list of Battery Operated Appliance Manufacturers Using the Dynamic System.

@ INSTRUMENT CORP. Dept. M5, 115 E. Bethpage Rd., Plainview, L. 1., N. Y. 11803

Area Code 516-694-6000 TWX Area Code 516-694-1165

P s THE DYNAMIC SYSTEM A /C ADAPTER CHARGER CAN BE ADDED TO
x&¥s ANY BATTERY OPERATED APPLIANCE LINE IN A MERE 24 HOURS.




THE PORTABLEX
THE PLEASURE
SALES

QLLZ> SYSTEM
R e . AC ADAPTER/CHARGER
PRQTECT YOUR "7
CUSTOMERS .* ALL DYNAMIC el
EQUIPPED MERCURY PORTABLES. ARE " . Wl

) UNDERWRITERS LABORATORIES APPROVED ! .- .3

-A‘,"‘._. . e

. 7 3 DY&AMIO
FOR ADDITIONAL INFORMATION ABOUT THE NEW MERCUY LINE CONTACT:

MERCURY RECORD CORP.— HOME ENTERTAINMENT DIVISION — DEPT. M-5A, 35 E. WACKER DRIVE — CHICAGO, ILLINOIS 60607

FOR ADDITIONAL INFORMATION ABOUT THE DYNAMIC SYSTEM CONTACT:
DYNAMIC INSTRUMENT CORP.— DEPT. M-5A, 115 East Bethpage Rd., Plainview, L.I., New York 11803
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Don Quixote Town and Country

Rambler ‘04

Maverick

Carnage Lamp

Year of the Dragon

~=y

French Provincial

Suddenly, selling refrigerators Is new,
exciting, fun, and rewarding again!

Once again Kelvinator changes the face of
refrigerator retailing . . . just as it has done so
many times in the past with major engineering
and design innovations.

Now you can take refrigerator salesmanship
out of the humdrum, out of mere replacement
selling and into a whole new area of creative
salesmanship once again.

Now you can step many sales out of the
profitless cut-price race and into high mark-up
selling once again.

Now you can break the image of selling the
same merchandise with a different handle, or

a lower price, and establish a reputation for
leadership and innovation once again that will
have the whole town talking.

Dealers who sell the Kelvinator Originals
have a whole bright new world of prestige and
profit awaiting them. Isn’t this what the ap-
pliance industry needs? Isn’t this what you
need in your appliance retailing?

Don’t answer till you've seen all the Orig-
inals and talked to your Kelvinator district
manager to get the full story. For a colorful
booklet showing all the Originals, send the
coupon today.

Kelvinator Division of American Motors Corporation,
Detroit, Michigan 48232. Dedicated to Excellence in
Rambler Automobiles and Kelvinator Appliances.

- DIVISION, AMERICAN MOTORS CORP.
Kelveana®r ro :oxo-oert. 1. DETROIT 8 MICH.
Please send 16-page, lavishly illustrated booklet showing all
Kelvinator Originals.

DEALER NAME

COMPANY
ADDRESS

ZIP
CiTY STATE CODE
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