Dehumidifiers are soaking up larger share of consumer dollars

Merchants urge a hard line on shrinkage

Small service shops can share costs, yet retain independence
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THE ROXBURY —Charming
Early American cabinet with
warm Maple grained finish, AFC
and Instant Play, Admiral Q-26
Color chassis, "'Super Scope”
VHF tuner and Solid-State

UHF tuner. Model 3L555
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Admiral

INTRODUCES THESE

S NEW VALUE-PACKED
SPRING SPECIALS-

ALL WITH THE NEW
-YEAR WARRANTY

THE KENT—Striking contemporary cabinet crafted of genuine

Walnut veneers. Features include: Video peaking control and tint-
tone control. ''Super Scope’ VHF tuner and Solid-State UHF tuners.
Admiral automatic degaussing. (23" pic. meas. diag.) Model 3021C

THE SALEM —Charming Early American styling with native
Maple grained finish on choice hardwood veneers. Automatic Fine
Tuning and Instant Play. "'Super Scope’ VHF tuner, Solid-State
UHF tuner. Model 3C545

There's never been anything like the new Admiral warranty in color
TV history! It's designed to give Admiral dealers a strong competitive
edge. To build customer confidence. To help build more traffic and
inquiries. It's designed as a strong closing tool to help you overcome
any possible buyer resistance and doubt.

The Admiral 3-year warranty is designed to help you after the sale,
too. Take the case of the customer who buys on time. Suppose he
finds himself faced with a picture tube replacement cost before the
set's even paid for. Often this will make him balk at all further finan-
cial obligation. He won't pay for the replacement, and he won't finish
paying for the set. So the dealer is forced to repossess and pay for
the new picture tube himself. Under the new Admiral 3-year war-
ranty, there's no reason for this to happen. It protects you by pro-
tecting your customers.

THE HARRINGTON—New, Big-Screen Consolette—in smart
modern styling. Beautiful Walnut grained finish. Features Admiral
AFC and Instant Play, Precision engineered Q-26 Color chassis.
Exclusive color Fidelity Control. Model 3C541
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THAT'S UP TO TWO YEARS
ONGER THAN: GE, MOIOROLA,
RCA, ZENITH AND MOST
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extended warranty on the color picture tube will be The breakthrough really began in 1964 with the

valid for the full three-year period. building of our own tube plant, the mdst modern in

the industry. With its advanced technology, preci-

sion, and greater automation, it has enabled us to

establish t lity.
Admiral Color TV Picture Tube Warranty ablish new standards of quality

As a result, when a customer buys an Admiral pre-
cision-built Color TV set, he is assured of getting the
finest color picture tube possible to n{onufccfure—
a tube of such high quality and reliability that
Admiral can back it in writing for three full years.

The picture tube in each new Admiral color television set is warranted to the
original owner to be free from defects for 3 years after date of purchase.
During this period, Admiral will supply a replacement tube in exchange for
the defective tube without charge. Service and installation costs are to be
paid by the owner. Provided an Admiral replacement tube is used, it will be
warranted for the unexpired portion of the original 3-year warranty. To be
effective, the warranty must be registered by mailing the warranty card
accompanying the set to Admiral within 3 days after delivery.

This warranty applies to all Admiral Color TV sets manufactured since
Decembes 1, 1967, when sold through a participating Authorized Admiral
Dealer. See him for details.

3-YEAR
Admiral

WARRANTY

COLOR PICTURE
TUBES

Nt

This represents the first real breakthraugh in color
TV—in selling as well as mcmufocturingl It's the kind
of breakthrough you'd expect from a leader like
Admiral.
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Cover: Louis Del Padre, of Del
Padre Music Shops — Appli-
ances, Springfield, Mass., and a
member of the Mart magazine
Dealer Advisory Board, looks over
plans for a ‘‘ghetto’” area store
with Lester Barber, Jr., who will
be operator of the store and Del
Padre's partner in the venture.
Catering to minority groups, the
store will be located in the heart
of Springfields Negro section,
and will be modeled on the “‘qual-
ity’’ image of the present five Del
Padre branches. Barber feels the
most important contribution white
businessmen can make to solving
the urban crisis is that of lending
their business expertise in helping
Negro businesses to get started.
For full details of the venture, see
page 24.
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All you have to do

to sell it

is turn it on.

It's that simple.

If you're not playing our FM/AM radio (6F21W), you're not
making money on one of the biggest selling items in the entire
Sony line.

(Which makes us unhappy. Because then we're not making
money either.)

Fact is, people are buying our little 2¥4-Ib. radio faster than
we can make it. Which is why it's sometimes out of stock.

And because our little Sony moves so fast, it won't tie up
your warehouse space. Counter space.

Or your money.

Our little portable’s selling because it sounds like a big, fat
radio. With rich, full tones people don't expect to hear from
such a little radio.

And it's selling because people like what it can do.

It can turn into a stereo radio. When you plug in an optional
stereo adaptor.

Or into a private radio. When you plug in an earphone. (One
comes with the radio.)

Or a stay-at-home radio. Just plug in an optional AC adaptor.

Or a play-it-again radio. It even takes a tape recorder.

So, you see, this little Sony's got lots going for it. And when
you turn it on, it'll have something else going for it.

Customers.

of America

17-47 Van Dam Street, L.1.C., N.Y.
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RCA extends warranty
on color TV tubes

RCA has applied a two-year warranty
to some of its color TV sets that
were introduced in March. When the
firm holds its annual distributor
meeting later this month, it is ex-
pected that announcement will be
made of still more models being cov-
ered — possibly the entire color line.
It is predicted that the warrantied
sets will be sold to consumers on a
“at-no-additional-cost™ basis.

Cassette for OEM
market boasts
high fidelity

A prime feature of a new cassctte
mechanism being offered to original
equipment manufacturers is its claim-
ed great high fidelity — “great
enough for use in an instrumentation
deck.”

The producer is Auricord Corp.,
Long Island City, N.Y. Designated
CAS-1, the unit is a slot-load, three-
motor sterco record-play device. It
can be combined with a complete
electronic package and switching
system. Since the unit is balanced
to play in all positions except upside
down, it can be adapted easily to use
in autos. Auricord notes that it is de-
veloping for it a simple automatic
changer. (The area behind the loading
slot is open, and played cartridges
will be dispensed there.)

Chalk board front

He gets the message: Idea for chalk
board front on the freezer door is
from Whirlpool Corp. This standard
refrigerator-freezer  (Model — EST-
17MM) can be converted by do-it-
yourselfer because of decorator front
Sfeature of unit.

FM radio growth
continues in 1967

Last year saw FM radio sales in-
crease to take a 34.3 per cent share
of all domestic label home radio sales
(table, clock and portables taken to-
gether), compared with 28.3 per cent
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in 1966, the Electronic Industries
Ass’n reports. In units, FM radios
grew from 4,089,000 in '66 to 4,210,-
000 in a market that shrank from
14.5 million units in 66 to 12.6 mil-
lion in *67.

Measured in dollars, FM account-
ed for 55 per cent of the factory value
of all domestic label home radios
last year vs. 50.7 per cent the year
before. Paradoxically, the higher per-

centage represented fewer dollars
($201.3 million compared with
$224.8 million in 1966).

Friendly Frost, Inc.
profits rise sharply

Operating profits of Friendly Frost,
Inc., Westbury, N.Y., largest chain
of retail appliance and television
stores in the metropolitan New York
area, rose 32 per cent during the
firm’s 1967 fiscal year. Income
equalled 58 cents per share, compar-
ed with 44 cents in fiscal *66. Sales
for the year, which ended January
31, totaled $24,489,641, compared
with $23,737,548 for the preceding
year.

Raytheon’s 1967 sales
reach $1 billion

The first billion-dollar-year in the
history of the Raytheon Co. is de-
tailed in its 1967 annual report. It
was the second consecutive year of
record sales and the third consecu-
tive year of record earnings.

Since management’s goals for 1970
were surpassed in 1967, new goals set
forth for that ycar call for sales of
$1.5 billion, earnings of $50 million
with per share earnings triple the
$1.96 of 1964, and continued over-
seas sales growth commensurate with
domestic growth. The company will
also seek to achieve approximately
equal balance between government
and commercial business.

OK, Mr. Appliance Dealer

At least you thought you did. Good growing market, good
margins, GOOD PROFITS.

That was until you saw all the bits, pieces and problems
connected with sizing equipment, selecting and matching
components, measuring and estimating jobs, and on . . .

and on . .. and on.

Well, take another look. The Comfort-Aire-Pac approach
returns your efforts to the selling job, where they belong.

So you want
to be in Central
Air Conditioning

Comfort-Aire-Pac eliminates the guesswork in mixing and

matching equipment and provides all the items required for
add-on, central air conditioning in one package. Add to that

the Size-A-Pac program for easy sizing, estimating and in-
stalling and we have the type of product and merchandising
program you need for profitable central air conditioning sales.

Why not take a look? You'll probably wonder why no one

%l AIR CONDITIONING

By HEAT CONTROLLER, Inc. Jackson, Michigan

has thought of it before. Don’t ask us. We're still wondering
why it took us so long.

A CARTON
OF

CO0L COMFORT



Show-How features humidifier innovations to help you direct your
own sales-winning hit. On stage is a great new cast of customer-pleasing
attractions, including Solid State circuitry and Sculptured Furniture Styling.
(Your cue to enter the profit scene!)

Arvin Deluxe Solid State Whole-House Automatic Console Humidifier.
Model 59H51, Walnut Wood-Grain Arvinyl-on-Steel Cabinet. Sugg. retail $129.95

Over $43,000,000 worth of humidifiers will be called on
to perform in 1968. And with the product innovations
through Arvin Show-How, you’re set to put on a profit-
able sales performance of your own. For example, the
new Arvin Deluxe Solid State Console Humidifier fea-
tured above has a new Solid State humidistat which
automatically maintains desired humidity (speeding up
or slowing down gradually—not just “ON”’ or “OFF”).
Its handsome cabinet has a sculptured look in Walnut
Wood-Grain Arvinyl-on-steel. Other selling features in-

A .
v. n L
_

clude easy-to-operate controls conveniently located on
top under the hinged lid, a red “refill” light which
indicates empty tank, and a double layer foam pad
which circulates in water continuously for more efficient
washing of dust and pollen from the air. All Arvin
Humidifiers have similar quality features which are easy
to see, easy to sell. And in the complete line you’re sure
to find a style and price to please most everyone. Your
Arvin Distributor will be glad to Show-How the profits
will please you.

y features America’s leading
Home Comfort Products

For complete information, write, wire or call: ARVIN INDUSTRIES, INC., Consumer Products Division, Dept. E-9, Columbus, Ind. « Visit these Permanent Show-
How spaces: CHICAGO, Merchandise Mart « DALLAS, Trade Mart « LOS ANGELES, Home Furnishings Mart « COLUMBUS, INDIANA, Arvin Sales Department
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Rentals in Britain

Editor Mart magazinc:

The arrival of Mart magazine is
always an event for it invariably con-
tains the essence of a money-making
idea. Upon opening your March 1.
1968 issue and sceing the article by
Jon Twichell on leasing. I realized
that, at least, there was a possible
opportunity to reciprocate.

Renting is an almost unique
British institution although it is slow-
ly gaining momentum in Continental
Europe. Furthermore, it is almost ex-
clusively confined to television, al-
though some companies (ourselves
included) do rent all types of brown
and white merchandise.

One must also stress that renting is
an ¢nd in itself. Indeed as the law
stands in this country it is an offence
to use rental as a sort of stepping-
stone 1o a sale. (The reason for this is
tied up with credit control used as a
means of regulating the economy.)
Not that any serious renter would
have it any other way.

It is true that rental does require
a lot of finance, but 1t is equally true
that those companies who have spe-
cialialised in  rental have pro-
gressed far more rapidly than others.

Industry
events

Edison Electric Institute 36th Annual
Convention: Sheraron and Bellevie-
Stratford Hotels, Philadelphia, June
3-5.

Electronic Industries Ass’n 44th An-
nual Convention, Hotel Ambassador,
Chicago, June 3-6.

1968 NEW Electronics Show: New
York Hilton, New York City, June
14-16.

Canadian Gas Ass’n Annual Meeting:
Chateaw  Fronmtenac, Quebec  City,
Quebec, Canada, June 19-22,

Electronic Industries Ass’n 2nd An-
nual Consumer Electronics Show:
Americana, New York Hilton, and
Warwick Horels, New York City,
June 23-26.

National Ass’n of Music Merchants
67th Annual Music Show: Conrad
Hilton Hotel, Chicago, June 23-27.

American Institute of Kitchen Deal-
ers 6th Annual Summer Veeting and
General Elections: Cherry Hill Inn,
Cherry Hill, N. J., June 27-28.

National Housewares Mfrs. Ass’n
National Housewares Lkxhibit: [ner-
national — Amphitheatre,  Chicago,
July 15-19.

National Merchandise
York Coliseum, New
Sept. 8-11.

Show, New
York Ciry,
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This has been helped by Government
investment allowances, but it is not
the whole reason for success.

It i1s not true to say that rental is
popular because of the excise tax (i. .
purchase tax now levied at 33 1/3
per cent of maker's net price) as this
is applied whether that appliance is
rented or sold. Basically. rental grew
because of service problems in the
carly days of television. Customers
were shocked at the time by the rather
frequent breakdowns and what they
thought were unreasonably high re-
pair charges. With rental. these charg-
¢s are to a great extent hidden in the
rental schedule. The customers are de-
lighted at the high quality of service
(for make no mistake it must be the

Cussins & Light service shop
best  “‘never-without-a-working-set”
type) and tend to forget the total
amount paid over a long period.

Therein lies the secret of success for
the renter. His real profit comes in
the later years when the appliance
has been written off, and he is still
receiving a substantial income.

From what | have read in your
excellent magazine, 1 would have
thought that colour television was
a natural for anyone in the U. S. A.
so long as they were prepared to op-
crate a first-class service department.
For your interest | enclose a photo-
graph of our main radio-TV service
workshop.

W. D. Cussins
Service Director
Cussins & Light, Ltd.
Walmgate, York
England

soreo

Model MA59DF
Two cycles, Normal and Short.

Three wash water and two rinse water selections.
Two spin and two agitation speeds.

Stainless steel tub.

{Matching “'Silver Lining’’ Dryers, Too.)

Here’'s a unique “‘Burglar’’ promotion to back
up the Speed Queen ‘‘Silver Lining” model
specially priced for retail sales action. There

are burglar masks for your
salesmen, to create the
proper sales atmosphere.

SPEED QUEEN

Sillver

* *

Model MAS9DF '
LIFETIME STAINLESS STEEL TUB

A striking 5 color, 4-foot window banner sells

the stainless steel tub.

A Division of McGraw Edison Company Ripon

Special “‘It's A Steal”’
price tags create more
interest and excitement.

National ads in magazines
like GOOD HOUSEKEEPING

are so different, every
reader will want to “'steal’’
these "'Silver Lining’* washer
and dryer models from Speed
Queen dealers.

GET IN ON
A TEE ‘BIGGEST STEAL
- 1N WASHER BISTORY

New TV commercials using the “‘Burglar’”
theme and highlighting the ‘“’Silver’ in
“Silver Lining’’ are available for your use.

Wisconsin 54971



Hotpoint has

Into this

refrigerator:

21.4 cubic foot

capacity.

) (So your customers can put a lot into it, t0o.)

This new Food Center 21 can put away a
lot of food. Gives you more space inside
yet takes up less space outside.

We put in a lot of features. The doors are
coated inside with PVC* so they 're easy to
clean and stain-resistant. It’s no-frost,
and rolls out on wheels for easy cleaning.
Other deluxe features include adjustable

cantilever shelves, twin slide-out
crispers, convertible meat conditioner %
drawer, butter spread control, twin \
jutce can dispenser, glide-out freezer
basket, the works.

Hotpoint has put a lot into it so there's
more 1n 1t for you. Find out how much
more from your Hotpoint distributor today.

*Polyvinyl chloride makes door liners crack-resistant

3
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putalot
new 33 inch

GENERAL [l ELECTRIC COMPANY
Chicago, lllinois 60644




John Sandurski (left) is told
nuances of tape recorder

as part of a component

system by Irving Kaplan, salesman
at Alan’s Radio, Chicago.

Chain operator reports

Strong $300 tape recorder
sales by shunning cheap units

Chicagoan finds “specialist”

“S ure, selling quality tape recorders
takes specialization, but almost any
successful appliance salesman has enough
intelligence to be better informed about
tape recorders than 99 per cent of his cus-
tomers.

“But most of all, the salesman must
have the knowledge and training to know
what he is doing and the ability to talk
through a demonstration without bobbling
it,” says Alfred A. Kritz, president of Alan
Radio, a Chicago-based chain of five appli-
ance outlets and a furniture unit. Three of
the appliance units are situated in mass
merchandiser-type stores.

“We have large tape recorder sections in
all our appliance stores, each stocked with
a variety of quality tape units, both reel-to-
reel and cartridge-cassette. I feel the key
to the success of our tape operations is due
to the fact that we have a specialist in
charge of all the stores, Bob McAvoy. Our
sales volume has climbed every year. Last
year it showed a 20 per cent increase.
Buying direction starts at the top, but each
store manager has his say concerning what

he will stock.

“McAvoy’s main responsibility is to
teach at least one salesman in each of the
stores to give a top-notch demonstration in
the tape department. He makes most of the
demonstrations, but a fellow salesman will
fill in, should he be tied up with a customer
or out of the store.

“Advertising is almost exclusively in
newspaper ads, but we seldom mention
price. What we stress is quality and nation-
al brands. As our tape recorder business
has increased, we have had to add floor

12

salesman approach pays off.

space in all the departments.

At Alan’s, tape recorder prices start at .
$19.95, but major volume is in units selling and reel-to-reel tape systems
from $200 to $500. _ is shown to customer

“A selling price we shoot at is around a0 T
$300, including accessories and some ex-
tra blank or pre-recorded tapes,” said Kritz.
Pre-recorded tapes provide a very good
profit. We stock about 400 units in our
collection. We average about five tape
sales a day in all our stores.

“We keep a wide variance in price of
tape machines due to the different ways
purchasers intend to use them. Most of-
ten, the first unit will be a gift from a family
member for a holiday or graduation. These
are almost always under $50 plus an extra
tape or two. Cassette-cartridge units mostly
fall into this bracket, usually a player only.

“If the one who receives the machine
learns to use and appreciate it, he soon
realizes the limitations of the cheaper mod-
els. Within a year, he is in the market for a
better, more versatile unit. Gift buyers
know little about recorders, and mostly
are looking for something within a price
budget.

“Our object,” Kritz continues, “is big-
ticket sales in the future, so we start by sell-
ing a quality product on the first sale. By
this and the ability to provide a good price
due to volume buying, we have been able to
build an image of a dealer who can be
trusted as a tape recorder specialist.

Alfred A. Kritz, president of
Alan Radio, with video tape
recorder, sales of which have had
ups and downs in recent months.




Grand prize-winning distributor salesman sells housewares only . . .
Sony has one-gun color tube . . . Survey tells electric

housewares makers what they like to hear . . . EIA promotions

are aimed at consumers . . . Roper in market with gas self-clean.

mart news & analysis

New Englander wins
Mart magazine’s
Distributor Salesman-
of-the-Year competition

Mart magazine's tenth annual Distributor
Salesman-of-the-Year has been select-
ed. He is Ralph Percival, of Milhender
Distributors, Boston, Mass. Percival was
chosen as national grand prize winner
from among eight regional winners picked
by the competition’s judges as announc-
ed in the April 15 issue of Mart.

As top winner, Percival will receive a
check for $500 and a special plaque in
honor of his success. Judges were last
year’s grand prize winner, Thomas Fallon,
of Northeastern Distributors, Inc., Cam-

Ralph Percival

bridge, Mass., and Ken Lilienthal, execu-
tive editor of Mart. Thus, for the second
year in a row, the top winner is a New
Englander.

Percival’s nominating dealer was James
J. Walton, buyer of hardlines, Freese’s,
Iinc., Bangor, Maine.

Percival’s territory — he sells some 30
ditferent lines of electric and non-electric
housewares — is the entire State of Maine.
He has been a salesman since about
1930, and with Milhender Distributors since
1954. Percival serves about 60 accounts
in his travels, and his major lines are Gen-
eral Electric, Sunbeam and Proctor-Silex.

Mart magazine/May 1, 1968

Varactor TV tuner is bench-tested at SKI's stand-
ard components division in Melrose Park, Ill. Al-
though commonplace in Europe since 1964, tuner
uses new circuits to overcome inability of foreign
designs to perform in this country’s more crowded
airwaves.

Solid-state TV tuner
is said to be
an industry “first”

Precise, silent and trouble-free switching
of channels on home television receivers
will result, it is said, from an advanced
solid-state television tuner developed by
Standard Kollsman Industries Inc. The
new design, the industry’s first fully solid-
state tuner, substitutes varactor diodes
for mechanical switching and tuning
mechanisms. (Varactors are distant rela-
tives of the transistor and of the “Galena
and cat's whisker” of radio tuning more
than 50 years ago.)

Production designs of the new tuner
for VHF channels 2 through 13 have been
completed; production engineering on a
companion varactor tuner for UHF chan-
nels 14 through 83 will be completed soon.
Both tuners are readily adaptable to the
use of integrated circuitry.

In addition to its solid-state dependabil-
ity — the only mechanical switches in the
system control direct current voltage, not
signal — the varactor tuner is much small-
er than present-day devices. It can be
placed anywhere in the TV chassis, allow-
ing more freedom in styling of sets and
cabinets. And, because it is electronic,
varactor tuning is said to simplify remote
control. It materially reduces the cost of
automatic frequency control circuitry and
permits many options in the method of
channel selection.

Sony-developed color
tube is one-gun type,
and “twice as bright”

Development of a new one-gun color tele-
vision tube that is claimed to be twice as
bright as conventional three-gun tubes,
and less expensive to make, has been
announced in Tokyo by Sony Corp. Called
the “Trinitron,” the new tube also uses a
color separation device called an apet-
ture grill. This is a metal plate formed in
vertical strips, which is said not only to be
easy to produce but to improve brightness.

A Sony spokesman said that the firm la-
ter this month in New York will demon-
strate a 12-inch color set using the new
tube. The set is expected to be sold in
Japan in the fall and in the United States
early next year.

Because it has considerably fewer parts,
Sony says, the “Trinitron” tube will be
cheaper to manufacture than conventional
tubes.

Sylvania about to
disclose new TV
and product offerings

Thomas Cashin, senior vice president,
Sylvania Electric Products, Inc., the fea-
tured speaker at a recent meeting of
Mart magazine’s Dealer Advisory Board in
High Point, N.C., disclosed to the assem-
bled dealers several moves that Sylvania
soon will make. They are the introduction
of: (1) a two-year color television picture
tube warranty, (2) a new ‘“service-free”
TV chassis, and (3) a new consumer prod-
uct that hitherto has not been in any
Sylvania line.

NRMA urges stores to set up
“riot plans’’; to make more
commitments to civil rights

Retailers who still don't believe that the
anticipated ‘“long hot summer” began
early are getting the word from the Na-
tional Retail Merchants Ass'n.

The NRMA, in a bulletin following the
assassination of civil-rights leader Dr.
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Martin Luther King, urged dealers to take
action in two areas: protection and preven-
tion.

“A “‘riot plan” was part of the protection
program described by NRMA. The first
and immediate problem in a riot situation,
the NRMA observed, is to protect the lives
of customers and employes. Next, the re-
tailer must worry about protecting his
property through proper security meas-
ures.

Pointing out that “acts of violence”
no longer confine themselves to ghetto
areas, but increasingly involve downtown
stores, NRMA reminded members that it
has available, on request, extensive ma-
terials which retailers can use in drawing
up a “‘riot plan.”

Discussing the necessity for adequate
insurance against ‘“acts of violence,”
NRMA said it may become necessary to
work with insurance companies in devel-
oping legislation to provide a program of
federal re-insurance.

In the area of riot-prevention, NRMA
called for ‘“‘complete commitment’” to the
elimination of the root cause of racial ten-
sion, saying that this is ‘“‘the only way to
guarantee the retailer a future in the cen-
tral city.”

This means not only supporting pro-
grams to increase employment among mi-
nority groups, but also ‘“direct contact
with ghetto areas through the establish-
ment of new retail facilities there and the
training of Negro merchants.”

Best of all electric worlds:
Survey shows ‘“brand name”
rates No. 1 with consumer

A new survey, purported to show what in-
fluences women when they buy electric
housewares, would seem to reflect the
happiest dreams and wishful-est thinking
of housewares manufacturers.

Two questions in a Better Homes and
Gardens consumer survey of its readers
in October and November, 1967, dealt
with small appliances.

The first: “When buying a small appli-
ance, which one factor would be most
influential — opinion of other persons,
lowest price, brand name or reliability of
dealer?”

The answers were broken down by
age group, and ‘“‘brand name’ won over-
whelmingly in each, as follows: 67 per cent
of respondents under 35 years of age
said ‘“brand name’” most influenced
their purchases of small appliances
while 63 per cent of those between 35 and
44 said ‘‘brand name” and 59 per cent of
those over 45 were top brand fans.

“Lowest price” fared worst of the
choices. Only six per cent of those under
35 said “lowest price” was the No. 1 fac-
tor when they buy electric housewares,
and the percentage dropped to four for
those in the 35-44 age group; and further
dropped to three for those 45-54 and down
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again to two per cent of those over 55.

What was wrong with the question, per-
haps, was the word “lowest” in front of
“price.” That word ‘lowest” perhaps
loaded the survey to a degree that a re-
spondent was not given a valid choice.
Few women will admit that they are looking
for the “‘lowest’ price on anything (except,
perhaps to their closest friends, but seldom
in writing, or to an outsider). it would also
seem to be a truism that, even if a woman
is not seeking the ‘‘lowest price"” on any-
thing, she certainly is influenced by “price”
— a fact that the survey did not take into
account.

The second question on the survey
asked: ‘“How would you rate the dur-
ability of the small appliances you bought
in recent years?"

The answers may give electric house-
wares manufacturers some valuable am-
munition in their ‘“Battle with Beity”
(Furness, that is).

Thirty-nine per cent of respondents said
the electric housewares they purchased re-
cently are ‘“‘well-built, trouble free”’ and
another 43 per cent termed then “fairly
well-built; require occasional service,”
adding up to a creditable 82 per cent of a
broad sampling who are happy with the
performance of their electric house-
wares.

Almost 10 per cent, however, were un-
happy, saying their electric housewares
are poorly built and too often need repair,
while the balance reported they haven't
bought a small appliance in recent years
— meaning, perhaps, that somewhere the
message is being missed.

The survey was designed for BH&G
by Opinion Research Corp., Princeton,
N.J. The questionnaire, published in the
magazine in October and November, 1967,
drew 278,478 responses, of which 10,000
were used in the tabulations.

“Discover Color TV”
is theme of first
EIA promotion

The consumer will be the direct target of a
forthcoming year-'round industry-wide pro-
motion sponsored by the consumer prod-
ucts division of the Electronics Industry
Ass'n. The first emphasis will be on color
television. “Discover Color TV” will be
its theme and it will mobilize all elements
of the industry at national and local levels.
It will begin reaching the general public in
mid-September. As with most promotions,
this too will have a ““logo.”

Following the color TV push, there will
be a spring promotion covering port-
able electronic products.

The color TV effort, along with the Con-
sumer Electronics Show (June 23-26);
EIA’s service technician development
program; and a consumer informational
brochure, will be the major ingredients of
the current EIA industry promotions.

AU piscover coLor TV

Logo for autumn promotion

The upcoming show, which is for the
trade only, is still growing, and is being ex-
panded from the New York Hilton and
Americana Hotels to include the entire
public exhibit areas of the Warwick Hotel
(close to the Hilton and Americana).
The Warwick will be utilized for the exhibit
of accessory products — stands, batteries,
rotors, tape, cartridges, etc. The addition
of the Warwick brings space available for
exhibitors to more than 150,000 net square
feet. Over 150 exhibitors will be accommo-
dated, and it is expected that the nearly
20,000 visitors to last year’'s show will be
surpassed.

Consumer attitudes show
no immediate prospects
for retail gains

People continue to be hesitant about
buying, even though consumer sentiment
has improved slightly, reports The Univers-
ity of Michigan's Survey Research Center,
which conducts a quarterly survey of con-
sumer inclincations to buy.

The latest “SRC Index of Consumer
Sentiment,” as it is called, shows a rise
from 92.9 to 95.3. The index provides a
summary measure of consumer attitudes
as reflected in the answers to a series of
questions. George Katona who directed
the survey of some 2,650 families con-
cludes that the consumer sector of the
economy will not provide a major stimulus
to the economy. Incurrence of new install-
ment debt is expected to remain relatively
low and the rate of “‘liquid saving’ relative-
ly high compared with two or three years
ago.

Roper shows “first gas
self-cleaning range
that really works”

Geo. D. Roper Sales Corp. (which has
changed its corporate name to Roper
Sales Corp.) has introduced, in the words
of John Keegan, executive vice president,
“the first gas self-cleaning range that
really works.” It will be mass produced
and on dealer and utility sales floors this
summer.

The 30-inch-wide free standing model
accomplishes its heat-cleaning by ‘“‘seal-
ed cavity’’ method. In effect, air within a
double wall surrounding the oven is heated
to 850 degrees by the same burner that
provides baking and broiling heat. Sug-
gested retail is $339.95 “‘with trade.” Cost
of fuel consumed during average cleaning
cycle is said to be about two cents.
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Dagwood
Days
are here

King Feotures Syndicate, Inc

Look who’s on the campaign trail

again to boost the sales of bigger,

no-frost refrigerator-freezers!

Dagwood’s platform for ’68 is bigger sales.
He’s campaigning for U. S. Steel’s June/
July, 1968, refrigerator-freezer promotion to
help you boost sales. Both he and Blondie
will be featured in this timely campaign in
posters, and in advertising. Use Dagwood
this year and tie in with a great promotion.
Here are some of the things we have in store
to help your store.
1) Newspaper ads will run in 15 leading
markets. Full-page, full-color ads will feature
Dagwood and emphasize all the advantages
of the new no-frost, larger capacity refrig-
erator-freezers.
2) Free display kits are available from
U. S. Steel for all dealers who want them—
colorful wall banners, see-through polyethyl-
ene window signs and attention-getting hang
tags.

3) Merchandising specialists trom U. S.
Steel will join Local Action Committees in
the 15 emphasis markets to help arrange
local promotions, schedule advertising, dis-
tribute promotion materials and coordinate
the activities of utilities, news media and
distributors.

4) Newspaper service will be mailed to
over 4,500 daily and weekly newspapers.
We’ll send them material for entire sections
on refrigerator-freezers—editorial matter,
refrigerator-freezer pictures and 'ogos, ad
ideas and layouts that will focus buyers’
attention on your products.

Dagwood’s 68 campaign is just the ticket
to help you break sales records. Make your
store a refrigerator-freezer campaign head-
quarters. Write today for your free point-of-
sale kit filled with promotion materials.

United States Steel

TRADEMARK

This mark
tells you a product
is made of steel.

Refrigerator-Freezer Promotion
United States Steel

P. O. Box 86 (USS 5285)
Pittsburgh, Pa. 15230

Please send my free Dagwood display materials.
Name
Company
Address
City

State Zip

Slte:}‘.\
o0
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THE FOLLOWING PEOPLE
WILL BE BROUGHT TO YOU
“BYSYLVANIA

Since we have a dealer profit line, the
more people we can get into your store to buy
more of our stereo and TV sets, the more profit

you'll make. (Some things stand to reason, don't they?)

To do this, we devised an amazingly ingenious plan.

It's to tell more people about our stereo and TV sets.
(Where does it say an amazingly ingenious plan can’t be simple.)

So that's what we'll be doing in the fall.

We'll be running spot TV commercials in major markets
—like New York, Los Angeles, Chicago, Houston, Detroit,

St. Louis, etc. By far and away the most markets in
Sylvania's history.

And for those people who don't see our commercials,
we'll be running full-page color ads in Life magazine. By
far and away the most ads run in Life in Sylvania’s history.

Now with the whole country ready to either look at us or
read about us, we knew we had to give them something
good they could look at or read about. So we'll be coming
out in June with some new products and adding some new
features to our already new products.

Like what we did a few months ago, when we came out with
the brightest domestic color TV set. We did it just when some
of the other set makers had finally learned how to make the
brightest domestic color TV set. (The same one we made 4 years ago.)

At the rate we're going, in around 1970, the others will
probably introduce what we introduced in 1968.

Everything was now fitting into place: coast-to-coast
spot TV commercials, color ads in Life and new products.

But we slipped up.

In our frenzied excitement about having devised the
perfect plan to reach everyone in the country, we forgot to
devise a plan for everyone in the country to reach us.

Anybody want a

Center, N.C? SYLVANIA

GENERAL TELEPHONE & ELECTRONICS



1967 sales were up more than 15 per cent and

Dehumidifiers are soaking up
larger share of consumer $$$$$$$

An increase at least this large is expected in '68.

By Milton Gussow

hile only buy-back programs saved
many an air conditioner dealer in
1967 from threatened dollars disaster oc-
casioned by the vagaries of the summer
weather, many of these same retailers were
siphoning extra volume from the better
than 15 per cent increase in dehumidifier
sales racked up by the industry.

Makers conservatively anticipate an-
other 15 per cent increase this year, to some
310,000 units. A spectacular figure, when
you consider that dehumidifiers generally
get almost minimal advertising by most
dealers, usually sandwiched in with air
conditioner ads.

*One reason I think dealers do not do
a very good job with dehumidifiers,” says
George Annoni, president, Johnston’s, Inc.,
Minneapolis, “is that they are really not
sold on the benefits of the units. They can-
not get excited about them. I had a per-
sonal experience with a damp finished
basement where a dehumidifier performed
a miracle. Now, I fairly gush when I talk to
people about the merits of dehumidifiers.
With this enthusiasim, we move consider-
able numbers each year.”

Not all dealers agree with Annoni.

Henry Felker, president of Carload
Colder, Inc., Milwaukee, although aware
of the merits of dehumidifiers, finds there
is not enough profit in the units, when com-
peting with drug stores, discounters and
super markets. Felker would rather his five
figure-salaried salesmen concentrate on
higher-end appliances and furniture. Felk-
er also shuns electric housewares for the
same reason.

But Donald Decker, of Decker and Sons,
Grand Rapids, Mich., finds that he sells
over 40 units a year by just having them on
the floor.

“The customer is aware of the merits
of dehumidifiers,” reports Decker, “and
just having them available is enough to
move a good number. The problem of
trying to promote dehumidifiers here is
that no matter how we have tried in the
past, they just do not want to move unless
we have a lot of rain, and a period of warm
humid air. When the doors and drawers
start to stick and jam in their newly finish-
ed basement, consumers are soon looking
for a remedy to save all their hard work
and money.”
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According to dehumidifier makers, there
is no traditional time or place where de-
humidifiers sell best. In the past, three gen-
eral areas of the country have boasted the
best sales record, but the pattern is
changing. Dehumidifiers got their best
start in the metropolitan New York and
Boston areas, due to the hot, muggy sum-
mers found there. The Great Lakes area
also has had very good movement in de-
humidifiers, especially in the metropolitan
areas.

“With the growing affluence of people,”
one distributor states, “they have tended
to build homes in exclusive areas, whether
or not the land can accommodate homes
with proper drainage. In the northern sub-
urbs of Chicago, standard equipment for
homes with basements includes a large
capacity sump pump, and dehumidifier,
plus a stand-by generator should the power
fail. All of this is to keep the home from
floating away. Dealers who avoid dehumid-
ifiers because of a seemingly low price
tag, are causing a lot of their good custom-
ers to seek out other stores which will ac-
commodate them.

“Sears does a big job with dehumidifiers
and it wouldn’t hurt the independent to
take note,” he adds.

“Among other things | like about de-
humidifiers,” says Lou Patton, of Patton
Brothers, Benton Harbor, Mich., is that
once you have sold the unit, you can for-
get it. There are virtually no service prob-
lems with dehumidifiers, and the customer
can take it home with him. With a short-
age of labor and service men, this is a great
help.”

Dehumidifiers, except for the exterior
finish and styling, have changed very little
in appearance for 1968.

Basically, the step-up features center on
capacity — the amount of water the unit
will take from the air — and the means
by which the water i1s removed. Medium
and low-capacity units use automatic water
level controls which shut the unit off when
the container is nearly full. Larger units
are usually installed with an outlet to dis-
pose of the water through a floor drain.
Accessories include a pump to dispose of
water to a higher level, should a floor drain
not be available.

Except in budget-priced units, which
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generally have a painted finish, the new
units offer wood grained finishes, so that
the dehumidifier can blend with living
room furniture, a furnished basement, or a
recreation room.

What changes can be expected in de-
humidifiers of the future?

Probably not many, according to John
F. Zubrod, product manager for refrigera-
tors, Whirlpool Corp.

“The units are very efficient,” says
Zubrod, “and are virtually trouble free.
We have been experimenting with a com-
bination dehumidifier-humidifier but it's
not ready for the market. It would be prac-
tical, since you can use the same blower
system for both functions. Humidity con-
trol in one room of the house will eventual-
ly affect all rooms of the house, so the unit
would not have to be moved about.

“Some of the modern types of heating,
such as hot water circulation and electric
are almost impossible to adapt to provide
humidity control,” Zubrod states. Thus,
it is proper to assume that a combination
humidifier-dehumidifier can be sold with
each new home as we do other major kitch-
en appliances and laundry equipment.

Dehumidifier display helps sell units
with animated point of purchase piece.

wA i vpeoos
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Merchants urge
a hard line on shrinKage

Mass Marketing Research Foundation
members discuss many aspects of store security.

By Joan Bergmann

I-osses from all kinds of theft — shop-lift-
ing, internal pilferage and burglary —
are reaching such staggering proportions
that shrinkage figures for retail operations
are eclipsing net profit figures.

Self-service operations are finding them-
selves especially vulnerable and are begin-
ning to implement vigorously a “hard line”
approach to shrink shrinkage.

Some are borrowing techniques from
high-powered police operations, but fre-
quently without the safeguards for the in-
nocent that, by Constitutional law, tend to
curb over-zealous police operations.

Nonetheless, as retail operations up
their budgets for security, and make in-
creasing use of such detection techniques
as polygraph (lie-detection) tests, “under-
cover” agents and the staging of phony
arrests, plus the usual range of mechani-
cal devices (one-way mirrors, alarm sys-
tems, closed-circuit television), it is clear
that the shrinkage problem is increasing
rather than diminishing.

Shrinkage, expressed as a percentage of
net sales, is running four to five per cent
(even higher, some claim); while net profits
are hovering around two or three per cent.

And, losses from internal theft are
tending to outpace those from shoplifting.

The vastness of the problem was under-
scored last month at the third annual con-
vention of the Mass Merchandising Re-
search Foundation, at New York'’s Statler-
Hilton hotel. The MMRF conference of-
fered two full days of workshops to discuss
store security.

Moderator for most of the sessions was
Caldor’s Bert Cohen, assistant vice presi-
dent.

Cohen, a dynamic veteran security man,
takes the position that a retailer must prose-
cute ever<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>