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Announcing
Admiral

Bull Horns
Sound System

The greatest innovation in sound since the
stereo record. And only Admiral has it!

The exclusive new Admiral Bull Horns Sound System is like
nothing you've ever before seen or heard in console stereo!
It combines the most beautiful 48” wide cabinets you've ever
seen with a sound so new, so revolutionary that Admiral has
applied for a patent on the design!

Now, for the first time, a 48” wide console can generate real
bass right down to 30 cycles per second! High notes and mid-
range tone balance with brilliance, too.
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The Monaco as oo

And yet this great new Admiral sound—found only in these
luxurious, full-featured new Admiral consoles—retails for less
than $300! Easy-roll casters on all models.

There's absolutely nothing else in the $200-$450 range to
touch these new consoles for sound. Or styling. Or size.

Be sure to demonstrate Admiral Bull Horns Sound System
console stereo. Its fantastic sound, new credenza size and
magnificent styling are bound to make it a high-volume seller!
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he Monaco. Modei Yi358SA. Stateiy Mediterranean styiing in genuine
Pecan veneers. Solid state FM/AM, FM Stereo radio and 20-watt amplifier.



These exclusive
sound chambers
are changing
the size and sound
of stereo.

The Ramsey, Model Y1951SA. Dramatic contemporary styling in warm The Parisian. Model Y1959SA. French Provincial styling heightened by rich
Walnut veneer cabinetry. Solid state FM/AM, FM Stereo radio and 20-watt Cherry veneers. Solid state FM/AM, FM Stereo radio and 20-watt amplifier.
amplifier.

Exclusive Admiral Bull Horns Sound System
gives you the selling edge!

Compare with costlier consoles!
Demonstrate how it outperforms

all others at lower costs!

Stock and sell for full retail profit!

Admiral

=D Mark of Quality




6 hours
non-stop

The first stereo cassette non-stop playback deck.

The new Norelco ‘2502' automatic stereo changer holds 6 cas-
settes at one time. You get up to 6 hours of continuous music.”
Flip them over and there are 6 more.

Just plug the Norelco Cassette Changer into any existing
system—console or component —and you can enjoy pre-recorded
cassettes along with everything else.

Stock it right away. There are a lot of people who have their own
systems and will want the Norelco Cassette Changer to join it.

#*Using the new Norelco C-120 cassette
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New Norelco ‘2502." Automatic stereo cassette
changer deck. Plays back 6 pre-recorded
casseites. Automatic cassette ejector.
Automatic stop after last cassette.
Push button controls. 60-10,000 Hz,
Teakwood cabinet. Under $130.

G
Noreleo
The Re-inventor of Tape Recording -

North Amerigan Philips Cqmpany, Inc., 100 East 42nd Street, New York, N.Y. 10017. Other Products: Rembrandt Square Lotions, Hearing Aids, Radios, Audio-Video Tape Recorders, Dictating
Machines, Electronic Educational Kits, Medical-Dental X-Ray, Electronic Tubes, Commercial Sound, Closed Circuit TV, TV Studio, Motion Picture, Cryogenic and Telephone Equipment.




Corzumaer and dealer views on18pe Wits

Score cacd for selfing ditfevent tape systems

Raport on the summer Houtewares Show

Cover: Artist's design symboli-
cally represents the world of tape
to herald the special section on
tape recorders and players in
this issue. Midwest Editor Milton
Gussow headed Mart magazine's
marketing study in the Twin Cities
area of Minneapolis-St. Paul,
Minn. His report begins on page
13, part of a seven-story sec-
tion, which includes a Mart maga-
zone consumer study on why they
buy tape units, on page 17; East-
ern Editor Jon Twichell’'s report
on the tape seminar (“argument
as usual’’), on page 22, and West
Coast Editor Walter Browder’s
story on how tape recorder sales
come ‘‘naturally” to a California
dealer, on page 31.
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on our new portable dishwashers

...but who can match
our 2-speed washing action?

If you sold dishwashers strictly on the basis of
styling, you could stack up the new Whirlpool
portables against the handsomest competition.
Whirlpool dishwashers now have today's new
slim look that appeals to every woman.

But when it comes to the all-important washing
action, these machines are in a class by them-
selves. And, that is why we call them "'the
Potscrubbers, successors to the dishwasher."

They provide two speeds for better care and
cleaner results. When "take-it-easy” action is
needed, either the CHINA-CRYSTAL or
GENTLE WASH cycles slow down water speed
and pressure for gentle, yet thorough washing.
But for the "tough stuff,” the SUPER WASH
cycle speeds up the action to remove heavy
soil. And for total washability, there are two
full-size revolving spray arms with narrow jet

The slim styling

could be copied

Top-loading model STP-100

nozzles that literally peel the food from
every dish.

There are many other deluxe features to sell.
Every Whirlpool dishwasher has an extra-large
self-cleaning filter and is lined with gleaming
white porcelain enamel. Top-loaders feature
double-wall construction to retain heat and
reduce sound. They provide dual automatic
swing-up racks, too. And dealers can sell
Whirlpool dishwashers with confidence because
every unit isthoroughly tested before it leaves
the factory.

Your distributor can show you many more
reasons why
it's easier to

sell Whirlpool @ °
e Whirlpool

against it! ORPORATION

—— (s S
L Yo wmmm
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There's a complete
line of front-loading
dishwashers, too.
They offer such
deluxe features as the
maple work top
shown here on Model
STF-100.
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Norge label will adorn two lines made by Fedders . . . What some

young girls like: electricity . . . NARDA members report on

quality of new color TV sets.

mart news &trends

'Fedders to make
heating, central
AC units for Norge

Fedders Corp. will shortly begin produc-
tion of central air conditioning and heating
equipment for its recently acquired Norge
division, Salvatore Giordiano, Jr., execu-
tive vice president of Fedders, has told
Mart magazine. These are two product
areas in which Norge has not been
involved.

Fedders will introduce a washer and
dryer within 12 months, Giordiano said.

A former division of Borg-Warner Corp.,
Norge was purchased recently by Fedders
for $45 million. It is estimated by Giordiano
that sales for Fedders and Norge in 1969
will total $250 million.

Movement of Norge appliance headquar-
ters personnel from Chicago to Fedders'
base in Edison, N.J., is scheduled to be
completed by October 1. It is estimated
that only slightly more than 400 of the ap-
proximately 3.600 Norge employes, includ-
ing office workers, will not shift to the Fed-
ders’ payroll. Personnel who choose not to
move to Edison but remain on the job un-
til September 30 will receive a 20 per cent
salary bonus. Severance pay based on
length of service also is being granted to
employes who do not join Fedders.

Headquarters for Norge's commercial
laundry division are being moved to Elk
Grove, Il

Fedders currently operates an 855,000-
sq.-ft. facility in New Jersey, where refrig-
erators and air conditioners are manufac-
tured. A 300.,000-sq.-ft. addition to this
facility is now under construction. Fedders
shortly will begin production of refrigera-
tors for Norge in New Jersey and will even-
tually also make room air conditioners for
Norge there.

Two Norge plants in Herrin and Efting-
ham, Ill.,, will continue to operate. The
Herrin plant at present manufactures wash-
ers, while dryers, room air conditioners,
and ranges are produced in Effingham.
Dishwashers and water heaters are pur-
chased from other sources.

Fedders currently has 60 distributors,
while Norge has 80, with only nine carrying
both brands. According to Giordiano, 40
of the Fedders’ distributors are now selling
the company's refrigerators.
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Separate sales and distribution arms
will be maintained for the two brands.
Stuart Zent, recently named vice presi-
dent and director of sales for Norge. will
headquarter in Edison.

The Norge marketing effort has been re-
organized to conform to the product plan-
ner approach used by Fedders. Under this
approach, Giordiano noted, product plan-
ning, with the guidance of the marketing
department, decides what has to be pro-
duced and at what cost.

Giordiano said that the Norge acquisi-
tion was prompted by the belief that to
continue to be an acceptable source in the
appliance industry, Fedders would have to
have a full line. Fedders had announced
plans three years ago to eventually market
a full line of white goods that would be pro-
duced by a private label source.

According to Giordiano, other products
may eventually be added to both the Norge
and Fedders lines through development or
acquisition.

Meanwhile, in July, Kelvinator, which
was acquired recently by White Consoli-
dated Industries, Inc.,, named David W.
Jones, Jr., president. Jones formerly serv-
ed as assistant general manager of Kelvi-
nator, when it was a division of American
Motors. Headquarters of Kelvinator, Inc.
are being moved to Grand Rapids, Mich.,
where the organization's main manufactur-
ing facility is located.

Edmund B. Barnes, formerly vice presi-
dent and general manager of Kelvinator,
when it was a division of American Motors,
has been retained by Kelvinator, as a con-
sultant.

home equipment,
“Co-ed Magazine” reports

On the basis of one survey, at least. it ap-
pears that the gas industry might do well
to promote gas appliances among teen-
age girls who, a few years hence, may be
making the decisive choice of one fuel
over the other. A survey made by ‘‘Co-ed
Magazine' indicates that they’'d now buy
electric equipment.

The publication queried four-thousand
girls between the ages of 13 and 19 (medi-
an age 15.8). of whom 85 per cent re-
sponded.

The following percentages chose elec-
tricity over gas: 55 per cent for home heat-
ing; 76 for a clothes dryer; 53 for a water
heater; and 64 for a range.

One question asked was: ‘“Pretend that
you are planning a kitchen (either in your
present home or in a future home of your
own) and answer the following . . . Which
of the following major appliances would
you consider a necessity in your kitchen?”
Thirty-five per cent indicated a gas range;
63 per cent an electric range; 99 per cent a
refrigerator; 21 per cent a “‘freezer chest:”
21 per cent a dishwasher: 35 per cent a
wall oven.

The girls also indicated their feelings
about electric housewares, specifically

&
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“whether the appliance is a necessity or |

not" (in the kitchen).

Fifty per cent or more of the respondents
indicated they thought the following were
not necessities in the kitchen: waffle iron,
rotisserie, juicer, meat grinder, and knife.
Television also appeared on the checklist,
and 56 per cent of the girls thought TV was
not a necessity in the kitchen.

e S

Girls favor electric

NARDA members report
on quality of
new color TV sets

Results of a recent National Appliance and
Radio-TV Dealers Ass'n survey on malfunc-
tioning new color TV sets received by
member stores showed that almost half the
dealers found more than 10 per cent of the
new sets seriously malfunctioning on re-
ceipt by the store.

Thirty-nine per cent of the dealers found
sets with defective picture tubes or circuit
problems in less than four per cent of the
sets; 18 per cent found from five to nine per
cent of the sets defective; 28 per cent
found from 10 to 15 per cent of the sets de-
fective; and 15 per cent found faulty sets in
more than 15 per cent of arrivals.

The survey also showed that 37 per cent
of the dealers had picture tube problems
in at least 10 per cent of the sets the first
two years of operation.

(Continued on puage 8)
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ate label report

Apathy marks private
label treatment of
tape products

One would have to view the interest of the
major private label outlets in tape record-
ers and players, based on a quick shop-
ping survey of northern New Jersey stores,
as apathetic. Only one of the stores survey-
ed offered a low-priced, easily-portable
cassette recorder; only one store offered
any music cartridges for sale; only one

store . . . a Penney’s . . . was pushing its
own brand.
Sears, Roebuck stores were all

either “out of" tape recorders or pushing
the Ampex brand. Without exception any
Sears merchandise on display was beat up,
dirty, and unattractive.

The Sears outlet in Paterson, N.J., had
no tape recorders on display. The sales-
man stated they ‘‘should have some in, in
the future.” A display card in front of a
blank space on the shelf touted a mono
reel-to-reel unit, no price mentioned.

The Sears branch in Passaic, N.J,
(both of these Sears outlets are older,
average-size stores) had a limited amount
of merchandise on display, even though
extensive color TV, radio and phonograph
displays were directly adjacent. Ampex
was featured at the end of a display, with a
$200 cassette deck and a $340 reel-to-reel
unit prominent. No lower-price merchan-
dise was evident.

! recorded music cartridges were on view in

Sears merchandise was all of the older,
bulkier style of unit, with some dirty units
and one with broken tape. The salesman,
on qualifying the shopper as interested
in the recording aspect of tapes ( no pre-

either of these Sears stores) attempted
to sell a bulky reel-to-reel unit for $79.95.
In response to a query about a smaller,
more really portable unit, he replied, “Yes,
we have one for $69.95, but you have to
order it through the catalog.”

A large Sears store in Union City offered
the only pre-recorded tapes seen at any of
the stores shopped, a display of Ampex
cassettes. Some portable Sears merchan-
dise was on display, in a locked case, but
the majority of units displayed and pro-
motional material was from Ampex.

The salesman, on qualifying the shcpper
as being interested in both recording and
music playback, immediately went to an |
Ampex cassette portable unit, priced at
$99.95. He explained the features, played
a sample music cassette, and made no at-
tempt to push the Sears merchandise dis-
played.

in response to a query about having
a brand name in Sears, he replied, "“Sears
has a limited tape recorder line, and most
of the customers coming in here always
mentioned Ampex, so that’s why we added
them.”

Here, as with the other stores, the larger
Sears units on display were generally dirty
and older, bulkier models. In none of the

three stores were any portable, low-priced

recorders or players pushed or prominent-
ly displayed.

Two W. T. Grant outlets, one at the Pack-
anack/Wayne shopping center and one
in Union City, had no tape recorders at all
on display, despite the fact that “Grant
Maid” electric housewares, and type-
writers were shown.

Penney's was the only one of the three
private label operations surveyed to active-
ly promote its own line, “Penncrest.” The
Penney’s store at Garden State Plaza,
Paramus, N. J., had a large combination
display of tape recorders, phonographs,
radios, and electric clocks.

While no pre-recorded cartridges were
on display, a stereo 8 player deck for
$69.95 was shown, along with several reel-
to-reel models and portable cassette units.

Their salesman, who was also covering
the air conditioner and furniture depart-
ments, took the time to completely show a
$49.95 cassette portable recorder. The lit-
erature on the unit, interestingly, insisted
on calling it a ““‘cartridge’ unit rather than
cassette, and the word ‘‘cassette” ap-
peared only on the cassette itself.

All units shown were ““Penncrest’ brand-
ed, as were the cassettes themselves.
“Made in Japan'’ was also prominent on
the product.

Taken all together, this small sampling
would seem to indicate that private label
organizations are not as enthusiastic as
the brand name manufacturers about the
future interest and sales of both tape re-
corders and players.
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(Continued from page 7)

Dealers responding to the survey re-
ported quality control in the period gener-
ally had improved over past experience;
also, that most problems were in larger
screen sizes.

NRMA: waiting for
the government
to pass the ball

The National Retail Merchants Ass'n has
warned retailers against moving too fast in
complying with anticipated requirements
of the new Federal law on consumer credit.

Robert R. Theil, NRMA vice president,
noted that ““No changes in forms or con-
tracts can be considered until the Federal
Reserve board of governors issues regu-
lations.” He added, “Unless they move
on this quickly, the retail industry will have
extreme difficulty in meeting the July 1st,
1969, deadline when the act becomes ef-
fective. In order to comply with whatever
rules are forthcoming, it is expected that
major retailers will be faced with program
changes relating to their computer opera-
tions. This cannot be done overnight.”

Theil went on to say that, “As soon as
something tangible is available, NRMA
will conduct workshops across the country
in order to facilitate a better understand-
ing of the law and insure compliance.
We're ready to go as soon as the Federal

Reserve passes us the ball.”

Hamilton Beach will
stress ‘“cookbook” theme
in fall advertising

Hamilton Beach is emphasizing its ‘'Cook-
book line' identity with its blender and
electric carving knife lines in its second-
half advertising. The Scovill Mfg. Co. di-
vision notes that it is the only company in
the industry with complete cookbooks cov-
ering two product lines. Five knives and
eight blenders in the firm’s line come with
pre-packed cookbooks. Full-color point-
of-sale pieces also will be available.

The company also plans to intensify its
tour of its “culinary consultant,” Rene Ver-
don, former White House chef.

Using the cookbook theme, full-page ads
are scheduled to run in such publications

as ‘‘Ladies’ Home Journal,” ‘*American
Home,” ‘“‘House and Garden,” ‘‘House
Beautiful,” and “Good Housekeeping.”

Also, to appeal to the male gift buyer, Ham-
ilton Beach for the first time is advertising
in “Playboy.” Television advertising in key
metropolitan and major markets also is
planned.

August 1, 1968/Mart magazine




Hingepower

IT plays through the hinges.

Unique Toshiba “Electro-Hinge’” speaker mountings per-
mit play in open or closed position without cables. Every-
thing akout it is just as unusual. ToshibaMatic single
knob tape contro! for sure, one-handed operation. Live
pause-edit control. Has all professional studio quality fea-
tures. Walnut veneer. It’s the really new Toshiba solid state
4-track stereo tape recorder. (GT-840S).

Crazy. Crazy like a fox. It gives Toshiba dealers a great

demonstration device.

Check out a small portion of the red hot Toshiba tape
line shown below. And remember the quality is surpassed
only by the dealer profit margins.

Take a good look and listen. Call your Toshiba rep/
distributor now or contact Mr. George Stewart, Executive
Vice President, Toshiba America, Inc., 477 Madison Avenue,
New York, New York 10022.

New Solid State 2 Track Portable
Tape Recorder. Cueing and live
pause-edit control, fully transistor-
ized amplifier. Wood-grainad steel.
GT-701V.

Solid State 2 Track Portable 2-in-1
Tape Recorder. Battery/plug-in.
Keyboard controls. GT-611P.

New Solid State Battery/plug-in Cas-
sette Recorder. Exclusive Toshiba
pop-in, pop-out cartridge action.
Push buttons. KT-20P.

New Solid State 8 Track Stereo Tape
Cartridge Deck. Plays 80 minutes,
automatically repeats. Illuminated
Program Indicator. Walnut. KT-80.

®

THE INTERNATIONAL ONE

New Solid State 8 Track Stereo Tape
Cartridge Player. Push button Pro-
gram Selector. Balance Control. 20
watts EIA. Walnut. KT-81.
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igger!
otter!
Stronger!

Last year RCA introduced its great
Watch Now/Pay Later promotion. And
it was a record success.This year it's
even better, bigger, stronger. So call
your distributor now—and get ready
for another new high in color sales!

pures—a new 14" chag cotor p?rt-
ty-size portable only $359.95%..
onsolettes and consoles . new %
aw, improved Automatic Fine T‘uns g
on the set—it fine-tunes sell

New products, more of them, broader pricing. Your customers
choose the set they want for no money down—and don’t have to
begin payments until February 1,1969. We’'ll kick off this big repeat
promotion on August 23 with aspread in Life, followed by a 4-page
ad in TV Guide on August 31 that dealers can tie in with locally.
Support includes:

11 exciting network TV commercials—starting August 18.
60 radio commercials—starting August 19.

An exciting local newspaper campaign in your own market.
In-store displays—complete kit to decorate your store.
Outdoor boards and Co-op ads for local support.

That’s it! So get set! Cash in on this big new promotion timed just
right to take advantage of the new color TV promotion.
Sell RCA color TV for 1969 during RCA Color Prevue Days!




The shortest distance
between a prospect and a

customer a 1s our full line.

This year you can get everything
you need in eight-track tape players
in a single package. From the people
who invented it. Lear Jet Stereo eight.

It’s a whole Lear Jet eight-track de-
partment by itself. Fifteen models
deep. Six for cars. Five for homes.
Four portables for everywhere else.

And the entire Lear Jet Stereo eight
line’s been completely restyled from
top to bottom. With more exclusive
sales features than any other line. And
backed up with the strongest national
advertising program in the industry.

Give us a call sometime soon. We’ll
both be richer for it.

Lear Jet
stereo 8

it pays happily ever after.



Dealers jump back on tape unit
band wagon as easy-load magazines
supplant reel-to-reel under *100 units

Minneapolis-St. Paul survey shows even appliance salesmen
find new units easy to demonstrate without a “bobble.”

By Milton Gussow

Tape recorders are beginning to find their
way back into the “traditional” ap-
pliance store, but most dealers still remem-
ber the problems they had several years
ago, when many cheap imports popped up
in stores at under $20 and caused them
nothing but grief when they failed to per-
form after the sale.

In a marketing study by Mart magazine
in the Twin Cities area of Minneapolis-
St. Paul, Minn., the lowest priced tape re-
corder found in any store was a reel-to-reel
unit at $29.95, and this was a unit which
the dealer admitted had been around for
some time.

In the course of the survey, more than 36
national brands of tape recorders were
found in the stores, but no one manufac-
turer predominated across-the-board. In
general, individual retailers who stocked a

Richard Schaak, Schaak Elec-
tronics, Inc., Minneapolis

“. .. Many systems give our
salesmen much to talk about,
and a chance to up the sale.”

==
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variety of makes were the most aggressive
in promoting tape units and in moving a
greater share of the machines sold.

Another important point brought out in
the survey was that dealers are beginning to
realize that the $10 bill to be made from an
under-$50 unit represents a much better
gross margin than many color TV sales,
considering that a TV set has to be deliver-
ed, set up, and maintained free for 90 days
or more. Even the most troublesome tape
recorders needed only a minimum of serv-
ice compared to color TV, and these were
taken care of in the shop.

This, coupled with the new, easier-to-
use cassette tape players and recorders, is
beginning to break down the resistance
most appliance salesmen have had about
selling these units in the past. Also, many
are being sold in appliance stores as gifts,

Sidney Zweig,

Hi-Fi Sound-Electronics
“...Easy load and easy
operation make every
customer a pro.”

during the day, when relatively few major
appliance deals are closed.

Manufacturers, it was also learned in
this Mart survey, are making it very easy
and painless for appliance dealers to stock
tape units, offering generous buy-back pro-
grams to encourage depth stocking of the
units for the fall and Christmas selling
season. No dealer contacted reported hav-
ing had to return unsold units from last
year’s merchandise. But, ironically, few
appliance stores carried tape units in depth
during the survey.

The 1968 Mart magazine tape recorder
survey in the Twin Cities area was made
just after most major manufacturers had
introduced their 1969 lines in home enter-
tainment — but before the manufacturers’
representatives returned from the second
annual Consumer Electronics Show in New

Ray Heinz, Gluck’s TV and
Hi-Fi, St. Paul *“. . . Low cost
radio-recorder will make.
inroads on record singles.”

CERL i Wmammso Lo T

13



&

York to show dealers the new lines. Ques-
tions asked were based on the 1968 model
year’s exposure to tape recorders, and re-
tail experience with them.

Of particular note was the dealers’ en-
thusiastic attitude toward cassette tape
units, compared to a similar survey made
in Milwaukee in 1967 when these units
were first breaking into the tape recorder
market. Less confusion exists now among
most dealers when talking to customers
about cartridges and cassettes.

But one astute merchandiser — Sears,
Roebuck — could be faced with a dilemma
in a unit being displayed at one of its St.
Paul stores.

The $39.95 unit is prominently marked
“Sears Cartridge Recorder,” but is in fact
what the industry calls a cassette unit.

Adjacent to the unit are cassettes in
blank and pre-recorded forms, and marked
as such. Instant confusion ensues, especial-
ly if the customer is lured by a cartridge
sale ad by someone other than Sears and
upon buying the cartridge finds that it
doesn’t fit the machine.

The salesman covering the department
glossed over the confusion by saying that
cartridge and cassette were the same, and
he could show the customer that the cas-
sette would fit into the Sears cartridge ma-
chine.

The Mart survey included a cross-sec-
tion of many types of stores, but did con-
centrate on dealers who advertise to the
public that they are in the tape recorder
business. It did not include strictly “white
goods” dealers who shy away from radio
and TV.

John Picha, Electronic Market,
St. Paul, ““. . . only confusion in
various methods in use. Will
system be available for new
tapes and accessories 10 years
from now?”

Of stores contacted, over 70 per cent
were in the tape recorder business. Of the
remainder, only one store owner said she
definitely would not be back in tape record-
ers for the new home entertainment season.
She said, “I've been burned before on those
junky imports and do not intend to get back
in again. [ have enough other products to
sell without tape recorders.”

Among those who would again stock
tape recorders was a dealer who had not

Table 1

Incidence of Brands

Found in Dealers’ Stores
Admiral
Ampex
Audio Stereo
" Automatic Radio
) Borg Warner
Channel Master .
“Concord BSE s A
Craig
Duo-Vex
Electrohome
“General Electric
_Hitachi
Lear Jet
Lloyds
3 Magnavox
Masterworks
H_Mayfair
Mercury
Midland
Motorola
“Muntz = NN
Norelco
Panasonic
Philco
Ranger
‘RCA
Roberts
Sharp
Sony
Telefunken
TEAC
Tenna
—Viking o
V-M
“Wollensak
Zenith
Miscellaneous and other import brands
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originally planned to go back to the units.
He had changed his mind after seeing the
new offerings of his major supplier.

“Many of my customers are rather old,”
he said, “and not easily convinced to buy
complicated gadgets. But with the new cas-
sette recorders, they may just want to buy a
tape recorder to use instead of writing let-
ters to their children and grandchildren. |
plan to use tape machines as a gift-giving
promotion and traffic builder. With the
deal the distributor is offering, how can |
lose?”

Although no attempt was made in this
survey to determine which type of outlet
was moving the largest volume of tape re-
corders, it is noteworthy that the mix of
outlets has changed in recent years. Few
camera stores stock tape units in depth
now.

Automobile stereo tape players have also
become a major factor in cartridge players,
both four and eight-track.

These units selling for as little as $49.95,
installed with four speakers, helped in mov-
ing a tremendous volume of pre-recorded
tapes in 1967 — over $75 million in both
types. Reel-to-recl, pre-recorded on the
other hand sold about $20 million, accord-
ing to the Record Industry Ass’n of Amer-
ica.

Ray Skinnemoen, Vangen-
Anderson Appliance Co.,
Minneapolis “. . . with buy-back
plans offered by makers, it’s
hardly a gamble now.”

Al Kempf, Audio King, Minne-
apolis “. .. Tape clinics by
factory reps are the biggest
' boost to new tape recorder
sales.”

August 1, 1968/Mart magazine




Table 2:

Who’s doing what in the tape unit business?

Average Per Cent
Number of Total Choice
of Brands Volume Type & Advertising
of Tape Contributed Popular Price Service Media —
Rec. and/ By Tape Cartridge F — Factory Average First Best
or Players Machines Cassette Pre-Recorded O — Own Shop Gross Second Selling
TYPE OF OUTLET stocked and Tapes Reel-to-Reel Tapes C — Contract Margin Third Period
Car. $79.95 Newspaper
Small Cas. $49.95 55% Yes 0—70% 25-29 90% Yellow Pgs. Fall —
Radio-TV-Stereo 2-5 up to 15% R-R $39.95 45% No F—30% 30-33 10% Radio Holiday
Car. $69.95 Newspaper
Cas. $59.95 Dir. Mail Fall —
Audio-TV Specialists 4 17% R-R $250.00 Yes 0 —100% 33-40 FM Radio Spring
Newspaper
Car. $50.00 Yellow Pgs. Summer —
Tape Only — Auto and Home 3 90-100% Cas. $150.00* Yes 0 —100% 30 Radio Fall
Cas. $49.95 0 —30% Fall —
Furniture 2 -1% R-R $198.00 No F—70% 27 Newspaper Holiday
Car. $59.95 Radio
Cas. $39.95 TV November —
Music/Record Shops 5 18% R-R $169.95 Yes 0—100% 31-33 Newspaper December
Car. $99.95 Newspaper Fall —
Mass Merchandisers 3 Small Cas. $39.95 Yes Contract 25-30 Radio Holiday
Car. $79.95
Cas. $49.95 0—50% Newspaper Fall —
Full Line Department Stores 4 Small R-R $198.00 Yes F—50% 28 Radio Holiday
Newspaper Fall —
Automobile Dealership 1 under 5% Cas. $59.95 Yes Contract 25 Dir. Mail Holiday
Car. $79.95 Newspaper
Cas. $49.95 Yellow Pgs. Fall —
Electronic Parts and Access. 6 15-20% R-R $200.00 Yes 0 — 100% 25-30 TV Holiday
Summer
Cas. $199.95 Fall —
Audio Visual Specialist 2 12 R-R $175.00 No 0—100% 25-30 Yellow Pgs.

“Cassette Unit Is a Record-Playback

The very people who have recently voic-
ed concern over the PlayTape and cassette
recorders — the record makers — have
ronically made an aggressive entry into the
Twin Cities area.

Heilicher Bros.. a multi-division opera-
tion with over $20 million in sales in rack-
jobbing records, and producing some budg-
et records under its own “Soma™ label,
which also operates 15 Musicland stores, in
the Twin Cities and three other states, es-
timates that about 18 per cent of its sales
volume in these stores comes from tape re-
corders, bulk and pre-recorded tapes and
tape accessories.

One Musicland store visited in St. Paul
had no less than eight familiar brands of
tape players and recorders on its shelves, in-
cluding automobile systems. These were
not discounted, reportedly returning from

Mart magazine/August 1, 1968

Holiday

Angus Grant, Grant’s Central
Station, Inc., Minneapolis “. .. A
good middle-priced auto cas-
sette player-recorder will upset
the auto tape business.”

Jim and Art Niemeyer, Nie-
meyer’s Hi-Fi, TV and Records
“...Small tape recorders sell
best before the holidays, the
big ones after.”
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31 to 33 per cent margin, which was con-
siderably higher than most “traditional”
home electronic dealers were getting, or
asking.

According to Jerry Canfield, supervisor
of the Musicland retail operation, the var-
ious systems of tape present no problem to
his salespeople. Each type has its place in
the kind of sound reproduction it does, and
is easily explained to the customer. His
salespeople attend regular distributor train-
ing sessions to learn features when the new
lines are shown, and learn selling on the
sales floor.

“The biggest thing,” Canfield said, “is
that they must not be afraid of the units.
It’s no more difficult than selling record
players.”

Mass merchandisers also vary in their
approach to tape recorders. An Arlan’s
store visited in the Twin Cities area had but
one three-inch reel-to-reel unit in the store,
while a Shopper’s City store, a division of
Zayre Co., had two separate departments
well stocked with tape recorders and play-
ers. One was in the record section, the other
in the automotive section. Both had pre-
recorded tapes in cassette as well as in car-

‘.’:.‘.' l

Robert Sparks, Robert Paul TV
Co., St. Paul “. . . Doctors are my
biggest tape recorder cus-
tomers.”

tridge. The Arlan’s store did have a pre-
recorded tape display stocked sparsely with
cartridges only.

Among the unique locations Mart found
home entertainment products, including
tape players, was in two Ford automobile
agencies. These agencies carry a full line of
Philco products and have a separate sales
staff for the Philco line. Automotive and
home tape recorders and players are sold
and serviced in separate departments.

Electronics parts houses have proved to
be a good outlet for tape recorders, both at
the high and low-end. Many customers at
these stores are hobbyists, and “tinkerers”
and the many hi-fi buffs who like to talk
about the technical side of home entertain-
ment.

According to Richard Schaak, owner of
four Schaak Electronics, Inc., stores, the
variety of tape recorder systems “gives us
something to talk to this customer about,
and gives us a chance to move the hi-fi fan
to the high end.”

Lon Foote, vice president of Team Elec-
tronics, in St. Paul, finds that his tape re-
corder sales have increased at least 10 per
cent a year, and he looks for the cassette
system to be the factor that will make tape
recorders “take off” in a big way this
Christmas.

Another dealer, John Picha, of Elec-
tronic Market, St. Paul, has been following
the various systems brought out by manu-

Robert Wasmund, Muntz
Stereopac, St. Paul “. . . We want
good sounding music where-
ever we go.”

Edward Raverty, Roxy Furniture
and Appliance, St. Paul “. . . The
new units have convinced me
that now my salesmen can
handle tape sales.”

facturers in the past 10 years. Picha feels
there is no problem in the number of dif-
ferent systems, except the ability of the cus-
tomer to be able to buy tapes for his ma-
chine 10 years from now.

But what are the customers who buy
these tape recorders and players using them
for? Once they leave the store, few dealers
know what happens to them. In selling tape
recorders, the general reason given by con-
sumers in recent months has been for “talk™
purposes. Some want the units for business,
or for corresponding with a serviceman or
another member of the family away from
home. Doctors, lawyers, and other pro-
fessional people also are using the ma-
chines.

Few people in the past have been truly
interested in “pirating” music from radio
broadcasts, but with the ease of operation
and low cost of the blank cassette compar-
ed to pre-recorded tape, plus erasability,
this may change according to many deal-
ers.

A buyer for a Federated Department
Store, in another city, notes they will be of-
fering a unit, under the AMC label, which
will include for $39.95 an AM/FM port-
able radio and cassette recorder-player,
with built in a-c adapter. This is well within
the teenager’s budget, and can easily sup-
plant her dollars which were spent for 45
r.p.m. singles which soon fall from the top
40 lists.

Lon Foote, Team Electronics,

St. Paul “. . . Cassettes will make
the big difference for home units
this Christmas.”

August 1. 1968/Mart magazine



Mart magazine study tells

Why consumers bhuy
tape units and what
they like about them

early 50 per cent of tape units owned

by consumers in a recent survey con-

ducted by Mart magazine were portable

reel-to-reel machines. Slightly more than

17 per cent were portable cassette units,

and a slight percentage were table-top reel-
to-reel units.

Answers in the survey were obtained be-
tween June 10 and July 16 from 35 con-
sumers in 11 states. All units were purchas-
ed from appliance-home electronics deal-
ers or home electronics specialists. Some
consumers purchased more than one unit
during a two-year period.

Nearly 60 per cent of the sales were
made during the first six months of ’68.

Four of the consumers who participated
in the survey purchased a tape deck during
1967 and '68. One bought an auto tape
unit, and one purchased a combination
cassette player and radio.

For what uses did consumers make their
purchases of tape units?

This question received multiple answers.
Here are the tallies:

To record from radio, 14: to play pre-
recorded tapes, 11; family events, 11; use
in school, 10; ptano and organ lessons, 2;
recording phono records, 2; business, 1;
group recording sessions, |: meetings, |;
letter writing, |; recording TV programs,
I ; church services, |; composing music, 1.

Eleven of the survey - participants find
that they are now cmploying their tape
units for additional uses. Here is a break-
down of these uses:

Recording music, 3; language, 2; radio,
records, and TV, 3. improve speaking, |;
teach children to talk, 1; and party con-
versations, 1.

What did these customers pay for their
tape recorders and tape players?

Three buyers paid between $25 and
$50. Five paid between $50 and $75. Seven
found their purchase price to be between
$75 and $100. Ten said the cost was be-
tween $100 and $150. Seven paid between
$150 and $200. Five were in the $200 to
$300 range. Two paid between $300 and
$500, and two paid over $500.

(Totals in the above compilations ex-
ceed the number of survey participants, be-
cause some customers bought more than
one machine.)

What first aroused the interest of the
survey participants in buying a tape unit?

Mart magazine/August 1, 1968

Seventeen said they received the impetus
from hearing a unit in a friend or neighbor’s
home or car. Six parted with their money
to purchase a tape unit because of the de-
sire to record music. Six were attracted
by advertising. Store demos were the reason
given by three survey participants for their
purchase, and three others said they were
led to make their purchase through reading
about tape units in magazine or newspaper
articles.

Seven of the consumers say they visited
two stores before making their purchase.
Six went to four outlets. Four visited three
stores before coming to a decision. Two
went to five outlets, and the same number
visited only one store before making up
their minds.

Other survey participants say only that
they visited “‘several” or “many” stores be-
fore consummating a purchase.

What was the determining factor in the
customer making her purchase where she
did? (Again, some consumers gave more
than one reason.)

Eighteen said “price” was the compelling
factor. Eleven named “store reputation”,
and the same number named “brand.”
Seven cited “confidence in the dealer or
salesman.” Five named “confidence in the
store’s service.” Two named “certain fea-
tures” found in a unit offered by the store
where they made their purchase, and only
one said he bought on “impulse.”

Are these consumers satisfied with the
performance of their tape unit to date?
Twenty-nine say “yes,” and six reply “no.”

Why are some of the consumers who
were surveyed dissatisfied with their tape
units? Two charge the units are “poorly
made.” One complains about “poor speed
regulation,” and another cites “slow serv-
ice” as a source of dissatisfaction.

One survey participant, R. Bundus, of
Riverside, Ill., suggests that manufacturers
and dealers stop selling ““looks.”

He notes, “the recorder 1 bought a few
months ago was looked upon by a friend
of mine as nothing compared to his. After
comparing the wow, flutter, A/N ratio
output, and fidelity of the two units, it turn-
ed out he had paid about $100 more for
looks alone. My machine out-performs his
by an uncomparable amount.”

Few of the tape unit owners report re-
quiring service in the time they have owned

their machines, and a majority have been
satisfied with the service received. Twenty
two owners report having no service calls.
Seven have required one call. Four have
needed two service man visits, and four
calls and five calls have been required by
one each.

Nine of those who have needed service
say they have been satisfied. Only two, re-
port dissatisfaction.

How many hours a month do these peo-
ple use their units?

Only one participant reports less than
five hours use monthly. Three say their
machines get a workout of from five to 10
hours a month. Six report 10 to 20 hours
use. Four employ their unit 20 to 40 hours
monthly, and two use the machine 40 to 60
hours per month. One user says his tape
unit is in use from 60 to 100 hours a month
and three report using their units over 100
hours monthly. Other respondents say the
amount of usage varies.

Survey respondents are evenly divided
as to whether they are using their machines
more or less than shortly after they bought
them. Nine of those who answered the ques-
tion say they are now using their unit more
than shortly after they purchased it. Nine
report using it less, and seven say usage is
about the “‘same.”

“Slip-in” cartridges are named as the
best feature found in their tape unit by six
of the respondents. Four name ‘“‘compact-
ness and portability,” while the same num-
ber report “tone and quality.” “Automatic
reverse” is the choice of three respondents
as the best fcature. Single votes went to
“multiple speeds,” *channel selector,”
“tape counter,” “cheapness of recording,”
and “automatic volume control.”

What are features not found in their tape
units that consumers would like to see
there?

Floyd Mellum, of Richmond, Va., says,
“I would like to see incorporated a timer
you could set with music and volume going
down at the end of an allotted time if that
is possible.” Two other respondents agree
with Mellum’s choice.

Mrs. William Stuefbergen, of Portage,
Mich., asks, “Are there any machines with
retractable cords? They (manufacturers)
always provide a space for a cord that’s
all wound up. Why not fasten the cord
permanently on one end and then pull it
out like a tape measure. You could use the
space for storing extra tapes.”

Two survey respondents say they would
like to have a unit that holds more tape.
One participant in the survey calls for long-
er playing cassettes. A cartridge changer is
the desire of a single respondent, while
higher quality cassettes are called for by
another survey participant. “Better speak-
ers’ and “more volume” also received
single votes. Bearing in mind that several
respondents already own more than one

(Continued on page 30)
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Here's a score card for selling

different tape systems

Variety available can be confusing even to dealers and salesmen.

here are so many different tape systems
on the market these days, that any
dealer who wants to sell effectively needs a
score card. Here's a basic one:
e Open-reel, two-track and four-track,
mono and stereo
e Cassette, two-track and four-track, mono
and stereo
e Eight-track stereo cartridges
e Four-track stereo cartridges
e Two-track mono Playtape cartridges

Knowing the basic differences can be a
big help in making a sales presentation,
and in helping the customer decide on the
best system for him.

Open reel has been around long enough
that little explanation is necessary. Mem-
bers of the all-thumbs set may still regard
this format as the on/y way that tape can
be used, it’s up to the salesman to set them
straight.

4 TRACK STEREO
TAPE CARTRIDGE

If the prospect just wants playback, there
are the continuous-loop four- and eight-
track cartridges. Both are sterco formats
and play continuously until the machine is
shut off. They’re bulky compared to the
compact cassette, and some industry ex-
perts believe that these cartridges are al-
ready on the way out. Some authorities
note they’re good for cars, but that home
players leave something to be desired, since
there’s no highway noise to mask the often
poor fidelity and background noise. They
are also said to be very susceptible to wow.
But they're easy to use. The consumer push-
es an eight-track cartridge into the ma-
chine, and it plays. He pulls it out, and it’s
off.

There are many companies making
cartridge players in a variety of price rang-
es. One of the newer features in some of
these machines is two-system compatibility

Cutaway views show relative size and complexity
of two cartridge systems and cassette. Shown (1. to r.)
are Lear eight-track cartridge, four-track “Fidelipac,”

and Philips cassette.
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—the same machines can play four- or
eight-track cartridges. But they’re still dif-
ficult to record at home. Equipment to do
this can be fairly expensive, and there still
aren’t many sources for blank endless-loop
cartridges for the retail market. Also,
there’s no really effective method for fast
forward or rewind. If the customer wants
more versatility, it is suggested the sales-
man soft-pedal the cartridge. He'll thank
you for it later.

There’s one other endless-loop cartridge
on the market — the Playtape — a small,
skinny monophonic 2-track cartridge that’s
aimed strictly at the teenage set. It’s a play-
only system, and you switch tracks with a
front-panel knob on the player. Prices vary,
but the basic player is tagged at $19.95 re-
tail, and this indicates the kind of market
it’s intended for.

The Philips-type cassette i1s the system
that offers numerous features for prospects;
compactness, recording capability and
versatility. The tape cassette itself — it's
actually a cartridge, but it’s called “cas-
sette” to distinguish between the two —
works like a reel-to-reel tape, enclosed in a
no-threading plastic case. It’s tiny, and the
tape is about half the width of other audio
tapes — roughly 1 /7-inch.

The basic unit is a two-track mono bat-
tery portable recorder — originally de-
veloped by Philips (Norelco) and now
made under license by about 60 companies
in Europe, Japan and the U.S. Quality
varies widely. The price tag for a reason-
ably good portable is about $50 retail. New
playback-only units are tagged at $30.

Also on the scene are four-track stereo
cassettes. These are fully compatible with
the two-track mono units, since the tracks
are side-by-side instead of alternating as
with other tapes. A consumer can play a
stereo cassette on either a stereo or a mono
machine and it will work just fine.

There are two or three companies mak-
ing automobile stereo cassette units. These
machines play back stereo and will record
mono — great for highway listening or dic-
tation on the go. The cassette has an inter-
lock in the tape’s plastic case that prevents
accidentally erasing any tapes the user
wants to keep — a safeguard no other tape
system has. The tape itself i1s usually a low-
noise type.

August 1, 1968/Mart magazine
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Announcing
the lowest priced
Wollensak
Cassette Recorder

Now you can offer your customers

traditional Wollensak quality and performance
in an economy-priced cassette recorder! New
Wollensak 4000 has the same kind of demonstrable superiority over
competition as the fast-moving Wollensak 4200. It's lightweight (3 Ibs.),
battery powered. Includes pushbutton controls, VU meter, battery level
indicator, external input and output jacks. Comes complete with dynamic microphone,

microphone pouch, recorder carrying strap, earphone, ‘‘Scotch’’ Brand Tape m
Cassette. There's never been a better value at the price! Check it out now. !'!‘.INITJ!AIE'J.NSNEKABE,W
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We gift wrap ‘em.

We don’t believe in sticking something beautiful inside a
plain brown box that you have to hide in a stock room.

So we “‘package’ our radios. In bright, white cartons. With
bright color printing on them. (Different colors represent
different styles of radio inside.)

You don‘t have to hide these cartons. You can stack ‘em
right on your salesfloor for all the world to see.
Make counter or floor displays out of them.

A line drawing of the product is right on the box.
So is a list of the radio’s features. Result:

the packaging helps out with the selling chore,

GENERAL
ELECTRIC

Radio Receiver Department,Utica, New York

frees your salesmen to handle more customers.

And inside the gift wrap ...you might even find another
gift wrap!

Our around-the-house portable, for example, comes fitted
into @ house-shaped display that stands on your counter
and sells the radio’s versatility.

Our new little Micro-Mod comes mounted like a
jewel on a flocked base inside its own ornamental
gift case.

it’s nice to know that America’s best-selling
radios are also America’s best dressed.

No wonder General Electric radios outsell every other brand almost 2to 1.



TAPE SEMINAR:
argument as usual

Adherents of four different cartridge configurations spend their time feuding and
calling for standardization . . . with their own respective systems as the standard.

By Jon Twichell

s consumer interest 1n tape cartridges
heats up, so does the multi-system war
within the cartridge field. If comment at
the recent tape seminar, as a prelude to the
Consumer Electronics Show. is any indica-
tion, it's going to be warfare as usual for
quite some time.

Every cartridge system seems to sce the
others dying on the vine and passing out of
existence, despite evidence of healthy life
and valid consumer features for all the vari-
ous configurations.

After a morning session ostensibly de-
voted to the recl-to-reel tape recorder (dur-
ing which as much time was devoted to cas-
sette  as  reel-to-recl) the afternoon’s
participants squared away for battle.

The morning preliminaries were not
without some verbal punching, with retail-
ers complaining about VTR profit margins
and manufacturer co-operation. However,
the afternoon session again saw the various
tape spokesmen touting their systems to the
exclusion of the others.

After moderator Oscar Kusisto of Mo-
torola made introductory remarks, James
Gall of Lear Jet Industries, Inc.. led off,
presenting the case for cight-track and
Lear. After the usual appraisal of eight-
track as the giant in the field, Gall men-
tioned several possible future features, such
as track erase and visual indexing of the
tape.

Todd Faulkner of Muntz Sterco-Pak
argued for four-track, pointing out that the
Muntz is strong in California and Florida,
arcas where thetr marketing is strong,
and that four-track still is a basic, reliable
system.

Frank Stanton of PlayTape put forth a
call for standardization — with eight-track
and PlayTape being the standards and
announced his firm will have a video tape
cartridge adaptor for conventional TV
sets “within two years™ that will play low-
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cost video cartridges.

Wybo Semmelink of Norelco discussed
the cassette success story and pointed out
that about 90 of the 150 exhibitors at the
show had cassette models. Semmelink
also discussed the cassette’s high fidelity
problems, saying some lab experiment
models had produced higher fidelity on a
par with the other systems.

Don Hall of Ampex Stereo Tapes, which
produces reecl-to-reel, four-track, ecight-
track, and cassette cartridges, had several
comments of interest. He announced a
four-record cartridge at $1.98, in cassette
(PlayTapce’s Stanton earlier had announced
a four-record cartridge at a lower price),
asserted that this month will be the best
ever in four-track sales, and stated he felt
gencral tape cartridge pricing will not fall
much in the next two years.

The rosy picture cach man had painted
for his particular system dimmed a bit in
questioning from the audience. Four-
track, the seeming loser in the propagan-
da battle, was a winner with the retailers,
it scemed. Several retailers questioned qual-
ity control and customer satisfaction on
cight-track units, especially. and PlayTape
also. The dealers