Report on the 50th National Housewares Exhibit
White House study may spur big changes in appliance servicing

Dealers peg 1969 as good year for color TV
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You're
looking at
America’s

one and only

16 color
portable—
shown

actual size.

Admiral announces the first
16" (diag.) color portable. It’s a
leading reason why Admiral
Color TV is the 1 to watch in
1969. This new Admiral 16”

color portable is big enough to see
across the room, small enough to
carry room to room. It fits
comfortably between the 14"

and 18" sizes. Nobody in
America makes a 16” screen

size except Admiral.

The big-little Admiral is packed
with value. Its appearance is
quality —trim and slim—with a
choice of brown-and-white or
elegant Walnut grained finishes.
Both finishes are set off by
tasteful bright accents.

Inside, the Admiral 16”
combines the best solid state and
vacuum tube technology in its
hybrid chassis. You get greater
dependability, less heat buildup,
lighter weight and better

picture definition.

Along with our new 167,
consider our 14” (diag.). It’s one
better than its 14” competition.
One better by design with its
hybrid chassis. One better to sell
because you can offer a leader and
two step-ups. It’s one better in
customer protection, too, with the
3-year picture tube warranty.

Our new 16”, our new 14"
and, indeed, every Admiral Color
TV set boasts this unique selling
advantage: the exclusive 3-year
color picture tube warranty.

This is the warranty that’s still
the leader and still unequaled,
unsurpassed.

Admiral—the one and only 16”.
Plus 14”7, 18” and 23" (diag.)
color TV. Yours to sell in portable,
roll-around cart, console, full
door and stereo theatre models.
Admiral has the full line—the
ones to watch in 1969!

E. The Mediterranean.
Model 4027P. 14" (diag.) Model 3L598M. 23" (diag.) Playmate 16. Model

B. The Fremont. Model C. The Kenton. Model F. All-new Admiral Color
3L515M. 23" (diag.) color 2C301. 20 (diag.) color
console in Early American console in Walnut.

styling.

A. The Glenbrook. Model D. Color Playmate 14.
8T161C. 18" (diag.) color
portable in Walnut on

roll-around cart.

full-door color console with 6017PC. 16” (diag.) color
hidden Easy Roll casters. portable. Roil-around
cart packed in with set.

portable in Walnut.

Keep watching... Admiral

3-YEAR ADMIRAL WARRANTY ON COLOR PICTURE TUBES. Picture tube warranted to original owner to be free from defects for 3 years. Admiral’s obligation limited to
supplying a replacement in exchange for defective tube. Service and installatigz costs paid by owner. Warranty not effective unless registration card mailed to Admiral after delivery.
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FREEZER/REFRIGERATOR

to watch

in 1969.

Admiral Duplex: More sizes—including

a new 31" model—plus distinctive

new hidden door handle styling and a new
interior color! Plus the greatest new
appliance line in Admiral history!

Admiral presents the most
wanted side-by-side in a new
sales-making size . . . a new
31-inch model to broaden customer
appeal and keep the Admiral Duplex
Freezer /Refrigerator the leadership
line of 1969!

This year it offers the most
complete range of size/color /feature
combinations in the industry —

5 sizes, 10 models, 4 colors—a Duplex
to satisfy every customer.

It includes new Mastercare
Maintenance to cover all first-year
maintenance work—in all 50 states
—in accordance with the
Admiral warranty.

It features two great new styling
changes. Inside, there’s a cool
beige color that goes elegantly with
all four exterior colors. Outside,
new built-in handles are hidden

behind a smooth sweep of trim.

There’s new excitement in the rest
of the Admiral appliance line, too!

The Dual-Temp Refrigerator/
Freezer line features a new, faster ice-
maker and freezer capacity that is
bigger than ever.

There’s a full line of freezers,
including chest models and automatic
defrosting upright models.

Convenience and sleek styling
typify the growing Admiral line of
ranges—including a beautiful 30"
self-cleaning model with a
second oven.

There are special pre-season values
on the feature-laden Admiral room
air conditioner line.

Cash in on the big excitement! Go
with the Admiral appliance line
for greater profits. Admiral is the
1 to watch in 1969!
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$700 sound. $350 price. Admiral Bull Horn Stereo is that good. It
leads the long line of Admiral stereo, B&W TV, radio and phono products.

We’ve captured the rich, robust
sound of an 8-ft. $700 stereo
console in just four feet.

Now it’s yours to sell.

The Admiral Bull Horn is the
hottest sales idea since stereo. We’ve
combined special speakers with
padded, tuned chambers to produce
a sound so clean, bass so deep,
we’ve applied for patents. If there
ever was a console to sell itself on
demonstration, this is it! So
demonstrate the Admiral Bull Horn

consoles on your floor. There’s no
doubt about it: Bull Horn consoles
could be your biggest profit maker!

In, 1969, style is the name of the
game, and Admiral styling sells on
sight. All Admiral radios, phonos,
bookshelf stereo, portable TV,
FM/AM/FM stereo radios, clock
radios, and cassette tape recorders
are styled high to sell big.

So go with Admiral, the 1 to
watch, the 1 to sell profitably
in 1969!

A. The San Remo. Model DY2088.
Bull Horn Stereo consolein Pecan veneers.

B. The Personal Playmate. Model
12P229. 12" (diag.) portable b&w TV.

C. The Concert Master. Model Y621RA.
Classic solid-state three-piece
FM/AM/FM stereo radio. In Walnut.

D. The Viceroy. Model 19P67C. 19"
(diag.) Extended Screen portable h&w
TV on roll-around cart.

E. The Premier. Model YK367A.
Power Tune FM/AM portable.

F. The Stow-Away. Model Y711R.
8-transistor AM radio.

G. The Chancellor. Model Y741R.
10-transistor quality AM portable.

H. The Olympic. Mode! Y847R.
13-transistor FM/AM portable radio.

I. The Magellan. Model YK377.
6-band portable radio. 18-transistor
chassis, three antennas.

J. The Symphonette. Model Y411RA.
Compact solid-state FM/AM table
radio in Walnut.

K. The Supreme Cassette-Corder.
Model CTRF510. Cassette tape
recorder with built-in FM/AM radio.

L. The Playmate. Model 9P52.
9” (diag.) b&w TV in Red.



The 1to watch in 1969.

We're back big in TV to back you on the floor.

Admiral is back in TV, right where Movies and The Huntley-Brinkley
we belong! We’re on NBC at night Saturday Report. Millions and

in prime time. Watch 14 of NBC’s millions of viewers will get the Admiral
top shows . . . like The Virginian . .. message about color TV and Admiral

Tuesday Night at the Movies . . . Duplex. The night to begin watching

I Dream of Jeannie . . . Monday is January 15, 1969!

Night at the Movies . . . The Jerry Complementing our big return to TV
Lewis Show . . . The Outsiders . . .  is massive magazine support with ads
Ironside . . . The Name of the in Life, Look, Time, Newsweek,

National Geographic, Playboy,
Seventeen, Coed, Teen, Ingenue,
Good Housekeeping, McCall’s and
Better Homes & Gardens. It's a

~ schedule planned to give Admiral
maximum exposure and designed to
make Admiral the 1 to watch in 1969!

Game . . . Dragnet . . . High Sports Illustrated, New Yorker, ©
Chaparral . . . Star Trek . . . Get Ebony, Sunset, Town and Country, m ’ m
Smart . . . Saturday Night at the House Beautiful, House & Garden, ®

GE=D Mark of Quality



The Mart Washington report

PRODUCT SAFETY STANDARDS IN
OFFING? ... FTC AIMS TO END SALES
OF USED PRODUCTS AS "NEW"

By James D. Snyder

Product safety: With C. C. Johnson at
the helm of the new Consumer Pro-
tection and Environmental Health Serv-
ice (CPEHS), the day of product safety
standards may be near at hand. One of
Johnson’s pet inspirations was the
Office of Product Safety (OPS), just add-
ed to the Food and Drug Administration
under CPEHS. Thus far the Office holds
a legislative mandate only under the
Hazardous Household Substances Act,
so most of its work centers on toxic
materials in the home.

Johnson is waiting now for the Nation-
al Commission on Product Safety to urge
that Congress authorize broader powers
for OPS. If Congress dances to the right
tune, OPS could wind up as a pre-market
clearinghouse on safety standards for all
new products.

Meanwhile, as a foretaste of tougher
days to come, the Ass’n of Home Appli-
ance Mfrs. (AHAM) has moved swiftly
to adopt National Commission on Prod-
uct Safety recommendations for refrig-
erator and freezer safety. AHAM action
will require that members design doors
so that freezers can be opened from in-
side; include in all such appliances a list
of safe methods of disposal of refrigerators
and freezers; and otherwise inform the
consumer of the perils of entrapment,
through mass media, schools, and dis-
tributors and dealers who can spread
the word at the local level.

Household Appliance Sales: Predictions
are in from the Commerce Department’s
Business and Defense Service. Their
“Industrial Outlook 1969 for house-
hold appliance stores: Sales should jump
to over $4 billion this year, topping
the 1968 figure by 4.4 per cent.

What’s New? The Federal Trade Com-
mission has announced a new enforce-
ment policy to crack down on the “preva-
lent” practice of selling used merchandise
as new. Most of the deceptive resales in
question are of products that range from

4

household furniture to tape recorders
which have previously been returned after
a short trial period. A lick of paint, some
spit and polish, and voila! it’s brand new
again. Or so malefactors imply.

But no more. Henceforth all ads, sales
promotional literature, cartons, invoices
and labels must clearly state that the
item has been used. A simple “good as
new” tag is not good enough. Now
that FTC has set itself up as watchdog,
marketers would do well to keep careful
inventory control records as proof that
used merchandise is being resold as such.
Dutch cleared on dumping charge: A
Dutch manufacturer of color TV picture
tubes has been cleared on charges of
“dumping” tubes on the U.S. market.
U.S. anti-dumping laws ban the sale of a
product in the U.S. for less than the
going price on the home market. Had
the Dutch concern been caught dumping
to the detriment of U.S. industries, the
Treasury’s Customs Bureau would have
slapped on a penalty duty to make up
the difference in price.

As it is, Philips Gloeilampenfabariek-
en, one of the largest electrical manufac-
turers in Europe, will continue its huge
shipments to U.S. buyers — notably
General Electric — at the same prices.
Shipments for the 18-month period
between January 1, 1967, and May 30,
1968, alone have been valued at $15
million by U.S. Customs officials.

Slated next for Treasury “dumping”

scrutiny are several Japanese exporters
of television sets, though decisions aren’t
expected for some weeks.
SBA’s lease guarantee program: The
Small Business Administration’s lease
guarantee program has come in for some
mild criticism from the House Small
Business Committee.

Under the SBA program, small firms
wishing to rent prime space in shopping
centers can ask for SBA aid. If the busi-
ness qualifies, SBA issues a “certificate

of eligibility” for credit so the firm can
get financial backing from developers
and mortgagers who otherwise deal only
with big, triple-A credit risks. SBA then
enters a lease guarantee contract with
the landlord, promising payment on
rentals if the firm defaults.

The program is now under attack on
three main points. Legally, in order to
keep the program self-supporting, SBA
is entitled to charge a fee of up to 2.5
per cent of the minimum annual guaran-
tee. This in turn is pooled and used as
needed to pay rentals of those in default.
The Committee would either jack up the
ceiling or remove it altogether.

The Committee has also asked SBA to
“reconsider its unwillingness” to make
direct guarantees for longer term leases,
and to modify its “conservative” premise
that the program must be self-sustaining
to the exclusion of submarginal credit
risks. SBA’s reasoning: better to build
a sound credit risk record first.

Appliance prices: General appliance prices
in November were up only .1 per cent over
October prices, and only 1.8 per cent over
prices in November, 1967, according to La-
bor Department statistics just out. Whole-
sale prices declined .1 per cent from Octo-
ber prices, while a year’s span shows a
mere .3 per cent rise.

News capsules:

Coming out this month: first of the state-
by-state 1967 Census of Business statistics
on all aspects of Retail Trade. The last
such survey was produced in 1963. To get
the scoop on business in your ared, write
for an order form to Publications Distri-
bution Section, Bureau of the Census,
Washington, D.C. 20233.

Where possible, the Census Bureau now
culls small business statistics from tax
records and Social Security reports in
lieu of mail forms. Thus relieved of red
tape this time around: one million eamploy-
ers of three or less persons and non-em-
ployer establishments.

Feb 1, 1969/Mart magazine
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Cover: “Kelcom” — that's the
word for the device that is the
heart of a new retail merchan-
dising program developed by Kel-
vinator. “Kelcom’ itself (the word
stands for “Kelvinator Communi-
cator'’) is the cassette tape player
atop Harry Price’s desk in the
cover photo. Price, a Norfolk, Va.,
dealer is at right. With him is
Kelvinator District Manager J.B.
(Jack) Parker. The merchandis-
ing program being offered by
Kelvinator provides useful tools
and embraces many important
aspects of successful retail sell-
ing, promotion, and advertising.
For details, please turn to page
21.

Mart magazine/Feb. 1, 1969

——

The business partrer of 50.000 appliance/home electronics retailers

contents feb. 1/69

news
News and trends 9
Industry briefs 12

electric housewares

Products for milady again predominate at Housewares Show 17
Electric housewares and floor care news 40

Electric housewares new products 42, 50

Electric housewares attract major appliance customers 48

business

The Mart Washington report 4

The Mart index 39

Your national brand support 40

Kelvinator’s “Kelcom” is heart of promotion package for dealers 21
White House report may spur big changes in appliance servicing 23

new lines for 1969
Fedders adds new refrigerators 33
Westinghouse offers self-clean wall oven 41

tape recorders/players
Sales of tape units to students are a bonanza 45

service
To sell color TV you’ve got to service your product 32

brown goods
Multi-unit antenna system to demonstrate “total TV’ and FM 20
Dealers peg 1969 as good year for color TV 27

departments

Retail ad clips 14/room at the top 36, 49
Mart mail 37/new products 42, 50

The balance sheet 43/by the way 43

Feb 1/69

A

Mart magazine, inciuding Electrical Dealer, February 1, 1969, Vol 13, No. 2 Buttenheim Publishing Corporation 1969 All rights reserved
Buttenheim Publishing Corporation, 757 Third Ave , New York, N.Y 10017. Controlled circulation postage paid at Waseca, Minnesota
Subscription rates: United States $10 per year; Canada and Foreign $20 per year. Published on the 1st and 15th of every month

= == = S L GomTl e =
mart magazine dealer advisory board | sales offices

Lester M. Bachmann Polk Brothers Inc  Chi New York, N. Y. 10017: 757 Third Ave PlLaza 2
Dixon Scoft .........cccccveriiirannns Publisher cago Il , Pop 3550 044 8600

Carl Barlow Alhambra Apohanc O - TU)
PElencel e = ] George Miller, Marketing Manager. Edward J

Okla . Pop 413018

John F. Adams ... Editor Lloyd C. Bell Felder-Bell Inc  West Palm Lohan {
Beach Fla Pop 224 537 : ‘
Ken Lilienthal . Executive Edltor Sidney) A% (Gooper STiag inclt Phimdelphin, Pa Chicago, lll. 60606: 400 West Madison St FI
Pop 2002512 nancial 6-4611
Walter H. Hogan Managing Editor Louis L. Del Padre Del Padre Music Shops-Ap William Stroben Midwest Sales Manager Alan
phances Sprningfield Mass Pop 174 463 C Rose
f William J. Denels Denels Music Shops Holly
Milton Gussow - Midwest Editor | 001 ¢al” Los Angeles Pop 2 479 015 Cleveland, 0. 44114: 1814 Superior Bldg CHerry
Sam Gordon Sam Gordon s Apphance Supermat
Walter R. Browder .. West Coast Editor oot ImciBon . Papc381s8 11 1-1755 : !
: , B. J. Green Green Radio Sales & Service Kal Los Angeles, Cal. 90029: 835 North Western Ave
James D. Snyder Washington Editor amazoo Mich Pop 82.089 213-466-2104 Richard E Murphy
- | Carl O. Hagstrom General Apphance Co  San N
Richard E. Snyder ... Economics Editor Francisct, Cal.. Pop 742,855 Japan: 129 Gotanda 1.chome Shinagawa-ku
. . Lawrence S. Kelley Harold Keltey s Inc  Port Tokyo
Phil Franznick ...... Design Consultant | land Ore Pop 372676 | 442-7231 H Hirayama. Dempa Publications, tnc
Ezra Landres Certified TV & Appliance Co iInc
AR Cable address: BUTTPUB NEW YORK
William de R. Taaffe .. Production Mgr. | Norfolk Va Pop 305872
Wolf L. Lansing Downing s Inc . Denver Colo
. 4 Pop 493 887 ’
Eimer Dalton .. Circulation Director J. C. Mauldin Mauldins Columbus Miss Pop ASSOCIATED BUTTENHEIM PUBLICATIONS
. . . . 2.; 77
Sistina Greco . ... .Circulation Manager 310 Grmansky ‘Sids Homy Entermldment & Appi e icam ity ]n—..-l cmacras ]Mnl.w.m
Id V. Buttenhei ance Centers Tueson Ariz Pop 212 892
Dona - buttenheim Dan Rabin Rabins Appliance & Furniture Corp F:‘:-‘ Contractor I Bl
.. .Chairman of the Board Hammond. Ind  Pop 111 698 = =T ooy, | M e
d B h p Kot Julius Ventura Joerndt & Ventura Kenosha | o
Edgar M. Buttenheim ... . . President | wis. Pop 67.899 g o mber. Business Publications
Samuel S. Wurtzel Wards Co . Inc. Richmond ABP A:dmite of (I:'?vculsﬂion,l Inc‘;
George E. Carney ..Vice Pres., Finance Va Pop 219958 =y = pmerican Business Press, lnc.



VWWhats New

CHICEEN

}» R —




at Norge?

The worlds
skinniest 12 cu.ft.

two-door
refrigerator.

It's the Norge 12.

A two-door 12 cu. ft. beauty that's sized so right it fits any niche. And priced so right—just
$199.95*%—it fits any budget.

The Norge 12 is only 27" wide (up to 5” narrower than other 12 cu. ft. refrigerators), 59” high
(easily fits under standard kitchen cabinets).

Inside, however, it's anything but skinny. The 2.9 cu. ft. freezer holds 102 Ibs. of frozen foods
(as much as some 14 cu. ft. models). The refrigerator door shelves hold half-gallon milk cartons and
extra tall bottles. The crisper keeps almost % of a bushel of vegetables crunch-fresh.

The refrigerator compartment is completely frost-free. The freezer easily defrosts with
Norge's own Drain-Away system.

The Norge 12. Skinny in size. Skinny in price. Fat in profits. And your Norge distributor has
it. Call him.

*Minimum fair trade price where applicable

Moreto Come.




Unique; Indestructbie
Techa

The unique ability to maintain unexcelled performance when dropped or
subjected to other forms of severe abuse, is but one of the many outstanding features
engineered into every JVC portable tape recorder.

Model 1541 —Heavy-Duty 2-Speed Portable with Instant AC/Battery Operation This versatile performer combines

all the convenience of a compact portable with all the functions of larger and more expensive recorders. It weighs Dept. P, JVC America, Inc., A Subsidiary of Victor Company of Japan, Ltd.,
less than 8 Ibs., operates on either AC (110 volt) or batteries without an adaptor, yet handles large 5-inch tape reels, ¢ o Delmonico International Corp., 50-35 56th Road, Maspeth, N.Y. 11378,
and offers 3% and 1% ips tape speeds for up to two hours in recording time. Other features include a 3-digit tape Subsidiary of TST Industries, Inc.

counter, fast forward button, monitor switch and convenient rotary function lever. Remote control from micro- Gentlemen: [J Please send catalog, price list and additional information.
phone is also possible. Full-length carrying handle and complete accessories. AC or 6 ‘““D" batteries 6 tran- [ Please have salesman call.

sistors 3%” W, 112" H, %" D 7.3 Ibs.

Model 1545 — Same as above but with 110V—210V operation. Name. —Company Name

Model 1351 — Compact 2-Speed Portable with Instant AC/Battery Operation Quality recording and playback is
possible anywhere and anytime with this ultra-thin compact. Instant AC or DC operation without the need of an
adaptor and tape speeds of 3% and 1% ips let it deliver up to 64 minutes in recording time indoors or outside.
Small as it Is, it features an automatic volume control system, recording level meter, speaker monitor system and
a 3-digit tape counter. Push button controls, center mounted speaker anc remote microphone control are only a
few of many more features. AC or 6 “C” batteries 6 transistors 2%” H, 117 W, 8%” D 5.2 Ibs.

Model 1684 — Solid State 4-Track Stereo Tape Deck Striking in appearance, professional in performance, this 4-
track 2-speed stereo tape deck was designed for use in top quality stereo systems. It iterally has everything.
Solid state circuitry for instant operation. Built-in pre-amplifier with perfect equalization for superb reproduction
at 7% and 3% ips. JVC Nivico's patented reclining stand for vertical and horizontal placement, or any point
between. Handles large size 7-inch reels for ap to four hours of continuous play. Automatic stop device, profes-
sional VU meters, 3-digit tape counter, DIN and pin jack connectors and covered center control panel. Accessories
include full and empty 7-inch reels, DIN cord, splicing tape, dust cover and two reel clamps. Beautiful oil-finished

wooden cabinet. 12 transistors 15%” H, 13%” W, 6%"” D 22 Ibs. Manufactured by Victor Company of Japan Ltd
, Ltd.

Address

JVC America, Inc., A Subsidiary of Victor Company of Japan, Ltd., ¢/o Delmonico International Corp., 50-35 56th Road, Maspeth, N.Y. 11378, Subsidiary of TST Industries, Inc.




General Electric’s Louisville facility may be “mother plant” )
to “satellite” factories . . . New refrigerator design introduces

modular concept for fast repair . . . 30-20,000 Hz frequency

response claimed for new cassettes.

NARDA set for
talk of mergers,
acquisitions, chains

Retail mergers, acquisitions, and develop-
ment of national chains of appliance-TV
stores are subjects most likely to gener-
ate heat ai ine annual convention of the
National Appliance & Radio-TV Dealers
Ass'n in Tucson, Ariz., this month.

According to Jules Steinberg, NARDA
executive vice president, *So many of our
members have been approached in the
past few months on merger deals, that we
are adding this topic to our agenda.

“Judging by the almost catastrophic re-
sults of the end of the year in color TV
sales and the building of inventories,
mergers could be an answer to some ARTV
dealers’ problems.

“In any event, the whole operation of
NARDA will experience a change in 1969
to better serve its membership. Among
these changes, will be an expansion of our
data service processing.”

NARDA will install an IBM Model 360,
and add two more key punch machines to
cope with the present logjam at its Chicago
suburban computer center, and Steinberg
anticipates this will be overloaded in two
years.

Attendance at the annual convention is
expected to be near 600, with about 475-
500 of these being dealers, approximately
the same as last year's convention in Hous-
ton, Tex.

Steinberg reported that hotel accommo-
dations were just about sold out by mid-
January at the three hotels which are the
hub of the convention.

The three days of convention program-
ming starting Thursday, February 6, is un-
der the theme of “"Bigger retail profits are

possible . . . " Each first-day session topic
is prefaced with the thought: “If Dealers
wouldonly ... "

On the second day, “If the manufacturer
would only . . . " is the idea of the sessions,
with “If the distributor and appliance in-
dustry would only . . . " spotlighting the
sessions on Saturday.

George Johnston, Johnston's Inc., Min-
neapolis, NARDA president, will open the
convention and C. W. Conn, Jr.. Conn Ap-
pliances, Inc., Beaumont, Tex., will give the
keynote address.

“As we see the Independent Retailer,”
is the topic for Thursday's luncheon talk

Mart magazine/Feb. 1, 1969

martnews&trends

by E. B. Weathers, manager, appliance and
TV sales div., distribution sales operation,
General Electric Co. Also at that luncheon,
George W. Wallace, director, trade rela-
tions, the ‘‘Reader’s Digest'" will present
the annual creative retail advertising
awards.

Mart Magazine’s 14th annual “Georges
Birgy Creative Retail Salesman-of-the
Year” award will be presented by Editor
Jack Adams at the Friday luncheon.

B. S. Durant, chief executive officer,
consumer electronics div.,, RCA, will be
the featured speaker at Saturday’s lunch-
eon, telling the dealers to *“Give Consumers
A Genuine Reason To Buy Brand Names."

Other industry speakers will include:
George H. Fezell, president, consumer
products div., The Magnavox Co.. Lou
King, vice president, sales, Amana Refrig-
eration, Inc.; Max Fuller, director-field ed-
ucation, The Maytag Co.. Warren G.
Rhodes, consultant, educational relations,
GE; John Crouse, director, sales and dis-
tribution, Whirlpool Corp; Kenneth John-
son, president, sales, Sylvania Electric
Products, Inc.; C. C. Rieger, Jr., vice presi-
dent, marketing, Kelvinator, Inc., and
George T. Stewart, vice president, market-
ing, Toshiba America, Inc.

Other industry people on the program
are: Richard J. Sargent, executive vice
president, distribution, consumer products,
Westinghouse Electric Corp.; Walter Fisher,
president, Zenith Sales Corp.; and L.W.
Hamper, president, Gibson Refrigerator
Corp.

GE’s new Maryland
facility could be start
of “satellite” system

General Electric’'s Appliance Park in Louis-
ville, Ky., may eventually have a group of
satellite plants producing the same prod-
ucts in various locales in the U. S, it was
indicated late last month at a press con-
ference conducted in New York City by
top executives of the company.

GE late in June announced it had taken
an option on 1,100 acres of land in the new
city of Columbia, Md., near Baltimore, for
construction of major new manufacturing
and warehousing facilities to supply cus-
tomers in its northeast region which ex-

<

tends from the southern tip of Virginia,
north through Maine, and includes all of
New York State, Pennsylvania, and part
of eastern Ohio.

In elaborating on this announcement
at the New York press conference, William
H. Dennler, vice chairman, said GE in the
future may establish similar plants in other
locations, with Appliance Park playing the
role of “mother plant.”

The Maryland facility is expected
eventually to employ 10,000 people. The
same products manufactured in Louisville
will be produced there. Appliances will be
produced under both the GE and Hotpoint
labels.

Ground breaking for the new GE fa-
cility is scheduled for the spring of 1969,
with construction of the warehousing por-
tion slated to begin later in '69 and the start
of construction of the manufacturing por-
tion perhaps beginning at a still later date
in the year.

In a year-end report during the press
conference, Fred J. Borch, GE's chairman
and chief executive officer, announced the
following:

Sales of General Electric Co. in 1968
for the first time passed $8 billion, with
much of the growth coming from new busi-
nesses. Preliminary unaudited results in-
dicate sales should total about $8.4 billion,
some eight per cent above 1967.

Earnings, which for the first nine months
of 1968 were six per cent below the same
period in '67, should end up — because
of an improved fourth quarter — no more
than two per cent below the $4.01 per
share earnings reported for 1967.

Consumer product sales were up ‘“‘sig-
nificantly” over 1967, with major appli-
ances and TV leading the way. Housewares
and lamps contributed to the improved
consumer product sales picture in 1968.

Three-year contracts with labor unions
representing many General Electric em-
ployes expire in 1969.

Borch also said that GE to date is happy
with the results of its hiring and training of
hard core unemployed. The next phase, he
added, will be to develop programs where
these workers can be promoted.

GE is not involved in providing oppor-
tunities for the disadvantaged from an al-
truistic standpoint, since they represent
‘“one whale of a potential market,” Borch
said. “The growth of the economy will be
linked with the growth of a useful popula-
tion.”
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Delmonico side-by-side
boasts 57-second fast-fix
replacement unit

The modular replacement concept has
come to the refrigerator with the introduc-
tion of a 19.07-cu.-ft. side-by-side refriger-
ator-freezer by Delmonico International,
subsidiary of TST Industries, Inc., for deliv-
ery by September.

According to Ray Gincavage, executive
vice president, replacement time for the
whole closed refrigeration system is 57
seconds, and it can be done by a truck
driver, saving the valuable time of refriger-
ation specialists to concentrate on shop
work.

“While a serviceman on the move can
repair perhaps as many as eight units a
day, in the shop he can do at least twice
as many,"” said Gincavage. ‘‘This is espec-
ially important because most refrigerator
problems are in hot weather when refrig-
erator down time can be disasterous for
the housewife. This way, within minutes,
the 40-pound unit is back in service.”

The new concept has been tested by
its manufacturer, IGNIS, of Camerio, ltaly,
for more than a year. Construction of the

Packaged refrigeration system of Delmonico’s side-
by-side swings easily in place for removal or in-
stallation. One electrical plug is all the connection
needs, plus two toggle bolts which hold it in place.
Bernard Hochman (left), midwest regional sales
manager, discusses innovation with Ray Gincavage,
executive vice president, Delmonico International.
cabinet is of xilo steel, a laminate plastic
polyurethane foam sandwich, over steel
framework. Inner liners are vinyl coated
aluminum. Colors available will be white,
walnut, gold, and avocado.

From the refrigeration unit, cold air is
directed by a fan through ducts molded
into the box construction. This fan is the
only operating part which is not part of the
modular package. The unit has separate
controls for the freezer and refrigeration
compartments, with moist cold in the re-
frigerator compartment. The meat keeper
is said to maintain a constant 33-deg. tem-
perature. From the automatic cycle de-
frost, defrost water is collected in a
special evaporator pan that does not come
out with the exchange module.

According to Gincavage, the unit can be
retailed profitably at $299.95. A one-year
warranty will be on the entire unit, with an
additional four years on the compressor.
Regional service centers would handle the
replacement units, including loaners. Ini-

news & trends

tially, repairs will be made at the firm's
New York facility, but plans call for
branches to be located around the coun-
try.

An ice maker kit is available for dealer
installation to provide for minimum inven-
tory needed by the dealer. Rollers are in-
stalled at the factory.

New Westinghouse
structure stresses
consumer products

The new structure of Westinghouse Elec-
tric Corp. allows the company to put more
effort into a co-ordinated program for all
of the firm’s consumer products. Four
company-like units have been established,
each headed by a president. C. E. Ham-
mond, president of the consumer products,
unit, noted that, ‘“Major and portable
appliances will continue to make up a
large segment of our consumer product
business, but now the same management
also will be responsible for co-ordinating
all aspects of design, engineering, manu-
facturing and marketing of kitchen cabi-
nets, central air conditioning for homes,
furnaces, decorative Micarta and lamp
bulbs.

Hammond's unit now has the following
organizations:

Everett S. Glines, executive vice presi-
dent, is in charge of the divisions that
produce room air conditioners, laundry
equipment, ranges, dishwashers and spe-
cialty products, refrigerators and freezers.

Richard J. Sargent, executive vice presi-
dent, distribution, also heads Westing-
house Appliance Sales and Service Co.
This organization is responsible for the
sale of major appliances to retailers and
home builders.

Herbert C. Smith, executive vice presi-
dent, is responsible for kitchen cabinets,
decorative Micarta, furnaces, central air
conditioners for homes, electric house-
wares, radios, phonographs, and tape re-
corders.

Thomas W. Landrum, vice president
and general manager of the lamp division,
also reports to Hammond.

and retailers in getting complete consumer
satisfaction from appliances and (4) the
benefits consumers derive through compe-
tition in the marketplace.”

However, Baumgart also noted that
“there is reason for concern with the ten-
dency to generalize on the basis of isolated
or scattered cases. Much of the Task
Force report was based on a study of 415
complaint letters about major appliances
received over a period of several years.
Considering the millions of major appli-
ances in use and that some governmental
leaders have solicited such complaints
through virtually every public media, those
of us continually doing consumer research
question their significance ...”

AHAM gives mixed
reviews to government
report on industry

The report of the President’s Task Force
on Appliance Warranties and Service (see
article page 23) came in for compliments
and criticism from Guenther Baumgart,
president of the Ass’n of Home Appliance
Mfrs.

“l am pleased,” he said, “‘that . . . the
report recognized (1) the industry’s suc-
cess in improving product performance
and reducing or maintaining prices in the
face of heavy cost pressures, (2) the indus-
try efforts to improve service to its cus-
tomers, (3) the obligations of consumers

30-20,000 Hz potential
claimed for new
cassette tapes

Audio buffs who have been pooh-poohing
the cassette as far less than a hi fi medium
soon may be jolted to a new appreciation
of the tiny device. In March, TDK Electron-
ics Corp., New York, Chicago and Los An-
geles will start retail shipments of its new
“super-dynamic’’ blank cassettes which
offer a claimed frequency response poten-
tial of 30 to 20,000 Hz.

According to Akira Otsuka, TDK sales
manager, the tapes — now on retail
shelves in Japan — achieve their claimed
spectacular performance via a new formu
lation utilizing ‘“very finely ground fer
rite powders” whose particles are ‘“‘almost
needle-shaped’’ compared with the more
or less rectangular shape of typical tape
oxide particles. He said that this shape
plus greater cohesivity resulted in a tape
with a higher saturation level that offered
not only better response but better dy-
namic range and better signal-to-noise ra-
tios.

Otsuka said the company, which has
had 35 years of experience with ferrite,
has been making recording tapes for about
15 years. Three years of research and
development have gone into the new tape.

The executive noted that, while no pre-
cise prices have been set, the new C-
60SD (‘‘super-dynamic’’) tapes would cost
about double what first-rate C-60 cassettes
in the market place now cost.

Will the new formulation be available
for use in reel tapes? Not at the moment,
Otsuka told Mart. “If it was used in higher
speed recording (than cassettes) there
would be trouble with the high frequencies.
This tape would have to be modified. We
are studying how to modity it.”

TDK intends to hit the retail audio field
with its new cassettes and will also offer
them to audio manufacturers to sample
with their cassette equipment, to show
how high cassette hi fi can be.

Otsuka said TDK’s development of the
C-60SD tape preceded introduction of
equipment capable of recording and re-
producing such a wide frequency range.
“At this moment we are ahead of the
equipment market,” he noted with a touch
of pride. However, he said, Japanese man-
ufacturers are scurrying to come up with
high-priced cassette mechanisms that will
do justice to the new formulation.
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Bringing sweet tears of joy to your eyes . . . two new color portables
from Toshiba . . . plus a free stand for each. A good deal for the big
spenders. Which big spenders? The Portable People. We discovered
them, and won their fierce loyalty with portables specially built to
take their jolts and jars.

Toshiba color portables, for instance, are built with picture tubes
protected by steel bands; deep etched copper circuitry; solid state
devices; crash-proof cabinets; and handles that stay on.

*Toshiba warrants the Spectronic color picture tube on Models C7A, C6A, C3A for two years to the original owner. Toshiba will supply a replacement tube, ®
warranted for the unexpired portion of the original two-year warranty, in exchange for any defective tube without charge. All other parts (except for antennas,
handle and accessories) are warranted for one full year. Labor will be provided without charge for 90 days. To be effective, completed warranty card must
be returned by mailing to Toshiba within 10 days of purchase and product delivered for repairs at an authorized Toshiba Service Center.

NEW 15-IN. DIAG.
PORTABLE COLOR TV!
MODEL Co6A.

NEW 18-IN. DIAG.
PORTABLE COLOR TV!
MODEL C7A.

FREE TV CARTS!

With each C6A, you receive
a free $19.95 TV cart;

and with each C7A comes
a free $24.95 TV cart.
Great deal!

Another big deal! A free
$17.95 TV cart also comes
with each C3A 11-in. diag.
portable you order. That’s
J the set with Toshiba's
famous ‘‘Spectronic’’ color.
o °

»
¥

|

\\J

These two new additions also feature ‘“‘instant on'' circuitry; readily
demonstrable finger-tip tint control; slimmer, trimmer, younger-
looking styling; and our two (2) year color picture tube warranty.*

And to get things rolling, we offer you a free TV cart with each. Who

are we? Toshiba America, Inc., 477

Madison Ave., N.Y., N.Y. 10022.
Give us a call. (212) 758-6161.

THE INTERNATIONAL ONE
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Industry briefs

Sylvania names
panel members for
“involvement” award

Sylvania Electric Products Inc. has
selected the four members of its 1969
“Community Involvement Award”
panel. The panel will select the win-
ner of the award from among the
home electronics dealers who entered
the competition.

Judges are Jack Adams, editor,
Mart magazine; Jules Steinberg, ex-
ecutive vice president, National Ap-
pliance & Radio-TV Dealers Ass’n;
Irving Flax, president, Empire State
Wholesalers, (a member of the Syl-
vania Distributor Advisory Board);
Leonard Smith, Allied Stores (a mem-
ber of the firm’s dealer advisory
board); and Thomas H. Cashin, a
Sylvania senior vice president who
will serve as chairman ex officio.

The award consists of a trophy
and $5,000 cash which will be pre-
sented to the dealer who best demon-
strates personal involvement in im-
proving the economic conditions of
minority groups in his community.

AHAM elects 10
to board, fills slots

Ten industry executives have been
elected to the board of directors of the
Ass’n of Home Appliance Mfrs. Sev-
en will serve three-year terms, and
three were named to fill vacancies on
the 21-man board.

Elected to vacancies were J.W.
Craig, vice president, operations, ap-
pliance division, Admiral Corp.; J.H.
Gauss, vice president and general

Heart
Operations,

Regularly

12

Periorm
Successful

To keep dealer profits ticking!

Cut-price competition takes the heart out of prof-
its for many dealers. But not for our guys. We're
determined to be their most profitable line.

By not selling everybody, especially giant re-
tailers and mass merchandisers, Olympic is prac-
tically unshoppable. So you don’t have to fight
loss-leaders and discount seekers. So you can
sell on merit and make full markup and profit!

By servicing your needs. By not loading you
up. By giving you a full line that sells. Quality per-
formance color and black and white TV, stereo
hi-fi, radios. Built to the high standards of Lear
Siegler, Inc., our parent company — one of Amer-
ica’'s 250 largest corporations. And backed with
factory service.

Want a stronger pulse in profits? Most dealers
tell us Olympic's their No. 2 line but their No. 1
profit-maker. See your Olympic man, or call us
direct.

Magnificent new Mediterranean styled Color Combo,
Model CK3386. 22" diag. meas. picture. Solid state
FM/AM and FM Stereoplex radio. Automatic stereo phono.

THE OLYMPIC TEAM IS THE WINNING TEAM!

[ Olympic

LEAR SIEGLER, INC. /| OLYMPIC RADIO & TELEVISION DIVISION

LONG ISLAND CITY ,N.Y. 11101 @

manager, refrigerator and air condi-
tioning division, General Electric
Co.. and Chester Stalter, assistant di-
visional comptroller, Frigidaire Div.,
General Motors Corp.

Elected to three-year terms were
W.L. Hullsiek, vice president, cor-
porate development, Amana Refrig-
eration, Inc.; T.W. Kirby, vice presi-
dent, marketing, Airtemp Div,,
Chrysler Corp.; R.O. Lockman, vice
president, marketing, The West Bend
Co.; R.K. Miller, general manager,
appliance  division,  Philco-Ford
Corp.; J.B. Murray, vice president,
McGraw Edison Co.; S.N. Regen-
streif, president, Design and Manu-
facturing Corp.; and A.B. Ritzen-
thaler, vice president The Tappan
Co.

Gibson changes its
corporate name

No longer can Gibson Refrigerator
div. boast, “Refrigerator is our mid-
dle name,” its 9l1-year-old selling
slogan. The White Consolidated In-
dustries division has changed its cor-
porate name to Gibson Products
Corp.

According to Gibson president,
C.J. Gibson, Jr., the name change
more accurately reflects the full prod-
uct lines now being made and sold
by the company. These include refrig-
erators, freezers, air conditioners,
ranges, and Easy brand laundry
equipment.

The one-millionth

Vincent Barreca (left), president of
Admiral Corp., and Lothar Lewin-
son, general manager of the compa-
ny’s color picture tube division, dis-
play the one-millionth tube produced
since the plant started operations in
1965. They are holding the industry’s
first 16-in. color tube, developed by
Admiral engineers. The firm's tube
plant has 35 different conveyor sys-
tems totaling four miles.

Date set for 1969
Japan Electronics Show

The 1969 Japan Electronics Show
will be held in Osaka, Japan’s sec-
ond largest city, and will run October
1-7. Fifty-two companies, represent-
ing 86 U.S. electronics manufactur-
ers, took part in last year’s U.S. Dept.
of Commerce-sponsored exhibit of
advanced electronic components, in-
struments, and equipment. Attend-
ance at the show was estimated at
213,000.
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and win!

faster. And you'll hold the line
on full ticket amounts.

Get your customers
on the best of terms

A e, petitive plan is th
t. bhetter shll, three plan
] e. Give ustomer 1
choice easy credit
wents, and yeu'll seli more, A
ften.

Regular installment

financing
equires @ sm
aow p usuéa 10
ase ice. Then, yo
¢ daet the balanc
d ) to 36 montt

90-day option,
No charge
el plus!
[his plan 1 designed specifica
against
to sell the man
N | ervice

to help you compete

larger retaiiers

charqges.

Atter signing a regular 12-mont

contract, your customer autamati

cally has the option of paying the
full purchase price, and only the
purchase price, within 90 days. No
service charge. No fee of any kind.

A plan for special
seasons

You can make 1t extra easy for
customers to get what they
want at Christimas, back-ta-schoal
>, and other peak selling pe-
riods. You've seen the big retailers
doit: "'Buy now, pay nothing more
until Now, you can, too

No risk, No billing,
No collections

Witk each of the above plans,
the fisk is all Commeicial Credit's.
Not yours. And Commercial Credit
handles all the details. We have
more than 500 offices coast to
coast. There's one near you, al-
ways ready to give you prompt
atiention,

Yau concentrate on selling. And
with Commercial Credit's simplt
fied forms and easy terms, you'll
sell more, sell more often, sell

f
l
The Commercial Credit

Card’ |
p

Every one of

your Com
mercial| e
Credit cus

tomers gets the Commercial Cred
it Card, to use for emergency
credit assistance when traveling

It's good for up to $500, interest
free for 30 days.

It's an exclusive extra you can
offer your customers. None of the
big retailers has anything like it.

) @by rakdning by law

Free merchandising
& advertising support

You also get window Ddanners,
counter displays, hang tags to
show monthly payments on spe-
citic 1items-—everything you need
to use your Commercial Credit
Plan to ring up more sales. And
bigger profits!

Cut out big competition.

Send today for full details on the Commercial Credit Plan for customer
financing of consumer goods, described above.

r

I goods financing
Name

Company
ddress

Please give me more information on the Commercial Credit Plan tor

Commercial Credit Corporation

@ 300 St. Paul Place » Baltimore, Maryland 212C2

onsumet |

City n_ B
I "Commercial Credit will help you sell 1t!* MM=I I
NS S RN SN NN NN



buy what you need with no cash down

\ Dayl Ight rObbe ry EAxAQended Terms — ?fo P!ygenfs ‘til May y.
With the entire ad set up to look like E._.:.; le,y-,',,g{ -’0!(’1"” A{ﬂ, |” W

the front page of an old newspaper e AN B e ORI s £

] = -
called “Jenning's Journal,” the ban- DARING DAYLIGHT ROBBERY
re a I a ‘ I pS ner headline reads: “Daring Daylight R b R Koot A
Robbery” and bencath that * ‘Jen- _ Warshouse ia Seattle; Flee with Loot

nings Boys’ Rob Hotpoint Appliance % e e s
Warchouse in Seattle; Flee with oot G55 H H MOPOAT APUARCES

THL HOTROINT FACTORY

... Haul includes over 100 Hotpoint b - ks e
appliances . . . ‘Big Richards’ master- WE ROBBED HOTPOINT . . . NOW YOU ROB US ssm
i 1 H minds raid . . . Store features ‘hot’ e = ":7'.'.“
Crime does pay — if you use it g o S
E . : On the left side of the page is a pic- = | LW
as the attentlon-gettlng deVIce turec of the warehouse above a line =
g reading: “The Hotpoint factory ware- T e et
INn your newspaper ads. house, scene of the fantastic robbery.” : I
In the center of the page under the = y s -
line “Wanted for questioning™ are the — ST SO ey
pictures of three of the store’s sales- E @
e G A e e
- 2 34 Cows o
FREE = femeaf® S

men with masks drawn over their
eyes. Copy benecath their pictures
reads: “These men are armed with
tfantastic appliance and carpet values
and must be considered dangerous.™

In another column a masked man
is pictured above a headline reading:
* ‘Slippery’ Satter tells own story.”
Descriptions of items on sale appear
in boxes beneath another headline
reading: “We Robbed Hotpoint . . .
Now You Rob Us.” Jenning’s, Salem,
Ore.

Reward offered

With a baleful eye and a handker-

FANS chiet mask drawn on the iron, the
boxed headline reads: “$10 reward

for any hand iron . . . at Handy An-
dy’s.” Then the ad goes on to read:

DEHUMID'F'ERS “You won't need it anyway because
RCA Whirlpool washers and dry-
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Ruyway
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FOR ANY HAND IRON | RCA WHIRLPOOL

s WASHERS AND DRYERS

Are Dasigned to Handle
These Popular, New

pLUS prWNENT PRESS
o I

* oge i Ml Topen

At
HANDY ANDY'S

ALL THIRA FRATHATE ARG UP T8 A CLEAMM

LI 9@
@W\hwo@

DISCOVER WHY QUALITY COSTS NO MOKE AT HAMDY AMDY )
YOUR NEIGHEOR NAL-TRRAME ANAILANL

AIR KING 335 ¢HE
o” LEADS WITH THE 213580

—

Lid EANDY ANDY

104 W A w
Prare 761

J J : s Roressted 'Y
.z/i.’z!_/‘z)/z:),l: S up b ;/uff,’.'//:‘_: :

FURNITURE LOOK o et B

94108 A b
[

— = Fans and dehumidifiers—2 compact lines....from ers are designed to handle these popu-
volume-selling promotional models to super lar, new permanent press garments.”
deluxe units. For details: Berns Air King Corporation, The western motif is carried fur-
3050 N. Rockwell, Chicago, iil. 60618. ther at the top of the ad and in the

name of the store at the bottom by
making spurs out of the tails of the
y's. Handy Andy, Great Falls, Mont.
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WE'VE CHERRY-PICKED
A BOWL OF BEST SELLERS
FOR YOU

Everybody shows you a big crop of radios.

Except us.
All we show you is the cream of the crop.

Not 30 or 40 models—including a half-a-dozen variations on the
same model and 10 or 12 other models with limited-market appeal.

When you eliminate the questionable ones, you get down to what
Sharp’s got—just 12 models.

But those 12 Sharp models!

Twelve best sellers—stand-outs for every important category you
sell. An even dozen with the quality of performance that has made
Sharp a leader in 110 countries throughout the world. Designed
absolutely right for your market. With prices that make them easy
to sell. Very easy. And, most important, with full profits to you.

That’s how we’ve cherry-picked our line.

And that's why, more and more, the important stores in America
sell Sharp.

That, plus the fact Sharp is pre-sold more and more. In Life, Time,
Sports lllustrated and Esquire. In full pages. And full color.

Cherry pickers? You bet we are. Get in on the harvest—get Sharp.
Sharp Electronics Corporation, Caristadt, New Jersey 07072 s




Priced for the going group...

Zeniths all-new portable stereo!

Lowest price ever for Zenith portable stereo!

Here's a great new opportunity to expand |

your stereo sales.

This new portable is substantially
below any previous Zenith stereo price!*
Yet it offers full Zenith quality and an array

of stereo features . . . designed to help you |

sell big!

There’s the Zenith solid-state am-
plifier, for example, that faithfully repro-
duces harmonics and overtones. And the
Special Custom-Matic 4-speed record
changer with lightweight tone arm and au-
tomatic shui-off. Twin speaker cabinets that
can each be placed up to 8 feet from the
control center, for 16 feet of stereo separa-
tion. Continuously variable tone control.
Separate left and right channel loudness
controls. Smart, mcdern-design cabinet.

*Manufacturer's suggested retail price.

Compact styling for
convenient portadbility

Shown above is The Norridge,
Model 2538, with Zenith quality 4” speak-
ers. Metallic Blue and Dark Blue colors, or
Brown and Metallic Beige colors. Also avall-
able is the deluxe new step-up value: The
Sebring, Model 2541, with Zenith quality 6”

| oval speakers. Rich, grained Wainut color

or grained Pecan color.

Order now to take full advantage
of the great new selling opportunities in
Zenith portable stereo.

Why not sell the best

The quality goes in

before the name goes on
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PRODUCTS FOR MILADY AGAIN
PREDOMINATE AT HOUSEWARES

Prices were up — up as much as 10 per
cent but generally far less — and no-
body seemed to really care about that. Avo-
cado led, again, but still was being pushed
around by various gold tones. Red abound-
ed too.

Business has been so good with existing
electric lines that question mark ventures
from producers were scarce. So, the beauti-
fully designed (and amortized) tools and
machines that helped produce such a
successful ‘68 will continue to yield their
sparkling jewels at least through the next
several months. Manufacturers for the
most part are sticking with their winners.

The occasion of these observations was
the 50th exhibit of the National House-
wares Mfrs. Ass'n. The scene of the “Gold-
en Anniversary” show was the Internation-
al Amphitheatre, Chicago.

Biggest headache that all faced — mak-
ers, distributors, buyers — were problems
compounded unmercifully by the extreme
popularity of color: different colors.
Cursed was the imaginative factory man
who first proposed to tint the white and
paint the chrome. And blessed too. Con-
sumers are buying as never before.

Here’s a view of some of the things
they’ll be buying this spring and summer:

Products that go to milady’s head —
electric hairsetters, hair dryers, and saunas
— led the introductions in the personal
care area called the “fastest growing seg-
ment of the electric housewares industry”
by Cecil S. Semple, general manager,
housewares div., General Electric Co.

“Hairsetters are just scratching the sur-
face,” said Don Schmidt, advertising and
sales promotion manager, Dominion Elec-
tric Corp. “The public is just becoming
aware of what the hairsetter can do.”

I think the hair curler business will peak
next Christmas,” said M. T. Powers, vice
president of sales, Standard Products
Corp., “"and become very definitely a staple
product.”

With psychedelic prints on top of and
inside the case, Valmor has an eight-curler
set for “the teen market.” Also for teen-
agers is the “Excita” make-up mirror, Mod-
el VML-5, in red or turquoise at $14.95.
“When the light is on the color appears to
glow,” said Stephen Krykew, director of
advertising and sales promotion, Casco
Products Corp., “in a psychedelic-like col-
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Brisk business in all
electric product
categories is noted
at 50th NHMA
exhibit — but few
really new products
are seen. Male-oriented
care products coming
on stage.

By Ken Lilienthal,
Walter H. Hogan,
and Milton Gussow

or which appeals to the young teen-ager.”
Featuring three decals (the owner uses one
to decorate the unit and the others for note-
books perhaps), the models come in color-
ful matching packages.

There seems to be a growing awareness
that men go for good grooming, too, so
male-oriented products are moving into the
personal care picture. As GE’s Semple
said, “We've got to be aware of the fact
that there is a male market that is just as
important as the women’s.”

“In the history of housewares, the
greater usage the greater success,” said
Tony Forni, advertising and sales promo-
tion manager of GE’s housewares div.,
noting that men are big users of toothbrush-
es and massagers with “fringe use of the
hair dryer.” (Based on a survey of owners
of GE hair dryers, Dr. Robert Igoe, GE’s
manager of marketing research, found that
men used the hair dryer in 20 per cent of
the homes.)

Calling the “Miniswinger” the “most
fantastic hair dryer I've ever seen,” Domin-
ion’s Schmidt said, “It’s great for men if
they get caught in the rain.”

Showing the wide comb attachment of
Remington’s new “Hairdresser,” Model
HW 1, the demonstrator said, “This is tre-
mendous for gentlemen to use. After a
shower a man can style and dry his hair in
about five minutes.”

Shavex’s new hair styler/curler, Model
HC-1, is advertised as “for use by men and
women.” Noting that many of their ads
would be run in Sports lllustrated, Barney
Weiss, sales manager, Shavex Corp., said
that “25 per cent of the sales have been to
men. That’s the report we got from
Macy’s.” The unit, at $19.95, is packed
with “Dep” styling gel for men.

Valmor’s cordless ““Manicurette,” Model
600 at $5.95, is a selfcontained manicure
set styled in pink with a gold and pink band
for women. The men’s model is sandalwood
with a brown striped band. “We have done
more with the men’s model,” said Powers
of Standard Products, “during the last
selling season — Christmas — than we had
done in the previous year.” Of Valmor’s
electric hair brush for men and women,
Powers said that “three years ago we were

Fifty show directories, 50 shows: Dolph Zapfel,
managing director, National Housewares Mfrs.
Ass’n, stacks them tall. First NHMA exhibit, in Jan-
uary, 1939, boasted 266 exhibitors; January, 1969,
show saw 1,250 manufacturers participating.



selling seven pink (women’s) to one sandal-
wood (men’s). Now they are selling seven
sandalwood to four pink.” Model 970
is a “His and Hers” electric hair brush at
$11.95. It’s packed with the sandalwood
unit (his) and the head removes for the
pink one (hers).

“A lot of men are using thesc saunas,”
sald Powers of Model 1000 at $19.95. “We
make a turquoise sauna specifically for
male appeal.” (The women’s model is
pink.)

lona Mfg. Co. notes that its new elec-
tric shoe polisher, Model SP-2, is available
In a “strong, masculine red.”

Other products used by men as well as
women include the new “Healthclub”
Swedish-style massagers from Pollenex,
and new toothbrushes from GE and Presto.
GE Model TB-5 and Model TB-6 feature
new styling and engineering at $18.98 and
$19.98. “Touch 'n Brush” is a feature of
Presto’s pressure sensitive toothbrush in
Model TB-30 at $17.95 and Model TB-
40, deluxe unit with case, at $20.95.

“The sacred cow of price points is rap-
idly becoming less important,” said S. Reh-
bock, vice president of marketing, Regina
Corp. “Nowadays, value is the most im-
portant factor to consumers, certainly not
price. Women are stepping themselves up
from $29 to $32 without hesitating — and
happily the question of price has stopped
being such a fantastic bugaboo.”

Rehbock spoke of sales of stick clean-
ersascontinuingto grow “fantastically fast,”
which he attributes to the trend toward
multiple vac homes. Although the final
figures had not yet been tallied, he estimat-
ed that Regina had increased its own sales
of “Electrikbrooms” 30 to 35 per cent dur-

Dominion Electric Co.’s new item at show: an
electronic toaster that toasts anything from white
bread to bagels. Unit is explained to James Schran
(left), electrics buyer, Kaufman's, Pittsburgh, Pa.
by Pamela Hayes, demonstrator, and Sheldon
Shatfer, Dominion president.

ing 1968.

Eureka Williams Co., celebrating its
60th anniversary, has introduced a new
canister “Cordaway” Model 738 priced
at $44.45. In addition to the machine’s
automatic cord reel, which rewinds and
stores the cord automatically, there’s a new
tote system for above-the-floor cleaning
accessories. The vacuum has clips on the
rear of the unit where tools slip on and ride
piggyback.

According to Harry G. McDavitt, mar-
keting manager, the company has just fin-
ished its ninth straight year of sales increas-
es and will be strong on TV advertising this
year with 13 weeks’ representation on the
Joey Bishop show, plus ABC and NBC
daytime commercials. “This will be our
biggest network TV schedule yet,” Mc-
Davitt said, “and we're geared to reach the
maximum number of women.”

Distributors have available to them a
first-quarter special on Toastmaster’s
“Zoom Broom” stick vacuum. Free goods
will be available on purchases of Models
6350 and 6300 (vac alone) and on the
Model 6303 (with accessories), said Jo-
seph D. Kindred, product sales manager,
Toastmaster div.,, McGraw-Edison Co.
There’s a total of six vac models in the
firm’s line. Of all the various Toastmaster
product lines, Kindred sees the greatest
sales potential as being in vacs.

A new color combination has been add-
ed to General Electric’s Model U-5 —
harvest gold with white trim, priced at
$54.95. Dispenser capacity has been in-
creased 75 per cent on new floor polisher
Models FP-16 and 17. These now have
one and three-quarter quart dispensers.
Both have an automatic handle interlock

Model demonstrates easy take-apart feature of
“Electra Sponge” water pickup unit, as Raymond
H. Finberg, vice president, sales, Shetland Floor
Care div., SCM Corp., oversees.

“Hippo” hand vac of Shop vac Corp. is discussed

by Christopher Herbst (left) general sales manager,
and Billy Harper, Eagle Wholesale, Seneca, S. C.
“Hippo' is now available in “his’’ and ‘‘her’ versions.

switch for on-off operation, toe-touch han-
dle release pedal, and splash guard pro-
tector. Both give fingertip control of the
liquid dispenser and both are double in-
sulated. The FP-17 is priced at $44.95; the
FP-16 at $34.95.

In addition to two new “Sweeper Vacs,”
Shetland Floor Care div., SCM Corp.,
has added what it calls the “Electra
Sponge,” which also will be available with
the Lewyt label. The “sponge” looks like
an upright sweeper but is an electric water
pickup unit which can be used on hard-
surface flooring as well as carpeting. Ca-
pacity is one quart. “It does everything a
sponge does,” said Sheldon Wish. advertis-
ing manager,” and it vacuums up any liquid
whether due to household mishaps such
as a washing machine that overflows or
dog wet or spilled milk, and it leaves the
floor dry. We expect its greatest use, how-
ever, will be found in conjunction with
floor washing, to pick up dirty water.”

In the Shetland line, the machine is avo-
cado color; in the Lewyt line it's antique
gold. Suggestedlistonthe Shetlandis$22.99,
while the Lewyt carries a price tag of
$24.99. The “sponge” also is available
with a kit that converts it to a “Sweeper
Vac.”

Sunbeam Corp. has added two new up-
rights, filling out the low end. One, the
convertible (to a hand vac) Model VC302,
at a suggested list of $25.95, puts the com-
pany in that market for the first time. A
$6.95 accessories kit, Mode! ZVC302AK,
permits the conversion. The kit consists of
wand, hose, and three cleaning tools. The
Model 638B upright continues in the line,
but the Model 602BF is discontinued.

Shop Vac Corp. is offering its “Hip-

Waliter R. B. Hall, manager, market development,
portable products division, Westinghouse,
demonstrates Mode! PHD-20, ‘fastest soft bonnet
hair dryer,” for W. W. Regan, merchandising
manager, S. H. Kress & Co., New York City.
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Buyer John H. Hughes of I. W. Phillips & Co.,
Tampa, Fla., learns features of Sunbeam's new
“Lady Sunbeam'’ mist and sauna hair dryer from
Demonstrator Barbara Burns.
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po” hand vac in “his” and “her” versions.
The “his” model comes with six accesso-
ries for bulk debris pickup in shop, garage,
basement, etc., and for blowing grass cut-
ting off walks. The “her” version is equip-
ped with seven accessories for general
houschold cleaning. Both are priced at
$39.95. According to Chris Herbst, gen-
eral sales manager, the firm — whose main
strength is private label business — has
sold a million units in the past three years,
chiefly “Shop Vacs” for heavy cleaning.

A first-quarter program is available to
Westinghouse distributors. H. D. Kelty,
product sales manager, pointed out that
distributors can have free floor polishers
with purchases of vacuum cleaners. “One
example,” Kelty said, *is the Model VU-10
‘Converto-Vac’ with all attachments. This
converts from an upright to a canister.
With it, bought at less than usual distribu-
tor price, comes a Model FP 10 floor polish-
er.” Comparable arrangements are avail-
able in connection with other vac models.

Buyers saw very few new kitchen elec-
tric housewares introduced at the booths,
though many makers added colors and
variations of proven designs.

Dominion Electric Corporation’s “Toas-
tron” clectronic toaster was sought out by
many buyers. According to Sheldon Shaf-
fer, president, It brought a lot of people
into our booth, both curiosity seekers and
some whom we’ve been courting for a num-
ber of years. We've taken orders for just
about all the ‘Toastron’ production we've
projected, and the new product has helped
our other lines greatly.”

Another item which drew attention was
a vertical broiler by National Presto Indus-
tries, Inc. The idea of vertical broilers is

H. D. Kelty, Westinghouse product sales manager,
mans the home care products exhibit at the show.
Model at hand is the VK-06 *“Twin-Jet” upright vac.
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not new, but its re-introduction caused
some stir among buyers at the show.

Bernard F. Sears, executive vice presi-
dent of Rival Mfg. Co., said he came to
the show with some pessimism about the
direction of the economy.

“The situation could change in 30 days,”
said Sears, “but | saw no indication of
pessimism in buyers cither at retail or dis-
tributor levels. On the contrary, most buy-
ers were anxious to commit themselves.
Inventories are low, and they know they
need the merchandise to sell. Their inven-
tories are not low because they didn’t order
merchandise to fill in for Christmas mer-
chandising. The orders were so brisk, man-
ufacturers were not able to keep up their
deliveries.”

Robert F. Draper, executive vice presi-
dent, Sunbeam Corp., attributes low inven-
tories and avid show buying to the
fact that consumers bought heavily at the
stores, and that merchants are short of
goods.

“Kitchen business is especially good,”
Draper said, “because there has been a
wave of change in emphasis by the con-
sumer and the manufacturer. For a few
years, major interest has been in personal
care products, while kitchen appliances
sort of took the back seat. Now it is chang-
ing, with emphasis again shifted to blend-
ers, mixers, and other kitchen goods.”

Buyers were more intent on getting
merchandise than pushing for deals, ac-
cording to Stanley M. Ford, president, ap-
pliance division, Proctor-Silex, Inc.

“They are looking for show specials,”
Ford said, “but more important they are
looking for solid merchandising programs,
with national advertising and continuity

Panasonic’s show special, blender and ice
crusher pair, to be retailed at $44.95, is shown

by William Towle (left), national sales manager of
the home appliance division, to lrvin Fleischer,
president, Federated Wholesale Co., Hubbard, O

Twenty-two years of lona hand food mixers are
displayed for Ron Poole (left), electric housewares
buyer for Firestone Tire and Rubber Co., by Gerald
F. O'Rourke, vice president marketing, The lona
Mtg. Co.

“Dirt Hunter” theme of first-quarter General Electric
merchandising program is symbolized by lion
figure attired in safari outfit. Lion’s friend is John
Brawley, manager of market planning, home care
and comfort products.

of product lines.”

Some manufacturers brought in prod-
ucts which are popular in foreign markets,
and to accommodate various ethnic groups
in this country.

Bersted Mfg. Div.,, McGraw-Edison
Co., brought in its 212 qt. “Everhot” elec-
tric kettle, to retail at $14.95. According
to a company spokesman, “Almost
every home in Canada has an electric
kettle, and with all the convenience foods
available here, there’s no reason why they
couldn’t be as popular here.”

A Japanese appliance sold widely in
Hawaii is a rice cooker by Panasonic, in
four capacities. The appliance is getting a
big push here, according to a Panasonic
spokesman. “There are many areas and
groups in America that prefer the old fash-
ioned rather than the newer form of rice.
The cooker-steamer also is a natural for
any number of other food preparation
tasks and could become a very popular
product here.”

Panasonic also expanded its line of
kitchen electrics being distributed here,
showing its products at the Conrad Hilton
hotel.

These include two blenders, the first
to be marketed here under the Panasonic
label. Both are solid state pushbutton mod-
els. The firm also showed its version of a
counter-top microwave oven, which has
been sold in Japan for a year. It soon will
be available here at under $500.

Hamilton Beach div., Scovill Mfg.
Corp., in addition to its special run blen-
der to retail at under $20, also introduced
a stand mixer with stainless steel mixing
bowls to retail at minimum fair trade of
$29.95.

Remington demonstrator Charlotte Novak tells Jim
Breslin, merchandising manager, Elder Beerman
Store, Dayton, O., that wide-toothed

comb attachment of new ‘““Hairdresser” is for use by
men.

TT— T



20

Hecht’s, Bethesda, Md., uses

Multi-outlet antenna system
to demonstrate "total TV" and FM

Home type antenna to overcome building interference and for first
time demonstrates UHF and FM stereo in “sell” atmosphere.

hen Albert Viente opened his new

Hecht’s store in Bethesda, Maryland,
he wanted a brown goods department where
he could demonstrate TV to its fullest
advantage.

The store which Viente manages in the
covered, climate-controlled Montgomery
Mall is the seventh Hecht’s store in the
Washington, D.C. area.

Viente, who has worked in four other
Hecht’s stores was frustrated by the fact
that he was never before able to demonstrate
UHF stations on-channel.

“The difficulty in stores” he said, “is
the inability to get good reception because
of all the steel used in the buildings.”

For the new store, he wanted to get a
system that would enable him to show his
sets, especially color sets, “to their best
advantage.” To provide such a system,
Hecht’s turned to Jerry Peake, a master
antenna system installer in the Washington
area.

Peake solved Viente’s problem using
“Smoothline” 82 channel TV showroom

Jerry Peake (center), who instalied new demonstration
antenna system, explains its advantages to

Albert Viente (left), store manager, and

Irving Blum, department manager.
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equipment. The equipment is manufactured
by JFD.

The system uses a single, home type
antenna to bring in VHF channels 4,5,7
and 9, UHF channels 20 and 27, and a full
range of FM stereo stations.

“The new equipment is so efficient,”
said Peake, “that I was able to use an unob-
trusive, inexpensive antenna, rather than
the bulky towers we had used before.”

The output of the antenna is fed through
a solid state 82 channel amplifier and then
distributed through-out the store.

Peake noted that it is also easier to install.
“It took me about 30 per cent less time,”
he said.

Hecht’s expects the new system to make
selling a lot easier. Irving Blum, manager
of the TV department says, “It will definitely
help our sales. Most people inquire about
UHF, and being able to show them pictures
that are coming in on both our UHF chan-
nels helps a lot.”

Blum added that in other stores his sales-
men had to cover UHF verbally.

Quality of reception on UHF

channel is demonstrated by

Irving Blum, manager, TV department,
Hecht's, Bethesda, Md.

Unobtrusive antenna outlets are
installed on walls and

floors at Hecht's. Each

outlet serves two sets.

“We had to explain that UHF can be
received in this area and would operate
very well in their homes. But we regretted
that we were not able to show them UHF
pictures in the store.

“It’s a big advantage being able to demon-
strate  UHF on-channel,” he continued.
“The customers have raved about reception
on all our color and black and white sets.
And the new system has also helped us to
demonstrate FM stereo satisfactorily.”

The new Hecht’s store also sells antenna
installations to go with its new sets. Peake
handles the installation work on a con-
tractual basis.

“It’s a good idea to sell an antenna with
a TV set, especially a color set,” said
Viente.

Not only is there an excellent profit in
antennas, but “customers are more satisfied.”

“Also,” he added “visitors to our custom-
ers’ homes are more likely to be impressed
with the pictures they see and return to
Hecht’s to buy a color set of their own.”

Irving Blum expects to sell an antenna
installation with about 60 per cent of the
color sets he sells.

“We tell our customers they are getting
the same type of JFD antenna that we use
in our store. Also, it will be put up by one
of the best installing firms in the area.”

Aaron Schwartz says that there is no
guesswork about which antenna to sell,
because Peake has provided him with a
map, showing the right antenna for each
location.

“The first question I ask is ‘What is your
reception like at home?’ I tell them that run-
ning a color set without a good antenna is
like trying to runacar without acarburetor.”

Al Viente says that a good antenna system
1s important for every showroom because
“television and stereo are big business.”

“To sell television,” he said, “you have
to create a massive bank of TV sets and
turn them all on at the same time. This
gives you the full impact of television.

“Stereo has to be played. Your reception
stops the customer and reminds him that
he ought to have a sound system at home.

“The atmosphere here is one that will
entice customers. They can picture their
sets at home. This is a soft, well decorated
department. I think that the customers can’t
help but like the merchandise.”
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A total merchandising plan:

KELVINATOR'S “KELCOM”
IS HEART OF PROMOTION
PACKAGE FOR DEALERS

Month-by-month
program offers sales
and planning aids of
all kinds. Cassette
player used by
factory field men
produces direct-to-
retail communication.

By Ken Lilienthal

message from Kelvinator President

David W. Jones, Jr., has taken to the
road and is “telling it like it is” over, and
over, and over.

The medium for this message and
others in a monthly series is a cassette tape
player. Kelvinator district managers,
distributors and their salesmen are carrying
the message to Kelvinator dealers — and
prospective Kelvinator dealers — through-
out the country.

“Kelcom,” it’s called — short for “Kel-
vinator Communicator” — and it is the
key element of a new direct-to-dealer mer-

chandising plan that offers tools designed
to boost sales at retail. “Kelcom” was in-
troduced recently with a taped message
from Jones to the company’s field sales-
people. The message outlines Kelvinator’s
postition in the industry and its plans for
the future as a part of White Consolidated
Industries, Inc., a diversified Cleveland,
0., manufacturer. Since its introduction,
other tapes for other purposes have been
added.

Dealer Harry B. Price, Jr., Norfolk,
Va. — a Kelvinator dealer for some 35
years — recently was introduced to “Kel-

“Kelcom” does the talking: Listening to cassette tape of latest factory message to-dealers and salesmen is Price’s Inc., Salgsman Shep Wilkin;o_n (left),
Kelvinator District Manager J. B. (Jack) Parker expects that unit, which is but one element in new Kelvinator program, will find great use in training of dealer salesmen

L

> T Sy

SRt
A




com” and the promotional package of
which it is a part by J.B. (Jack) Parker,
Kelvinator district manager.

“Kelvinator is now even more important
to us than ever,” Price told Mart magazine.
“The whole idea is fine. If they played
Jones’ talk to retailers — and didn’t even
have anything else in the program — *Kel-
com’ would justify its own existence. It’s a
real stabilizing message, and the potential
it has is considerable. We think the month-
ly planner (another element in the total
program) will help greatly too. It’s espec-
ially directed to appliance people and will
prove valuable in helping to formalize data
and information.”

Parker, who Price refers to “as a mem-
ber of our team,” joins Price in expecting
that the cassette player itself will find great
use in helping to train retail salesmen. Said
Parker: “‘Kelcom’ will have exceptional
value when they come out with tapes spec-

ifically directed to dealer salesmen — for
sales training, for new salesmen and for
experienced ones.”

Parker devotes several days a week to
the Price operation, much of his time being
given to product and sales meetings. “It’s
good for us (factory men) too,” Parker
adds. “It calls our attention to highlights
that we otherwise might not stress and re-
minds us of what not to neglect emphasiz-
ing to dealers and their salesmen.”

Each tape contains two messages from
the factory. One, directed to Kelvinator
and distributor salesmen, provides factory
news of interest and information to be
passed on to retailers. The other side of the
tape is a second message from the factory.
This one is aimed squarely at the dealer.

“Kelcom” is carried in an attache’
case that includes the desk-top cassette
player, the tape, and batteries. New tapes,
professionally prepared, are supplied each

Taped “Kelcom” messages help sharpen salesman’s approach.

Here, John Harmon describes features of a side-by-side.

s o o
Harry B. Price, Jr., who for about 35 years has
been a Kelvinator dealer, has found the new
merchandising plan to be very useful in
scheduling advertising and promotion and
pinpointing necessary sales data.

H. B. (Beau) Price lll welcomes a visitor to

his office. Founded in 1905 by Harry B.

Price, Sr., the then-named Norfolk Hardware
Co. has grown to a multi-outlet $5-million-plus
operation, now headed by Harry B. Price, Jr.
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month.

With each new tape comes a direct-to-
dealer “Retail Sales Planner,” a monthly
promotional package that the company’s
field people give to dealers. The “Planner”
is contained in a folder that lists important
promotional dates within that month. Also
inside the folder is a monthly planning cal-
endar on which the dealer can schedule
his own promotional activities, with tips on
how to take advantage of each occasion or
holiday in that month.

Next, there’s a “Merchandising Work-
sheet” — a form for dealers to use to keep
track of advertising and promotion. Spaces
for volume and unit goals, plus room for
entry of actual sales, give the dealer the
whole story at a glance.

C. C. Rieger, Jr., Kelvinator vice pres-
ident of marketing, said: “It is important to
note that this program is designed to help
a dealer do a better total selling job. If we
can help a dealer do more total business
through better planning, we’re confident
we’ll get our share and more. The back of
the ‘Merchandising Worksheet’ suggests
that a dealer recap his monthly activities,
listing promotions that worked, those that
did not, and those that seemed to work well
for his competition. He can then use the
recap as a guide for planning the compar-
able month next year.”

Another item in the “Retail Sales Plan-
ner” is a rundown of selling tips. The tips
are for use in sales training or during
sales meetings.

Also included is a series of monthly
“thought starters,” that is, pointers design-
ed to keep dealers aware of total sales po-
tential in various product categories.

Supplementing its promotion theme of
the month, the “Planner” includes radio
and TV scripts and newspaper ad mats.

“We know every manufacturer offers
this material,” pointed out W. E. Grum-
1aux, Jr., Kelvinator director of advertising
and sales promotion.“But our scripts and
mats are tied to specific promotions within
each given month. They're not just ‘run-of-
the-mill’ general product spots. They allow
the dealer to take the promotional ball we
offer him 12 times a year and run with it.”

Rounding out the package is a premium-
of-the-month. This is an inexpensive give-
away the dealer can use to build floor traf-
fic. Along with a sample of the premium,
the dealer is given full ordering informa-
tion and prices. He is given an order form
and buys his premiums, personalized with
his imprint, directly from a supplier lined
up by the factory. Each premium can be
used when the dealer wants to use it —
there’s no tie-in with a specific month.
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By James D. Snyder

Mart Washington Editor

A slashing government report on appli-
ance servicing urges that manufactur-
ers and dealers be given a year to demon-
strate ‘‘substantial progress” in voluntary
reforms in face of the prospect of federal
legislation.

The 218-page document was released
to a packed press conference in Washing-
ton after a year-long joint study by the
Commerce Department, Labor Depart-
ment and Federal Trade Commission un-
der the direction of the President’s Com-
mittce on Consumer Interests. While the
fact-finding period involved discussions
with major appliance manufacturers and
several associations, the report that emerg-
ed s largely a “consumer indictment”
which singles out more than two dozen in-
dustry practices for sharp criticism and pro-
poses at least that many corrections. Typi-
cal of the recommendations: more point-
of-sale information, more inclusive war-
ranty terms, creation of buyer-seller “med-
1ation’”” machinery, and stricter FTC guide-
lines on warranties. The report, however,
also includes some praise for the efforts
of the Ass'n of Home Appliance Mfrs. and
other groups to develop industry-wide vol-
untary reforms.

Just what effect the study will have in
terms of new federal regulations or legisla-
tion is hard to judge in view of the change
in administrations. Yet, it’s already clear
that government pressure on industry will
intensify, and that it’s sure to bring about
changes in the way appliance dealers sell
and service their products.

The full report is a collection of three
independently-undertaken  studies. Al-
though the FTC was to concentrate on war-
ranties, Labor on servicing manpower
aspects and Commerce on product per-
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Recommendations
from three

government agencies

could shake
industry.

formance, the finished product involves
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