NARDA stirred by talk of dealer mergers
Mart goes to Memphis for city-study on air conditioners

Two dealers from Wayne, N.J., named “Creative Retail Salesman”

The business partner of 50,000 appliance/home electronics retailers ' FEB 15/69
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Year-'round air conditioner display serves as reminder for consumers.
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More beautiful,
more features,
more profitable
than ever...

for1969!

This year, the world’s No. 1 freezer/refrigerator features more sizes
« « « plus hidden door handles . . . saleable new interior color ... and
the kind of salesmaking features, colors and sizes that have made
Admiral Duplex the world’s best-known, most-wanted side-by-side!

Again in 1969, Admiral presents the
leadership line! It features a new 31”
size to broaden customer appeal. It
offers the most complete range of
size/color/feature combinations in the
industry! Plus two great new styling
changes to display and demonstrate.

New hidden door handles—This
year’s handles are built in . . . hidden
behind a smooth sweep of sparkling
trim. It’s a great fashion plus. Helps
eliminate finger smudges, too!

Saleable new interior color—In-
side, all models feature a soft, cool
beige color. One that goes elegantly
with all Duplex exterior colors: Avo-
cado, White, Copperbronze and our
newest decorator color, Harvest Gold.

Mastercare Maintenance—New
this year: a program to cover all
first-year maintenance work—in all
50 states—in accordance with the
Admiral warranty.

ADMIRAL COOR
CLOSERS. Assure two »
firmly closed doors
and no food spoilage.
An exclusive Admiral =5
innovation!

ADMIRAL
AUTOMATIC
ICE-MAKER. All the
ice a party-giver
could want—on
demand! A great
selling plus!

.
ADMIRAL FRIGID MEAT
KEEPER. Keeps meat fresh up
to one full week. Cuts down
shopping trips!

\|

Greatest feature line-up in re-
frigeration history—No other side-
by-side can match it. No other fea-
tures are so varied . . . so carefully
designed with an eye to both fashion
and function. In addition to the six
that are illustrated, Duplex offers an
exclusive “‘tilt-out” frozen juice can
dispenser. Accessory decorator panels.
“Two-Temp” controls. Self-cleaning
condenser. Automatic defrosting on
every model in the Admiral Duplex
line. Plus many more.

Admiral is back big in TV to
back you on the floor! We’re back
in TV! On NBC’s top shows. Millions
and millions of viewers will see what
you’re selling...to help you sell more!

So stock up now and get ready for
a big year ahead. Because now—more
than ever before—Duplex is the side-
by-side to be selling in 1969!

ADMIRAL WHEELS. Heavy-
duty rubber wheels that .
make even the biggest == et

Duplex easy to move.

¥
= ADMIRAL ADJUST-
ABLE SHELVES. The
1 fresh food section has
cantilevered adjust-
3 able shelves. Shelves
w in the door section are
- 3 adjustable, too!
gu— ¥ H
ADMIRAL FRUIT BIN
EVEGETABLE BIN. An-
.~ Other example of Du-

TR T e~ plex’ total compart-
g merttz2tion. Eces
specia'l compartments.

4 COLORS, 6 SIZES, 15 MODELS—INCLUDING 6 NEW 31"
MODELS . . . A DUPLEX TO SATISFY EVERY CUSTOMER!

o

Admiral Duplex

Freezer/Refrigerator

The 1 to watch in 1969.




This exclusive
combination from

Quuet Kool can help

you make more
money this year.
~ Isn’t that what
it’s all about?

You're in business to make money, that’s the name of the game.
So are we. That’s why we created, for 1969, the most exciting
sales combination in the air conditioner industry. A combination
that gives you product exclusives and full mark up profits,
backed by traffic building advertising support.

32 different models, from 5,000 to 28,000 BT U's.
Starting as low as $99.95.

Here are just four of the reasons why you can't afford not to
be a Quiet Kool dealer.

No competition — 10,000 BTU, 712 AMP.

The only multi-room air conditioner you can sell to any customer,
regardless of his household wiring.

Exclusive THI Monitor

An engineering breakthrough that gets rid of that cold,
clammy feeling your customers complain about. Best of all,
you don’t just talk about it, you demonstrate it.

Trouble-Free, Rust-Proof Construction

Aluminum outside and fiberglass inside combine to give your
customers longer air conditioning life and lower maintenance costs.
Gives you a reason to step up, even in the smallest capacity units.

Quiet Kool’s Famous First—14,000 BTU, 115 Volts

Both the 365 FRESH AIRE and the ULTRA-DYNAMIC series
offer the highest cooling capacity in the business, to run

on an adequately wired 115 Volt circuit. Another great step up,
at a great price.

It’s still not too late for you to become a Quiet Kool dealer.
Your distributor can fill you in on all the rest of the good
reasons you should know about. Reasons like the powerful newspaper
advertising program running in your area this spring.

Call him today and you can make money selling
Quiet Kool tomorrow.

QUIET KOOL

A product of Emerson Radio

A DIVISION OF NATIONAL UNION ELECTRIC CORPORATION @
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Memphis Appliance Co., a branch of Central Appliance Co., displays
air conditioners throughout the year. In cover photo, Salesman E.
Scrivener explains features of room unit to prospects. The stores
also lease a number of units each summer, at about $30 per month.
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MODEL 2509, 5500 BTU, 115V 7.5 amps;
MODEL 3509, 6000 BTU, 115 V 9.5 amps.
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at Norge?

Atwo-speed
utomatic 18-Ib.
washer to retail

under $200.

It's the Norge 1815.
It's loaded with features to sell. It has two speeds, three cycles, three water temperatures,
recirculating lint filter and a cool-down rinse for permanent press. And everybody knows that the

bigger the tub, the better the press in permanent press.
Of course this model has those long-famous Norge quality features like a big one-half
horsepower motor, a heavy-duty transmission, out-of-balance spin compensator, instant safety spin

brake, and complete front service.
Call your distributor today. Get this bound-to-be best seller on your floor. Salute the new

year with an 18-pound Norge broadside,

AndTheres
Moreto Come.
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room at the to

James A. Allen, now manager of cor-
porate publications; Clyde C. Ball,
now manager of public relations for
the clectronics group; and Richard
L. Gorrell, now manager of public
relations-consumer products, Philco-
Ford Corp.

Donald F. Warner, now sales manager
of air treatment products, Carrier Air
Conditioning Co.

R. W. Redecker, now division vice
president for operations and market-
ing, consumer products service, RCA
Service Co.

Michael C. Waldeck, now vice presi-
dent and director of purchasing;
James C. Eagle, now vice president
and director of manufacturing, Mid-
west Mfg. Corp., appliance manufac-
turing subsidiary, Admiral Corp.
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W. J. Horn W. B. Keepin

William J. Horn, now vice president
and director of marketing for the
home products  division,  Pachard
Bell Electronics Corp.

William B. Keepin, now president
Grundig Electronic Sales, Inc.

THE TWIN

A NEW CONCEPT IN COMFORT

Comfort-Aire Twin, Super-Twin, Metro-Twin and
Glider room air conditioners for 1969 have been
designed with the window in mind. The Twin is
designed for use in double-hung windows while
the Glider is made specifically for installation in
horizontal sliding windows.

Each model of the Comfort-Aire Twin and Glider
can be installed from inside the room and require
no cutting or modification to the window.

THE GLIDER

» COOLING IS EASY FOR 1969

Comfort-Aire Twins and Gliders are available
in nine models with cooling capacities from
5,800 Btu Hr (115V) through 16,000 Bty Hr
(230 208V).

The Metro-Twin, a 7.5 amp, 9,000 Btu Hr
capacity air conditioner, is designed for
plugging into the existing 115-volt wiring in
older homes and buildings.

THE FULL LINE FOR 1969

The full line of 1969 Comfort-Aire room air
conditioners includes 25 models ranging in cooling
capacities from 5,000 B8tu Hr (115V) in the Dual-
Aire series through 30,000 Btu Hr (230V) in the
Super Power-Aire series.

Get the full story on Comfort-Aire's 1969 line of
room air conditioners and electric dehumidifiers
from your local distributor, or write: Heat Con-
troller Inc., Jackson, Michigan 49203,

A

F. Breckenridge J. A. Celaschi

Frank Breckenridge, now in the
newly created position of senior vice
president-marketing  and — planning,
Controls Co. of America, subsidiary
of The Singer Co.

Joseph A. Celaschi, now general mar-
heting manager for consumer pro-
ducts division, Corning Glass Works.

e

W. M. Linn

V. A. Croft
William M. Linn, now sales manager,
Dominion Electric Corp.

Victor A. Croft, now sales manager
tor television  products,  consumer
products division, Motornla Inc.

B. H. Chapman, Jr. C. W. Gavin

Burton H. Chapman, Jr., now mer-
chandising manager of the dealer
sales operation of  the housewares
division. General Llectric Co.
Charles W. Gavin, now  national
product sales  manager,  appliance
division, Toshiba America, Inc.

I. P. Pruitt

J. Wolfe

I. Pinckney Pruitt, now manager of
the south Fexas district: Jack Wolfe,
now manager of the Southern Calif-
orma district: and Fred W. Curle,
now southern region nunager. dis-
tribution sales operation.  General
Electric Co.

Harold E. Brown, now i the newly
created position of vice president-
marketing; and Robert B. Davis, now
vice president-sales, Tappan Div.,
The Tappan Co.

Feb. 15, 1963/Mart magazine



Yl

Especially when you see how much extra
traffic this annual General Electric Red
Tag event will generate for you.

We’'re advertising Red Tag Value Days
in Life magazine, and in most major
newspaper Sunday supplement sections,
as well as on the Today and Tonight

The Bryn Mawr Contemporary
Color Console. 23" Diagonal Picture.
With AFC (Antomatic Fine Tuning). MO30EWD.

he Adventurer |.
12" Diagonal
Picture. Black

Table Model Color. 18” Diagonal Picture.
For family-size viewing with Insta-Color
and AFC (Automatic Fine Tuning). M276EWD.

shows, and the Joey Bishop show.

Seven of GE’s fastest-selling and most
popular tv sets from our 1969 line—both
color and black and white—are Red
Tagged during this event. Your customers
will be lookirng for these Red Tag Values
throughout your display area.

Next time your GE Sales Counselor calls
on you, listen to the exciting details
about the Red Tag promotion, and the
many outstanding tv buys we're offering.

This is the one time you’ll find operating
in the red can be both fun and profitable!

Display and Sell the Profit Line.

Porta Color® TV. 24-Ib. lightweight,
plug in and play with big
10” Diagonal Picture. WM213HWD.

The Tarrytown
Early American B
Color Console.
23" Diagonal B
Picture. With
AFC (Automatic
Fine Tuning).
MS31EMP.

The Monterrey Continental Color Console.
23” Diagonal Picture. With AFC (Automatic
Fine Tuning). M927EPN.

The reliable tv.

GENERAL @3 ELECTRIC

Designer Series with Stand. 18” Diagonal
Picture. Black and White TV. M401.

Simulated picture on all sets.



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 C6A.

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
the set with Toshiba’s
famous *‘Spectronic’’ color.

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



(At the 24th annual convention of the National Appliance
and Radio-TV Dealers Ass’n: Stir is caused by calls for,

and predictions of, mergers of independents into
national appliance-home electronics retail chains.

|
|
|

They heard the usual that is heard at con-
ventions: From some speakers, plain hot
air words that didn't convey anything of
any importance: from others, intelligent
analysis and cogent commentary.

For the first time in some time, they
heard blatant product commercials from
some manufacturer guest speakers, who
thereby offended their audience while
spoiling their own causes, and who —
many of the attending appliance-TV deal-
ers hoped fervently — won't ever be invit-
ed back again.

The occasion was the 24th annual con-
vention of the National Appliance & Radio-
TV Dealers Ass'n. It was held in Tucson,
Ariz. More than 760 persons were on hand.
More than 400 of them were dealers, and
this was generally considered to be a very
good turnout. The other 360 or so were
wives, manufacturer guests, distributor
reps. utility people, newspaper and maga-
zine editors and advertising space sales-
men — plus some miscellaneous types.

As for the other thousands of retail out-
lets of appliance-TV merchandise which
did not send any representatives to the
convention — well, it was their loss.

Amalgamations Predicted

The dealers were stirred, somewhat. by
several calls for — or predictions of —
the establishment of nationally operated
chains of owner-managed appliance-TV
stores. (It was predicted by many of them
that dealers at next year's convention, to
be held in Puerto Rico. will be stirred quite
a bit more on this particular subject. if not
during the intervening year.)

The first of the speakers to mention the
idea was outgoing NARDA president,
George Johnston., of Johnston's. Inc..
Minneapolis.

The next was NARDA's newly-elected
president, C. W. Conn, Jr., of Conn Appli-
ances, Inc., Beaumont, Tex.

Sidney Cooper, Silo, Inc.. Philadelphia,
perhaps felt more strongly than the others
that the idea should be very seriously con-
sidered by independents as a course of
action.

Mart magazine(F

Said Johnston: ‘“‘Amalgamation of deal-

eb. 15, 1969

mart news & trends

erships and/or dealer co-operatives or
similar groupings could well be the way.
Franchising — methods franchising — like
McDonalid’s hamburgers, or Holiday Inns,
as opposed to product franchising, might
well be developed.

“Methods franchising.” Johnston went
on to say. “'of course is usually designed
not for persons already in the industry, but
for novices who are required to slavishly
foliow the regulations and by so doing
often make much more profit than the old-
time dealers who think they know all of the
answers Certainly there is a lot of explor-
ing to be done

Record NARDA Membership

Johnston noted that NARDA’s member-
ship increased in 1968 by several hundred
more members than at the start of the
year. “NARDA’s membership is now the
largest in our history,” he said.

The Minneapolis dealer observed that
the “big push on the part of most manu-
facturers during the past year has been
to sign up national accounts — the big
chains to sell their name brand appliances
— in ditect competition with you in your
home town. regardiess of how good a job
has been done in your community. And, if
these general merchandise chains are not
in your town now, give them time. They will
be ... This is the trend. | am not trying to
make indictments. | am just stating the
facts of life.””

Another observation: “'In the appliance-
TV distribution scheme today there is not
one 1ota of price competition — same
brand against same brand, brand X against
brand X — no price competition. that is,
until it gets to the retail level. Then
whammy . . . all hell breaks ioose . . . the
price blood bath really starts.’

Dealer Conn predicted an increase in
franchising. which he referred to as being
the co-operative merchandising and mar-
keting efforts of independent dealers, per-
haps under the umbrella of distributors.
or allied with manufacturers.

“NARDA.” he said. “should explore
every possible way of streamlining the
business. to aid the independent in every

aspect of business.”

Conn cited previous NAXRDA conven-
tions and the predictions made at them
of the demise of the independent and the
rise of the discounter. “Tonnage became
the name of the game.” ke noted that
since the late 1940's the appliance dealers
share of the business has declined.

Challenges “myths”

Yet, the new NARDA pres:dent scorned |

talk of the demise of independents, while
acknowledging that they are fewer in
number. "But we must clear up some
myths,” he said. Myth one: Service is an
unprofitable headache. "If you feel this

way, you almost shouldn't be in business. . .

Myth two: The manufacturer owes me
some loyalty. “What is important is what
each — dealer and manufacturer — can
contribute to each other.”

Myth three: | have a good business
and I'll just sit tight. “If you're tired of
fighting. you'd better get out of business.”

Cooper, whose operation is pretty near
being a giant in itself, advised his fellow
dealers to "“take a page from the book of
the glants’ and urged: synergism — that
strange method of thought that allows one
plus one to equal three.

Cooper suggested that dealers, in short,
merge.

Such mergers would allow retailers to
enjoy the advantages of being local (sell-
Ing to friends. being concerned with the
community, knowing the market, exercis-
ing on-the-spot management, etc.) and at
the same time to profit from the one-plus-
one-equals-three 'dea. Specifically, some
of these advantages would be increased
financing possibilities and better capitali-
zation, professional guidance, and
better buying opportunities.

Cooper pointed out that there is not one
national chain of appliance stores on the
scene, while in other fields there are many
chains.

*l forsee, he said, ‘‘a national appliance
chain of independent dealers. This would
offer top management experiise with local
markets. It’s something we all should be
considering.”

5,8
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Scovill planning
purchase of

7\ in mind with the component electronics.”
One series uses 66-in. cabinets and one
uses 48-in. cabinets, all with continuous
tops.

The ‘“‘Scandia’ 96-in. series utilizes a
40-watt AM/FM/FM-stereo tuner-amplifier,
BSR changer, and six speakers. It is priced
at $325. The “'Riviera” 96-in. group uses a
deluxe 40-watt AM/FM/FM-stereo tuner-
amplifier, BSR changer, six speakers, pull-
out brass record rack and a short bar sec-

trends

| a week: that would be impossible. It is only

| a starting point for taking the fundamen-

|ta| training job away from shop people. |
Most of them are too loaded with service |

Dominion Electric

Scovill Mfg. Co. has announced that it |
has reached an agreement in prmciplef
to purchase Dominion Electric Corp..
Mansfiela, O. The purchase will be for|
cash in excess of $4 million. |

Forrest W. Price, vice president and
general manager of Scovill's Hamilton
Beach Div., will be responsible for Domin-
ion, which will continue its manufacturing
in Mansfield. It will operate as a wholly
owned subsidiary under its president,
Sheldon Shaffer, and his management
team. "Dominion will continue to manufac-
ture and distribute its own brand name
line of products,” Price said.

Price stated that Dominion’'s product
lines would effectively complement those
of Hamilton Beach by adding products not
produced by the Scovill division. Hamilton
Beach is a leading producer of food prep-
aration products using fractional horse-
power motors, while Dominion is basically
a producer of appliances using heating
elements.

Dominion’s current sales volume is in
the $15-$18 million range.

NARDA graduates 14
in 60-hour course

work to accomplish this job properly.”

The pilot class was conducted at a faci-
lity provided by Commonwealth Edison
Co., with four manufacturers (Frigidaire,
General Electric, Maytag and Whirlpool)
providing automatic washers for the stud-
ents to study. The final exam was a practic-
al test on finding troubles introcuced into
the machines by the instructors.

NARDA will spot check the graduates
on the job at intervals to determine the
effectiveness of the training sessions.

Only one of the students had prior shop
experience in washing machine repair.
The others were refrigeration repairmen,
warehouse men or installation workers.

Attending the course from the Chicago
area were: Wayne Manley, of Alco Coin
Meters, Inc.; George Zik, Schneil Air Vis-
ion; Pat Brock, The Sampson Co.;: Ken Lor-
enz, Fragassi TV and Appliance; William
Kovach, Advanced Washer and Dryer Serv-
ice; Lee Minkoff, Coin Metered Service Co.;
John DeSalve, Polk Bros.

Attending from out of the city were: Mich-
ael ldalski, Puff's Appliance Center, Alpe-
na. Mich.; William La Ponte. Ace Washer
and Dryer, Inc., Schaumburg, Ill.; James
Orr, Suburban Electric, Homewood, lll.;
John Birch, DeVeaux TV, Toledo. O.; and
Jerry Coyle, Miller Appliance, Blooming-
ton, Il

tion with glasses and ice bucket on a pull-
out drawer. It is priced at $425. The 96-
in. “Mediterranean’ series priced at $550

| contains a 60-watt AM/FM/FM-stereo tun-

in washer repair

The National Appliance & Radio-TV Deal-
ers Ass'n. one-week cram course in wash-
ing machine repair, held in Chicago last
month, graduated 14 in its experimental
effort to relieve the service man shortage.
Thirteen of the students were relatively in-
experienced technicians sponsored by ap-
pliance dealers; the other was John Gooley.
director of the NARDA service division.

The course consisted of 60 hours of
theory and practice. It was taught by
Michael Squeglia and Philip Kramer, of Vo-
cational Horizons, New York, who colla-
borated on a soon-to-be-released training
manual on appliance repair.

According to Jules Steinberg, NARDA
executive vice president, *One of the basic
problems causing the service man short-
age is that almost all schools now training
appliance repairmen take up to two years
to complete the requirements. Few dealers
can afford to send promising young men to
a full length school, and also few adult
individuals can commit themselves for
that long a school.

“The object of our school, which we plan
to expand in Chicago and at many other
places around the country, is to take prom-
ising, mechanically inclined employes and
give them the basics of a particular appli-
ance.

“From there, the dealer can further
train them to be worked into their regular
service technician force. We don't expect
to produce accompiished technicians in

12

Simple arithmetic
adds up to long line
display in little space

Would you believe that six stereo consoles
equal 72?

This is the sales pitch Martel E'ectronics
of Los Angeles is using to market its new
LeMart series of stereo component con-
soles consisting of six basic models that
stretch to 72 models by the simple expedi-
ent of interchangeable furniture-styled
grille fronts. The tirm came up with the
concept “to help brown goods dealers
solve the old bugaboo of displaying big
lines in small spaces” in the words of Syd
Jurin, marketing manager of the LeMart
div. of Martel. Jurin told Mart that the line
was also conceived “to take little buying
power but give tremendous seliing power”
to dealers wanting to handle component
console merchandise. A third element in
the LeMart approach was to combine im-
ported electronics with American cabinets
to achieve a selling price substantially
lower than totally American-made units.
Units in the line range from $249 to $800.

Four of the series are contained in 96-in.
cabinets with unbroken tops, six grilled
doors (four sliding), in oak or walnut woods
protected by an alcohol-proof and scar-
proof process. The continuous top enables
permanent placement of lamps and art ob-
jects, Jurin pointed out. “We had the wo-
man of the house in mind with the long,
continuous tops, and the man of the house

er-amplifier incorporating an 8-track ster-
eo cartridge player mechanism, Garrard
changer, eight speakers, and pull-out rec-
ord storage space and bar unit.

Top of the group is the 96-in. “*Granada”
series priced at $800 and featuring a
deluxe 100-watt tuner-amplifier, Garrard
changer, eight speakers. and a Model 7000
Uher-Marte! stereo reel tape deck. The
Nova series in 66-in., four-door cabinet
uses a 40-watt AM/FM;FM stereo tuner-
amplifier, BSR deluxe changer, and six
speakers. It is priced at $299. The promo-
tional ““Mod"” series in 48-in., three-door
cabinet, uses a 40-watt AM/FM/FM stereo
tuner-amplifier, BSR changer, and four
speakers. It is priced at $249.

In addition to custom interchangeable
furniture-styled grille fronts, the six series
offer various options, such as higher pow-
ered tuner-amplifiers, deluxe changers,
stereo headphone listening, and a choice
of reel or 8-track cartridge tape decks.
Further, Jurin noted, the LeMart units also
come with a choice of 20 different grille
cloths in decorator colors. This makes pos-
sible a total of 2,502 possible combinations
of cabinets, fronts, grilles, electronics, etc.,
Jurin stated.

Jurin told Mart that R/B Furniture with
18 stores in the Los Angeles and southern |
California market sold in excess of $300,-
000 worth of the LeMart sets in the past 11
months, with each store using only three
basic models on the selling floor, in the
three basic cabinet lengths.

Admiral shows 12-in.
color tube, expands
output of 16-in. size

Admiral Corp. has developed, and is pro-
ducing, a new size colo” TV picture tube
that provides a 79-sg.-in. image. The ex-
clusive tube size is being incorporated in
12-in. color portables.

J.J. Casale, electronics marketing vice
president, said the new tube provides su-
perior clarity and detail primarily because
there are more phosphor color dots per
square inch on the face of the tube than
on other sizes.

Meanwhile, Admiral claims to be in full
production on its 16-in. color portable sets,
the first of that size to be produced by the
industry. With the introduction of the 16-
in. portable, the company now has five
television sizes incorporating a chassis
highlighted by a major section of solid
state circuitry. The 14-in. color sets, as
well as 19 and 20-in. black-and-white port-
ables, and 22-in. black-and-white consoles,
also feature the new chassis with transis-
torized sections.
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something
new

under
the sun!
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25 bold new sales-making ideas from Zenith!
Come see the exciting news Zenith has for you ... in color TV,
black-and-white TV, radio, and stereo. With new concepts.
New styling. New features. All backed by powerful

new merchandising programs. All designed to rocket
your sales to new all-time highs.

You can preview Zenith’s 25 bold new ideas soon.

Ask your Zenith Distributor for the dates now!

Why not sell the best
- The quality goes in
before the name goes on
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THE SLEEPER

..solidly packed with selling features.

The Sleeper, Airtemp’s new bedroom air con-
ditioner, is packaged in a full-color carton spe-
cially designed to double as an eye-catching
display. No racks are needed.

Just stack a few unopened cartons and you
have an attractive display for that fast-moving
“carry-it-home” market.

Airtemp’s six new Sleeper models are the
most expensive-looking room air conditioners
in the fow-price range. Four models have hand-
some Decorator Panels of wood grain simulated
on vinyl. Two have white tone textured panels.

All Sleepers operate on 115 volt current and
are available in 5,000, 6,000 and 8,000 BTU's.
Ideal for any small room. Four Sleepers are 7%2
amp models and all except Model LO-91A have
thermostat control.

The Sleeper is lightweight. It installs in min-
utes. The mounting kit is built-on for flush, in-
side mounting in 24" to 40" wide sash-type
windows. All models have high and slumber-
speed blower and the top front air discharge is
adjustable horizontally for draft-free cooling.

See your local Chrysler Airtemp distributor
now about the all-new Sleeper.

There's an exciting incentive program for
you, too. Get all the facts now. Your Airtemp
Distributor will show you why you should *“go”
with Airtemp. Exciting trips await you aboard
the world’s most beautiful cruise ship...the
S.S. Oceanic.

irtemp

b
¥
CHRYSLER

CORPORATION




qustry briefs

Westinghouse realigns

at Edison, N.J., plant

Westinghouse Electric Corp. has re-
aligned its divisional organization at
8 dl\()ll N.J.into a portable products
division that inctudes portable appli-
ances, consumer clectronics. television
and radio receivers for commercial

/4|\“

businesses. and portable appliances.
William M. Day is general man
ager of the new division that is made
up of the portable clectronics depart-
ment. a portable appliance depart-
ment and an organization for sales to
commercial and institutiondl markets.
I'he portable electronics  depart-
ment. which has W. A. Coates as its

manager. is responsible tor a broad
range of radios. phonographs, tape
recorders  and  portable “black  and
white and color television receivers.
Coates formerly was manager of as-
sets and special services at Edison.

Ihe portable apphiance department
provides a range of housewares. home
care and personal care products. Day
is acting manager of the department.

The special distribution products
department markets radios and tele-
vision receivers for hospitals, motels
and hotels and is also responsible for
the sale of Kits and component parts
to overseas markets. 1t is headed by
Robert Ao Mertz, formerly manager
of special accounts.

AU the same tme. appointments

Small news from Sony.

Good news in a small package. Sony introduces a
whole cassette stereo tape recorder system that's
compact and lightweight enough to take any-
where, use any time. Small wonder. It weighs only
five pounds W|th batterles and measures just

6]\/ n

Full-Range Extension Stereo Speakers.
Ideal for desired stereo separation. In
addition, recorder also features its own
built-in speaker, which cuts off when
extension speakers are used. With this
three-speaker combination the 124-CS
is a versatile performer.

AC or 6-Volt Plug. Cassette-Corder®
plays off house current, car or boat bat-
tery, four flashlight batteries, or op-
tional rechargeable battery pack,
providing use-anywhere versatility.

Constant-Speed Motor for True-Fidelity
Sound. Regulated-speed DC motor
ensures constant tape speed for pitch
accuracy. Signal-to-noise ratio: 45 db
or better. Frequency response: 50 to
10,000 Hz.

Recording-Level, Battery-Level Indica-
tor. Extremely accurate meter for
monitoring proper input level. Meter
also continuously indicates battery
condition during playback mode. Sony-
matic level control automatically con-
trols recording level, ensuring perfect
recordings time after time.

Push-Button Tape-Transport Controls.
Just push a button for forward, record,
*ewind, fast-forward, or stop. Safety
nterlock prevents accidental erasure
of recorded tape. Separate controls
yermit continuously-variable stereo
Jalance, tone, and volume. Stereo or
mono mode switch.

Lid & Cassette Pop-up Button. Push the
wutton, the lid flips up, the cassette
jops out. Snap a new cassette into
Jace in seconds. Use Sony C-90 cas-
settes and get 1}, hours’ playing time.

were announced tor AL D. Burke as
sales and  distribution  manager for
the newly aligned division and M. J.
Guiheen as distribution sades man
ager.

Fach of the new product depart-
ments has responsibility tor market-
ing with K. C. Thomson marketing
manager tor portable electronics and
M. L D'Ooge as marketing manager
for portable appliances.

AHAM elects
1969 officers

Juel M. Ranum. ¢executine director,
corporate and public aftairs. Whirl-
pool Corp.. has been re-clected chair-
man of the Ass'n of Home Appliance
Mirs. inan election ol 1969 officers
and executive committee members

J. H. Gauss

J. M. Ranum
Other officers elected include ). 1
Gauss. vice president and  general
manager, retrigerator and air condi
tioning  division,  General  Flectric,
as vice chairman: and Chester Stalter,
assistant— divisional — comptroller,

Frigidaire, as treasurer.

Elected to serve on the executive
committee were SO AL Ford. president
appliance  division.  Proctor-Silex:
AL B. Ritzenthaler. vice president,
Fappan. and H. W, Campbell, vice
president and general manager, Frigi
daire.

Elected by the AHAM board
directors, ofticers and exceutive com
mittee members serve for one year
Executive commitice members  de
termine policy between mectings of
the AHAM board of directors.

APF Electronics in
joint venture to
manufacture in Japan

APE  Electronies, Inc.. New  York
City . importer of sterco consoles and
components, has announced the for
mation ol APEF Co. Ltd. of Japan. a
joint venture which —“will insure an
cxpanded flow ot APE merchandise
as well as a considerable amount of
OENM business, in chassis and com
pletely assembled units,” according t
Philip  Friedman. chairman of the
board of API Electronics. Inc.

Land for the new plant has been
purchased v Tochigi Prefecture in the
northern  Lokyvo suburbs. Construc
tion is scheduted lor completion in
mid-spring.

[he board of directors of APE Co.
Lid. of Jupan includes M. Y amagishi,
a Prefectural industrialist: Y. Katoh
(Y. Katoh & Co. Ltdo: Y. Nhivakoshi
(hwakura Co. Etdo: and Fricdman.

Mr. Zip Says:

Sony Model 124.-CS Portab
Corder®. Less than $199 50 -
briefcase-size carrying case with compért ents
for recorder, speakers, and accessories. For your
free copy of our latest catalog, please write Mr.
Phillips, Sony/Superscope, 8150 Vineland Ave-
nue, Sun Valley, California 91352.

Zip code is for everyone. Use it for
both business and personal letters.

SONY, | _sUrERscore , [

You never heard it so good.

Feb. 15, 1969/Mart magazine
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Pat Hitt —
the new Furness?

At the 13th annual Live Better Electrically
Women's Conference sponsored by the
Edison Electric institute. From left, J.
Dudley Waldner, marketing director,
Edison Electric Institute; Suzanne Wof-
ford, chairman home service committee
of Edison Electric Institute and mana-
ger, home service department Potomac
Electric Power Co.; Patricia Hitt, assis-
tant secretary of health, education and
welfare; Dwight E. Hahn, vice president
charge of sales, Potomac Electric Power
Co.; A. V. Lowe, manager Live Better
Electrically program, Edison Electric In-
stitute.

WASSCO moves
New York office

Westinghouse Appliance Sales and
Service Co. district offices in New
York City and Newark, N.J., have
been moved to modern facilities in
Roslyn, Long lIsland, and Union,
N.J. The new office in Roslyn is at
220 Forest Avenue. The New York
district headquarters is located there
with full staff services including sales,
administration, finance, and service
functions. It will serve Westinghouse
dealers in New York City, Long Is-
land, Westchester County, N.Y., and
Fairfield County, Conn.

The branch operation in Union,
N.J., is being expanded to include
service, parts, financial, and adminis-
trative functions as well as a show-
room for Westinghouse consumer
products. It is situated at Gelb Ave-
nue and Route 22.

37 ARTYV stores are
finalists in Brand Names
Foundation competition

The 21st annual “Brand Name Re-
tailer-of-the-Year” awards compe-
tition has entered its final phase with
the announcement of 285 finalists by
H. Ford Perine, president, Brand
Names Foundation, Inc., sponsor of
the competition. Among the finalists
are 37 appliance-radio-TV stores.

In Class I (annual sales $1 million
or more), they are: Axelrad Furniture

“Furthermore, this model shuts itself
off in case a frog, snake, or cat
happens to get into the machine.”

Mart magazine/Feb. 15, 1969

Co., Salt Lake City, Utah; Certified
TV & Appliances, Norfolk, Va.;
Community Oil Services, Franklin-
ville, N.J.; Cowboy Maloney Supply
Co., Inc., Jackson, Miss.; Jack Bor-
ing's Appliance TV & Stereo, Kansas
City, Mo.;: Downing’s, Inc., Denver
Colo.; Electronic Service-Television
& Appliance, Hampton., Va.; Giant
Department  Stores,  Washington,
D. C.; Sam Gordon, Madison, N.J.;
Hampton Sales, Garden City, N.Y.;
Home Appliance Mart, Inc., Ann Ar-
bor, Mich.; Link-Watson Corp.;
Danville, Va.; Luskin's, Inc., Balti-
more, Md.; Silo, Inc., Philadelphia,
Pa.; Smith’s Home Furnishings, Port-
land, Ore.; Tony’s Appliance Center,
Alexandria, La.; Van's TV & Ap-

pliance, Highland, Ind.; and Progres-
sive TV Sales & Service, Kailua,
Hawaii.

The finalists in Class [l (annual
sales less than $1 million) are: Auto-
Home Electronics, Inc., Woodbridge,
Va.; B & B Radio & TV Lab, Inc.,
Portales, N.M.. Bitman’s Appliance
Co.. Memphis, Tenn.: Brewster’s TV,
Evansville, Ind.: Buchanan’s, San-
ford, N.C.; Caspar’s Home Appli-
ances, Homestead, Pa.: Fisher's Ap-
pliance & TV Center, Cherry Valley,
Ill.; Floyd Cordes Appliance Co.;
St. Louis, Mo.; Frank’s Television,
Stuart, Fla.: Hess Engle’s Home
Supply Co.; Portsmouth. O.; Hunt-
Ragan, Inc., Macon, Ga.; Kirk TV &
Appliance, Lewistown, Pa.; McLean

Electronics. Mcl.ean, Va.: McLeods
TV, Baton Rouge. La.: Robelotto
Bros. Appliance Co.. Inc.. Albany,
N.Y.; Routzahn & Sons, Inc., Frede-
rick, Md.; South Shore Television,
Quincy, Mass.; Valley TV, Fresno,
Cal.; and Whelan’s Appliance Co.,
Warminster, Pa.

Vornado adds to
west coast facilities

Vornado. Inc., has completed addi-
tions to its general offices and ware-
house complex in Santa Fe Springs.
Cal. Four buildings, with a total of
385,000 sq. ft., have been added to
the existing general offices. ware-
houses and other buildings.
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where

“low-pressure”| |

" pays off

Whirlpool 2-speed dishwashers
are GENTLE to delicates...SUPER for tough stuff!

Sell low-pressure . . . the low-pressure
washing action that pampers delicate
dishes and shimmery crystal. That's what
a woman wants. That's what she’ll get
with Whirlpool's GENTLE water speed.

Then, for hard-to-cleans, you can’t
beat Whirlpool's SUPER WASH. This

STU-100

dishwasher speed puts high pressure wa-
ter through the narrow jet nozzles in two
full-size revolving spray arms. Result — it
literally “peels’” away stubborn food and
grease.

So, whether it takes a low-pressure or
a high-pressure approach to sell a dish-

STP-100

—

—

washer, here’s your chance to work bath
angles. Double your odds with Whirlpool
two-speed dishwashers.

>
Whirlpool

ORPORATION

STF-100




A Mart city-study:

Air Conditioners

MEMPHIS, TENN.

mart

Feb. 15, 1969, Vol. 13, No. 3

DISPLAY IS KEY TO SALES

Quiet operation is prime retail sales feature.

By Milton Gussow

ir conditioner sales volume today has

become a major factor in the break-
even point for many dealers, the difference
between profit and loss for the year. This,
despite the very short selling season and
circumstances over which they have little
control.

Furthermore, this “fail-sales™ period is
in the middle of the year, before the fall
laundry and home entertainment sales per-
formance can give the proper perspective
to the dealer’s financial position.

There 1s an axiom often quoted in the in-
dustry, that to sell air conditioners, a dealer
needs three straight days and nights with
the temperature over 90 degrees.

While this may be true to a point, there
is considerable difference in the volume of
air conditioners sold in any marketing area
by similar volume dealers and the profit-
ability within the stores.

While dealers have no control over the
weather, nor the ability to create the three
hot days in a row, it is significant that some
dealers have the key ideas and desire to
cash in on them and move over 500 units
per storc. while other similar size dealers
under the same conditions move less than
25 units. The difference appears to be
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in how they prepare for those few hot days
In summer.

To shed some light on how dealers meet
the same objective in a single market, Mart
Magazine made a study of the summer
comfort marketing ideas used by dealers in
Memphis, Tenn. The study was made in
December to permit the survey team to
see how dealers approach the new year’s
prospects after their supplier’s have shown
their new lines, and also, after they had
made their early purchase decisions for the
next season’s program.

Memphis is a progressive metropolitan
area, with a population of over 800,000
people with retail sales of over $1.1 billion.
Estimated retail sales in appliances and
home furnishings outlets exceed $500
million.

In 1967, there were 4,574 apartment
units built, 273 duplexes, and 3,975 single
family units. While the number of apart-
ments doubled from the year before, the
number of single units more than tripled.

Memphis serves a large and rich agricul-
tural region, where cotton is still king, and
has now begun to balance the agriculture
with industry.

The average summer temperature is 80

degrees, with the highest temperature ever
recorded 106 degrees. Memphis has an
average annual snowfall of 5.4 inches. In
the spring of 1968, Memphis had a 12-inch
snowfall, which was more than Madison,
Wis., had all that winter.

While the per capita income of the arca
1s low, the effective buying income per
household is estimated at $8,568 by the
local Chamber of Commerce. Tennessce
Valley Authority electric generating sites
furnish the area with low-cost power.

Though air conditioners arc sold by
many types of outlets in Memphis, only ap-
pliance, furniture-appliance, and home
entertainment retailers were surveyed.

In conjunction with this dealer survey,
Mart magazine also conducted a mail
questionnaire survey of consumers in
the Memphis metropolitan area, reported
elsewhere 1n this issue.

Every ARTYV store contacted for this
analysis stocked air conditioner window
units, but in the December study, over 40
per cent of the stores had no air condition-
ers on display in their showrooms. Of the
stores that continued to display air condi-
tioners over the winter, 35 per cent had
under 10 units in sight, while another 25

19
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Lou E. Gatlin, Sr., and R. G. (Judge) Kinkle, co-
owners of Ace Appliances’ four stores prefer to use
own service department, even though factory
authorized facility is available. Gatlin feels he main-
tains better contact with his customers, and provides
faster service when factory unit may be overloaded
— in summer.

Karl Diamond, Diamond's Appliance Center, had an
early-bird sale in February, 1967. He sold 60 units,
half his yearly figure. But 1966 was a “*hot year.”
The rest of 1967 was mild and was a poor year for
most Memphis dealers.

LE R R

Charles Stoker, Stoker Furniture and Appliance Co.
“Since few stores are really pushing fans, we find

that the 50 or so we sell each year give almost as

much margin as air conditioners, and you don't

have to deliver or install them. Nor do we have any
in-warranty calls.”

per cent had over 20 units, two of these
with more than 25 displayed.

Single brand loyalty or preference in
the Memphis area is not very strong. Only
10 per cent of the dealers limit their line to
only one manufacturer. The other dealers
split their lines, but another 50 per cent of
those contacted carried only two brands of
air conditioners. Ten per cent of those
counted had three, 10 per cent had four,
and 10 per cent had five major brands. An-
other 10 per cent handled up to nine dis-
tinct manufacturers’ labels. In all, 1 8 major
manufacturers’ products were counted in
the survey.

Nor was specialization in one brand, or
diversification, any clue to the volume of
air conditioners moved. One store that
carried nine labels sold 500 units in 1968,
while a single-line store moved 106. The
top store with three brands, sold 300 units,
but another store with four brands sold 200
air conditioners.

But with regard to the number of
different models or units displayed, the
quantity of units moved was directly
proportionate to the units shown during
the in-season period.

Those who displayed only three units av-

2

John Jetton, Jetton Appliances, sees future of
window units declining or leveling off. Jetton be-
lieves central systems is where growth will be, and
since cost of these units is lower, and more stock
components available, dealer will be able to do
most of work that previously needed specialist.

eraged a total of 25 air conditioners moved.
One operation which in season showed 100
models, moved more than 500 units in
one of its stores, and another 200 in a
second store which opened the year with a
somewhat smaller display.

Some 75 per cent of the dealers did their
own installation on window units in 1968,
and the other 25 per cent used contract in-
stallation services.

Those who serviced what they sold total-
led 60 per cent, while the remainder either
used contracted service, authorized factory
serviee, or factory branch service. Only GE
furnished its own factory branch for its
service to dealers.

Over-the-winter cleaning and service was
offered by only 15 per cent of the dealers.
The rest left it up to the consumer to handle
preventive maintenance.

The survey showed only 15 per cent of
the dealers are now actively selling central
air conditioning systems. Of those contact-

J. Granville Gates, owner of Gates Co., feels that
air conditioners have reached a plateau. He looks
for busiress in new kinds of places such as offices,
beauty parlors, and barber shops. Problem, Gates
says, is that any store can become an outlet, dis-
tributors will sell almost anyone with a tax permit
at wholesale.

ed, 30 per cent had at one time or other
been selling central units, but were not
now doing so because of labor shortages,
city code restrictions, or simply because
they are not interested in the problems of
estimating and contracting thesc installa-
tions. But a fourth of those who partici-
pated in the survey said they were consider-
ing getting back into this market due to
improvements in the ease of installation,
and the fact that there is a growing demand
in new home construction, and replace-
ments for systems which were installed by
builders 10 years or more ago.

Every dealer contacted used the news-
papers for advertising in 1968. Radio was
used to some degree by 50 per cent of the
dealers. and another 25 per cent also used
spot TV commercials. Very few used direct
mail, mostly for “early-bird” promotions
sent with other mailing pieces.

Half of the dealers in the survey stocked
a forgotten summer comtort appliance: the

Table 1:

BRANDS OF AIR CONDITIONERS CARRIED vs. QUALITY SOLD

No. ot Makes Per Cent Maximum Minimum 1968
Carried of Stores No. Sold No. Sold Average Sold
1 15 106 40 52
2 45 300 15 83
3 10 300 145 225
4 10 260 200 230
5 10 400 232 316
9 5] 500 200 350
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Roy Good, owner, Roy Good Furniture and Appli-
ance Co., does not show any air conditioners in his
store over the winter. "“Even though we buy mn
quantity early, few are sold in the winter. i'd rather
use the space for other appliances.”

fan. Those featuring fans, reported selling
up to 100 large fans and breeze boxes, with
very little effort other than having them in
the store. A store that moved 100 fans also

sold over 300 window air conditioner units.

Not one dehumidifier was found in an
ARTYV store in Memphis. Only one dealer
reported ever selling one, and that was a
special order for a relative.

Most stores reported that 1966 was the
best air conditioner sales year in recent
history, with sales in 1968 down about
25 per cent from 1966, but better than the
average of the last five years.

Out-of-season successful promotions are
always the dream of the dealer who buys
his units in October or November for early
shipment. With the units available in the
warehouse or back room, they are a con-
stant reminder of the wheeling-and-dealing
of the past summer.

Half of the dealers questioned admitted
having promoted air conditioners in Jan-

Table 2:
MODELS DISPLAYED IN SEASON vs.
UNITS SOLD IN 1968

Wayne Grubbs, manager, Haverty's Furniture and
Appliance: "“Furniture store customers are very
much aware of decorator fronts, and are easier sold
on the high end due to the fashion-image of the
outlet.”

Brad Moore, manager of appliances, Howard Fur-
niture and Appliance Co.: “Freeze-up is our biggest
problem. Controls should be designed so that no
matter how the customer sets the controls, there
will be enough air flow to prevent this fault.”

Lamar Barksdale, manager, J&L Appliance and
Furniture Co.: “NEMA ratings are the best selling
feature. Settles the problem of capacity confusion
and creates confidence in the customer.” Fails to
understand why some dealers want to give their
merchandise away at no profit, when air condi-
tioners can be sold at a fair margin because of
demand in hot weather.

Benny Priddy, co-owner of Priddy & Burgess, finds
central air conditioning becoming a bigger share of
his business. Window unit replacements are fast
becoming a market for central units.

uary, February or March. Most smiled
sheepishly and said results were either
nothing or nothing much.

Only one dealer answered with a broad
grin, Karl Diamond, of Diamond’s TV and
Appliances. His store was opened in the
summer of 1966, a good year for air condi-
tioners. He moved 130 units, even after his
late start. Remembering the very hot, mug-
gy summer of his first year. Diamond
figured that his customers also would re-
member, and ran a special promotion in
February of 1967. He sold 60 pieces, half
his whole secason’s volume because the
weather that year turned cool and wet
and was not a good air conditioner year,
as most other dealers agreed.

Are manufacturers offering enough of
the right materials and help for the ARTV
dealer? Almost all agreed that while the
material is adequate, they could use more
co-operative money.

One dealer felt that if ad money offered

Table 3:
FANS AND BREEZE BOXES SOLD vs.
AIR CONDITIONERS

H. Lee Bittman, Bittman Furniture and Appliance
Co.: “Manutacturer’s return privilege saves space
over the winter, and takes the risk out of anticipating
a good season.”

to smaller dealers was not used by the
distributor for that dealer, he should offer
it to others who would use it for the pur-
pose for which it was intended, even
though his purchases may not have war-
ranted the added co-op.

Air conditioners stocked ranged from
4500 BTU at $99.95 to 33,000 BTU units
priced at from $350 to $550 in different
stores.

The most popular units sold were 12,000
BTU units at $199.95 in the low capacity
models, 18,000 BTU, selling at $299.95 in
medium output window units, and 23,000
BTU units the most popular cooling units
at $350. Popularity with each dealer de-
pended upon his suppliers, and the units
they were pushing. Some dealers avoided
anything under 12,000 BTU’s even in
promotions, and found that this helped to

Table 4:
BEST SELLING CAPACITIES ...
SELLING PRICE

Display Average Sold in 1968 Fans Sold Air Conditioners BTU Average Selling Price

3 25 2 50 12,000 $199.95
6-10 140 10 200 17,500 $275.00
12-15 190 12 15 18,000 $299.95
20-35 250 15 20 19,000 $300.00
100 500 1) 130 20,000 $279.95
20 400 23,000 $350.00

50 40

75 100

100 300
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Jim Miller, Miller Brothers Appliance Co.: ‘‘Litera-
ture given out as point-of-purchase sales material is
too complicated. Often the customer doesn’t under-

stand it. Salesmen don’t understand it either.”

bring up the average price of units sold
resulting in higher margins but decreased
volume.

Half the dealers contacted did take
trade-ins for resale, and in one case for ren-
tal units. The market for used air condition-
ers 1S a big one, and one dealer who
moves about 55 units a year reported that
he could sell as many used units as he
could get. He maintains his own service
department, using the winter months to re-
condition used units and provide over-the-
winter preventive maintenance service to
his own and other dealers’ customers.

DeWitt Whitten, Whitten Brothers Hardware and
Appliances, finds that central air conditioners are a
good side line, with the distributor doing all the
installation. He also finds fans still popular, and a

stop-gap sales item between discomfort and an air
conditioner.

John Clark, Central Appliance Co., operates a
major leased air conditioner business with over 190
units leased last year at $30 per month plus installa-
tion. He was in the storage, and over-the-winter
business, but had to cut down to provide storage
for lease units.

Among the features of modern air con-
ditioners that dealers considered most
important in selling the customer was
quiet operation. Demonstrations here can
be dramatic when a not-so-quiet unit is
operated in a display close to a higher end
unit that is quieter. Furniture-appliance
stores leaned heavily on decorator panels
more than specialty appliance-TV stores.

At least 50 per cent of the dealers vol-
unteered that NEMA ratings and various
trade publication feature charts were very
important in showing the “cost per BTU”
of various competitive models, and a sales

Frank Black, owner Frank Black Appliance Co.,
has permanent display wall where 25 units are kept
year round. In winter, store fills in with used units.
Black provides over-the-winter steam clean and in-
spect service to bring leads for new sales. This
helps keep his two qualified servicemen busy all
year, and working for him.
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Maurice Scheinberg, Scheinberg's Appliance:
“Distributor ‘reps’ are more interested in loading
you with stuff, instead of showing you how to move
the merchandise. Power costs so little here, most
customers only want to know haw much cooling
they will get for the dollars they want to spend.”

Eula M. Ellington, manager, Larry's Furniture and
Appliance, Memphis: “This city is 40 per cent
Negro, and the neighborhoods are changing. The
new Negro customers want to upgrade their home
furnishings, and are often better bill-payers than
some of the poorer folks they are replacing.”

clincher when the customer pointed to
other stores’ advertised specials.

Features dealers would like to see added
simplified controls, with automatic anti-
ice control. Icing of air conditioners when
used at low blower speeds and high cooling
settings was one of the most frequent causes
of in-warranty service calls. One dealer
considered the addition of an electronic
filter for hay fever sufferers could be a
de luxe feature and very saleable, if it did
not add too much to the sale price.

Meanwhile, at Sears: What were the
Sears stores doing in Memphis to promote
air conditioner in December? Nothing in
the way of window units, but very much in
central air conditioning systems in conjunc-
tion with their heating and plumbing de-
partments. In three Memphis Sears stores,
no window units were on display. Instead,
the department was taken over by Christ-
mas toys and “trim-a-tree” displays.

But a check again in January found
newspapers (and appliance departments)
full of the Sears air conditioner story, with
“early-bird” sales and offers of not having
to make the first payment on units pur-
chased and installed until April.

“Skip” plans are available with many of
the national brand manufacturers, but
in the survey only two dealers mentioned
having used this device as early as
February.

Feb. 15, 1969/Mart magazine



A Mart consumer study:

Air conditioners, Memphis, Tenn.

ALMOST TWO-THIRDS OF
BUYERS PURCHASE AT FIRST
STORE VISITED  scvice ster e s, acecu

selection, and informed, courteous salesmen more important than price — they say.

Air conditioners are a “happy” appli-
ance. Those who own them smile at

hot summers, and though they are used
only a few months of the year, people
would rather do without almost any other
appliance than their air conditioner.

As part of a Mart magazine survey made
in Memphis, Tenn., a questionnaire was
sent to 3,000 consumers picked at random
from the Memphis telephone directory to
obtain their reaction to air conditioner re-
tailing.

Despite what has been said about the
appliance industry in general, and reports
by governmental agencies, negative
thoughts on the subject by these consumers
were infinitely small. Complaints, most of
which could be attributed to personality
traits of individual salesmen, service men
or consumers, were negligible.

Comments by over 62 per cent of those
who answered the questionnaire were cen-
tered on two main points: confidence in
the store (and salesman), and confidence
in the service man to repair an inoperative
unit quickly and for service charges within
reason.

An interesting fact emerged from the
survey: though 65 per cent of the respon-
dents would purchase the same brand of air
conditioner again, 12 per cent would not.
Another 23 per cent was undecided about
their next purchase.

Only 33 per cent said they would go to
the same store again: five per cent said they
would not trade there again. Another 57
per cent said they were undecided.

Where did these people buy their present
air conditioners? Furniture - appliance
stores, both independent and chain, ac-
counted for 38 per cent of the air condi-
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tioners being used now. Heating contrac-
tors (the survey included central units) ac-
counted for 35 per cent of the units in use.
Sears sold 24 per cent, while other sources
including wholesalers, drug stores and gas
stations accounted for three per cent.

Units were bought in the first store visit-
ed by 62 per cent of the respondents, while
three per cent visited a second store. A
third store got the sale in the case of 12
per cent of window air conditioners sold,
but 23 per cent of the consumers visited
four or more stores before they purchased.

The store that sold the unit installed it in
54 per cent of the cases, while 28 per cent
had it installed by other than the store. But
18 per cent said they installed the unit
themselves.

Service after the sale was a prime factor
in choice of a particular store, but dependa-
bility was most important.

Service in-warranty was performed on
27 per cent of the installed units, while 73
per cent needed no work in the free service
period. Out-of-warranty work was perform-
ed on only 37 per cent of the units, some
reported to be as old as 14 years. Almost
two thirds have needed no work to keep
them running.

On work which was paid for, 75 per
cent agreed that the charges they paid for
service were within reason, while among
the remaining 25 per cent, a few thought
the free warranty should be extended due
to the short seasons the unit is in use.

How well are the service men doing on
the job? Over 70 per cent of the units which
needed repair were fixed on the first call.
Of the remaining 30 per cent, some com-
pressors failed and required replacements,
but a few instances were reported where the

service man diagnosed the trouble incor-
rectly and had to make extra trips to com-
plete the repair.

One irate consumer complained that the
unit was improperly installed by a firm
and it fell out of the window, requiring —
of course — extensive repairs.

How do consumers take care of their
units between cooling seasons? Only 40
per cent said they have a service man clean,
oil and check the unit over-the-winter,
while the remainder have never had the
cover removed, except for repairs.

Of those who reported owning air con-
ditioners, 57 per cent had window units.
37 per cent had central systems, and six per
cent had a combination of window and
central units.

House types reported in this survey
showed 66 per cent ranch-type homes, 22
per cent two-story, and 12 per cent apart-
ments.

A single unit was used in 68 per cent of
the homes to do the cooling job, while 22
per cent had two air conditioners. Ten
per cent had three or more units. One
consumer reported six window units install-
ed and working with ages ranging from
1954 through 1968.

What capacity job were these air condi-
tioners asked to do?

Units were cooling the whole house for
80 per cent of the respondents, five rooms
for eight per cent, four rooms for four per
cent, three rooms for four per cent. Only
one room was being cooled by another four
per cent.

Air conditioner units five or more years
old constituted 46 per cent of the units in
use. Another 34 per cent were three to five

(Continued on page 26)
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No brag. Just tact. Because our
business has never had an advertising
blast like the one Philco-Ford is starting
this week.

Network tv. Spot tv. Local news-
paper ads. All ontop of a big national
magazine campaign.

Here's the way it all lines up:

Top-rated network tv. All in prime
time. In every heavy-viewing period.
On all three networks.

And on top shows: The Ed Sulli-
van Show. ABC Sunday Night Movie.
My Friend Tony (a brand-new action
show). The Avengers. The Outcasts.
NBC Monday Night at the Movies.
The Jerry Lewis Show. That's Life.
N.Y.P.D. The Virginian. ABC Wednes-
day Night Movie. Dragnet. Judd for
the Defense. High Chaparral. NBC
Saturday Night at the Movies.

Startin
Philco-Ford

IS
happen like if

before.

Plus spot tv in 82 markets. Six to
eight spots per market per week. This
is on top of the big network-tv buy.

And it makes a total of forty-four
to fifty-two minutes of Philco commer-
cials in every Philco-Ford distributor’s
territory.

That's saturation by any stand-
ard. And in the medium that really
hits the customer where he lives.



thisweek,
going to make it

s never happened

Plus local newspaper ads in 140
newspapers. Big, hard-selling re-
tail ads featuring the Philco line of
products.

Not just one or two ads, but an
ad every week from February 16 to
March 9. And every one will have a
dealer listing to get the customer into
the store. And sold.

Plus a solid national magazine
campaign. Full-page, four-color ads
have been running in the big-circula-
tion books: Life, TV Guide, Reader’s
Digest, Newsweek, Time, Sports
lllustrated, Qutdoor Life and Field &
Stream.

That means we're getting to over
50,000,000 people a month. With the
national magazine campaign alone.

Will it happen to you? With a pro-
gram this big, we know sales are
going to happen. Profits are going to
happen. Like crazy.

Make sure they happen to you.
Let your Philco-Ford distributor help
you plan it now. He's got everything
you need. But one thing is sure...it
won't happen to you — unless you help
make it happen. I8

PHILCO €2

Philco-Ford Corporation, Philadelphia, Po. 19134




Consumer study on air conditioners . . .

(Continued from page 23)

years old, while 20 per cent had been in
use less than two seasons.

A spring purchase of their units was re-
membered by 48 per cent of the users,
while summer convinced 30 per cent of
their need. Fall and winter sales accounted
for over 21 per cent of the unit sales.

The rooms where units are installed in
order of preference were: bedroom, living
room, dining room, den, kitchen, and hall-
way.

While only 14 per cent of those who
participated in the survey were consider-
ing purchase of a new air conditioner
soon, the type of store they would consid-
er for their next purchase varied as follows:

An appliance specialty store would be
the first visited by 49 per cent of these air
conditioner owners. Sears stores would be
the choice of another 30 per cent, while
furniture-appliance stores would be the
choice of six per cent. Nine per cent would
visit other types of stores including depart-
ment stores, mass merchandisers, whole-
salers, and “the one who advertised the
lowest price.” No drug stores or gas sta-
tions were mentioned.

Reasons consumers gave for their selec-
tion of a particular outlet are listed accord-
ing to ranking. Some gave more than one
reason.

“Service after the sale” was counted in
41 per cent of the answers, while 32 per
cent gave “adequate variety for selection”
as a reason. “Knowledgeable, courteous
salesmen” was mentioned by 29 per cent,
while “price promotions” were noted in

It’s a treat to beat your feet in the Mississippi mud:
Memphis belles keep their cool on a hot summer day.

nine per cent of the answers. Four per
cent said that the store’s advertising at-
tracted them to make the first visit.

Aside from passing bouquets or heaving
a few brick-bats at particular brands or a
few dealers, comments by consumers were
predominantly complimentary, though in
many cases asking the manufacturer and
dealer to provide more free services in-
warranty.

“If possible,” said survey respondent
Warren F. Fisell, “I think that all major
appliances should have a preventive main-
tenance schedule performed by a qualified
service technician, free of charge.”

David E. Darrah said, “Major appli-
ances have become necessities in our homes
today, and are improving cost-wise and
service-wise with better warranties. How-
ever, the wise home owner would do well
to consult Consumer Research prior to pur-
chasing many articles, in order to get the
best service for his purchase dollar.”

“Major home appliances stand ninety
feet tall over say the auto industry, petrole-
um industry, medical industry, and you get
more for the dollar in major home appli-
ances,” said Louis M. Hall. “Except for the
TV industry, I can’t say too much for appli-
ances for what they do today for the dollar.
Prices have gone down, but TV’s problems
are on the service side.”

But William B. Jeter, whose air condi-
tioner fell out of the window, is down on
the industry.

“I believe,” said Jeter, “they sell cheap
merchandise for as much money as the mar-

ket will bear . . . the middleman costs the
consumer as much as 50 per cent of the
price . . . that service men of the home ap-
pliance industry are ill trained. Unless you
want to pack up your unit and personally
carry it to one of the middlemen’s ware-
houses for service on something compli-
cated, you are stuck with a big bill or out
of luck. I'm on Betty Furness’ side.”

And one who asked his name not to be
used said, “All my neighbors have needed
service, and in most cases are very unhappy
with both type of service and cost of serv-
ice. I dread the day I need to call someone,
as I have no one to call that I would have
confidence in.”

W. E. Baxter, with a central air condi-
tioning system. said., “Most decalers are
honest and give good service. I don’t find
all repairmen honest, though. They install
extra parts that are not necessary and run
repair bills up to unreasonable figures.
They should be policed by the industry.”

L. R. Fitzgerald said, “General experi-
ence has been satisfactory. Basic charge
for service on (brand name) air condition-
er is too high. The warranty is really not
worth much. This is the only major appli-
ance we have purchased which we would
not replace with the same brand.”

Fitzgerald reported that his unit had to
be serviced three times in-warranty, be-
cause the work was not properly done.

Albert R. Given, who 1s sold on Sears
and has bought all his major appliances
there. comments: I know other manufac-
turers make good products, but when some-
one purchases from a major manufacturer
other than Sears, and has trouble. it takes a
Supreme Court order to get service. If for
any reason, after purchase, I don’t want to
keep the appliance I purchased from Sears,
I can return it for a full refund of purchase
price with no questions asked.”

Another Sears advocate commented:
“Sears leads by making parts available
for home repair. Repair by others, too
high.”

This same individual bought his 12,000-
BTU unit from a furniture-appliance store
and installed it himself. His next purchase
will be a central unit, he said, and he plans
to buy it from Sears.

Albert L. King, purchased a new 18,000
BTU air conditioner this past summer to
replace a 17-year-old unit. At the same
time, he purchased a 22-cubic-foot side-by-
side refrigerator-freezer to replace a unit
that was as old as the air conditioner.
Neither unit has had to be serviced, he
said, except to change a gasket aon the win-
dow unit.

But Terry Glaser summed up the con-
sumer-dealer-manufacturer  relationship
simply and to the point in his comment:
“Salesmen have the duty to present the
product as it is — they shouldn’t over ex-
aggerate the product. If they are honest
with you, you will not be disappaointed.”

Feb. 15, 1969/Mart magazine



What's the story on radios?

CONSUMERS ARE TRADIN

UP, BUYING MORE OF THEM

Good incomes and
desire for good sound
are boosting sales of
FM radios; AM-clock
radios are taking
place of straight

AM table radios.

By Fred Petras

w E'RE selling more high-end radios,
and making more profit. That's
the best trend we could have.”

Talking is Allen Stein, assistant vice
president and merchandise manager of
Ward’s Co., Inc., with 52 stores and/or
leased departments around the country. His
comment neatly capsules what is happening
in retail radio sales.

In a survey of representative merchants
and top suppliers Mart magazine deter-
mined that there are three keys to this happy
state of affairs: One, FM and FM stereo are
enticing old customers to trade up, and
satisfying the needs of new, good-sound-
hungry customers; Two, there is an even
greater trend to multiple ownership of
radios than in the past few years, with most
new additions in the form of deluxe sets;
Three, consumers have more money to
spend and are willing to spend it on better
class radios.

Mart also learned the following in talks
with dealers and suppliers:

* The six-transistor radio has been rele-
gated to the position of leader, loss-leader
and as a jump-off point to step-up selling.

* Six, seven and eight-transistor radios
are often being bought in multiples of two
or three sets and are treated as “disposables”
when they stop functioning.

o The hottest single category appears
to be AM/FM sets priced at $29.95 to
$39.95, with FM clock sets at this price
level in second place.

Mart magazine(Feb. 15, 1969
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Sales through 9/29, 68
Sales through 9/29 67 *** Do-
mestic label home radio sales
through week ending Nov. 29,
1968 totalled 10,650,454, a 5.7%
decrease from the 11,298,410
realized during the same penod
in 1967. Radio imports for the
first six months of '68 totalled
11,000,000 units, and 4,000,000 of
these were FM units. Source for
all information. Electronic  In-
dustries Ass'n

Type
Table AM
Clock AM
Portable AM
Total AM
Table FM
Clock FM
Portable FM
Total FM

Distributor to Dealer Sales of Domestic Label Radios

1968
770,168
1,936,562
2,499,240
5,205,970
799,969
656,471
1,500,825
2,957,265

1967
1,046,284
2,187,926
2,418,893
5,653,103

763,907

609,668
1,397,226
2,770,801

% Change

—26.4%

11.5%
+3.3%

7.9%
+4.7%
+7.7%
+7.4%
+6.7%

* Stereo radios with separate speaker
systems are moving on a sharp upward
sales curve.

* Sets in unusual configurations — cubes,
cylinders, slim-lines, miniature “furniture”
consoles —are getting lots of consumer
attention.

* More dealers are
maintained brands in
profit consciousness.

e The overall radio business is in good
shape, with dealer enthusiasm at a high
point.

The six-transistor radio, a few years ago
the top seller in the industry, is now at
a nadir in popularity with dealers. Said
George Watson, Jr., of Watson’s Department
Store, Bridgeport, Conn.: “Sixes are no
longer a factor. I'd rather sell one good
set than a dozen sixes. Sell one at $8.95,
and you make only $1.25. And less if the
customer wants to charge the sale — which
they do about half the time. I feel sorry
every time we sell one. We still sell a pile
of them, but we attempt to upgrade the
sale every time we can.”

William Denels of Denels Music, Los
Angeles, keeps six and eight-transistor sets
on hand “for the price-minded. We sell
eights at $3.98 and people buy them three
or four at a time. They throw them away
when they stop playing.”

Stein told Mart that Ward’s uses six-
transistor radios as leaders in its stores or
departments located in “less sophisticated

favoring price-
line with greater

markets.” It uses better quality sets as
leaders in other areas.

Manufacturers, too, are steering away
from sixes. Said Shigeru Inagaki. executive
vice president for Sony Corp. of America:
“Sixes are not profitable. They’re no longer
important. We make fewer and fewer. We
carry them only for those who request them
... an accommodation.”

Ray Gates, vice president of consumer
sales for Matsushita Electric Corp. of Amer-
ica, said “We don’t sell any set for less than
$10. We would never go to the $4.88 level
that some manufacturers and importers do.
It’s silly. In fact, we don’t talk transistor
numbers any more. Consumers will buy
better sets if exposed to them. They figure
‘What’s a couple of bucks extra? if they
get a good set.”

Richard Hanselman, vice president of
product planning and development for RCA
Sales Corp., dismissed sixes with: “They’re
disposable...when you buy one it’s like
buying a box of Kleenex.”

The spread of FM radio stations and the
switch to FM stereo by many stations has
been indoctrinating many people in good
sound. This is quite evident at the retail
level. Straight AM table models are going
begging, whereas sets combining FM with
AM are the hottest sellers, according to
both dealers and suppliers. As noted, the
$29.95 to $39.95 range is the most signifi-
cant. Clock radios which not too long ago
were in somewhat of @ slump, are again
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“The consumer wants good sound . ..”

going strong, again, due to FM. While
dealers report the most action in AM/FM
clock sets, there is a lot of action in straight
FM clock sets too. According to Vern
Hoover of Hoover’s Radio and Supply Co.,
Harrisburg, Pa., AM clock radios at $15.95
to $19.95 are filling the slot once occupied
by AM table models at such prices. He
noted that $30 to $40 AM/FM sets were
the firm’s best sellers, but that Hoover’s
was also doing a lot of business in such sets
priced up to $79.

Although there are few such units around
at this point, dealers see self-contained FM
stereo radios as a bright spot in the future.
Despite the fact that the instruments do not
have the stereo separation of their detachable-
speaker counterparts, the interest is there,
and growing.

FM stereo growing

But much more interest is being shown in
FM stereo or in AM/FM stereo sets with
separable speakers. One reason is that the
products are around in abundance. Another
is that they come in a wide variety of prices,
with quality sets in key brand names such
as Hitachi starting at around $70.

B. J. Green of Green Radio Sales and
Service, Kalamazoo, Mich., reported that
FM stereo radios in the $129.95 to $199.95
range were fair sellers at his two stores and
saw considerable potential for growth of
this category in the near future. Stein of
Ward’s reported such sets in the $89.95 to
$129.95 range as “hot.”

Denels told Mart that his store is going
great guns with FM stereo sets with de-
tachable speaker systems. “Our overall
radio unit volume is down 25 to 30 per cent,
but we're not complaining because we’ve
more than offset the unit loss with bigger
dollar sales in FM stereo sets and component-
type receivers. People who were formerly
willing to spend $59 to $69 for a good radio
are now willing to go $100—and up—for
sets that look and sound better.” Denels has
found that the FM stereo radios are a boon
to sales of another product category—
record changers. Since many of the sets have
auxiliary inputs for phonographs or tape
recorders, a record changer is a natural tie-
in. Denels reported that “We’ve sold hundreds
of changers in the past year with FM stereo
or component-type radios, even in the low-
price area. We sell a changer in 70 per cent
of such radio sales. In effect it’s a double
sale.”

Manufacturers also say that FM stereo
compacts are doing well. RCA’s Hanselman,

for example, said such units were *“very
strong” in sales. He noted that people were
willing to pay $150 for such sets “if the
quality and sound are there.” Gates stated
that “one of the biggest markets is between
a high-priced radio and a receiver— $100 to
$250. Our dollars lie in that category.” He
disclosed that one of the firm’s best sellers —
three years after introduction — was its model
RE 767, an FM/AM stereo radio with
separate speaker systems, all in matching
walnut cabinets. Gates also stated that the
consumer wants plus features in his radios.
“When they want something in the high end,
customers want more than a radio,” Gates
asserted. “They want a cassette recorder,
or a record player, or a cartridge player.”
Gates claims that not all compact-type FM
stereo sets are “true hi-fi...basically they’re
good radios.” He stated that “The consumer
wants good sound. Manufacturers making
junk won’t move much of it. Junky mer-
chandise will lead a manufacturer to trouble.”

Inagaki stated that FM stereo radios were
a natural, in that many people think of
stereo in terms of “listening with two
ears.” He likened FM stereo listening ver-
sus mono listening to the difference between
watching a color TV and a black-and-white
unit. He feels that FM stereo radio systems
will be affecting deluxe radios sales even
more than they are now doing. The company
is marketing one such system at $179.95. He
noted that FM and FM stereo were growing
significantly and are now at a stage of popu-
larity comparable to that of AM radio a few
years ago.

By and large, dealers find that tradi-
tionally styled radios are the most widely
accepted. However, they report that sets
of unusual design are more and more getting
the nod with some consumers. They point
to units such as RCA’s “bean bag” set,
Zenith’s billfold unit, and a cube design
and a cylindrically-shaped unit in the Sony
line as examples of unusual — but practical —
design concepts. “Novelty sets in the form
of whiskey bottles, baseballs, automobiles,
etc. are a phase that’s passed,” noted one
dealer who requested anonymity.

In line with wanting a “furniture look”
in most home entertainment products, con-
sumers are also buying radios with that look.
These sets come in housings that are mini-
atures of console stereo units, and in some
of the same furniture designations— Early
American, French and Italian Provincial,
Mediterranean, etc. Bud Green, for exam-
ple, mentioned that this group in the RCA
and Zenith brands was doing well. A unit
in the Hitachi line in American styling was

reported selling well.

Hanselman of RCA said this product
group was being steadily expanded to meet
growing demands from consumers. The
executive noted that, “Manufacturers must
pay more attention to style in radios today.
Retailers like to have products that sell
themselves; so that they can concentrate on
selling big-ticket items like color TV. A
well-styled radio in a choice of colors,
designs, accents, etc., is the kind that moves
best off a dealer’s shelf with little selling
effort.”

Price cutting in better quality radios, while
not as widespread as in low-priced units, is
substantial enough for dealers to be con-
cerned. Denels approach is typica! of many
dealers wanting adequate profit margins.
“Are radio profits good?” he echoed. “Well,
it’'s a continuous battle. We’re leaning on
price-controlled merchandise. We’ve stepped
away from price-footballed lines.” Green
said his radio profit margins are in the 25
to 30 per cent range. Stein said gross mar-
gins were up substantially but declined to
elaborate. Hoover said his profits were in
the 25 to 29 per cent range, but that on
Magnavox radios he was making 30 per
cent and more. Watson, a Magnavox home
entertainment center outlet, indicated satis-
faction with radio profit margins.

Denels told Mart that he favors “name”
brands whose rigid quality control mea-
sures assure arelatively trouble-free product,
with a low servicing figure. “If your serv-
ice costs on radios are low, this contributes
to your overall profit potential,” Denels
stated.

Promotional help welcome

Asked if manufacturers were offering
more-or-less promotional help than in the
past, dealers had the following to say:

Denels: “I can’t say specifically. I do feel
that Panasonic is the most aggressive in
advertising.”

Green: “They (manufacturers) are doing
less radio advertising.”

Stein: “Manufacturers’ national co-op ad-
vertising has helped us tremendously.
They’ve made more money available to us
and we’ve been able to run a lot more
advertising than before.”

Hoover: “Magnavox is doing more. RCA
tries to package radio advertising with TV,
that’s no help.”

Watson: “Magnavox does well nationally
on lineage. It’s beautifully staged, and ties
in at the local level. And they advertise
both high and low-priced sets.”

Feb. 15, 1969/Mart magazine
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The department store

OPINIONS DIFFER

ON WORTH OF PRE-SEAS
AC PROMOTION

But Sears’ early push stimulates some re-appraisals.

By Isadore Barmash

" You don’t have to be a genius to sell air

conditioners in New York. All you

need is two 90-degree days back-to-back.”

Most department store merchandise

men in New York concur with that state-
ment of one of them.

But if their agreement underscores the
need not to wait until the two hot days
but to whet the consumer’s appetite be-
forehand, it scarcely implies that they agree
on the effectiveness of doing so. Most take
their positions based upon the degree of
success they have had in promoting air con-
ditioners early.

However, new life has been breathed
into the issue this year because of Sears,
Roebuck’s early push on “Winter is the
best time to buy an Air Conditioner.” In a
widely distributed flyer, Sears is offering
price reductions from $20 to $50 on three
models of air conditioners. Sears is telling
consumers that there are four advantages to
buying now: save money; no payments un-
til May, 1969; stocks arc most complete
now; and installation can be made early.

Even if New York’s appliance merchan-
dise men were to take a wait-and-see atti-
tude, their top management has taken no-
tice of the Sears’ action and has in a number
of cases spurred appliance divisions to try
to compete on an early basis.

As a result, at least in several stores
there has been a return to a more aggres-
sive pre-season promotion. One major store
group, for example, has scheduled a pro-
gram including advertising, display, and a
larger carly stock in February, as opposed
to April last year.

The timing is later than Sears’ effort,
but the store and its branches will attempt
to employ “ideas” that management hopes
will not only counteract the Sears’ move
but also convince consumers that their
stores are the best place to buy air condi-
tioners when needed.

Among such “ideas” will be an advertis-
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ing campaign that will tell the public that
the store and its branches have a full in-
ventory and variety of models. It will seek
to dispel the misconception that buying air
conditioners is not easy, because the group
of stores has skilled sales personnel able
to help the shopper buy the right model for
his particular needs and delivery and in-
stallation can be made on the same day.

“Buy today — and get delivery and in-
stallation  tomorrow!” This statement,
these stores hope, should bring them some
immediate plus sales.

Air conditioner sales in this store group
rose sharply last year to the tune of 42 per
cent over 1967. A continuation of the trend
is hoped for, particularly since, says the
merchandise manager, consumers have
been coming in during the winter months
inquiring about air conditioners.

An elaborate display on the theme is
planned for the main store and miniatures
for the branches. In the suburban stores,
replicas of the small display might be sta-
tioned in other departments during Feb-
ruary and March to draw attention to the
air conditioners in the appliance depart-
ment.

This example of one department store
group that responded positively and aggres-
sively to the Sears’ move is fairly typical of
others who are taking similar action.

But, there are others which are not and
for reasons which their merchandise men
are convinced are justified.

“Is it right to institutionalize so early?”
asked the merchandise manager of one
such store.

He explained that his store’s experience
i1s that pre-seasonal promotion of air condi-
tioners has tended to create some degree
of image as opposed to being a lure for im-
mediate sales. As a result, the cost of such
effort must be attributed to “institutional™
promotion, he said, and he added that he
was not at all certain that it was effective

image advertising, particularly for the New
York area.

Is New York an unusual marketing area
for air conditioners? One veteran mer-
chandiser, who has held similar posts in
other large cities, replied that — in his ex-
perience — pre-season promotions for air
conditioners are not effective in major met-
ropolitan areas.

“The New Yorker, particularly, has to
sweat a night or two before he begins to
seriously think of buying,” he said.

Thus, he believes, there is little point in
more than token pre-season promotion,
although he believes that his store must
have early advertising merely to keep its
hand in with those who do it on a larger
scale.

Other merchandisers who are not en-
thused about winter promotion of air
conditioners say that their experience is
that only central air conditioning promo-
tion seems to pay off. Most stores are not
involving themselves in central air condi-
tioning installations because it is a special-
ty that is more effectively handled by the
air conditioning dealer.

Some stores are in this field, but even
they recognize that it involves a more
intricate installation problem that can be
better handled by a specialist.

But, that aside, the stores that are not
getting excited about promoting air con-
ditioners in advance of the regular season
have decided this because they have found
that merchandising this category of appli-
ances in the big cities represents a boom or
bust situation. Said a merchandise man,
“We can have a 100 per cent gain in one
season, but if the next year it is a cool sea-
son or gets hot quite late, we can drop 40
per cent from the year before.”

So far as he is concerned. the answer to
the situation (his own store had a big in-
crease in volume last year) lies in main-

(Coniinued on page 36)
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ADMIRAL CARRIER DAC-8130S  230/208 13,000/12,700  9.5/4.5 2,000/1,900 | AGICEDED 230/208 6,000 5.0/5.3 1,090 5249254 230/208 24,000/23,500 15.0/16.2 3,300/3,300 | ACT03A 15 6,600 1.5 875 ¥8140-238  230/208 14,000/13,500  9.58.5 1,920,870
Admiral Corp. Carrier Air Conditioning Co. DAC-8130 230/208  13,000/12,700 10.0/10.0 2,100/2,000 | R8304D 2301208 5,000 5.2/5.6 1,150 5289254 230 28,000 210 4,250 Ac703 115 6,800 15 875 VA9191.23 230 19,000 13.8 3,000
Chicago, il. 60647 Syracuse, N. Y. 13201 DAC-8160S  230/208 16,000/15,700 12.5/12.5 2,600/2,500 | RB354D 2301208 6,000 5.0/5.3 1,100 K52892§ 2307208 28,000/27,500 21.0/21.0 4,250/3,400 | AC8D3A 115 7,800 75 920 v9241-23 230 24,000 15.5 3,300
DAC-8160 230/268 16,000/15,700 12.8/12.8 2,650/2,650 | RB344D 2301208 6,000 5.2/5.6 1,150 KE 3282 § 208 32,500 245 5,200 AC8D3 115 8,000 15 920 va2711-23 230 27,000 1856 3,750
Model Volts BTUMe Amps Watts Model Volts BTUMF Amps Watts | DAC-8180 230/208 18,500/18,200 12.0/13.0 2,750/2,750 | AGIE4OTF s 6,500 75 860 KE 3383 S 230 33,000 225 5,000 ACS04 230/208  8,700/8,600  5.9/6.3 1,300
50948 115 5,000 8.5 925 SIRHOS93 2301208 9,000 76/7.8  1.600/1,570 | DAC-8220 230/208 22,000/21,500 14.2/15.5 3,200 AGCETOTF 115 6,700 75 860 AC901A 1s 8,800 12,0 1,330 WELBILT
51947 115 5,000 1.5 840 SIRW1113  230/208 10,300 9.0/9.7 1,950 | 0AC-8240 230/208  24,000/23,500  15.5/16.0 3,500/3,500 | AGSA4084 "s 7,500 120 1,300 KOLDWAVE AcoDt 15 9,000 12.0 1,380 welbil
51947 s 6,000 75 020 | sipc12n . 11,000 B 1350 | 0AC-8300 230 30,000 21.0 4,600 | AGIEGOBF 1s 7,500 15 860 ! 4C905 1s 3,000 120 1,425 elbilt Corp.
C509F7 1s 6,000 75 5 | e " o 0 B AGIEI0BF 15 7,500 15 860 Heat Exchangers, Inc. ACICOSW 15 9,000 120 1,325 Maspeth, N. Y. 11378
7594114 15 7,500 s 1,330 SIRGI1I3 2307208 11,000 9.009.7 1,800 AGKF608A 15 8,000 1.0 1,200 Chicago, Il Acs10¢ 15 9,000 12.0 1,400
819811 115 8,000 1.5 1,330 | s1RF1193 2301208 11,000 2.00.7 1,900 AGKE708A s 8,000 1.0 1,200 ACY006 230 9,500 15 1,600 Model  Volts BTUAY Amps  Watts
859812H 1s 8,500 12.0 1,330 | 510W1403  230/208 12,500 7.9/8.3  1,780/1,730 FEDDERS RB414A 15 8,000 132 1,425 Model  Volts BTUMr Amps  Walts | acqoce 230 9,500 15 1600 | 2309 1ns 5,000 75 875
909PB12A 115 9,000 12.0 1,330 5101423 230/208 13,500 9.510.0 1,990 Fedders Corp. RB404D 230/208 8,000 6.6/7.0 1,330 %] 15 9,400 7.5 830 AC1101 15 11,000 120 1,330 2509 1s 5,500 15 815
959B12H 15 9,500 12,0 1,380 510C1623  230/208 15,000 120125 2,500 Edison, N. J. 08817 RB444D 2301208 8,000 6.6/1.0 1,330 K130 15 12,500 100 1,050 ac1204 230/208 12,000/11,800  9.58.9 1,990 da0s k| G 10.0 1175
10198124 s 10,000 12,0 1,380 51062103 2307208 19,000 12.0/14.0 2,800 RB454D 2301208 8,000 6.6/7.0 1,370 K130 208/230 12,500 5.0 1,010 AC1406 230 12,000 120 2,600 3509 115 6,000 9.5 1,050
12190128 15 12,000 120 1,380 | 510H2033c  230/208 19,000 13.0140 2,800 Model  Valts BTUMr Amps  Watts | RB44dE 265 8,000 5.0 1,330 k19D 208230 19,100 10.0 1,930 AC1604 230208 16,000/15,200 129145 2,850 | 1609 13 6,100 75 875
12098238 2307208 12,000/11,800  9.3/9.5 1,900/1,850 | 510H20330  230/208 19,000 13.0/14.0 2,800 ASPOSF2B 1"s 5,000 75 840 RB454E 265 8,000 5.2 1,370 K250 2081230 27,000 1.0 2,150 AC19D4 230208 18,500/17,500 14.8/15.8 3,350 2608 115 7,500 1.0 1,200
1418012 15 14,000 12,0 1,330 510€2703  230/208 22,500 18.0118.0 3,800 ASPOSE22 15 5,000 75 840 AGISHO8A 1"s 8,300 10.9 1,190 AC2304 2301208 23,000 122135 2,750 1469 s el 120 1,400
1609C238 230208 16,000/15,800 11.7/12.0 2,500/2,460 | 51142803 2307208 26,000 17.218.0 3,750 ASCOBC2A 115 5,500 1.5 850 AGFE703F ITH 8,500 15 860 42702 230 27,000 14.2 3,000 3609 1"s 8,500 12.0 1,475
1619C2384  230/208 16,000/15,800 11.7/12.0 2,500/2,460 | 51¥A3303 230208 30,000 203220 4,200 | ASROSF2A 1s 6,000 15 830 | AGIC3094 s 8,500 12.0 1,330 LEONARD AC3302 230 32,000 226 s000 { 4469 230aNEANI: 30013200, MG/ = k1: 760
1759P023H 230 12,500 126 2,750 ACROBF2C 15 6,000 9.1 930 AG)EA09A 115 8,500 12.0 1,330 Kelvinator, Inc. 5609 2301208 10,100/9,800  B.1/8.5 1,650
1809P023 230 18,000 126 2,750 ACRO6F22 s 6,000 9.1 990 | AG)C3030  230/208 8,500 LAT R B PO Grand Rapids, Mich. 49509 QUIET KOOL i) e Uy g2 %3]
19190234 230 19,000 138 3,000 ACAOTW28 15 6,500 9.9 1,180 AG)M4DIAAC 115 8,500 12.0 1,330 Y ) 3489 15 11,500 15.5 1,750
2109023 230 21,000 16.0 3,550 ACCO7C24 115 7,000 120 1,400 AGFEA09F "s 8,500 15 860 Model volts BTUMr Amps Watts Emerson Television & Radio Co. 7469 230/208  11,500/11,200 10.010.5 2,200
2209P0238H  230/208  22,000/22,000 14.0/15.0 3,100/3,100 COLDSPOT ASBOTF2A 115 7,000 15 850 AGCET09A 115 8,700 12.0 1,290 125910 15 5,000 15 800 Woodbridge, N. J. 07095 6609 230/208  12,800/12,500  9.0/3.5 2,000
2309PD238  230/208 23,000/23,000 14.5/15. 3,100/3,100 Sears, Roebuck & Co. ACROBF28 1"s 8,000 12,0 1,350 AGISR10H 200 9,500 1.5 1,400 125945 115 5,000 4 800 8469 230/208 14,000/13,500 11.5/12.0 2,500
2419023 230 24,000 15.5 3,300 Chicago, Ill. 60607 ' ACROBF22 115 8,000 12.0 1,350 RBSB4D 2301208 9,500 6.6/1.0 1,825 126910 115 6,000 15 850 Model Voits BTU/Mr Amps Watts 3708 230/208  15,000/14,500 11.4/120 2,550
2653023H 230 26,500 18.6 3,750 ASBOBF2B 15 8,000 7.5 890 AGJSR100 230/208 9,500 12 1,490 126845 115 6,000 9.7 1,050 55290 15 5,000 8.5 920 4808 230/208 17,000/16,500 13.5/14.0 2,600
2719023 230 27,000 18.6 2,750 Model Volts BTUMr Amps Watts ACBOBF2A 15 8,000 104 1,130 AGIC3100 230208 9,500 8.0 1,300 138910 115 8,000 12.0 1,300 554sC s 5,000 8.5 920 2908 230/208  23,500/23,000 19.0/20.0 3,800
253.69050 115 5,000 7.5 800 AHBOYE2A 15 8,500 12.0 1,300 AGJS4100 2304208 9,500 8.0 1,580 1499100 15 9,000 7.5 875 SSF1B 15 5,000 1 850 4909 2307208 27,500/27,000 20.0/21.0 4,300
253.69090 18 5,000 1.5 800 ARRDIWIC 230/208  8,500/8,500 8.5/8.8  1,750/1,750 | AGFS110AB 115 10,000 120 1,375 L1091Q 115 10,000 12.0 1,350 Sscra 15 5,500 75 878
253.69091 1"s 5,000 1.5 800 ASLOSEZA 15 9,000 15 870 AGICE10D 230/208 10,000/3,800 1.5 1,550 12910 15 11,500 12.0 1,400 65F78 15 6,000 7.5 860
AIR CHIEF 106.69080 15 6,000 9.5 1,050 ACAO9W2A 15 9,000 12.0 1,400 AGCET10A 115 10,200 12.0 1,340 412928 230/208 12,000/11,700 9.0/9.0 1,730/1,700 | 6SMIW 115 6,000 9.9 1,050 WESTINGHOUSE
Firestone Tire & Rubber Co. 106.69081 15 6,000 9.5 1,050 | ARBIDE3A 230 9,500 100 2,000 | AGIC31ID 2307208 11,000 12,0 1,340 | waae2s 230/208 14,000113,700 10.0/10.5 2,050/2,000 | BSASC "5 6,000 9.8 1,080 Westinghouse Electric Corp.
Akron, O. 44317 106.69130 Hs 6,000 15 850 ACAIOW3B 230 9,500 9.0 1,810 AGIC3TID 2307208 11,000 a3 1,620 L41592ED 230/208 15,000/14,700 12.0/12.0 2,325/2,275 | 8SA1C 115 8,000 120 1,350 Columbus, O. 43228
106.68131 115 6,500 1.5 920 ACA10WSB 208 9,500 ) 1.810 AGIMA11DAC  230/208 11,000 8.3 1,620 L1792 2304208 17,000/16,700 13.5/14.0 2,850/2,825 | BSFIB 115 8,000 120 1,380
Model Volts BTUMr Amps Watts | 1906.69070 115 8,000 12,0 1,350 AHAIOWIA  230/208 9,500/3,500  B.5/8.5 1,800/1,800 | AGFE412A 15 11,500 120 1,350 1418925 230/208 18,000/17,700 13.0/14.5 2,750/2,725 | 8S07A 115 8,500 15 8715 Model Volts BTUMr Amps Watts
05-13-003-4 115 5,000 8.5 920 106.69120 115 8,000 12.0 1,350 AEMIOWTC  230/208  9,500/9,500  8.7/.1 1,750/1,750 | AGFS412G 100 11,500 14.0 1,390 14199250 230/208 18,600/18,300 13.2/14.0 2,800/2,800 | 8SMIW 115 8,500 12.0 1,380 MGK-057 15 5,000 1.5 820
05-13.001-8 115 5,000 8.5 920 106.69180 15 8,000 12.0 1,350 ACB10F28 115 10,000 12,0 1,380 AGFS3124 115 11,500 12.0 1,375 1524925 230/208 24,000/23,500 15.0/16.2 3,300/3,300 | 10SM1W 15 10,000 12,0 1,400 MCK-061 15 5,000 9.0 980
05-13.007-7 115 8,000 12,0 1,350 106.69150 15 8,500 12,0 1,350 ACB10E3C 230 10,000 9.2 1,850 AGFET12A 15 12,000 12.0 1§375) 15249254 230/208 24,000/23,500 15.0/16.2 3,300/3,300 | 10SM1A 1ns 10,000 12,0 1,400 MOK-061 15 6,000 9.0 980
05-13.011-5 1s 10,000 12,0 1,400 106.69151 115 8,500 12.0 1,350 ACB10ESC 208 10,000 9.6 1,850 RB604D 2301208 12,000 8.70.1 1,850 1528925 230 28,000 21.0 4,250 105074 15 10,000 1.5 880 MIK-061 115 6,000 9.0 380
05-13-0131 1"s 12,000 120 1,310 106.69140 us 8,600 15 860 ACBI0W2A 1s 10,000 12,0 1,400 RB6ASD 2301208 12,000 8.1/.1 1,850 15289254 230 28,000 21.0 4,250 10SMaa 230/208  10,000/9,800 10.0 1,300 MKK-067 15 6,000 7.5 840
05-13-015.8  230/208 18,000/17,500 12.713.0 2,700 106.69200 15 10,000 12,0 1,400 AHBIIWTA 2301208 10,800/10,500 9.09.4 1,850/1,850 | RB644D 230/208 12,000 81191 1,850 10SMaw 2307208 10,000/9,800 100 1,900 MGK-061 15 6,000 9.0 980
106.69270 18 10,000 12.0 1,400 ACA1IWIB  230/208 11,300/11,000 10.0/10.2 2,100/2,100 | RB6540 230/208 12,000 9.1/9.5 1,950 125014 15 12,000 120 1370 MHK-081 15 8,000 12.0 1,375
106.69160  230/208 10,000,800  9.510.0 1,850/1,850 | ARB12E3A 230 11,500 10.3 2,100 | ResaaE 265 12,000 73 1,850 MITCHELL 125018 15 12,000 12.0 1370 | wuk.091R 15 8,700 120 1,350
106.69280 15 10,200 12.0 1,400 ACB12E38 230 12,000 10.0 2,000 RBE54E 265 12,000 1.7 1,950 The A. J. Alsdorf Corp. 2s5p1C 15 12,000 120 1,370 MHK-111 1S 10,300 12.0 1,360
AIRTEMP 106.69210 115 10,500 12.0 1,380 ACB12E58 208 12,000 10.3 2,000 AGFSA130  230/208 13,000 8.9/9.3 1,840 Chicago, IIl. 60645 125MaA 230/208 12,000/11,500 10.511.0 2,300 MHK-126 230/208 12,000/11,500 9.2/ 1,980/1,930
Airtemp Div., Chrysler Corp. 106.69170 s 11,000 12.0 1,380 ACLI2E24 115 12,000 12.0 1,400 AGFSR130E 230208 13,000 97104 1,950 125MawW 230/208 12,000/41,500 10.5/11.0 2,300 MBK-126 230208 12,000/11,500 9.2/9.6 1,980/1,930
Dayton, O. 45401 106.69190 "s 11,000 12.0 1,400 ACLI2E22 1s 12,000 12,0 1,400 RB784D 230/208 14,000 11.0020 2,350 Model Voits BTUMs Amps Watts 145014 1s 14,000 120 1,450 MMK-126E  230/208 12,000/11,500 9.2/9.6 1,380/1,930
106.69220 15 13,500 12.0 1,400 ACBI2WTA  230/208 12,000/11,700 10.2/10.7 2,100/2,100 | RB785D 230/208 14,000 115125 2,380 KW9 115 5,500 15 875 145018 s 14,000 12.0 1.450 MHK-1568 230/208 14,500/14,500 11.5/12.0 2,500
Maodel Volts BTUMr Amps Watts | 106.69600 230 14,000 12.0 2,650 AEBI2WTB  230/208 12,000/11,700 10.210.7 2,100/2,100 | AGFCEISD 230208 14,500 11,0117 2,290 sTwa 15 5,500 8.5 300 14s01¢ 1"s 14,000 V2.0 1,450 MBK-156 230/208 15,000/14,600 11.5/12.0 2,500/2,450
105-914 1s 5,000 7.5 840 106.69650 230 14,000 s 2,500 ACL14E2A 115 14,000 12.0 1,410 RB7540 230/208 15,000 109114 2,350 C6N9 115 6,300 75 300 165044 230/208 16,000/15,500 12.0/12.5 2,600 MHK-156 230/208 15,000/14,600 11.512.0 2,500/2,850
105-91L 15 5,000 15 840 106.69700  230/208 14,000/13,600 12.0/12.5 2,500/2,500 | ACB1aWSB 208 14,000 138 2,700 RB7450 2304208 15,000 115120 2,380 S6W9 15 6,500 1.5 835 165048 230/208 16,000/15,500 12.012.5 2,600 MHK-156E 2307208  15,000/14,600 11.5/12.0 2,500/2,450
105-91 115 5,000 7.5 840 106.69760 2301208 14,000/13,700 12.012.5 2,500/2,500 | AEB14W3B 230 14,000 12.8 2,700 AGFS3150 230/208 15,000 12,0 2,350 RC43 15 8,400 120 1,350 185D4B 2301208 18,000/17,500 12.7/13.0 2,700 MBK-176 230/208 17,000/16,500 12.8/13.5 2,750/2,700
€06-91 15 5,600 7.5 850 106.69770 230/208 14,000/13,700 12.0/12.5 2,500/2,500 | AEB1aWSA 208 14,000 13.8 2,700 AGFS4150 2307208 15,000 12.0 2,350 s8w9 1s 8,400 12,0 1,205 185044 230208 18,000/17,500 12.713.0 2,700 MBK-186 230/208 18,000/17,600 12.5/13.0 2,700/2,650
PO6.71 1S 5,800 7.5 865 106.69620 230 18,000 14.5 2,900 ACB14W38 230 14,000 12.8 2,700 AGFC3150 230/208 15,000 12.0/13.0 2,400 CINS 15 9,000 12.0 1,300 18504C 2301208 18,000/17,500 12.7/13.0 2,700 MSK-186 230/208 18,000/17,600 12.5/13.0 2,700/2,650
A06-82 s 6,000 10.0 1,080 106.69660 230 18,000 13.5 2,800 ACL14ETA 230/208 14,000/13,500 10.6/11.2 2,260/2,260 | RBVA4E 265 15,000 9.5 2,290 cow9 18 9,000 12.0 1,310 20SDAE 230/208 20,000/19,500 15.0/16.0 3,400 MPK-186 230/208 18,000/17,600 12.5/13.0 2,700/2,650
106-91 15 6,000 7.5 850 106.69780 230 18,000 12.0 2,750 ACLI4ETZ 230/208 14,000/13,500 10.6/19.2 2,260/2,260 | RB754E 265 15,000 9.7 2,350 C90N9 230208  9,000/8,800  6.9/7.6 1,325 205044 230/208 20,000/19,500 15.0/16.0 3,400 MBK-246 230/208 24,000/23,500 16.5/17.4 3,550
1L06-92 15 6,000 10.7 1,170 106.69740 230208 18,000/17,500 12.5/93.5 2,800/2,800 | ARL1SETA 230/208 14,500/14,500 9.3/10.6 2,150/2,050 | RB7040 2301208 15,000 10.9/11.1 2,290 coowe 230/208  9,000/8,800  6.9/7.6 1,325 245028 230 24,000 16.0 3,550 MSK-262 230 26,000 18.5 3,850
A06.82 1s 6,000 10.0 1,080 106.69720  230/208 18,700/18,300 13.0/14.0 2,350/2,900 | ACLIGETA 230/208 16,000/15,500 10.210.8 2,150/2,150 | RB7440 230/208 15,000 10.9/11.) 2,290 CiNg 1S 10,000 12.0 1,400 245044 2307208  24,000/23,000 16.0117.0 3,550
HO7-91 15 6,500 7.5 880 106.69722  230/208 18,700/18,300 13.0/14.0 2,950/2,900 | ACL18E7A 2301208 18,000/17,500 13.714.2 2,810/2,860 | AGFSTI70  230/208 16,500/16,200 10.6/11.3 2,250 c1ws 1s 10,000 12.0 1,400 285€48 230/208 28,000/27,000  20.0 4,250
€08-92 15 1,500 12.0 1,350 106.69730 230 20,500 15.0 3,350 ACLIBETZ 230/208 18,000/17,500 13.7014.2 2,810/2,860 | AGDSH17DE  230/208 17,000 11.211.9 2,340 RC19 230/208 11,70011,800 10.5/11.2 1,990 28SE4A 230/208  28,000/27,000 20.0 4,250 WHIRLPOOL
A08B-82 ns 8,000 10.0 1,080 106.68830 2301208  21,000/20,000 17.0/18.5 3,800/3,800 | ACGI9E3C 230 18,500 10.5 2,190 AGDSH170A  230/208 17.000 10.8111.5 2,250 C12N9 230/208 12,000/11,700 10.5/11.2 1,990 Whirlpool Corp.
108.92 15 8,000 12,0 1,350 106.69680 230 21,500 16.0 3,500 ARLISETA 230/208 19,000/18,700 13.8/15.0 3,030/3,030 | AGDS118B8 230 18,000 137 3,100 c12ws 2301208 12,000111,700 9.510.3 1,350 Benton Harbor, Mich. 49022
208-82 ns A.0nn 100 1.n80 10669640 230 23000 180 3.200 ACL21E38 230 21,000 160 2520 AGDSTI9D 2304208 19.000 134137 2710 MIwe 115 13,000 12.0 1,350 SIGNATURE
HO8-31 15 8,000 7.5 875 106.69820 230 23,000 16.0 3,600 ACL21€5A 208 21,000 171 3,420 AGDS319D 2301208 19,000 134/141 2,840 M5W9 230/208 15,000/14,600 9.810.3 2,000 Montgomery Ward & Co. Mode! Voits BTUMr Amps Watts
508-92 1s 8,000 1.7 1,300 106.69800 230 23,000 16.0 3,600 ACL21€32 230 21,000 16.0 3,520 AGDS4190 2304208 19,000 1340141 2,840 RM69 2307208 16,500/16,000 13.013.5 2,600 Chicago, lil. 60607 ATM-P43-20 s 5,000 75 850
S08-92R 1S 8,000 1.7 1,300 106.69801 230 23,000 16.0 3,600 ACL24E3A 230 23,500 18.1 3,960 AGDS6190 2301208 19,000 13.5/14.2 2,840 M7W9 230/208 17,000/16,600 13.0/13.5 2,600 ATM-P50.20 15 5,000 1.5 825
H09.92 15 8,800 1.5 1,300 106.69810 230/208 23,000/22,500 17.0/118.5 3,700/3,700 | ACL24ESA 208 23