Refrigerator-freezers: a Mart consumer study
Display’s the thing for “"second Christmas” season

Radio shows help produce TV sales

e The business partner of 50,000 appliance/home electronics retailers MAY 1/69
What consumers want
in their
refrigerator-freezers:
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Duplex

FREEZER/REFRIGERATOR

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

More beautiful,
more features,
more profitable

than ever...
for1969!

Admiral Duplex Freezer/Refrigerator: More sizes—
including a new 16-cu.-ft. model—plus distinctive new
hidden door handle styling and a new interior color!
Plus the greatest new appliance line in Admiral history!

Admiral presents the most wanted
side-by-side in a new sales-making
size . . . a new 16-cu.-ft. model to
broaden customer appeal and keep
the Admiral Duplex Freezer/Refrig-
erator the leadership line of 1969!

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 DOOR
CLOSERS. Assure two
firmly closed doors [
and no food spoilage. L
An exclusive Admiral
innovation!

1

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

TS

ADMIRAL FRIGID MEAT

shopping trips!

KEEPER. Keeps meat fresh up
to one full week. Cuts down

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 -~
Duplex easy to move. e

- ADMIRAL ADJUST-

ABLE SHELVES. The
l fresh food section has
» cantilevered adjust-
& able shelves. Shelves
= in the door section are
i adjustable, too!

4 ADMIRAL FRUIT BIN
+ VEGETABLE BIN. An-
- Other example of Du-

a— plex' total compart-

L “@Wﬂmﬂmn’m mentalization. Eggs,

butter, meat also have
special compartments.

Admiral Duplex

Freezer/Refrigerator

The 1 to watch in 1969.



Unique: Sopnisticated performance
[POm Ulira Compact

S1ere0 Systems

Only JVC’s unchallenged experience in the field of micro-electronics
could produce these superbly styled and engineered compact and bookshelf stereo systems.

Model 4320 —All-In-One Solid State Stereo Compact A powerful 20 watts in output. Super sensitive AM and FM
radio reception, plus a built-in FM stereo adaptor. 4-speed (163, 3343, 45 and 78 rpm) compact automatic record
changer with diamond stylus. Handles up to six records at a time. Handcrafted speaker baffles with an excep-
tionally wide frequency range. External speaker selector in front. Main Unit: 7%” H, 14%2” W, 12" D 11.9 Ibs
Matching Balfles: 133" H, 8% " W, 6%” D 4.2 Ibs. each.

Model 4210 — Solid State AM/FM Stereo Compact with Matching Speakers Similar to the 4320, but without the
built-in record changer. Main Unit: 33" H, 14%2” W, 12" D 10.1 Ibs Speaker Baffles: 13%” H, 8%%” W, 6% " D
4.2 Ibs. each.

Model 4200 — Separate Micro-Compeonent Stereo System A powerful full-fidelity sterec system that totals in
weight what some standard companents weigh apiece. The micro-compact amplifier offers a large power output
of 44 watts, a bandwidth from 30 to 20,000 Hz and a low-distortion factor of only 1%. Matching AM/FM/FM Multi-
plex Tuner shows outstanding sensitivity and selectivity characteristics as well as a stereo separation figure of
more than 40 dB. Contemporary styled speakers have an input of 12 watts and a wide 45 to 20,000 Hz frequency
range. All components are finished in special selected walnut. Amp. (5004): 3%"” H,9" W,8%"” D 7.7 Ibs. Tuner
(5005) 3%~ H, 9” W, 83%” D § lbs. Ballles (5300): 11%” H, 72" W, 8%"” D 7 Ibs.

Model 9800 —Solid State AM/FM Stereo Compact with 8-Track Stereo Three-in-one stereo system that brings
AM, FM and FM stereo reception as well as 8-Track Stereo to any room in the house. Faithful full-fidelity repro-
duction from compact matching speaker system. Solid state circuitry for 8 watts in output. Versatile tape playing
functions with full control and indication. Luxuriously finished selected woods. Inputs for turntable. recorder and
headphones. Main Unit: 53%” H, 183" W, 97%” D 13.5 Ibs. Matching Ballles: 10%” H, 8Ya” W, 9%” D 3.3
1bs. each.

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

Gentlemen: [7] Please send catalog. price list and additional intormation.
[7) Please have salesman call.

Name Company Name

Address.

Manufactured by Victor Company of fapan, Lt

Subsidiary of

JVC America, Inc., A Subsidiary of Victor Company of , Ltd., c/0 Delmonico International Corp., 50-35 56th Road, Maspeth, N.Y. 11378, ELGIN NATIONAL INDUSTRIES, INC.
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dealer advisory board

Lester M. Bachmann Polk Brothers,
cago, Il1, Pop. 3,550,404

Dick Christman Dick Chnstman Apphance Cen-
ters, Inc , Oklahoma City, Okla 324,253

Sidney A. Cooper Silo, Inc. Philadelphia, Pa
Pop 2,002,512

Louis L. Del Padre Del Padre Music Shops
Apphances, Springfield, Mass., Pop 174,463
James Fultord Fulford’'s Sales, Washington,
D C . Pop 763.956

Lou E. Gatlin, Jr. Ace Applhiance Co
Tenn , Pop. 536,585

Sam Gordon Sam Gordon's Appliance Super-

Inc. Chi

Memphis,

markets, Macison, N.J.. Pop. 15,122

Carl 0. Hagstrom General Apphance Co, San
Francisco, Cal , Pop. 740,316

Lawrence S. Kelley Harold Kelley's, Inc, Port
land. Ore , Pop. 372, 676

€zra Landres Certified TV & Applance Co , Inc
Norfolk, Va , Pop. 304,869

Wolt L. Lansing Downing’s 'nc., Denver, Colo
Pop 493,887

J.C. Mauldin Mauldin’'s, Columbus, Miss ., Pop.
24,771

Robert N. May Bob May TV and Applances
Whittier, Cal , 33,663

Sid Omansky Sid's Home Entertainment & Ap
phance Centers, Tucson, Anz., Pop. 212,892

Dan Rabin Rabin’'s Appliance and Furniture
Corp . Hammond, Ind., Pop. 111,698

Paul G. Schuenemann, Jr.,, Schuenemann Elec
tric, Westlake, O , Pop 12,906

Romie Thomas McDuff Appliances, Jacksonville
Fla . Pop 201,030

Julius Ventura Joerndt & Ventura, Kenosha
Wis . Pop 67,899
Samuel S. Wurtzel Wards Co , Inc, Richmond

va , Pop 219,958

sales offices

New York, N. Y. 10017: 757 Third Ave PlLaza 2
8600

George Miller Marketing Manager Edward J
Lohan
Chicago, Ill. 60606: 400 West Madison St FI

nancial 6-4611

William Stroben Midwest Sales Manager. Alan
C Rose

Cleveland, O. 44114: 1814 Supenor Bldg CHerry
1-1755

Los Angeles, Cal. 30029: 835 North Western Ave
213-466-2104 Richard E Murphy

Japan: Dempa Publications, Inc, 11-2, Higashi
Gotanga 1-chome, Shinagawa-ku, Tokyo Phone
443-6241 H. Hirayama

Cable: DEMPASHINBUN TOKYO

Cable address: BUTTPUB NEW YORK
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What's so hot
about the
hot electric?

Just look at the sa'es figures and
you'll see how the Stick Vac has
grown over the years.

Steadily. With no setbacks and no
leveling off.

Why just last year, Regina
Electrikbrooms® increased in sales
by almost 50%.

And that’s why Regina is the hot-
test hot electric around.

REGINA. vl

Quality floor care products. ..
Worldwide Factories: Rahway. N.J.:
Welland. Canada: Lordon. England



for the twelve month
point of sale
piece

point 1

Any room converts to a room-with-fireplace
in minutes with the new Decorator Electric
Fireplace.

point 2

Go ahead! Touch the touchably attractive
hood at any point—it's always cool because
the heater is thoughtfully located elsewhere.

point 3
The Decorator Electric Fireplace can be hung
for a “‘built-in" fireplace look by using the

rugged wall-mounting bracket that's included.
point 4

Point up personal tastes and styles with a
choice of optional brass decorator plaques.

point 5

Point to the contemporary neutral styling of
baked-on black enamel finish with brass-
colored aluminum trim.

point 6

Here's a point of added realism—a real
fireplace screen of steel mesh with solid
brass pull and chain.

point 7

Dancing points of glowing light among
genuine oak logs create a romantic flickering

fire effect.

point 8

Support your sales points for a free-standing - e

fireplace with these sturdy steel legs. %
: =

point 9 7 | =

Z

Don't overlook this silent point—the whisper-
quiet fan fills the raom with warmth without
imposing on the mood.

point 10

Its practical points include a whole-room
forced-air heater to make even the hardest-to-
heat room comfortable.

point 12

We're eager to point out the
profit advantages of Arvin.
Write, wire or call Arvin
Industries, Inc., Consumer
Products Division, Dept. E-9,
Columbus, Indiana.

ointout

point 11

The simple-to-operate controls include on-off
flickering fire switch and a 30° to 120° range
thermostatic heater control with positive off.

Aer n.~o
S,

Model 90H10-1K
(shown)

120 Volts

Single Fan-Forced Heat
1650 Watts

Includes Logs

Model 90H20-2K

240 Volts

Three Fan-Forced Heats
2,000, 3,000, 4,000 Watts
Includes Logs

point 13

If it's convenient, make it a
point to stop at one of our
showrooms . . . at Chicago,
Dallas, Los Angeles and
New York.

point 14

The whole point is that the
new Decorator Electric Fire-
place is backed by fifty years
of leadership—assurance that
Arvin points the way to profits.

THE NEW DECORATOR ELECTRIC FIREPLACE—a romantic fire-
place, a dependable room heater, a handsome decorator piece. Point
with pride year 'round to all its features, knowing Arvin excellence
means excellent profits 12 months of the year. At $119.95 retail (Model
90H10-1K), it can't help but fire up sales.




[

Mart names regional
winners in Distributor
Salesman-of-Year contest

The regional winners in Mart magazine's
11th annual Distributor Salesman-of-
the-Year competition have been selected.
The objective of the contest is to honor
wholesale salesmen for outstanding serv-
ice to dealers and, by means of the con-
test, to promote and encourage such serv-
ice.

For purposes of the competition, the
United States is divided into eight geo-
graphical regions, and a winner is chosen
from each region from nominations sub-
mitted by dealers. The judges will select
the top winner — the Distributor Sales-
man-of-the-Year for 1968 — from the fol-
lowing list of eight:

Region 1: Frank D. Pirri, of Ballou, John-
son & Nichols Co., Providence, R.1.

Region Il: Paul E. Maurer, of D&H Dis-
tributing Co., Harrisburg, Pa.

Region lll: Karlh McCallister, of V.J. Mc-
Granahan, inc., Dayton, O.

Region IV: Harvey V. Lee, of Reinhard
Brothers Co., Fargo, N. Dak.

Region V: Gasper Bua. of Raybro Elec-
tric Supplies, Inc., Tampa, Fla.

Region VI: Hal Blaum, of Whirlpool
Corp., New Orleans, La.

Region VH: Gene Crawford, of Strevell-
Paterson Co., Salt Lake City, Utah.

Region Vill: Steve Previte, of General

~
Regional winners announced in Mart contest
for distributor salesmen . .. Corning’s $590 range proving
popular with middle income consumers . . . Maytag plans more schools.

> <

Electric Co., Fresno, Cal.

Judges in the competition were last
year's Distributor Salesman-of-the-Year,
Ralph Percival, of Milhender Distributors,
Boston, and Ken Lilienthal, executive edi-
tor or Mart magazine.

Display shows all

A new display for Motorola’s ‘‘Quasar’ color TV is
this clear plastic display sleeve which wraps around
the drawer, keeps it open, yet permits the ‘“‘works"
and mini-circuits to remain visible to the shopper.
Attachable pennant calls attention to the set on the
retail floor.

Mart magazine/May 1, 1969

Mart magazine names
feature editor

Joining Mart magazine as feature editor
is Anthony G. Rud, of Pittsfield, Mass.,
a newspaperman for the past 22 years.

In his new position, Rud will be respon-
sible for supervising and obtaining feature
coverage from manufacturers, distributors,
and dealers served by Mart.

An editorial writer for The Berkshire
Eagle, a daily newspaper in Pittsfield,

Anthony . Rud

since 1957, Rud previously had been a
general reporter’and weekly by-lined col-
umnist. He was graduated in 1941 from
Dartmouth College, where he was a mem-
ber of Phi Beta Kappa honorary society.
He spent 40 months in the U.S. Navy during
World War I, serving in the Atlantic and
Pacific theaters.

Trade, public to view
Japan exposition

at three sites

Between 100,000 and 300,000 consumers
are expected to pay an admission fee of
$2.50 to tour the Japan Exposition, Trade
& Culture, 1969 in each of three cities,
Philip Metz of the exposition management
firm stated last month in New York City
during a reception for potential exhibitors.

The show is expected to have between
300 and 400 exhibitors in each location. It
will be open to the trade from 9 a.m. to
1 p.m. and to the public fram 2 p.m. to
closing. Merchandise to be exhibited in-
cludes home entertainment products, elec-
trical appliances, toys, cameras, watches,
cars, and motorcycles.

The exposition also will offer displays
of Japanese art and demonstrations of
flower arranging and other Japanese sKkills.
It is being sponsored by the American-
Japan Society, Inc., the Mainichi News-
papers, and the World Trade Center of
Japan, Inc.

Dates and locations for the exposition
are: New York Coliseum, New York City,
Oct. 25-Nov. 3; International Amphitheatre,
Chicago, Nov. 8-Nov. 17; Los Angeles
Memorial Sports Arena, Nov. 22-Nov. 30.

Corning’s “Counterange”
selling well to
mid-income groups

Distribution of the Corning Glass Works
““‘Counterange’” has been expanded to 11
marketings since its initial tests in Syra-
cuse. N.Y., Boston, and the Minneapolis-
St. Paul areas last November. The new
markets are Florida, Washington, D.C., up-
per New York State, Vermont, New Hamp-
shire, Maine, Rhode Island, and Milwau-
kee, according to Ron Seegar, Corning's
midwest sales manager.

The ‘“Counterange,” which is a com-
bination of Corning’s ‘“Counter That
Cooks"” and a Frigidaire-made electric
self-cleaning oven base, has made excel-
lent market penetration in the Minnesota
market, Seegar reports, with the most sig-
nificant fact being that the purchasers of
the $590 Fair Traded range are mostly mid-
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news &trends

dle class and farmers.

The most important sales point has been
the cleanability of the flat surfaced cook-
top, not the thermostatic burner controls
as was anticipated.

A minor problem that did develop, chief-
ly in the built-in countertop, was that if the
initial purchaser moved from an apartment
or sold his home, it presented a need for
“education” of the new user. Here, the
electric utility has been helpful by provid-
ing home economists. And, Seegar add-
ed, if the original specially ground and
polished flat surface cookware needs to
be replaced (cost, around $90), this would
be an additional expense for the second
owner. In apartments a deposit could
prevent the problem, but a home sale is an-
other matter.

The range is selling well in four colors
— avocado, harvest yellow, white, and cop-
pertone — in that order.

As part of the planned expansion of the
“Counterange,” Corning is holding train-
ing meetings for service and sales person-
nel.

Maytag training school
a success; more are
being planned

Last August, Maytag spent over $100,000
and four weeks to teach 23 young men
(average age 21.5) who had no experience
to sell major appliances.

The results? One failure. Three ques-
tionables. And 19 successes ranging from
the good to the rousing.

Seventeen graduates returned to May-
tag headquarters in Newton, la., for a class
reunion on April Fool's Day, but it was no
joke. All looked considerably more pros-
perous than they had seven months earlier.
But, then, they should have.

On the average they were earning twice
what they had while they attended May-
tag’s first Retail Sales Training Institute;
some were doing better.

“One young man had been earning the
minimum hourly wage,” says Dr. Max
Fuller, Maytag's director of field educa-
tion. “He recently earned $1.435 in one
month, and is holding his own with expe-
rienced salesmen.”

Another, who came right from high
school, earned $350 in commissions his
first month home, $640 the second, and is
now averaging more than $700 a month.

Boys 18, 19, and 20 who knew nothing
of appliarce retailing talk of owning their
own stores someday, and Fuller knows of
two alumni who are being groomed to be-
come store managers when their employ-
ers expand.

“l know | made a mistake,’” says the
dealer who hired the one man who is no
fonger in selling. (Maytag had nothing to
do with hiring the trainees. Retailers hired
them, paid them a salary while they trained,
and promised them a job when they grad-
uated.) The 18-year-old apparently decided

he did not like selling when he returned to
the salesfloor, and is now working in an
office.

Three others no longer work for the
dealer who sent them to lowa. One who is
selling encyclopedias door-to-door while
he goes to college says he is still inter-
ested in retail selling. Another sells for a
consumer electronics retailer. The third
works (at last word) for a competitor of
his sponsor.

“But | think we proved that you can
teach someone to sell,” says Fuller. “Fur-
thermore, you don’t have to teach them to
sell any specific product. You can teach
the basics of retail appliance selling, and
the man himself can figure out how to
apply the principles to Maytag washers or
Amana refrigerators or Motorola television
sets. The boys told me that they had
learned how to get product knowledge off
the spec sheets.”

The boys also told Fuller, who with other
executives interviewed graduates to learn
how the real world had changed their ideas,
that they seldom see a distributor sales-
man after he shows the new line — an in-
dictment of all brands.

“But it seems to me,” says Fuller, argu-
ing that this contact is valuable, *‘that |
would sell the product of the man who took
an interest in what | was doing and who
could help me with my questions.”

The trouble is, as every wholesale sales-
man knows and as Fuller acknowledges,
the salesman does not make any money
— at least not directly — jawing with retail
salesmen.

Fuller hopes that his management will
permit him to run two 25-student sales
training classes a year. Dealers would
probably be asked to help pay part of the
cost, which, now that Maytag has invested
in training films, video tape equipment, and
a model store, would only be about a quar-
ter of the original session. Fifty salesmen
a year are not many, but Fuller believes it
is better to light a single candle than to
curse the darkness.

¥
=
improvement in three attitudes: consum-
ers’ expectations about changes in their
personal financial situation over the com-
ing year; expectations regarding business
prospects during the coming year, and
opinions about whether it is a good or a
bad time to buy large household durables.

Ot these, the economists add, only the
one regarding near-term expectations
about business conditions is now much
higher than a year ago. Intentions-to-buy
were expressed by a similar proportion of
families as a year ago.

Non-tariff barrier
denounced by EIA

The Electronic Industries Ass'n is pro-
testing what it calls a ‘“non-tariff trade’
barrier’” posing a threat to U.S. exports
of electronic components. The association
has asked Secretary of Commerce Mau-
rice Stans to discuss the question during
trade talks with Western European nations.
The barrier is an agreement being ne-
gotiated by France, West Germany, and
the United Kingdom allowing a plant ap-
proved under the system to ship electronic {
components to any other participating‘i
country without further inspection or test-
ing. The effect is to lower the cost of elec-
tronic components to buyers within the
three countries while placing U.S. manu-|
facturers at a competitive disadvantage.
EIA Executive Vice President James D. |
Secrest wrote Secretary Stans that the
agreement would create ‘'‘an absolute
embargo’ on exports of U.S. electronic
components to the three countries, which
last year totaled $88 million. He asked for
‘“determined action' against it.

Consumers optimistic about
business conditions

Consumer attitudes “improved” in the first
quarter of 1969, and regained last year's
level, The University of Michigan's Survey
Research Center reports. Fears of infla-
tion grew no worse during the last 12
months. Still, no spending boom is In sight.
The latest SRC quarterly survey of con-
sumer attitudes and inclinations-to-buy,
based on a national cross-section of more
than 2,000 families interviewed between
January 10 and March 10, shows a gain in
the “SRC Index of Consumer Senti-
ment’’ from 92.1 in November, 1968, to
95.1. The index stood at 95.0 in February,
1968. (February, 1966, is equal to 100.)
Economists George Katona and Jay
Schmiedeskamp, who directed the na-
tional survey, say that the recent change
in consumer sentiment resulted from the

Latest week’s EIA figures
show decline in most
product categories

The Electronics Industry Ass'n reports
that for the week ended April 11 distributor
sales of most consumer electronics prod-
uct categories declined. The biggest drop-
off was registered by console phono-
graphs, sales of which were off by 16.4 per
cent. Monochrome TV gained the most, be-
ing up 6.6 per cent over the same week last
year.

Same

Week Week Per

Ended Last Cent

April 11 Year Change
Television
Monochrome 85,059 79.811 + 6.6
Color 83,875 88,880 — 56
Total 168,934 168,691 + 0.1
Radio
Auto 2011 STOPNIOSESHIGIN - 453
Home 163,425 182,893 —-10.6
Total 365,004 376,208 — 3.0
Phonographs
Port.-Table 48,770 54830 —11.1
Console 22,086 26,428 —16.4
Total 70,856 81258 —12.8

May 1, 1989/Mart magazine



Fisher is the only
uality hi-fimaker
with selective distribution.

That’s just one reason
o hecome a Fisher

Here are some others:

1- Fisher is the world's largest maker of quality stereo equipment.

2- You make a full profit on every Fisher you sell.

3. Fisher has the only stereo line broad enough to cover every duyer of I
components, compacts and consoles, from the youth market to the high- I
income, big spenders.

4- Fisher's 32-year reputation for quality is unique. And that reputation is
constantly growing, thanks to national advertising, local advertising, and
(most important of all} word of mouth recommendation.

5- Only Fisher stereo consoles contain genuine Fisher stereo components.
And our cabinets are hand-finished, fine-wood cabinets, in authentic furniture l
styles. (Lots of different styles.)

6. Last, and most important of all, only Fisher (with all this to offer) can make I
yours the No. 1 hi-fi store in town.

console dealer.

el )
g

~o

---------1

m Ifyou'dlike to know

more about Fisher dealerships,
write or call Harry Norman,
General Sales Manager,

Fisher Radio Corporation,
11-40 45th Road, Long Island City,
New York 11101. Tel. (212) 937-2100.

Name

Address

City State Zip
N NN D BN BN T .

L---

9405697
L

See the Fisher consoles at their Preview Show in New York at the Essex House, Park Suite, April 30 & May 1.
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Tomorrow’s kitchens
to be individualized

New ways of “packaging” and group-
ing appliances to suit individual
tastes will transform the American
kitchen of the future, a General Mo-
tors styling executive predicts.

Roger L. Crispell, who heads
Frigidaire’s appliance design, told
the American Management Associa-
tion’s 38th annual packaging confer-

ence in Chicago that the purpose will
be to satisfy an increasingly ‘“‘seg-
mented” market.

Pointing out that the tobacco and
soap industries have worked up a
variety of packages to contain rough-
ly similar products, Crispell said ap-
pliance designers are following the
same path. “We are developing a
number of different ‘packages’ (in
the case of appliances we call them
cabinets), but | don't see us end-

ing up with as many different pack-
ages as the manufacturers of small-
er, less expensive items can offer.”
he said.

Variety also can be attained by
arranging wall-mounted appliances
and storage space in blocks to fit any
particular kitchen layout. Crispell
described an *island Kkitchen” with
blocks of appliance units for food
preservation, preparation and dis-
pensing.

AHAM appoints Rascher
to executive committee

Named to the executive committee of
the Ass’n of Home Appliance Mirs.
is Arthur C. Rascher, vice president
of sales, KitchenAid-Hobart. A mem-
ber ot the AHAM board of direc-

10

tors since its inception in 1967, Ras-
cher serves on the dishwasher, dis-
poser, and portable appliance depart-
ment executive boards.

Shaffer resigning
as Dominion chairman

Robert Shaffer, chairman of the
board of Dominion Electric Corp.,
producer of electric housewares, is
ending his association with the com-
pany cftective May | to pursue other
business interests. With Dominion
for 30 years, Shatfer was president
from 1959 to 1968, when he be-
came chairman of the board. He
earlier had been director of pur-
chases, general sales manager and
vice president. Dominion became a
wholly-owned subsidiary of Scovill
Mtg. Co. April I.

Singer sets records
in '68 consumer sales

A record total of $767,600,000 in
consumer product sales was racked
up in 1968 by the Singer Co., ac-
cording to the company’s annual re-
port. This was a 7 per cent increase
over the previous year.

Consumer product sales accounted
for 49 per cent of the campany’s earn-
ings, and were 44 per cent of Singer’s
$1.755,000,000 total sales.

In addition to sewing machines
and related goods and services, which
represent about 70 per cent of the
company’s consumer volume, chief
products for the home include con-
sumer clectronics, such as stereo
systems, TV sets, radio, and phono-
graph records; refrigerators. washers,
and ranges. the latter sold only
overseas.

Robins eases credit
for NEW showgoers

Audio distributors  aitending  the
NEW Show in Las Vegas May 21-23
will be able to stock up at that time
with cassettes and pay for them as
much as six months later, under a
plan offered by Robins Industries
Corp. of College Point, N.Y. Robins
manufactures the quality “Brand 5"
and promotionally priced “*Sonoram-
ic™ cassettes, and will be introducing
40 new cassette and cartridge acces-
sories at the show.

Bob Cohen, Robins’ marketing
manager. said the plan was de-
signed to help distributors beat soar-
ing interest rates. He explained that
the amount of credit to be granted
could be “over and above the distrib-
utor’s regular credit line,” depend-
ing upon the individual’s credit stand-
ing.

Sylvania introducing
1970 line in Miami

Sylvania’s 1970 line of television sets,
stereophonic instruments, and radios
will be introduced at the annual dis-
tributor  convention of Sylvania
Entertainment Products May 27-28
at the Doral Country Club and Hotel,
Miami, Fla. Regional dealer con-
ventions will be conducted by four
teams of Sylvania personnel in 14
major cities throughout June.
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Service merger

Editor. Mart magazine:

I have read with interest your last
few *“Balance Sheets.” The last one
on the need for managers hit home.

I have not been able to get the type of

fellow 1 feel we need to run our serv-
ice department.

In the last 30 days | have been
working with a man who runs a small
service operation and some sales.
We have just completed an agrecment
to merge. We are taking over his op-
eration by giving him stock in ours.
He will take over as manager of serv-
ice, while I will be in charge of sales.

We will move our service opera-

UCLA extension program
to use EVR cartridges

Aduit extension courses packaged in
electronic video recording cartridge
format will be offered owner-mana-
gers of small businesses in Greater
Los Angeles, under a plan announc-
ed by Columbia Broadcasting Sys-
tem's EVR division. The course
material. utilizing lecture. instruc-
tional, and case-history approaches,
will be produced by the University of
California, lLos Angeles, for busi-
nessmen  taking UCLA  extension
courses.

Broad plan cited
as key to mergers

A comprehensive plan is needed to
make company mergers work, the
National Industrial Conference Board
was told recently by M.S. Spolane,
president of Sterling Electronics. Inc.
Spolanc. whose diversitied corpora-
tion has acquired 35 firms in the
past five years, said successful busi-
ness marriages result from “success-
ful courtships. commonality of goals.
similaritics of approaches to operat-
ing philosophies. full disclosure of
integration plans before the acquisi-
tion, and a joint eftort and desire to
make the acquisition work.”™

Arlans attains records
in sales and earnings

A 17.8 per cent spurt in sales for
the fiscal year ended Jan. 25, 1969
has been recorded by Arlans Depart-
ment Stores. Inc. The new sales mark
of $336.965,076 compares  with
$286,070.632 for the previous fiscal
year. Earnings before taxes rose 33
per cent, and net carnings after taxes
rosc 21.8 per cent to a record
$6.141,707. equivalent to $2.27 per
share as contrasted with $1.92 per
share in the 1967 fiscal year.

Mr. Zip Says:
Zip code is for everyone.
both business and personal

Use it for
letters.

tion over to his store and move out
all his sale merchandise and run noth-
ing but service trom his store. We are
going to name it Green Radio Cen-
tral Service.

We are going back into servicing
all name brands, not just the ones
we sell. We are going to a 40-hour
week for the technicians, with a good
pay scale for them plus incentives ac-
cording to our NARDA data sheets.

We are going to put the outside
men into dress clothes instead of uni-
forms. 1 am looking for this to be the
greatest thing since color TV. I know
there is money in this business if you
run it like a business with the right
type of people . . .

B. J. Green
Green Radio Sales
Kalamazoo, Mich.

Cable aids sales

Editor, Mart magazine:

In your issuc of Feb. 1. 1969.
“Multi-Outict Antenna System”™ to
demonstrate total TV and FM, |
could not agree with you more. How-
ever, we have found that the addition
of cable TV has helped the consumer
who has the cable and can see what
the set can draw.

In this area of Pennsylvania we can
receive all channels of reception.
Since the installation of the cable at
this store, sales are closed with greater
case than ever before.

David J. Weiner
Appliance Mgr.
H. Leh & Co.
Allentown, Pa.

“Don’t waste your tune on washers
and dryers. Show them stereo and
color TV.”
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This little piece of paper
is the best selling tool in the
dishwasher business.

HIGHLIGHTS* OF YOUR WASTE KING

R L o T

the action takes place.

The Dishwasher Tank is Stainless Steel clear through.
So is the inner door. The Distribution Arms that do
the scrubbing and rinsing are Stainless
Steel. Baskets glide in and out on smooth
Stainless Steel rails. If these, or any
other Stainless Steel parts fail, due to

EVERY STAINLESS STEEL PART is guaranteed
for 20 vears against failure due to corrosion.
Stainless Steel extends the dishwasher’s life where

UNIVERSAL STAINLESS STEEL DISHWASHER GUARANTEE

Rapid Advance Timer, on the SS/950 Series, is
guaranteed for 5 years. If the timer fails to operate
properly due to a defect in materials or workmanship

at any time within 5 years, we’ll fix the timer or put in

a new one.

corrosion, within 20 years, we'll repair

or replace the defective part. For an
entire generation, it becomes our prob-

lem, not yours.

There's nothing like a good, solid guar-
antee to clinch a sale. Especially when
it's based on a good, solid product
advance. That's why we built Waste King
Universal dishwashers with stainless steel
tanks, inner doors, wash arms and basket
glides. And then guaranteed these stain-
less steel parts for 20 years against
failure due to corrosion.

And you get lots more to sell with Waste

King Universal dishwashers. . .things

women want:

* Greater capacity...with greater
interior height and a unique water dis-

All other parts on all series are guaranteed one year.

Waste King Universal will absorb the

cost of service labor necessary to replace

anydefective part for the first year after
installation.

*The statements above highlizht, but do not con
tain all of the provistons, conditions and ltmutations
of our warranty, so we would appreciate your obtain
g u copy of the camplete warranty

Waste King's

20 year guarantee.

tribution system that allows greater
flexibility in loading.

® Really scrubs dishes clean...twin
wash arms rotate in opposite direc-
tions, forcing hot, detergent-activated
water totally into both upper and
lower baskets.

* Rapid-Advance Timer ...
guaranteed 5 years.

so good it's

* Disposo Drain eliminates tedious hand-
rinsing...a quick scrape and pop
dishes in the basket.

¢ 162° Sani-heat final rinse . . . automatic
Sparkle Rinse ... patented Thermo-
Matic heater assures sanitized humid-
ity-free drying.

All that...plus a 20-year guarantee.

Makes a nice selling story. Doesn't it?

Quiet ... just above a whisper.

3300 E. 50th Street, Dept.M-5,
Los Angeles, California 90058

® A Subsidiary of Norris Industries

"
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RESULTS OF NEW CHECK OF COLOR
SETS PROMPTS DEMANDS FOR
FAST FEDERAL ACTION

By James D. Snyder

Radiation Standards: Look for Federal ra-
diation standards sometime within the next
month. The Department of Health, Educa-
tion and Welfare (HEW), spurred by recent
outcries, has promised an early proposal
despite its findings that TV sets in produc-
tion do not leak dangerous radiation.

Under a law passed last year, HEW
would have had until January 1. 1970, to
publish standards controlling eclectronic
product radiation emissions. One reason
for the rush job is a set of demands for
prompt Federal action by Reps. Benjamin
Rosenthal (D-NY) and Edwin Koch (D-
NY). In letters to Federal Trade Commis-
sion (FTC) Chairman Paul Rand Dixon
and U.S. Surgeon General William Stew-
art, the two Congressmen urged (1) immed-
iate implementation of the 1968 Federal
Radiation Standards law; (2) an adminis-
trative ruling from FTC and the Public
Health Service (PHS) requiring color set
makers to inspect sets in homes, or to re-
call sets to factories for radiation tests and
corrections; (3) installation of a radiation
counter in all new color TV sets to check
possible X-radiation: (4) requirement that
manufacturers offer such counters free for
color sets already in homes: and (5) immed-
iate publicity in news media from FTC,
PHS and color TV manufacturers warning
of possible radiation danger and teliing the
public whom to call for inspection.

Rep. Koch also plans to ask that FTC
recall every color TV set in the country to
be tested for radiation hazards. Under the
law passed last year, clectronic product
manufacturers must correct, replace or re-
fund money on any unsafe products made
after the law was signed October 18, 1968.
The two Congressmen are concerned about
sects manufactured before that date, for
which the law makes no provision. Prompt-
ing their concern was a recent radiation
survey of 5,000 color TV sets in Suffolk
County, New York. In that county
alone, some 20 per cent of the sets were
emitting rays stronger than the danger lev-
el set by the National Council on Radiation
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Protection and Measurement.

Japanese Found Not Dumping: The Treas-
ury Department has tentatively cleared
Japanese clectronic receiving tube manu-
facturers of charges that they're dumping
the tubes on the U.S. market. The charges
of Japanese product sales in the U.S. at
less than fair value” were made in May of
1968 by the Electronics Industries Ass'n.
Tariff Loogphole Study: Meanwhile, the
U.S. Tariff Commission has announced
plans for a tariff loophole study at the re-
quest of Rep. William Green (D-Pa.).
The study will involve use ot Section 807
of the tariff schedule, under which Ameri-
can electronic product manufacturers and
other U.S. firms export materials for as-
sembly into finished products. These are
then imported into the United States at an
important cost saving to electronic manu-
facturers and, further down the line, re-
tailers.

Job Banks: Finding service men and sales-
men may be less of a headache for metro-
politan appliance and home clectronics re-
tailers in the future. Labor Department of-
ficials, enthusiastic about a computeriz-
ed job bank experiment in Baltimore, plan
to set up similar units in some 36 other
cities by July, 1970. Of these, Atlanta, Chi-
cago, St. Louis, Hartford, and Portland,
Ore., are slated for computer job banks by
June | of this year, according to Labor Sec-
retary George P. Shultz.

The [10-member Baltimore job bank
that started all the action involves a simple
computer operation which prints up some
10,000 job openings in the area each wecek-
day evening. This up-to-date, complete
list of openings is then distributed in the
morning to placement counsclors with the
Maryland State Employment Service and
Baltimore anti-poverty agencies. The ac-
cessibility of job information has enabled
the employment service to open 12 more
neighborhood offices since the bank’s ori-
gin, with another 10 in the works.

A more elaborate sctup in Salt Lake
City, Utah, also in part Federally funded.

uses the computer to match the applicant
with the job opening. In the Man-Job-
Matching (M-J-M) System, employment
counselors simply feed data on appli-
cants — skills, salary requirements, etc.
— into the computer along with job open-
ing data.

Branch offices throughout Utah use tie-
lines or mail to check the statewide listings
at the central computer. Despite the more
advanced state of the M-J-M, however. and
the time saved employment interviewers
from poring over job bank books, the La-
bor Department is going ahead with the
simpler Baltimore system. Rcasons: it
has fewer bugs, and allows employment in-
terviewers to make judgments on intang-
ibles (personality, interests, etc.) for which
the M-J-M isn’t programmed.

Worthwhile Reading: Rctailers will find
valuable material in three recently-an-
nounced Fedcral publications:

(1) 1967 Census of Business Retail
Trade Reports, published by state, by type
of seller, and by Standard Metropolitan
Statistical Area (SMSA). Write to Pub-
lications Distribution Section, Census Bu-
reau, Washingron, D.C. 20233.

(2) The Truth in Lending Law and
the Federal Reserve Board (FRB) regu-
lations for implementation. Write to Truth
in Lending, Federal Trade Commission,
Washington, D.C. (Note: FRB will allow
retail and other creditors to use existing
forms past the July | effective date — to
December 31 — if they're unable to get
the required new forms in time.)

(3) Volume V, Summaries of Trade
and Tariff Information on metals, covering
appliances and apparatus, including data
on imports, methods of production, factors
atfecting trade, consumption, and the com-
petitive position and economic health of
domestic industries. Although the reports
are not for distribution, they will be avail-
able 1o the public at any of the 42 nutional

field offices of the Department of Com-

merce, and at selected public and univers-
ity libraries in metropolitan areas.
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The Answers.

(To making a profit selling small electrics.)

It’s all in your head,
thanks to Solid State
Control

All the power you
could ask for, plus
portability

Here's the one that
has true performing
power without excess
weight! Eight
push-buttons, seven
speeds, exclusive
unbreakable jar, Solid
State Control,
removable cutting

Unquestionable
leadership in
performance
and styling

One of the most wanted mix-
ers in America. Smooth flow-
ing design with no-slip,
closed-end handle, automatic
beater ejector. Choice of 3
mixing speeds forevery
recipe need. Detachable cord,
blades, indented big double chrome beaters.
base grip slots £& E 4 Hangs on wall or stands on
for easy 7 ‘ heel rest. White, Avocado or
portability. In Harvest Gold

Chrome with

White trim.

Heavy duty,

definitelyl But,

the mixer head

is smaller than

old fashioned models,

thanks to Solid State

Control. So easy to handle

when detached for use as

a portable. Twelve speeds

hold steady no matter how thick
or thin the mix. In Chrome with White trim.

Four times faster
than the others with
Remove ’n Rinse action

Opens any size or shape can in one-

Not another one on the
market that comes close

fourth the time. Remove ’'n Rinse
Action lets you slide a lever and the
entire handle and cutting mechanism
detaches for easy cleaning. A pass
through each of the dual slots makes
knives razor sharp. Carborundum
sharpening wheel, magnetic lid lifter,

The Dairy-Bar Drink Mixer is the
only unit of its type built to drug
store standards for mixing soda-
fountain drinks at home. Powerful
lona Super-Torque motor smoothly
aerates ingredients. “No-tilt" child-
proof base and easy-to-clean baked
White enamel finish.

built-in cord and storage area. Chrome
with White, Avocado or Harvest Gold.

All those girls
couldn’t be wrong

Thousands of women agree that
this hair dryer works best. Stun-
ningly styled. Sturdy case with
attractive top grain leather finish.
High-Medium-Low heat settings
plus Cool and Off. Whisper quiet
operation. Unique *‘hood-within-
a-hood"” design maintains full,
free-flowing air circulation. Blue
with White trim.

(one year guarantee applies)

Your fingers never
touch the attachments

Everything you need in an electric
shoe shine kit. Both applicators and
brushes are picked up and released
automatically with a special three-
position switch. Power handle in
strong, masculine red. Applicators
and brushes for black and brown
shoes. Storage in handsome match-
ing red case.

Now that you know

Get with the line of small electrics that finally
puts profit back in the picture. Write today
for descriptive literature and prices and you'll
quickly see what we mean when we talk
about meaningful margins.

Gusrantee covers cost of parts
and repaur service for 5 years
whan returned to lona factory of
AuProrized Service Slation. Cords,
attacheants, containers, bowls

QUALITY YOU CAN TRUST VALUE YOU CAN RECOGNIZE

THE IONA MANUFACTURING COMPANY

MANCHESTER, CONNECTICUT 06040

and damage due to misuse are
oxcopted.




family-size Son

Now the whole family can watch the Late
Show together ona Sony°TV.

Because now we've got a portable big enough
for the whole family to watch.

The screen is 11 whopping inches, measured
diagonally. This makes it the biggest little true
portable on the market.

It can be picked up in one hand. Plugged in
anywhere indoors. Or, with an optional re-
chargeable battery pack, taken out to the back-
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yard. The snap-in/snap-out sunglass filter will
give good sharp contrast in any light.

Now, if kiddie cartoons and fresh air, too—
or ball games from the comfort of a hammock
—don’t soften the parental heart, talk money.

This big-screen Sony is only $139.95* —just
a few extra dollars for all those extra inches.

It's the least we could do. After all, the com-

mercials are bigger, too.
110U-TV.

The newest biggest little Sony

*Mfr.’s Suggested Retail Price ©1969 Sony Corp. of America, 47-47 Van Dam St., L.I.C., N.Y. 11101

e

=
- ‘_',-_*
e B ,‘\’ -
~ -

e




Mart magazine consumer study shows:

mart

May 1, 1969, vol. 13, No. 8

LIKES AND DISLIKES IN

REFRIGERATOR-FREEZERS

No-frost is best-liked feature;

noisiness tops list of complaints.

By Ken Lilienthal

f you were to press consumers to pinpoint
“anything at all” they don’t particularly

like about their refrigerator-freezers,
chances are — assuming they respond at
all — a whopping 30 per cent of them will

reply that they are “too noisy.”

Mart magazine posed that question and
others in its latest survey of consumer at-
titudes — and received that percentage of
mentions from the 41 per cent who answer-
ed the question (It was the least-answered
query in the entire survey; most of the oth-
ers were answered by everyone.)

Another sizable group, 19 per cent, said
that the doors are too difticult to open. Of
all things!

But nevertheless, in answer to another
question, 94 per cent said they’ve been sat-
isfied with their unit.

The survey, by mail, was made among
353 purchasers of new (all had been
bought in 1968 or 1969) refrigerator-freez-
ers. Fifteen diverse markets were just about
equally represented in the study.
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“Why did you buy it where you did?”
Mart asked, and urged respondents to
“please check only one” of four answers.
So, 35 per cent went ahead and checked
more than one. (Mart tabulated only those
who indicated only one reason.) Fifty-cight
per cent of this group checked “confidence
in store™; 16 per cent, “confidence in store’s
repair facilities”; 13 per cent “desire for
brand™; and 13 per cent “lowest price.”
Although respondents were encouraged to
submit other reasons, nothing significant
came forth.

“How many other stores did you visit be-
fore making your purchase?” (Here again
Mart counted only the 65 per cent who
checked only one “reason for buying.”)

Although 58 per cent gave “confidence
in store” as their answer, it seems to have
taken many of them considerable search-
ing before they were able to find a store they
could have confidence in: 55 per cent of the
group said they had visited a number of
stores ranging from three to six before mak-

ing their purchase. Yet, 30 per cent had not
shopped any other store; they said they had
bought their refrigerator-freezer at their
first stop. The remainder had investigated
the offerings of only one other store before
signing on the line.

All of the subject refrigerator-freezers
boasted either automatic defrost or no-
frost. “What feature do you like best?” the
consumers were asked. Forty per cent of
them volunteered they liked best the auto-
matic defrost or no-frost operation. Other
features mentioned were: side-freezer, am-
ple shelf space in doors, large freezer com-
partment, convenient freezer shelves, easy
view of contents (or, “We like the way the
food looks on the shelves,” which conjures
up a vision of the family seated in front of
their box, staring at the food therein, and
thoroughly enjoying the view); automatic
ice cube maker, quick freezing of food, ad-
justable shelves, and “wheels.” All of these
comments appeared in such diffusion that
tabulating them was not feasible.
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Many of those surveyed proved modest
in their expectations about the useful life
of their units. The question: “"How many
years do you think a refrigerator-freezer
should reasonably be expected to last be-
fore you must buy another one?” The re-
plics broke down as follows: 40 per cent,
5-10 years . .. 24 per cent, 1 1-15 years . . .
36 per cent, 16-25 years. One woman an-
swered: “As long as it runs satisfactorily.”

Only 6 per cent had purchased a one-
door unit; the rest were two-door models.
Top-mounts comprised 54 per cent of the
models. Thirty-tive per cent were side-by-
sides. Only 11 per cent were bottom-
mounts.

One-hundred per cent of those surveyed
reported they were “happy with the freez-
er placement.”

Capacitics of the units broke down as
follows: 14-18 cu. ft.. 57 percent . .. 19-21
cu. ft., 22 per cent . .. 22-25 cu. ft., 21 per
cent.

“How much did you pay for it?” Thirty-
four per cent said they paid between $220
and $300: 22 per cent between $301 and
$475; 24 per cent between $476 and $550;
7 per cent between $551-$600; 13 per cent
between $601 and $800. None paid more
than $800 or less than $220.

“Does your refrigerator-freezer have an
automatic ice cube maker?” (Mart describ-
ed the device.) Seventy-four per cent said
“yes.”

“If yes.” Mart then asked, “do you use
it enough to make it worthwhile to have?”
To this. 83 per cent replied “yes.”

Only 29 per cent of the purchases in-
volved trading-in the old unit. Forty-four
per cent said they had sold the previous box
on a private basis. For |5 per cent of the
respondents their unit was the first one ever
owned. The remainder cither had junked

Side-by-sides account for 35 per cent of surveyed
units. All respondents, regardless of where their
freezer was positioned, are “‘happy’ with its
placement.

their old one, or are still using it in some
other part of the house.

Colors of units surveyed were white (43
per cent), copper (28 per cent), avocado
(20 per cent), and gold (9 per cent).

Thirteen per cent of the respondents in-
dicated their unit had “removable “decora-
tor’ front panels.”

Following are some representative com-
ments that were volunteered by survey re-
spondents:

I just love it. I have a generous amount
of space both in the refrigerator and freez-
er. It's on wheels, which makes it casier to
clean. The color (avocado) blends with
everything. The container on the freezer
door shelf is great for storing ice cubes.
Everything is removable for easier clean-
ing.” — Mrs. D.J. Roncall, Springfield,
Mass.

“I wanted a refrigerator-freezer with
stainless steel decorator panels, but was un-
able to get one to match all my other kitch-
en appliances. | must buy the decorator kit
and have a sheet metal shop custom make
the panels. They should be a stock item.”
— Mrs. E.M. Nelson, West Linn, Ore.

“The automatic defroster on all of them
dries out everything. It takes too long for
icemaker to fill up. I think refrigerator-
freezer prices are too high. (Other appli-
ances) in comparison just aren’'t as expen-
sive.” — Anonymous.

I think the outer coating of refrigerator
should be harder, or of a harder substance.
They’re so easy to scratch and mar, es-
pecially the color-toned ones.” — Anony-
Motts.

“Everything gets too dry, especially veg-
ctables, and mainly celery.” — Mrs. Q.
Spindra, Maribel, Wis.

“Magnetic door latches are too strong.
Doors are difficult to open.” — Anony-

Seventy-four per cent of the refrigerator-freezers

in Mart survey boast automatic icemakers. Eighty-
three per cent of their owners indicate they use it

enough to make it worthwhile to have.

motts.

“Believe vertical position of freezer door
tacilitates very rapid loss of cold air im-
mediately upon opening freezer door . . .
The steadily rising price of all appliances,
coupled with the steadily declining quality
of workmanship, (and apparent lack of
pride thercin) is often enough to blacken
the picture of the great American indus-
try.” — M.R. Miller, Somerville, N.J.

“We purchased our refrigerator on the
basis of a side by side unit which is far more
functional and convenient. Then the need
for the decorator panel was next in import-
ance, allowing us to use a tcak panel of our
own to match other cabinets in an open
kitchen area.” — R. Foley, Somers, Conn.

“The frost-free costs a little too much
electrically to run.” — N. Chaclas, Spring-
field, Mass.

“Too many times brand name refriger-
ators have slots in which to store eggs on
the door. This tends to deteriorate eggs
faster because it isn’t cold enough on the
door and eggs should be kept covered.” —
R. Karl, Manitowoc, Wis.

I think the automatic ice cube maker is
absolutely great. I'm sure we are really get-
ting our money’s worth with this feature!”
— Mprs. R. Sedlon, Kenosha, Wis.

“I wish that the freezer was frost frec
like the refrigerator section is.” — Anony-
motis.

“There is a loud noise when the freezer
ison.” — L. Alminger, Portland, Ore.

“It gives off quite a lot of heat when it
runs.” — Mrs. J. Heudy, Highland, Ind.

“Doors are magnetic and too hard to
open. Sound of fan could be quicter.” —
C. Parker, Jr., Chesapeake, Va.

“*Much too noisy don't like heat coming
out of bottom in front.” — F. Davis, Chat-
tanooga, Tenn.

No frost in sight: 40 per cent of respondents to
Mart survey said feature they like best about their
new unit is automatic defrost or no-frost opetration.
Other “best-liked’ features are concerned with
shelves — ability to rearrange them, convenience,
etc. Top-mounts comprised 54 per cent of madels
surveyed.
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For traffic building . . .

AM/FM clock radios, Fair Trade
are unheatable combination

Timely promotions also help.

By Milton Gussow

he rebirth of “protected” and Fair Trad-

ed lines has brought a renaissance to

radios, especially high-end AM/FM units
from $50 to $100.

In a city as large as Chicago, it would
seem that an independent appliance store
would be hard pressed to compete for the
radio dollar, but Lindons Appliance and
Furniture on Chicago’s south side finds
that carrying radios $50 and up is impor-
tant to its image of being “almost all
things” to its customers. Lindons also car-
ries other items, such as jewelry, watches,
lawn mowers, snow blowers, tape record-
ers, and cameras. Film processing also
builds traffic at the store.

“We sell a lot of things, including a floor
of home appliances and two upper stories
of furniture,” said Edward J. Yore, who is
radio and “other things” buyer for Lindons.
“To sell, you need customers coming into
the store. With everyone running full pages
of appliance, TV, and furniture ads, the
potential customer often becomes inured to
advertising. By stocking these traffic items,
we give them the added exposure to the
major items we sell, so that when the time
comes to buy one of the majors, they’ll
think Lindons.”

Though Yore considers Fair Traded
merchandise very important to preserve
the profit margin, the store still can do very
well in promoting radios at a price when a
“push” is needed for lagging sales in the
store.

A three-week promotion on a table radio
at under $20 moved 50 units in February
and March. Though these months are not
usually big radio months, “nobody else
was promoting radios, and we picked up a
few sales that were lying around. That plus
the fact that we brought people into the
store at a time when things were slow made
the promotion pay off for us.”

The radio department at Lindons is on
the lower level, with the stairway near the
middle of the store. This serves to monitor
customers leaving the department to reduce
pilferage. Also, since Lindons appliance
salesmen on the main floor are stationed
near the front entrance, they too can keep
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an eye out.

The department is manned by two sales-
men days, and three in the evenings. During
holiday seasons, there are five or six sales-
men in the section. They all are on
straight salary. Lindons found that its top
appliance and furniture salesmen on com-
mission often avoided making a sales talk
to a radio or lawn mower prospect. “Since
we need to preserve the department we
employ people specifically for these items,”
Yore said.

The section stocks a variety of up to 50
different models of radios all year long, in
various makes and lines. In the under-$100
range, the most popular sets sold are clock/
AM/FM models. These go for about $15
and up and, most popular at Lindons, are
the $40 - $50 units. There are very few calls

for radios tagged at near-$100. But with
the new radio combinations with cassette
tape recorders now becoming popular, op-
portunities for stepping-up into Fair Trad-
ed lines are becoming very important to
Lindons. From there, console high fidelity
sets are not too steep a jump.

And since the store carries mostly Fair
Traded radios, Yore finds the camera
department a big factor in drawing traffic
downstairs. He discounts his films and
processing — color film sales include proc-
essing — and the customer must make two
trips to the store — double exposure, that is.

The department also has a small elec-
trics and radio repair section. Again the
customer must walk through much of the
whole operation in order to reach this sec-
tion.

Clock radios are mainstay at Lindons. Here, Edward J. Yore shows customer operation of popular radio.
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Columbus, Miss., dealer finds

University student study

on local consumer buying habits
helps select new store site

Following advice puts him in middle of new shopping center.

H ave you ever needed a marketing study

of your store’s potential for projecting
and locating a branch store? Or perhaps
your location is hemmed in, and you are
looking for a way out without losing your
regular customers. The cost of a profes-
sional study 1s high, and most dealers
would think more than twice about cut-
ting into their margins that deeply.

Well, J. C. Mauldin, of Mauldin’s Ap-
pliance and Furniture, Columbus, Miss.,
was faced with a dilemma in his downtown
location because of a traffic pattern that
directed the main flow of autos away from
his store, and a parking situation which
was getting out of hand. Seeking a new lo-
cation in 1960, Mauldin opened a store
on a highway leading north to an airbase,
which provides a good volume of business
for Columbus. Though the site seemed
logical, he closed it in 1962, because it
didn’t pan out.

But Mauldin was still faced with his
original problem, and sought to get relief

v

Mauldin’s new store in Columbus, Miss.,
where students’ market study
pinpointed a location that

later developed into

large shopping center.

J. C. Mauldin, Mauldin’s,
Columbus, Miss.

from the city fathers in changing the traf-
fic patterns somewhat to relieve part of the
pressure. Of course, there were other ap-
pliance and furniture dealers in town who
felt they would lose an advantage, and
though it was eased somewhat for the mo-
ment, it got worse.

Mauldin’s daughter was then going to
the University of Alabama, and she sug-
gested that there were many students in the
school of business who were looking for a
project, and thought it might be possible
to get some of them to survey Columbus
for the store’s well being. Anyway, she said
it wouldn’t cost anything, and if it didn’t
work out, he was no worse off than before.

When Mauldin got their report, he al-
most threw it away, because the results ob-
tained by three students and a professor
showed that the progress of the city should
go east instead of north. Not only that, the
site they suggested for a new store was so
far out of the city, that it was out of sight.

They based their report on a thorough
campaign of knocking on doors, asking
questions on buying habits, and taking an
industrial count of jobs, wages, and planned
expansions.

They found that the average income for
the area was much higher than in most
parts of Mississippi, and that many of these
people were shopping in towns 20 miles
and more away because they couldn’t find
what they wanted in Columbus. Their in-
quiries also showed that many of Mauldin’s
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prospects also shied away from the conges-
tion and crowded parking in the downtown
area. They further said that they would
probably shop a more convenient store
location.

Even with the facts in the report, which
he spot checked and verified, Mauldin was
still not a believer. So he asked his major
supplier, General Electric, to conduct a
survey for him, too, which substantiated
the students’ work. Mauldin suggested that
the students’ reports be modified to at least
bring the store about half way closer to
town, but they also verified the most logi-
cal spot and Mauldin bought a piece of
property “out in the country.”

He was still dubious, and before he could
begin to build, a developer began con-
struction of a very large shopping center,
with Mauldin’s new property in one corner
of the center, next to the bank. He was then
convinced.

Mauldin’s new store is 14,000 square
feet, with about 11,500 square feet in the
selling area. He also built a warehouse
“back in town” with about 7,000 square
feet, with rail and road access. He closed
down his city store, in March 1968, and by
the end of the year found that the new
store’s volume for 1968 was about equal
to what both stores did in 1967.

Sharing Mauldin’s new site arc a Sears
store, an OTASCO tire store, a Woolco
and several other stores which branched
out from town. The road east of Columbus
is also developing into a strip shopping
arca, plus several new housing develop-
ments.

“I don’t know which came first, the shop-
ping center or the eastward development™,
Mauldin said, “but all I know is that I'm
in the middle of everything. Advice is
usually worth just what it costs you, but in
this case, | doubt if I could have gotten a
better survey from a professional who
would have charged several thousand dol-
lars.”

Have a university near your store? Why
not put some graduate or undergraduate
students to work? It would give them valu-
able experience, and you perhaps a look
into the future for your store.
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Offbeat and in-store
= / 4

“Swami

radio shows

help produce TV sales

Hypnotists, astrologists, illusionists join in.

bout seven years ago, an obscure tele-
vision dealer with a very small show-
room in Gary, Ind., rented the 3,000-seat
Gary auditorium to promote a country and
western concert featuring a then unknown
performer named Jimmy Dean.

Not only did the dealer make money on
his gamble, but the venture immediately
catapulted his own name and that of his
store into one of Gary’s leaders. Today,
Harvey Kemp, of Kemp TV, like Jimmy
Dean, is far more successful and better
known. Kemp has the exclusive Muntz TV
dealership for a northern Indiana trading
area of over 400,000 persons, with a spa-
cious store on a main street in the heart of
downtown Gary.

His latest off-beat undertaking is spon-
soring what is believed to be the only
radio show of its kind in the US. — a
three-hour “Swami” show. This features
hypnotists, astrologists, illusionists, graph-
ologists, extra-sensory perceptionists, and
other such practitioners, all doing their
specialties during the show.

Y U e )

This program is aired on radio station
WWCA and presided over by Warren
Freiberg, a local radio personality from 9
to |2 noon each Saturday.

Not content with mere sponsorship of
such a show, Kemp bought the building
where his store is located so that he
could clear the second floor and convert it
into a radio studio or a small auditorium.
Of course, he had in mind doing the show
from the site of his store, which he now
does, with about 100 adults attending
free each Saturday.

Kemp seems much more concerned with
these 100 in-person guests than with the
considerable potential among the vast lis-
tening audience. The guests participate in
the show itself, as willing subjects or as
questioners. Sometimes a microhphone is
thrust in their faces in the middle of the
low-sell off-key commercials, when Frei-
berg might blurt out to an unsuspecting
man or woman: “What do you think of this
Muntz?” Each unrehearsed, uncensored
answer goes out over the air as part of the

Dealer Harvey Kemp (standing, left) watches as
emcee and hypnotist put man from audience to
sleep during “Swami” show. In background,
panelists wait their turn.

Commercials are casual on the *‘Swami” radio show
broadcast from Kemp TV, Gary, Ind. A color

TV combination is at Emcee Warren Freiberg's

right to make impromtu commercials more

realistic. Panel of performers at tabie in back-
ground are ready to go.

radio commercial.

Every Saturday, Kemp treats this cap-
tive audience “like royalty.” He serves
coffee, pins orchids on ladies, has a small
gift for everyone. Good will — both ways
— abounds.

Why sponsor a show of this nature, one
that’s difficult to gear for radio and which

- requires four or five professional guest

stars each week? Why not take the easy
way out via records, by catering to the con-
temporary musical tastes of the typical
Kemp customer?

Kemp answers: "l purposely turned my
second floor into a theater to protect my
whole investment. I wanted to do my part
in bringing Gary shoppers back once
again to the downtown shopping area. We
have had so much violence and holdups in
the streets, especially at night, that the peo-
ple just weren’t coming downtown to shop.

“This show seemed to be the answer. At
first the public was skeptical about attend-
ing. But gradually more and more came.
They had a good time, got some gifts. This
group saw that it was safe to come down-
town again, and told friends about their
good experience.”

Not dependent on this show for main-
taining volume, Kemp TV has become one
of Gary’s leading TV dealers. The firm’s
advertising mainstay is the city’s newspa-
per, the Gary Post-Tribune. Here too,
Kemp shows his flare for the dramatic. At
least once a week, he runs a strong full-
page in four-color.

In addition to the live audiences attract-
ed to the regular in-store Saturday morn-
ing radio shows, Kemp recently started
publicizing the fact that civic and social
groups can use at no cost his completely
equipped studio for their meetings. This
too, brings people once again into the heart
of downtown Gary and, more important,
to Kemp, into the heart of Kemp TV —
among all those TV sets.

One final sidelight. On a recent Kemp’s
Saturday “Swami” show, two of the occult
panelists met for the first time, and already
are engaged to be married. Kemp, not one
to miss a promotional bet, is angling to
have their wedding on the show where they
met — at Kemp TV, of course.
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DISPLAY’S THE THING FOR THE
SECOND CHRISTMAS SEASON

By Walter H. Hogan

Talk about the POPulation explosion!
There will be close to 60,000,000
fathers in the United States by Father's
Day this year (June 15). This statistic
comes from Sig Schlesinger, executive
director of the Father’s Day Council, Inc.

“The average father receives multiple
gifts from his family.” Schlesinger points
out, adding that “gift-giving to dads will
ring up over $1 billion in sales at retail.”

So Father's Day does its bit — along
with Mother's Day (May 11 this year).
graduation. and June weddings — to turn
the months of May and June into a “second
Christmas” for stores.

Grads: The sketch on this page shows an
idea you might use as a window display
suggesting gifts for graduates. At the back
of the display a banner reads: “GRADUA-
TIONGIFTS...MAGNACUMLAUDE.”
Then, closer to the window. a small plac-
ard reads: “We have the SMARTEST gifts
in town.”

On shelves, stands. and on the tloor of

the window arrange the products you're
suggesting as gifts: radios, portable TV
sets, small screen color TV, tape recorders,
phonographs, electric shavers, hair dryers,
electric shoe polishers, etc. On the items
where it's possible set a graduation cap.
From a costume company in your area
you can no doubt obtain the graduation
caps you nced. If not, contact: Brooks-
Van Horn Costume Co., 16 W. 61st St.,
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1969 Father's Day poster
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New York, N.Y.

Brides: For a display of your suggested
gifts for the bride. the banner at the back of
the window might read:

“June brides can turn into July drudges!
‘Cinderella’ her back again with gifts from
(name of your store).” And your display
might include vacuum cleaners (both
canisters and uprights), floor polishers,
blenders, coffeemakers, broilers, mixers,
waffle irons. beauty care products, etc.

For information that may help you pro-
mote bridal gifts. there’s “The Bride Has
Whispered™ service conducted by Mrs.
Helen Nyland, who offers a monthly
news letter, question and answer scrvice.
a “Bridal Registry Instruction Manual,”
and a "Bridal Gift Registry Book.™ Write:
Mrs. Helen Nyland, president, The Bride
Has Whispered, Inc., Nvyland Bldg.,
1607 Muain St., Marinette, Wis. 54143.

Dads: The banner for your Father’s Day
window might read: “Over 30 but still a
swinger? Give Dad a gift from (your store).”
The products on display could include high-
end multiband radios. shavers, shoe polish-
ers. portable TV, small screen color TV,

J./

tape recorders, etc.

For information on suggested promo-
tions in connection with Father's Day,
write: The Father's Dav Council, Inc.,
909 Third Ave., New York, N.Y. 10022.

The picture used on the Father’s Day
poster (shown on this page) is also used
on other display aids. The posters, 22 in.
x 28 in., on heavy poster stock are priced
$1.15 each or $12 a dozen.

Also. there’s a 39-piece full-color dis-
play kit priced $8.90. This kit contains:
three posters, 22 in. x 28 in.; three display
cards, 11 in. x 14 in., mounted and easeled;
four pennants, 11 in. x 17 in.; four stream-
ers, 10 in. x 24 in.; six door strips, 5 in. x
12 in.: four sign tops (fits 7-in. or I l-in.
holder); and 15 badges for salespeople.

All orders under $10 must be prepaid.
Add $1 for handling and postage. Write:
Sules Promotions, Inc., 166 W. 32nd St.,
New York, N.Y. 10001.

As for the colors of your Father’s Day
display, remember: men like blue best,
red next. Women — and 75 per cent of all
Father’s Day gifts are purchased by women
— prefer red with blue a close second.

Sketch of window display for graduation and Father’s Day gifts
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room at the to

Gerald S. Parshalle, now executive
vice president, Sunheam Corp.

T. Sugisaki A. L. Conrad

Takeshi  Sugisaki, now
Toshiba America, Inc.

president,

Anthony L. Conrad, now executive
vice president, services, RCA.

A
C. S. Semple

S. C. Gault

Cecil S. Semple, general manager of
the housewares division, and Stanley
C. Gault, general manager of the re-
frigerator products division, elected
vice presidents, General Electric Co.

Gerard J. White, now manager, na-
tional account sales of the distributor
sales division, Jerrold Electronics
Corp.

Sy Diamond, now national sales man-
ager, appliance division, Hirachi
Sales Corp.

Van C. Campbell, now manager of
product planning; Joseph S. DeMaio,
now manager of advertising and sales
promotion, consumer products divi-