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Record clubs won a battle with
the government last week as a
much watched two-year case
wound up in Washington. With
some acid comments aimed at the
Federal Trade Commission staff,
an FTC hearing examiner found
Columbia Broadcasting System
innocent of a batch of antitrust
charges ranging from monopoly
to price discrimination.

The 1962 suit grew out of Co-
lumbia’s sales through a sub-
scription record club set up in
1955. The Commission charged
that the firm attempted to mo-
nopolize the record industry, dis-
criminated against retail dealers
by offering lower prices to record
club members, maintained illegal
licensing arrangements with com-
peting record makers, and used
misleading advertising.

Examiner Donald R. Moore
found no merit in any of the
charges. On the contrary, he
found that record clubs benefit
both the record industry and the
public and that any restrictions
on their operations would hurt
smaller record producers partic-
ularly.

Moore’s decision is, of course,
subject to review by the Federal
Trade Commissioners. L]

A unique promotional twist by
the Southwestern Electric Power
Co. is benefiting retailers of ma-
jor appliances and color tv in
the portions of Texas, Arkansas
and Louisiana served by the
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G-E dealers have the biggest share of the phonograph pie. And for
good reason.

There'scustomer acceptance. People knowand trust the G-E name.

When you sell the big seller, G.E., your volume is bound to be high.

High volume plus a good margin equal excellent returns on your
investment.

Your inventory requirements for volume sales are low. Nine mod-
els. List prices range from $29.95 to $279.95.

Get highly demonstrable and innovative features. Like the scuff-

You don't carry the
#|-selling portable
phonograph line?*

Really?

You’re missing an
opportunity.

proof vinyl-clad steel case and the swing-out speaker flip-down
changer look. Solid-state, of course, from $29.95 to $279.95.
Want more? This year, as a sales clincher, seven models are
equipped with the G-E Man-Made** Diamond Stylus, with the LIFE-
Time warranty***.
Looks? Take a gander at the nine models below. s it any wonder
that G.E. has the +1-selling portable phonograph line?

**T M.—G.E. Co. ***General Electric warrants the G-E Man-Made Diamond Stylus to be free of
manufacturing defects for the life of the phonograph, and will, at its option, repair or replace the
G-E Man-Made Diamond Stylus upon return of Stylus and Registration Card plus $1.00 for
handling. Replacements made directly from the factory.
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Playmate Solid State Monaural Compact (RP 2204)—4-speed
turntable has 45 RPM adapter. Vinyl-clad steel case. $29.95.1

Trimline ‘300" Stereo (RP 2230)—Transistorized dual
stereo amplifier. Automatic flip-down changer. $79.95.1

Stereo ‘‘600" (RP 2260)—Both 8" and 3” speaker in each
wing. 14 watts peak power. Fully transistorized. $159.95.1
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Partymate Solid State Automatic Monaural (RP 2210)
4-speed G-E automatic changer. $49.95.1

Trimline ‘“‘400"’ Stereo Transistor (RP 2241)—Two 8"
Dynapower speakers. 4 separate audio controls. $399.95.1

— S—

Adventurer (RP 2180)—Antique leather vinyl. Dual-channel
stereo amplifier. G-E Tonal 1 Tone Arm: $179.95.t

Partymate Solid State Automatic Stereo (RP 2220)—
Separate volume controls. Two Dynapower speakers. $64.95.4

Stereo ‘‘500"" (RP 2250)—Deluxe 11" turntable. G-E C400
Stereo Ceramic Cartridge. Fully transistorized. $134.95.1

Adventurer (RP 2290)—FM/AM/FM Stereo Tuner.
Transistorized stereo amplitfier. $279.95.t

*Source: Trendex Report
tManufacturer's suggested list price, slightly higher South and West.
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Shreveport-based utility. Instead of relying on the usual
method utilities use to build their loads—assisting
dealers only on a certain product at a certain time
Southwestern is aiding merchants on a number of
products, giving them “dealer’s choice.”

The four-month promotion, which will run through
December, is restricted to electrie free-standing ranges,
clothes dryetrs, air conditioners, dishwashers, frostless
refrigerator-freezers and color tv. Retailers are eligible
fora 259 co-op ad allowance on any or all of these and,
in addition, can offer a $20 cash allowance and one of
three gifts—a pair of study lamps, a 12-piece towel
set, or an electric percolator and four cups—with pur-
chases of ranges, dryers and water heaters. -

Philco’'s new prices on major appliances—Air condi-
tioners will kick off at $139.95 for a 5,000 Btu unit,
step to $469.95 for a 29,000 Btu model. Refrigerator-
freezers open at $159.95; new 16 cu.ft. two-door auto-
matic defrost models will retail for $349.95; no-frost
versions will go for $399.95. Freezers: uprights range
from $198 to $330, chests from $200 to $299. Ranges:
leader 30-inch unit starts at $169.95; top-of-the-line
40-inch model goes for $319; and a new Galaxie eye-
level model sells for $449.95. L]

Sunbeam has two specials and a new product. The new
product is a modern Danish-styled 10-cup pere that is
chrome outside with a stainless steel pump and stem
assembly. List is $24.95 ; dealer cost is $18.09, or $17.47
for three or more. This is a unit announced for the first
Vista line, but never produced for that purpose. One of
the specials is a hair dryer, the HDSP-C. This is the
HDSP unit in a vinyl hatbox with an increase over the
$14.95 list price. The second special is a repeat of the
S4D steam iron deal. No prices were announced; Sun-
beam says quantities are limited. -

Hotpoint’s new lineup—Refrigerators: no-frost unit
(CTF-114F) is the new leader in the 14 cu.ft. top-freez-
er category: new feature is Step Shelf, which Hotpoint
claims conserves space by providing two storage levels
on a single shelf; in 15 cu.ft. bottom freezer category,
three new no-frost units were introduced; new leader

is CBF-115F. Freezers: Hotpoint added wheels to new
upright, now puts water drain in bottom of liner in all
chest models.

Air conditioners—The line kicks off with new
P series, featuring 5,000 Btu, 8'2 amp unit with off-
and-on control. New E series (6,500 Btu to 10,000 Btu)
and K series (12,000 to 18,000 Btu) feature out-of-
sight controls, flip-out filter, common roomside width
and height dimensions. All air conditioners have simu-
lated walnut trim panels.

Ranges—11 new models with slide-out Teflon parels
have been added, four in the free-standing line (both
30- and 40-inch units), five in the built-in line, includ-
ing a double-oven model, and two in the set-in category.
The 1965 ranges feature rotary switches instead of last
year’s pushbuttons. -

Tappan has introduced a new range line, the Silhouette
line. In it are five 30-inch gas models, five 36-inch gas
models (these 10 models will retail for $169 to $299),
and four 30-inch electric models (which will retail for
$189 to $299). These new models are available in
copper or white, feature a built-in look, have contour
tops with chrome side trim, a new control console, new
sculptured hardware and a large Visualite oven-door
glass. A standard feature in the line is oven liners
which snap out and can be cleaned in the sink or dish-
washer. The liners are either chrome or porcelain
depending on the model. Top models include a Burner-
with-a-Brain surface unit and oven ecook-and-hold
controls. =

Another eye-level range from Hardwick, a 36-inch model
in the Debutante series, has been introduced. The new
range has two ovens, Program Cooking, and comes in
pink, yellow, turquoise, antique copper, brushed chrome
or white. L]

RCA will show its 19-inch color tv picture tube to set
makers Thursday. RCA will release preliminary design
details on the rectangular tube, the domestic industry’s
newest and smallest color picture, and demonstrate a
19-inch experimental receiver. First glass bulbs will be
available “soon,” and RCA expects to ask other set
makers about their requirements in early 1965. Be-
cause of its experience with 25s, development time of
19s will be “appreciably” shortened, RCA said. =
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automatic, console unit; vou can sit

New Ironrite sales group forms s

Firmly convinced of a bright fu- in participating in the venture but
ture for the home ironer, Harold would announce no names now.
Bull has spearheaded the formation

The new corporation has a five-

Bull said there are currently 23

home market for ironers is enor- or 24 distributors who handle Iron-
mous,” he reasoned. Ironer sales sag- rite. He hopes to get more volume
ged badly in the late fifties. In 1956, out of them and add distribution

of the Ironrite Sales Corp.

The sales organization, with Bull
as president, is based in Chicago and
will handle the entire national mar-
keting program for the automatic
home ironer, it was announced by
Morris Weisberg, President of Iron-
rite Corp., Pittsburgh.

The new sales corporation was author-
ized to incorporate and offer 100,000
shares of common stock: Bull plans
to buy 20,000 of them. He said he
has lined up other people interested

vear contract with Ironrite Corp. to
be sole marketing agent in the 50
states. This includes distribution, ad-
vertising, sales promotion and public
relations.

Bull, a veteran of over 40 vears
in the appliance business, has retired
from Norge where he was vice presi-
dent of contract sales.

The market for home ironers, as seen
by Bull, is full of potential. “Each
vear the industry has sold more and
more washers and dryers; so the

they were selling at the rate of 60,-
000 per year, but that dwindled by
1962 to only 15,000 units. There was
a resurgence last vear, however, as
sales rose to an estimated 30,000
units.

Bull's plans to boost sales hinge on
the product, aggressive salesman-
ship and good margins for dealers.
Ironrite will rely on a single model
of the ironer. “There is some compe-
tition,” Bull said, “but they’'re not
automatic units. Ironrite is the only

in areas of the country where there
is sufficient demand.

One of the strongest current Iron-
rite distributors is Anderson Distrib-
uting Co., Salt l.ake City. Del An-
derson said he discussed the forma-
tion of the new sales corporation
with Bull about a month ago and
he thinks it is “just fine.” Anderson
said he expects no pricing or margin
changes on Ironrite. Currently, he
said, dealers who buy Ironrite in
quantity are enjoyving profit margins
of 399,.
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NERVE CENTER Through McGraw-Hill World News, Merchandising Week gets the
business news of the day from 11 full-time U.S. bureaus and 9 in major cities of the
world. Add to this the largest specialized editorial staff in this field, and you can see
why Merchandising Week is first with the news, ideas and hard-facts you can use.
When information means business to you, the first place to look 1s —
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NEW HORIZONS...

New horizons in housewares sales — sales even
topping the remarkable record of the past year
— are nothing short of an assured fact in 1965.

New dimensions in ingenuity, in design, in pro-
duction and in marketing will be ready to take
full advantage of this big and growing market
when the doors swing open on the January
1965 National Housewares Exhibit.

Participants in this Exhibit will know the pride
and satisfaction of being part of the pageant
of products that is pointing up the growing
pre-eminence of the Housewares Industry.

OCTOBER 19,
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USEWAR

NEW DIMENSIONS

Here, as at no other place and at no other time,
you will find the men who speak your language
— the language of housewares. Here you will
be a member of an exclusive guild devoted
solely to creating, making, merchandising and
selling housewares.

Here, and here only, sellers and buyers meet
on friendly, constructive, receptive terms.

Your presence here will bring you ideas and
leads, and business. It will make you proud
to be a part of an industry that is big and that

you have helped to make big.

ES EXHI

JANUARY 11-15, 1965
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THE HOUSEWARES INDUSTRY SINCE 193

NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION

1130 Merchandise Mart
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NO SMOKE NO STAIN NO SPATTER

NO
KIDDING!

wanm ey

... with the new

Modews
Monarch 40" Marvelous %’Ufst(& with“T.C.B”

Sales to today's cleanliress-corscious women are just a little bit easier with Monarch's

Exclusive “'STA-KLEAN" OVENS WITH TCB . . . A NEW METHOD OF BROILING WITH
CONTROLLED RADIANT RAYS . . . a feature of all Monarch Electric Ranges. No

Smoke — No Stain — No Spatter . . . more tender, juicier meats with less shrinkage.
Other features to simplify your selhng job include — Ful' Height Double Capacity
Double-Hi Ovens (bake on two racks) . Two Broilers . . . Mirror Doors . . .

plus ... Roll-Out D-awer with Infinite Control Plug-in Surface Units. Full lines of
20, 24, 30, 36, 40 inch MONARCH ELECTRIC and GAS RANGES ALSO AVAILABLE.

PROTECTED DEALER FRANCHISES —

WE DO NOT SELL DISCOUNT OR MAIL ORDER HOUSES

MONARCH RANGE COMPANY
3804 LAKE STREET
BEAVER DAM, WISCONSIN 53916
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Radio broadcasting is booming, judging from the Fed-
eral Communications Commission’s annual financial
rundown on the industry. Before-tax income of 3,832
AM and AM-FM stations, and 294 independent M
stations was $54.9 million for 1963, up a healthy
26.2%¢ over 1962.

The gains were chalked up by AM and AM-FM sta-
tions. Overall, the independent FM stations still were
in the red, reporting losses of $3.2 million, roughly the
same as their 1962 losses. However, a few more in-
dividual independent FMs were in the black for last
year: 86 reported profits out of 294 reporting, com-
pared with 71 profitable ones the previous yvear, out of
279 reporting. =

A new use for miniaturized radios has been found by
defense chiefs. Top government officials, such as House
Speaker John MceCormack (D-Mass.) and members of
the Cabinet—who could inherit erucial responsiblities
if anything happened to the President—are heing en-
couraged to carry special transistorized sets to keep
them in contact with top security officials.
Meanwhile, Secretary of State Dean Rusk talks of
supplementing the teletypewriter “hot line” installed
last year between the Pentagon and the Kremlin with
video. His idea is to use satellite communications so
that President Johnson and Premier Khrushckev could
confer face to face on tv. .

Filling out your 1964 tax return will be simpler than in
the past, the Internal Revenue Service insists. It has
made the most changes in the standard 1040 Form
since 1954, partly to get the data in shape to he accept-
able to its automatic data processing machines.

For one thing, you won’t have to list dependents to
claim $600 deductions. You just list the number.
Names of companies from which you receive wages and
salary needn’t be listed on the first page of 1040, as
in the past—just the total wages and salary received
during the year. There will be a new line for “gross
amount” from all other sources, so that IRS can check
against information filings from banks and companies
that pay vou interest and dividends.

Forms will be mailed right after Christmas. IRS ex-
pects that many taxpayers will owe more than has
been withheld during the year because the withholding
rate was lowered in March to the correct level for 1965
rates. (Only part of the tax cut voted this vear applies
to 1964 income; the rest becomes effective next vear.) =

A decision against two affiliated retailers, made by an
FTC hearing examiner, has been upheld by the Federal
Trade Commission.

The examiner said the firms—World Wide Televi-
sion Corp., Bladensburg, Md., and Lu-Gil Cory., Phila-
delphia, Pa.—misrepresented terms, financing ar-
rangements, service and guarantees in advertising.
The examiner, William K. Jackson, said that the firms
falsely advertised in papers and on the radio that
down payments were never required, that buyvers could
apply as little as 25 cents per day toward buyving tv
sets, and that purchasers would own sets outright in
a few months. "

MERCHANDISING WEEK
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Frigidaire’s top-of-line electric ranges feature new Tender-matic control.

Frigidaire presents its
1965 major appliances

Frigidaire’s Golden  Anniversary
1965 product parade consists of 21
refrigerator-reeezer models, 11 food
treczers, 21 free-standing  eleetric
ranges, 20 room air conditioners (11
window units, nine through-the-wall
tvpe<) and eight dishwashers (five
mobhile models and three undercount-
er units).

Refrigerator line additions include
three  new  two-door Frost-Proof
models, bringing the number of
frost-free boxes up to 12, out of a
total of 21 units, Leading the re-
frige mator-freezers is the Imperial
19, a unit with a bottom freezer
holding up to 211 Ibs. of frozen food.
It has total capacity of 18.8 cu.ft.
An 18.9 cu.ft. box with Frost-Proof
is availuble for the first time in the
middle-line Deluxe class. The com-
pany also has a 13.6 cu.ft. unit with
Mini-Freezer. In this “all” unit, 969
of the interior s designed for fresh-
food storage.

The freezer line, which includes
seven upright and four chest-type
units, has capacities ranging from
336 to 798 lba. Top upright has
203 cu.ft. capacity while top chest
unit has 228 cu.ft. storage.

The electric range line spotlights twin
selling features on four top-of-the-

line models.  Frigidaire says  the
Tender-matic control (photo above)
will automatically set the oven to
tenderize meat. It works thisx way:
after an initial cooking period at
325 degrees, the oven temperature
is automatically cut back for a longer
term of cooking at controlled low
heat. The Meat-Minder control, after
being set at the prescribed cooking
time, allows meat to start cooking
immediately, and, at the pre-set time,
automatically resets the oven thermo-
stat to 155 degrees, a holding tem-
perature. In addition, the pull-out
oven for easy cleaning is a feature
on eight models.

The room air conditioners range
from 5,000 to 19,000 Btu. Models
are also available for through-the-
wall installation, and three models
come  with  separate  sleeves  for
through-the-wall application.

In dishwashers, Frigidaire’s mo-
bile line is topped by a front-loading,
14-table-setting unit that features
Super-Surge washing action, which
IFrigidaire savs eliminates pre-rins-
ing of dishes. Top undercounter
model also has room for 14 table <et-
tings, Super Surge consists of tri-
level washing action in the tub, a
revolving bottom spray arm and a
rotating vertical spray arm that dis-
charges water from four angles.

Large (18.8 cu.ft.) refrigerator-freezer paces Frigidaire’s 21-model line.

OCTOBER 19, 1964
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A massive addition to the Penney chain was made last
week when seven new stores opened on one day. Four
new and relocated stores opened in Newburgh, N. Y.;
Mansfield, Ohio; Topeka, Kan.; and Visalia, Calif.
Three Treasure Island stores opened in Milwaukee.
They are 40-department complvte shopping centers
that J. C. Penney management views as “‘laboratories
where new merchandising and operating techniques
can be tested.” "

Returning unacceptable merchandise to the manufac-
turer should not require his prior authorization, the
National Retail Merchants Assn. has told its 14,750
member stores. Inereasing complaints of unreasonably
long—and expensive—delays in receiving permission
have prompted NRMA to advise its members not to
comply with such permission-to-return policies.

This decision, which applies only to goods found un-
acceptable on inspection and returned within five work-
ing days, reenforces NRMA’s Basie Trade Provisions,
already approved by 29 manufacturers’ associations.
All the associations have been notified of NRMA’s
decision. »

Revere-Wollensak has added 38 cartridges to its line,
bringing the total to 245. The tape cartridges play only
in Revere’s musie system. =

Blackstone will promote its Gyro-Balance principle in
washers via a national traflic-building promotion. Re-
tailers will be able to tie into Life magazine ads with
promotional literature, store banners and point-of-pur-
chase displays as well as with offerings of 19-cent
“Gyro-Tops.” -

Penney spotlights an $88 eleven-inch portable tv in its
new Christmas catalog. Also listed is a 6-transistor

portable radio at $6.88 and a solid-state drop-down
stereo nortable phono for $64.88. .

Gibson recorded a 48.6% increase in distributor ship-
ments in September paced by one of the biggest freezer
sales months in the company’s history. Unit sales
climbed 82.1°( above those of September, 1963. =

Nautilus Industries will expand its plant in Freeland, Pa.,

by 40,000 sq.ft., which will double the company’s pro-
duction of range hoods. Work is already under way at
the company’s plant in Montelair, Calif., to add
20,000 sq.ft. .

Theme for the 1965 NARDA convention will be “The
Challenge of Tomorrow.” The convention will be held
at the Hollywood Beach Hotel, Hollywood, Fla., Thurs-
day, Jan. 14, through the 17th. .

Procter & Gamble will support the NKEMA-EEI-U.S. Steel
dishwasher promotion this fall with extensive maga-
zine, newspaper, tv and point-of-purchase advertising.
Special p-o-p materials, featuring the heart symbol and
the words “All the Family Loves a Dishwasher,” will
be displayed in grocery stores throughout the country
in November. .

continued on pi3
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housewares

Toastmaster will mount its biggest ad effort ever during
the fourth quarter of this year. Spearheading the drive
will be full pages and spreads in Life and Look during
the eight weeks prior to Christmas. In addition, there
will be a six-week nighttime tv spot campaign in Chi-
cago, Boston and Minneapolis. "

The first double-insulated tools to receive UL Industrial
approval are Millers-Falls 3s-inch shockproof drill and
the SP666 impact wrench. This approval has been slow
in coming, mostly because UL had no specifications or
testing standards for double-insulated, shockproof
tools. Now that the ground has been broken, makers
feel it will be only a short time before other double-in-
sulated tools on the market get the UL Industrial
rating. .

Westinghouse will ship its electric knife ‘“very soon, in
time for the Christmas selling season.” The company
has been showing the new unit at its regional sales
meeting. The knife is beige and white and has serrated-
edge stainless steel blades. The knife’s motor is up near
the front of the handle, somewhat like Dominion’s ver-
sion. The cord is not detachable. The knife with a plain
storage case will sell for “under $25.” Westinghouse
officially will introduce it at the January Housewares
Show. .

A new shaver line is shown in Sears’ Christmas catalog.
It includes four men’s units under the Craftsman name
and one Lady Kenmore model. They appear to be made
by Schick, because two men’s and the woman’s unit
have the washable stainless steel heads that are a
Schick exclusive. The prices for the men’s units are
$12.49 for the two low-end units, $15.49 for the middle,
and $21.49 for the top, which is rechargeable. The Lady
Kenmore is $10.49. Schick declines to comment on
whether it makes the line. .

Sunbeam has introduced a new canister vac. It describes
the new model as the most powerful home cleaner, say-
ing it has a 1.75 horsepower motor. The unit carries
an $89.95 list and 309 dealer margin. It is the top of
what is now a three-unit line, the model 635 at $41.95

list, the 630 at $69.95, and the new 660. Principal fea-
tures are the motor, an all-steel body, an 84-inch nylon
reinforced hose that is guaranteed for five years, a
four-piece deluxe attachment set, a three-position
nozzle with litter rake, brush and extra wheels, chrome-
plated locking wands, a toe switch, and brushed chrome
with blue enamel finish. Three extra bags are in-
cluded. .

Union Carbide is now shipping a new version of its re-
chargeable flashlight. The new model has an improved
switch. The flashlight is 5's-inches long, weighs 10
ounces. The unit is powered by sealed Evereacy nickel-
cadmium batteries that can be recharged in 16-18
hours. Suggested list is $14.95. .

Westinghouse launched a heavy ad schedule for its port-
able appliance division. It kicked off last week with a
page in Life on irons, toothbrushes, hair drvers and
electric blankets. The ad carried a refund certificate
worth $2 on the purchase of certain irons when it is
returned with the warranty card to Westinghouse. The
$2 refund will be offered in the October issue of Modern
Bride and the November issue of Bride and Home.
Additional full page ads are scheduled in Life in No-
vember and December and in This Week Sunday sup-
plement in November. A $3 refund certificate will be
offered on a non-stick frypan purchase. Tv ads will
include time on 203 CBS network stations on both day
and night shows. Seven top-rated programs will be
included. .

Norelco will list more than 8,300 shaver dealers in an ad
to appear in the Oct. 31 issue of T'V Guide. The ad will
appear in all 70 regional editions, reaching a 10,000,000
audience throughout the country. The basic ad is a
black-and-white 2-page spread. However, its size*will
vary depending on the number of dealers in each re-
gion. In New York, for example, 12 pages will be
required to list 444 participating dealers. -

Key Moves . . . SUNBEAM names P. J. O’Rourke product
mgr, motor appliances; J. E. Phillips Midwest sales
mgr; and D. P. Rung asst sales mgr, electrie appliance
div . . . Former Sunbeam product mgr of motor appli-
ances, C. E. (Wes) Westin, has been named asst to the
president at STRUCTO Manufacturing Co. .

New toothbrushes set pattern for EPIC imports

EPIC’'s two battery-powered toothbrushes are the first
in the line it plans to create with imported products.

8

Ekco's import division will concentrate on bat-
teryv-powered products, says its president, Arnold
Thaler, and the first two products introduced, a
pair of toothbrushes, bear out that statement.

One of the brushes (see photo at left) is pow-
ered by a single “C” cell and will retail near
$7.95. The second is rechargeable and will be
priced at $12.95. Neither will be fair-traded,
Thaler says. They will be sold direct, not through
distributors. Each weighs about 5 ounces, and
is completely waterproof.

Their name, EPI€, will be used for the im-
ported Ekco line. It stands for Ekco Products
I'mport Company.

Both units are made in West Germany for
EPIC and use a new, small direct-current motor
that may be applicable to other products as well.

The battery-powered field seems about to ex-

pand quickly, Thaler feels, and so much of his
division’s first efforts will be in that area. Some
products will be imported from the Orient, most
from Europe.

One of the first non-battery products, flat-
ware, will be introduced shortly. There will be
a selection of price levels, with concentration in
the medium and better grades.

Other non-battery-powered products to be in-
troduced will include cookware and gift house-
wares such as woodenware.

Thaler also said EPIC plans to have its own
space at the Housewares Show in January in
keeping with the complete separation in sales
force and operation from the Ekco organization.
He expects to begin trade advertising about the
time of the show and consumer advertising in

January.
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“INSTANT COLD”
PUTS PROFIT BACK
IN REFRIG SALES

1965 Philco Refrigerators Set New Performance
Standards, Give Dealers Exclusive Selling Edge

—Story on next page

\

COLD CONTROL

Coy
s O,
o

POWER SAVER
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I 1

DAMP WEATHER |

!

IMPORTANT INDUSTRY FIRST. Philco is first with
the Power Saver,a 1965 exclusive that brings new efliciency
to No Frost! See full Power Saver story on next page.

BETTER COOLING MEANS BETTER PROFITS.
Philco’s exclusive “Instant Cold” gives you a big advantage
over the competition. Refrigerators have changed—but
most cooling systems haven't. You can't expect today’s

: big-capacity units to do the job with vesterday's cooling
. systems. “Instant Cold” gives vour customers reserve cool-

[

_ ing power for proper tood protection, faster cold recovery.
=2!  See Page 2 for complete details on “Instant Cold.”
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Instant Cold

Freezes Qut
Me-Too

Philco refrigerators for
1965 keep the retailer out
of the refrigerator price
squeeze. They sell on per-
formance, not price. Philco
“Instant Cold” puts them
in a class by themselves,
because it provides far bet-
ter food protection.

With all the look-alike,
act-alike refrigerators on
the markxet today, the con-
sumer naturally buys on
price. A different chrome
strip or shelf arrangement
just isn't enough to get her
eye away from the price
tag. But Philco provides
you with a product differ-
ence important enough to
change her mind. This dif-
ference is “Instant Cold.”

Cold power
others can’t match

“Instant Cold” isreserve
cooling power, more efli-
cient cooling in less run-
ning time. In side-by-side
laboratory comparisons,
Philco with “Instant Cold”
outperformed six other
comparable leading brands
in the four most important
tests of refrigerator per-
formance:

1. “Instant Cold” chills
food faster. Reaches prop-
er food-keeping tempera-
tures 20/ faster than any
other brand tested!

2. “Instant Cold” main-
tains cold better. Achieves
a lower cooling tempera-
ture than any other brand

efrigerators

of refrigerator tested.

3. “Instant Cold™ gives
more cold in less running
time. Maintains cold bet-
ter, yet runs less than any
other brand tested.

4. “Instant Cold” recov-
ers lost cold faster. In sim-
ulated use tests, Philco
“Instant Cold” maintained
constant food-protecting
temperatures 36.5% bet-
ter than any other brand
tested!

Make sure your custom-
ers know theexciting story
of Philco “Instant Cold.” It
can help you make more
profitable sales, because
“Instant Cold” is the dif-
ference that can keep you
out of the price-tag war.

POWIER SAVIR

OAMP WEATHER

NORMAL

i

New Power Saver Trims
No Frost Electric Bills

Philco’s exclusive Power
Saver makes it easier than
ever for you to sell up to
No Frost. With Power Sav-
er, Philco No Frost refrig-
eratorssaveelectricity that
other No Frost units waste
—can actually save cus-
tomers up to $15.76 a year,
based on national average
rates and climate.

The Power Saver is sim-
ple to use and easy to dem-

onstrate on the selling
floor. Just the push of a
button sets the refrigera-
tor at peak efficiency for
minimum consumption of
electricity.

The new Philco Power
Saver is the answer to
questions about operating
costs of No Frost. It's a
Philco exclusive, and
standard on every 1965
“Instant Cold” Philco.

Big or Small,
Sizes for All

Choice of colors at no extra charge

From conventionals to giant
Supermarketers, the 1965
Philco line makes for easy step-
up selling. There’s a new Philco
for every spot in your line!

Every Philco refrigerator is NEMA-certified

This is a facsimile of the NEMA seal. When the actual seal is aflixed to a refrigerator, it signifies
that the net refrigerated volume and square feet of shelf area published are certified accurately
by the National Electrical Manufacturers Association.

NEMA
S

Storage
Story

'L - ——

Full Freezer Line
Rounds Out Phllco

[ ]

1965 Philco freezers are
packed with sales appeal.
Philco’s Super Power Sys-
temassuressafe, long-term
storage, and convenient
new features and beautiful
new styling make every
Philco freezer a standout.

Philco uprights are just
the ticket for space-saving
convenience. Every shelf
is a freezing shelf, lined
with frigid coils. Yet Air
Flow shelf design allows

free flow of freezing air
throughout the freezer.
Sizes from 8 cu. ft. to a
giant 20.3.

Philco chest freezers
feature counter-height
Kitchen Fit design for the
built-in look your custom-
ers want. Available sizes
run the gamut from 8.6 to
21.4 cu. ft. Larger models
come with sliding storage
baskets for extra con-
venience.
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1965 PHILCO MODELS
LOADED WITH FEATURES

More ﬁCaﬁpaE:i_t_y,‘Mqre Convenience Are Offered in New Line!

Here's everyvthing vour
customers are looking for
in a new refrigerator. o\
ery single 1965 Philco is
designed for maximum
convenience. maximum
style, maximum appeal.
More cu. feet in less space!

How much refrigerator
can you get in just 30
inches of space? Look at
the 1965 Philco line and
find out. Phileco Thinsula-
tion makes possible space-
making miracles like thke
new 16.3-cu.-ft. two-door
and even a  16.7-cu.-ft.
Supermarketer in just 30
inches of width. Now
Philco gives vou more to
sell than ever in this fast-
growing size category!

New c(m\'vnien(‘o
engineering!

Inside, every bitof space
; is planned for eflicient use.
—_— : Door storage includes
223% me’m shelves big enough for
b IS i half-gallon containers;
freezer doors have handy

bookshelf-type storage.
There's a brand-new Ieo
Bar unit that has the
easiest-emptyving ice travs
vou'veever seen. And don't
forget Phileo’s Air Wrap
Meat Keeper that keeps
meats fresh dayvs longer
without freezing. Customs-
ersloveitsno-thawingcon-

venience.

Fresh new styvling!

Philco refrigerators
have a great new look for
1965. Accents are cham-
pagne gold and burnished
bronze, the most tlattering
tones fortoday’s wood-look
kitchens. And & complete
variety of colors is avail-
able at no extra cost in
many models. This year,
Philco has the look that
makes the ditference.

Add all these features to
“InstantCold” PowerSaver
and No IFrost, and it's casy
to see why more and more
customers will be choosing
a 1965 Philco. For conven
ience, for styling, for ev-
ervthing a refrigerator
should be—the others can’t
come near Phileo tor 1965
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SEE THE EXCITING
PHILCO ‘“INSTANT COLD”
REFRIGERATORS AT
YOUR DISTRIBUTOR’S
DEALER PREVIEW

—
» ..And find out

how you can

join Philco’s fun-

filled five-day

i trip to Puerto Rico




housewares

CONTINUED FROM P8

Arvin has joined the National Electrical Manufacturers
Assn. and will be affiliated with the Consumer Products
Division and its subdivisions, the electric housewares
section and the electric comfort heating equipment
section. L]

A new version of SCM’s battery-powered typewriter has
been introduced. New features are the jeweled main
bearing SCM first introduced on manual portables,
changeable type on two keys and a selector switch for
recharging on 110v or 220v current. This model is
called Poweriter Custom, and lists for $211.66. It oper-
ates on A.C. as well as battery power, as did the earlier
model. "

Hamilton-Skotch has bought Shott Chairs Inc. of Cin-
cinnati, Ohio. Shott Chairs, a subsidiary of Bell Inter-
continental Corp., manufactures indoor and outdoor
metal furniture. =

The 1964 Premium Show will be held Oct. 26 through
29 at the New York Coliseum. Exhibit space has been
expanded this year to include two floors of the Coli-

@
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seum. Attendees will get to see over 60,000 items rang-
ing from home furnishings and soft goods to major
appliances and photographic equipment. They also will
be able to speak with premium experts on elements of
successful incentive programs. .

Black & Decker’s Detroit sales and service branch has
been moved to 18133 West McNichols Road. n

Eureka has new tv spot commercials on the Today and
Tonight shows. The new commercials, which will run
through Dec. 10, feature the model-260 upright and
model-705 Princess canister. »

General Electric will boost shoe polishers with heavier-
than-usual advertising during November and Decem-
ber. It will use Life, Holiday and Sunset in November;
Holiday, House Beautiful, House & Garden, Life, Look
and Saturday Evening Post in December. On tv, shoe
polishers will be pushed on College Bowl Nov. 1 and
Nov. 8, and on the GE Christmas special, “Rudolph the
Red-Nosed Reindeer,” Dec. 6. =

Shetland/Lewyt’s third quarter sales were up 199 over
last year, says Robert Lappin, company president.
Floor polisher sales were up 219 and vacuum cleaner
sales up 17%. .

i i i  a
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Hair clippers by Vacu-clip (left) and Preco (right) attach to vacuum cleaner. Close-up above shows suction opening that removes clippings.

New twist adds
life to home
barbering market

Spurred by some new approaches among the
old, plus the rising cost of commercial hair cuts,
home electric clippers are steadily wending their
way to a 2-million-unit annual sales mark.

The newest approach is the conversion of clip-
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pers to a vac accessory, as illustrated above. The
vac air power provides suction to remove hair clip-
pings and keeps the clippers cool. Preco’s unit,
introduced this spring, is fair-traded at $19.95
with a 409% dealer margin. Vacu-clip has three
kits, retailing at $14.95, $16.95 and $19.95. Ship-
ments started this month.

Two other innovations may bhe just over the
horizon. One is a self-storage compartment within
the clipper to hold clippings sucked in by a small
built-in fan. The second possibility is an electro-
static hair pick-up in which clippings are given
a negative charge and a plate within the unit, a
positive charge.

Packaging continues to be a potent factor in

hair clipper marketing. A few years ago, makers
learned that hair cutting sets won over consumers
faster than just a pair of clippers. Since then,
all makers—Wahl, Raycine, Sunbeam, McGraw-
Edison, Herb Singer, Charlescraft, etc.—have
developed a variety of barber sets, usually rang-
ing from five to 15 pieces at prices from $7 to $20.

Consumer instruction is also an important sell-
ing tool, and here makers are beginning to go
beyond the instruction booklet. Preco has staged
demonstrations at locations ranging from the
New York World's Fair to various department
stores. Vacu-clip has started a hocme barbering
class near its plant locale in Illinois as well as a
tv and radio ad schedule this fall.

13



looks at
sales
meetings

“I've asked Al to sit in with us inasmuch as he's sold five color sets
on his service calls this week alone . ..’

“I'm glad somebody noticed—that happens to be what you collec-
tively sold today.”

“o.owell, the last thing I wanted to be was in the paratroopers, but
this Lieutenant Group, he was from Maine, I think, well anyway, he
gets me transferred to the paratroopers and mind you, I kncw noth-
“His sales sessions are murder-—he doesn’t provide chairs . . .” ing about it until one day I get culled to HQ—boy, you never saw ...”

14 MERCHANDISING WEEK




Want proof that the Norge 15 is an
authentic 15-lb. washer?

Look inside |

See for yourself how the new Norge 15 was built from
the ground up to handle any 15-Ib. load. Look at the
rugged new suspension system, the

new heavy duty double-pivot motor,
the advanced new

transmission, the non-clog
pump. Look at the 3-vane,
17-inch high agitator, the
extra-large tub (true 15 lb.

capacity), the Flexi-load
water level control that

makes this automatic any
size washer you want it
to be from 2 to 15 lbs ||
Study every inch of this
big new Norge 15 and if somebody
tries to tell you that all big-capacity washers are

N —p
WALTZ (
[’\] O R G E mnoucn%
WASHDAY \_
appliances Bnns/WAnNEn

Norge Sales Corp., Subsidiary of Borg-Warner Corp., Merchandise Mart Plaza, Chicago 54, lIl. In Canada: Moffats Ltd., Weston, Ont., Export Sales, Borg-Warner International, Chicago 3, 1l
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basically alike — give 'em the

facts of life, Norge -wise.

15
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Here is where the world’s greatest sources
of low-priced radios are based
ﬂ‘ Merchandising Wgtigcat.w;ﬁ’

4 Hong Kong
Merchandising Week, Oct. 12

Second in a series of three articles
on radios from the Far East
by CHARLES COHEN/DONALD RUBIN
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Often in the Cold War headlines, Taiwan, last
bastion of Nationalist China, is entering a new battle,
fighting for a significant share of the U.S. market for
low-priced radios. Taiwans’ chances of winning this
struggle are considered excellent.

Already, the number of exports to the U.S. are be-
ginning to climb. From quiet beginnings in 1962
only 24,790 radios were shipped to the U.S. that vear
exports grew to 165,454 last yvear and show every sign
of achieving a substantial increase this vear. In only
seven months this year, U.S. imports from Taiwan
(177,688) surpassed the total for all of 1963.

For fiscal 1965, Taiwan officials estimate 600,000
radios will be shipped to the U.S.; only delays in com-
pleting new factories forced these officials to prune
their original forecast of 1 million units.

Clearly, Taiwan has the potential to surpass Hong
Kong and Okinawa as a source for inexpensive tran-
sistor radios, a fact more and more American buyers
are discovering. Taiwan already produces radios for
the Radio Shack, Viscount, Lloyds and Englishtown
International.

Prices: take me to your leader

Prices on Taiwan merchandise are competitive by
any standard. Thus far, the minimum f.o.b. price on
that bread-and-butter item, the 6-transistor radio, is
about $3.10, according to a Taiwan government offi-
cial, with the average hitting around $3.20.

Liike other producers battling for this market,
Taiwan’s manufacturers build more than just sixes
and would like to upgrade their product mix. Even
now, Taiwan is turning out some 8-transistor radios
for the U.S. as well as vacuum-tube models. And there
are plans to produce FM radios later this vear. The
Taiwan manufacturers do not intend to go intc the
“toy” radio business (1- or 2-transistor sets). Although
one set maker has received a trial order for 1,000
four-transistor sets, it does not expect to go into vol-
ume production on this model.

Taiwan set makers have already discovered that
there is more than one way to bui.d a 6-transistor
set; use five transistors as amplifiers and one as a
3-electrode detector that gives only a little gain. Per-
formance and appearance are at least ax good as some
of those made in Hong Kong, better than others built
in the Crown Colony. The price: about $3.20 f.o.b.
Taiwan.

When it comes to building 8-transistor sets, Taiwan
again can match Hong Kong's price, $3.80. In Taiwan,
a radio assembler can buy a kit for an B-transistor
set for $2.57. This includes earphone and battery, but
not the cabinet knobs, gift box, punched metal, antenna
coil winding, speaker, nameplate and printed cirvcuit
board. The assembler can handle the speaker assembly
and antenna coil winding himself, and buy the rest
from a subcontractor. His charge for assembly: about
40 cents, maybe 50 cents, depending on the complexity
of the job. The f.o.b. price on the eight: about $3.80.

Companies: find the Japanese tie-in

The companies in Taiwan turning out transistor
radios today range from manufacturers of some sub-
stance with important ties in Japan to retail shops
whose technicians assemble sets on the spot for sale to
their own customers.

Although there are more than 1,000 firms engaged
in the radio business on Taiwan, only eight manufac-
turers or assemblers figure to be important factors in
the export business in the near future. Two of these
companies, Dah Sen Hong and Hwa Fung, specialize
in the assembly of complete kits purchased in Japan.
The others can be called manufacturers.

Many of these companies have ties with some of
Japan’s great industrial giants and almost all have
their eye on the U.S. radio market.

Hsing Yung, for example, a licensee of Japan's

. ¢ TAIWAN: the newest bargain basement for

Yaou Electric Co., assembles 6,000 eight-transistor sets
per month for Englishtown International on an order
received through a Japanese trading company, C. Itoh.
Hsing Yung has also produced 5-tube sets for the
Radio Shack.

Taiwan Columbia started as a Sanyo agent and be-
came a Nippon Columbia agent three years ago.
About half of its stock is owned by K. C. Lee, who
is also a large shareholder in Taiwan Sanyo and the
New Asia Co., which makes fluorescent lamps under a
Hitachi license. Because of his posifion in Taiwan
Sanyo, Lee is not listed as an officer of Taiwan Co-
lumbia. In fact, however, he is the company’s chair-
man. Taiwan Columbia plans to build radios under its
own label (Taicol) and hasx a contract with Knglish-
town for 42,500 private-label sixes.

Taiwan Sanyvo, 5277 owned by Sanyo of Japan, is
negotiating to export 6- and 8-transistor sets to the
U.S. and is also in the parts business, selling resistors,
for example, to Hong Kong Sanyo and other Taiwan
manufacturers,

Taiwan Sun Pao, an affiliate of Havakawa Electric
of Japan, cannot export radios to U.S. without the
Japanese company’s permission, but is negotiating for
the sale of speakers in the U.S. Matsushita Electric
( Taiwan) Co. Ltd., 6077 owned by its Japanese name-
sake, has no export ambitions. But there are still
others who could get into the aet, including Dah Kuang
Victor Co., a licensee of the Victor Co. of Japan,
Fuseng Electric Trading Co. Ltd. and Tatung Engi-
neering Co. Ltd., an appliance manufacturer.

Oldest transistor radio manufacturer in Taiwan,
and the one with the most exports thus far, is China
Electric Co., which started eight years ago as a
speaker manufacturer and switched to transistor
radios three yvears ago. The company with the second
largest number of exports to date is Dah Seng Hong.
Unlike China Electric, this company supplies almost
no parts nor does it design its own =ets. Instead, it
buys complete kits of electrical and mechancial parts
from Japan, including gift boxes.

Future: watch for more growth

The logic of continued growth for Taiwan is very
convincing. Industry is receiving firm support from
Chiang Kai Shek’s government, whose policies include
import restrictions and generous inducements designed
to attract business to the island. Not only is there a
large, productive pool of labor, but wages are low. The
average per-capita income on Taiwan last year was
only $150.

There are other reasons, too. Ten or 12 years ago
Japan built world markets for its light industry. To-
day, Japan no longer finds labor-intensive industry as
attractive as it once did and is gradually switching to
capital-intensive industry. The markets the Japanese
built still exist, however, and no other light industry
at this time is in quite the same position as Taiwan’s
to fill the gap.

The favorable conditions on Taiwan already have
attracted considerable Japanese investment, and more
Americans are beginning to explore tke situation.

Only last May, the Chinese government approved an
investment of $1,385,000 by General Instrument Corp.
in Taiwan ($675,000 for equipment, $400,000 in raw
materials and a remittance of $310,600). By next
June, General Instrument probably wiil start produc-
ing parts for transistor tv sets, including yokes, trans
formers, mica capicitors and tuners, according to
Taiwan sources.

Several U.S. bankers have told clients to look at
Taiwan. The First National City Bank of New York
has a representative in Taiwan and probably will open
a branch there later this year. Last May, the bank’s
foreign information service put out a pamphlet sum-
ming up the outlook: “Taiwan—Free China Moving
Rapidly Ahead.”

MERCHANDISING WEEK



price-conscious portable buyers
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Typical prices on parts
for a medium-quality six

Price
Component Brand (US.$)
transistor kit (6 transistors) Toshiba 0.84 —
diode - / -Toshiba 0.045
;/airiableacapacitor - Mitsumi 0.48
Volume contfol 5 kohm:w—ith switch Mitsumi 0.12
i-f transformers 455 kcs (3 per set) Mitsumi 0.30
;)s‘cillatoricoil A | Mitsun?i 059’
audio inputtr;nsformer - 888 0.12 q
éﬁio ougput t-ransfoirmerw 888 0.10
antenna coil - W
earphoneiwith plug and ja;kA : KOA 0:09 -
electrolytic capacitor 50 mfd 10 volts Nii . 0—035 h
elgctrioilytic capacitd? loi—gdmfd x.3 @ $0.03 7\lii 7 0?09 K
ce;amic capacitor 0.04 mfd x 107@ $0.02 ‘Nii ’MW
ceramic capacitor 0.005 ;fd 7 ) Nii 7 ();01;
resistors x 17 @ §$0.0075 Kamaya 0.1275
9-voit bz;ttery 006P-type N Maxv;eli 0;11 a
vinyl caée - - a)B N
printed circui{boafd - 70706 / %
caEinef knobs labé|s plastic bag /gift box o “6.20 B \2:
2-1 4-ingh per[naneptmagnet sbeak; __F‘ostgrii.l—i :§
assembly varies between $0.40 and $0.50 0.45 & ?;
¥

Total Fo8 price) P34 LTS The price for this six-tran-
sistor set with two i-f stages does not
represent rock-bottom value. With
cheaper parts, Taiwan can hit $3.10
more information for price-conscious buyers p
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TAIWAN: why

radio’s newest bargain basement
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the working girl here solders leads onto antenna coils at China Electric on Taiwan.

Labor: low wages, full employment, skilled hands

18

Taiwan's pofential for developing a vigorous
electronics industry now appears greater than
any other country in Asia. Certainly, the island
shows more promise and capacity for this kind
of development than either Hong Kong or Oki-
nawa despite the latter two having gained a
head start in fabricating transistor radios.

A variety of factors favor Taiwan’s con-
tinued growth. Not only is there ample land
for new factory sites, there is plenty of
water and eleefricity and favorable climate for
investment. Standards of nutrition, public
health (medical services are available through-
out the island) and education are among the
highest in Asia.

But absolutely central to Taiwan’s promis-
ing future is an expanding, highly productive,
vet inexpensive labor force that is well educat-
ed by Asian standards.

Wages

Even by standards in Hong Kong, where un-
skilled help may start at $1 a day, wages for
labor in a Taiwan transistor radio factory are
low.

The average datly salary of a female factory
worker was pegged at only 43 cents by a
survev of seven plants currently producing
transistor radios on the island. The majority
were receiving a daily wage ranging from 38
cents to 50 cents.

Male factory workers were getting a little
more. Their average daily wage: about 63
cents. The majority: in the 45-to-70-cent range.

Office and technical workers on a monthly
payroll get a somewhat better break on pay
day. The average monthly salary for women
in this categoryv was surveved at about $25.
Men: anywhere from $38 to $45.

To make matters even more difficult for the
job hunter on Taiwan, there is a considerable
degree of unemployment and a “help wanted”
sign is hard to find.

For every opening, electronic firms on Tai-
wan estimate thev get about five applicants.

The unemplovment problem on Taiwun is
likely to get worse before it gets hetter. Be-
cause of a very high birthrate since 1949 the
potential labor force will grow even iarger in
the next 10 to 15 years.

Employment and education

Although Hayvakawa Electric’s Taiwan affili-
ate, Sun Puao, is not a typical radio manufac-
turer on the island, a look at its work force can
be illuminating, particularly when it iz com-
pared with Hong Kong.

Suin Pao employs 167 workers (4777 are
men: 537 are women). The average age is
only 22. Here is the way that labor force
breaxs down:

Education No. of employees %
Callege, junior college 15 9%
High school 46 28
Junior high school 62 37%
Primary school 44 267
Age No. of employees %
Under 20 95 57%
200 to 30 57 34%
30 to 40 11 %
Over 40 4 2%

Tne educational level at Sun Pao is not an
accident. Urlike Hong Kong, elementary edu-
cation on Taiwan through the first six grades
is compulsory and the aftendance rafe of chil-
dren of school age is over 96¢/, second highest
in Asia. (The remaining 49 are aborigines
who live deep in the mcountains and cannot be
coaxed out.)

The educational system extends through the
university levels. During the 1962-63 academic
vear. there were 43,506 undergraduaie and 708
graduate students enrolled in Taiwan’s nine
universities and 24 colleges.

The national Chiaotung University has been
taking post-graduate students in its Research

Institute of Electronics since the 1958-59 aca-
demic vear. Rapid expansion and a shortage of
“acilities have prevented engineering schools
from including as many laboratory courses as
they wanted to, but this situation probably will
improve in time.

Unfortunately, secondary education on Tai-
wan is neither free nor necessarily available.
In 1963, there were almost 2.1 million stu-
dents in the six-vear elementary schools, but
Jess than 370,000 in the next six years of sec-
ondary schools.

Taiwan is now considering expanding the
opportunity for education in its secondary
schools. This would include more occupational
training. Right now, most children leave school
at the age of 12. But the minimum legal age
for employment on Taiwan is 14.

Discipline

The ability of the Taiwan laborer to learn
new skills with a considerable degree of suc-
cess is unquestionable. And, without a doubt,
the girls at the Taiwan radio factories are
better disciplined than those in Hong Kong or
Okinawa.

Even when parts are short, most companies
furlough part of their work force, paying any-
where from 50 to full wages ir. order to keep
@ trained team together.

When MERCHANDISING WEEK visited Taiwan
Columbia the company was short of parts and
half of its workers were at home, receiving
full pay.

The other half had been doing odd jobs for
most of the day, bu* had run out of work late
in the afternoon. But they were sitting quietly
«t their workplaces, staring straight ahead.

This turnea out to be part of the girls’
training. During working hours, MERCHANDIS-
ING WEEK waz told, reading, talking or any
other departure from normal procedures is not
allowed.
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can compete

Government: broad aid, big role

Central to the rapid development of the
electronics industry on Taiwan has been a
government policy designed to promote new
light industries on the island.

Not only is the Taiwan government willing
to restrict imports, it is offering generous in-
ducements to attract business there. The
inducements are working., Muajor Japanese
companies have invested in strength in Taiwan
industry and now American companies are eye-
ing the ixland.

Examples

With an opportunity to land a better than
*1 million investment from a U.S. company,
the General Instrument Corp., the Taiwan
government showed it could move quickly to
seal a deal. Now, General Instrument is com-
pleting work on a plant that will employ about
1,00t girvls in the production of electronic
components that will be assembled in the
United States. The company also is recruiting
Chinese mechanical and electrical engineers
and will send them to the U.S. for training.

Tatwan’s policies have also landed a $250,000
investment from Squibb Mathieson Interna-
tional Corp. and Winchester Co. Ltd., of
Panam:a. These companies are constructing a
plant to manufacture dry batteries. The new
plant, started last May, should be in operation
by 1965, Some of itx batteries will be sold on
Taiwan, but most will be exported.

Investment laws
At the heart of Taiwan's pro-business policy
are the government’s investment  statutes.
[Here are some of the tax eentives and special
services u\'ailul)le now in Taiwan:
—A five-yvear tax holiday for approved new
investme nl.\.
Reduction or elimination of various busi-
ness taxes,
Guaranteed profit remittance and capital
repatriation for foreign enterprises,
An industrial development and investment
center to help investors get started.
Industrial parks for new factories.
Furthermore, the government is currently
considering revisions to enhance its investment
statutes even more.

The government is also reappraising at least
part of its educational policy and may add
more vocational courses to its secondary school
program to upgrade its labor force.

Help for radio

Early in 1960, the transistor radio industry
on Taiwan got the boost it needed to start
rolling: the government banned imports of
completed radios.

Prior to the ban, Taiwan assembled only a
few tube radios and produced some parts
speakers, capacitors and resistors. Most radios
were imported from Japan, and the lack of any
real competition kept prices high.

But the ban against imports inevitably
brought changes. Companies that had been im-
porting radios began buying kits from Japan
and assembling them on Taiwan.

Today, there are more than 1,000 firms en-
gaged in the radio business on Talwan. Most
of them, however, are retail shops whose
technicians merely assemble sets.

MERCHANDISING WEEK found one of these
typical small shops on the main street in
Taipei, not far from the railroad station. The
shop’s technicians build about 20 four-band
tuble radios and stereo phonograph combina-
tions each month, Cabinets and most other
parts are purchased on Taiwan, with the ex-
ception of tubes, i-f transformers and variable
capacitors (bought in Japan) and the auto-
matic record changer (English). The 20 sets
turned out each month in this shop by no
means represent its production capacity, but
merely the quantity that can be sold at retail.

Support for tv

The electronies industry got another lift in
late 1962 when the first television station
opened on Taiwan,

[“ive local companies started assembling 16-
inch tv sets, but this business was fairly
short-lived hecause the Taiwan TV Corp. had
imported 15,000 old-style 14-inch receivers
from Nippon Electrie, Hitachi and Toshiba
its Japanese partners——to sell in order to help
defray expenses.

But the sets did not sell at a very rapid clip,
and, once again, the government imposed re-
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A Taiwan entreprenuer, K. C. Lee, second from
right, stands with his assistants in front of
Taiwan Columbia’s main entrance. Lee is the
largest stockholder in Taiwan Columbia and
triples in brass as general manager of Taiwan
Sanyo and the New Asia Electric Co., which
produces f{luorescent bulbs under a Hitachi
license. The conical shapes over Taiwan
Columbia’s gate represent tv picture tubes.

strictions: imports of parts by other compa-
nies were forbidden until the 15,000 sets were
dizposed of.

Last March, four companies were licensed
to start producing tv sets. Parts are currently
arriving and tv production once again is off
and running,

Next vear, two new tv stations will go on
the air on Taiwan, one at Taichung in the
center of the island, the other at Kaohsiung
in the south.

Together with the present station at Taipei
in the north, the new stations will almost cover
the whole island. New demand has already
been stimulated. Estimated for next vear: de-
mand for 80,000 tv sets.

Japanese: subtle influences, pervasive affiliations

Tangible manifestations of Japan's interest
in Taiwan can be found at a glance invest-
ments, components, technology and engineer-
ing talent in great quantity have been supplied
by the Japanese.

But ;wrhup\' of equal importance there are
intangible Japanese influences.,

Historical rapport

One of these hard-to-measure bonds work-
ing in Taiwan's favor arose from the Japanese
occupation of the island during World War I1.
Because of the occupation almost all Taiwan-
born people 29 or 30 yvears old received suf-
ficient education in Japanese primary schools
to read and speak the language reasonably
well. Older Taiwanese can read and speak
Japanese very well. The education has enabled
the Taiwanese to study imported Japanese
hooks and periodicals as well as spend profit-
able months studying in Japan at factories
or schools,

Whatever the situation formerly may have
been during Japan’s occupation, there appears
to be no residual hatred of the Japanese by
the people of Taiwan, and the two work to-
gether very well,

For their part, the Japanese enjoy doing
business on Taiwan because they do not have
to use a foreign language.
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Taiwan’s fledging companies have tied up
with Japan's industrial giants in all sorts of
wayvs, leaning heavily on their well-heeled
partners (or affiliates, or licensors) for tech-
nology.

Current alliances

Hsing Yung, a licensee of Yaou Electric,
recently sent four technicians to Japan for
training. More will follow. The technicians
spend about six months at a Japanese tele-
vision school and several more months at a
Yaou factory.

Another radio assembler, Dah Sen, also co-
operates with a Japanese company, Fuji Sen-
rin. The Japanese company makes coils, ac-
quires other parts and then supplies Dah Sen
with a complete radio kit. And there is 4 man
from Fuji who checks all of Dah Sen’s finished
sets

Still other assemblers get  their orders
through Japanese trading companies. Here is
how that system can work: a U. S. importer
contracts with a Japanese trading company
for a complete kit of parts for a 6-transistor
radio and payvs for them by a letter of credit;
he then contracts with the Taiwan radio com-
pany for assembly and pays by check or letter
of credit.

Close relationships with Japanese companies

Japanese-trained Rien Cheng Chang checks
out radios at Using Yung's Taiwan factory.
He received eight months of training in Japan.

can pay off in other subtle ways. One of the
major problems Taiwan radio assemblers share
with those in Hong Kong and Okinawa is

continued on p20
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frequent delays on electronic parts delivery.

Often, the delays are caused by poor pur-
chasing practices or by shortages of compon-
ents, particularly transistors, in Japan. But
this is not the whole story.

Not too long ago several American business-
men went to Japan with a pocketful of cash
hoping to buy transistors. They were told that
they would have to accept long delivery sched-
ules to get the quantities they desired. The
Americans concluded that this type of tran-
sistor shortage would also prevent Taiwan
from expanding as rapidly as projected. (Ma-
jor Japanese transistor manufacturers admit
that they are selling on an allocation basis,
but claim the supply is rapidly improving.)

But at this point, Taiwan’s relationship
with Japan becomes an important factor. Some
illustrations point up what can happen:

—Sanyo’s overseas operation in Taiwan is
run by its international division in Osaka,
which transacts the company’s export sales.

Sanyo now produces all the transistors it needs
for its own products and has some left over
for outside sales. If company policy dictated
that, in order to fulfill orders, a certain radio
should be built in Taiwan, the transistors
undoubtedly would be made available.

—The radios Hsing Yung is assembling for
Englishtown came on an order from C. Itoh
and Co., one of Japan’s largest import-export
houses. C. Itoh has probably bought and sold
to just about every company worthy of note
in Japan. Its web of contacts and ability to
wheel and deal is greater than that of any
man who has cash in his pocket for inexpen-
sive transistors.

—Hsing Yung also uses transistors produced
by Yaou. The license agreement with the
Japanese company also allows Hsing Yung
to export Yaou radios if they meet the Jap-
anese company’s quality standards. Because
of this relationship, Yaou almost certainly
could be expected to favor the Taiwan com-
pany over other potential buyers.

A two-speaker multi-band tube radio set moves down China Electric’'s assembly line in Taiwan

Technology: a base to grow on

In many ways, a visitor to Taiwan is struck
by the resemblance of the island’s electronics
industry to Japan’s several years ago. But
Taiwan differs from postwar Japan because
it does not have a solid base of communica-
tions and heavy electrical industries from
which to start producing consumer products.

To make up for this deficiency, Taiwan bor-
rows much Japanese know-how and also im-
ports components from Japan.

Diversity

The potential on Taiwan also differs sig-
nificantly from Hong Kong and Okinawa,
which are oriented almost exclusively to the
production of transistor radios. On Taiwan
today products may range from air condi-
tioners and electric fans to tv sets and re-
frigerators. Taiwan manufacturers last year
turned out 230,000 electric fans, 150,000 rice
cookers, 13,000 tv sets, 10,000 refrigerators
and 12,000 air conditioners.

A company like Hsing Yung, for example,
is not limited to radio production; it builds tv
sets and now has the facilities to crank out
60 receivers a day. In the coming year, the
company expects to build about 15,000 16- and
19-inch television sets.

This type of technological experience, bul-
warked by what the Taiwanese learn from the
Japanese, will give the island a much stronger
base to build on than some of its rivals.

And the engineering experience is likely to
make any Taiwan move into more sophisticated
radio production much easier. An engineer at
Hsing Yung backs up this point, citing his
company’s experience with tv, whose sound
channel is FM, to show that the firm already
has had to master assembly and adjustment
of FM receivers. None of the manufacturers
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outside of Japan who build only radios have
yvet had this type of experience, he claims.
With an eye on better profit margins,
Taiwan manufacturers are already considering
the next step: more sophisticated radios. For
instance, Hsing Yung’s deal with the Radio
Shack--5-tube AM radios—is only the first
step in a business that may include intercoms
and high-quality FM radios in wood cabinets.
And China Electrie, the island’s largest ex-
porter of transistor radios thus far, may pro-
duce FM sets next vear using Japanese tuners.
The company also has its eye on transistor tv.

Capacity

More parts for radio assemblers in Taiwan
are being produced on the spot. Taiwan Sanyo.
for example, is in the parts business and last
August started exporting transistors to the
parent company for use in transistor tv. The
company also sells to other Taiwan manufac-
turers, including China Eleetric, and has plans
to export resistors to Hong Kong Sanyo for
use in transistor radios.

Sun Pao, Hayakawa’s affiliate on Taiwan, is
also in the parts business, turning out such
items as speakers, transformers, electrolytic
capacitors and transformers.

Excess capacity for many of the rapidly
expanding Taiwan plants is becoming a prob-
lem. A comparison of Sun Pao’s present capac-
ity and production shows what can happen:

Product Capacity  Production
Tv sets 2,000 1,000
Tube radios 2,000 500
Transistor radios 5,000 1,500
Speakers 15,000 8,000
Paper Capacitors 1,000,000 200,000
Electrolytic capacitors 300,000 30,000
Metal-paper capacitors 100,000 30,000

DIRECTORY
of who’s who
in Taiwan

Of the dozen major manufacturers or as-
semblers on Taiwan, about eight figure im-
portantly right now in the transistor radio
export business. Here is a look at some of
the leading lights:

China Electric started eight years ago as a
speaker manufacturer, switched three years
ago to radio production. Transistor radios are
now its largest business. In September, the
company increased capacity from 20,000 to
40,000 sets per month. Plant area is 25,000
sq ft. Total available ground: 160,000 sq. ft.
China Electric employs 300 (180 are women
assemblers) and its staff includes five grad-
uate engineers and 10 technical high school
graduates.

All sets the company exports to the U.S.
are inspected by Japanese technicians; sets
going to other areas are inspected by its own
personnel. China Electric says it produces
about 309, of eachradio it assembles, includ-
ing circuits, speakers, printed circuit boards.

Dah Sen Hong assembles radios after re-
ceiving complete kits of electrical and me-
chanical parts from Japan. The local mate-
rials the company uses include paper lab=ls
for circuit diagrams, back-up plastic foam
and a plastic bag in which the radio s
wrapped, antenna holders, insulated wire,
shipping cartons and, occasionally, small
quantities of resistors.

Dah Sen Hong operates on three floors in
two adjacent buildings, has 10,800 sq. ft.
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