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48 0O O 0O The second Christmas is
coming, and the surfing Santa
pops up to make a point: there is
a growing sales potential in
housewares gifts for Mother’s
Day, Father’s Day, and June
brides and grads. For a mer-
chandising report on making
springtime as gift profitable as
yuletide, see...........cccceueenne... p.26

AT PRESSTIME -

O OO Color tv prices during
the two weeks ended Mar. 5 hit
an average of $582—up $10 from
the average retail price last De-
cember and up $42 from the
average retail price last Septem-
ber, according to Daniel Starch
and Staff, a business research
organization. However, the aver-
age retail price of color tv in
March, 1965, was $597—315
higher than at the same time this
year.

Of total industry tv sales, 46 ¢¢
of the units sold were color and
759 of the retail dollars brought
in by tv sales came from color
tv. Thirty-eight models, repre-
senting seven brands, accounted
for 40¢¢ of all color tv sales. The
fastest moving model alone ac-
counted for more than 29 of to-
tal color tv sales. The selling
price for this one model ranged
from $540 to $749, with a me-
dian price of $600. It should be
noted, however, says the Starch
study, that reported retail selling
prices in some cases include op-
tional features, installation and
finance charges.

In b&w tv sales during the two
weeks ended Mar. 5, the average
retail selling price was $170,
down $30 from the same period
last year.

The Starch report is based on
a weighted sample of 1,826 retail
outlets throughout the U.S.

continued on p.3




Ask M.J. Guiheen and Westinghouse about clock radios that
light up, go places, talk to each other and sell like hotcakes.

“As Merchandising Manager for Westinghouse “Here's a Travel Clock Radio that's really “The clock has a jewelled movement, runs a day and a half on one
radios, phonos and tape recorders, | know that the  a gem. The high impact case is finished in winding and doesn’t draw on the batteries. The miniature radio is fully
more you can offer a customer, the less resistance  a textured leather look...has a metal transistorized, with all the features of a full-sized clock radio including
he'll offer you. Here are three new ideas that were  plate that can be engraved with the sleep switch that shuts it off automatically. Wakes with music and bell
built for you, to those specifications. owner’s name or initials. in the morning. Designed to sell for $29.95!*
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“These Spacemaker AM Radios work together as an intercom, too. Connection “The ‘talk-listen’ switch on either radio can be locked in ‘talk’ position so a
is by wire to assure privacy, prevent interference and provide long, trouble-free room can be constantly monitored (to keep an ear on a child, for example).
service. One unit contains a deluxe clock. You can sell it for $39.95.*

-

“The new Lumina series is the triple-threat star in “This model has the same lamp. As on every Lumina, “And here’s the top of the line. Same lamp and radio
our lineup. These models combine a Westinghouse- the bracket telescopes out and swivels around for with full feature clock that can be set to shut off
developed high-intensity push-button lamp with a maximum convenience. Radio here, too—plus a automatically. Doze button yields another fifteen
radio. Lamp requires no transformer because it deluxe clock with ‘glow-in-the-dark’ face. Your minutes snoozing time when tapped in morning.
uses the new Westinghouse high intensity 100 volt customers can buy it for $39.95.* Lists for $49.95*."

bulb...has a specially designed shade that keeps
cool, won't scorch or burn. Made to sell for $29.95.*

You can be sure if it's Westinghouse

*Suggested list price.
Local dealers determine actual selling prices.
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O0O0O0 Admiral's new color tv prices. The first of the
company’s 1967 models carry new low prices. The 23-
inch line opens with a brown metal table model with
matching legs at $479.95. The 25-inch line kicks off at
$549.95 for a metal table model with matching legs.
The same 25-inch unit with a new six-button remote
control goes for $649.95. Admiral also has dropped in
a 25-inch console in walnut grain finish on hardwood
veneers at $579.95. Admiral’s previous 25-inch leader
started at $675. The new remote control unit turns the
set on and off, changes channels, adjusts sound to three
levels, and changes tint and color.

In black-and-white tv, the company is offering two
spring specials at open lists, a 17-inch portable and a
23-inch table model. Both sets come with roll-about
stands packed in the cartons. Admiral also is dropping
in three new 9-inch portables all at $79.95.

O0O0O0O First sign of a slicing knife sales slump is be-
ginning to show—at least that is the fear of some key
retailers and distributors. GE and Sunbeam have re-
duced distributor pricing on most models—a move, on
the surface, designed to help overtake Hamilton
Beach’s sales lead in the field. Hamilton Beach, of
course, has much at stake and undoubtedly will seek to
remain competitive.

But there is deeper concern that a slicing knife
slump is coming—that the lower pricing moves were
designed, at least in part, to bolster slipping sales.

Mother’s Day and Father’s Day may tell the story.
The price drops may spur knife sales during the gift
season, but poor knife sales during the gift period may
mean the start of a hair dryer story all over again.
according to some trade sources.

O OO0 Another microwave oven from Japan has been
announced. Japan Radio Co. is the seventh Japanese
company to introduce such a unit. According to Me-
Graw-Hill World News in Tokyo, the new model is 29.6
inches high, 23.5 inches wide and 26.7 inches deep.
The 264-1b. oven is priced at $1,333. The company has
no immediate export plans. (For another microwave
oven, see p.7.)

O 000 Retailers can get ad and promotion help from
two planner packages published by the National Elec-
trical Manufacturers Assn. (NEMA). The NEMA
Appliance Advertising Media Guide, a new NEMA
publication, is a basic primer on how to advertise ef-
fectively using newspapers, radio, television, outdoor
signs, transit vehicles, and direct mail. The NEMA
1966 Appliance Promotion Planner, a revision of the
1965 edition, is divided into four sections: utility, man-
ufacturer, dealer, and distributor. Copies are available
at $2 per set from NEMA, ¢/o SR&A Public Relations
Inc., 355 Lexington Ave., New York, N.Y. 10017.

OO00 CBS has bought 20,000 tape recorders from
Japan’s Fuji Electric Manufacturing Co. for sale un-
der the Columbia trademark. The contract calls for
Fuji to export the units to the U.S. over a period of 10
or 12 months, beginning in June. A Fuji recorder sim-
ilar to the one covered by the new CBS contract sells
in Japan for about $50.

OQO0OO0 Frigidaire has cut air conditioner prices on
room units in St. Louis and Chicago as part of a con-
tinuing policy of competitive area pricing. Dealer cost
reductions in Chicago range from $4 to $36 and from
$6 to $39 in St. Louis. '

O0O0O0O The FTC decision on tv tube sizes may mean a
complete new family of tubes—built to match tradi-
tional sizes (23-inch, 25-inch) with the new measure-
ments—some industry sources are saying. On the
other hand, many industry leaders expect square
inches to become the new standard in ads for tv sets.
However—new tubes or new measurements—no final
decision is necessary until Jan. 1, 1967. The Federal
Trade Commission last week postponed the effective
date of its rule covering tube sizes (Mw, 28 Feb., p.3)
from July 1 to Jan. 1. The FTC also ruled that manu-
facturers may round off tube sizes to the nearest inch
in their advertising. The industry had hoped for a post-
ponement on the ruling—which states that screen
sizes must be measured by actual viewing area—until
next March.

The high cost of consighment selling: the Vista case

Sunbeam Corp. is coming under com-
petitive pressures to add extra profit
incentives for retailers who serve as
“retail agents” for its consigned Vista
line. At the same time, Sunbeam is
known to be grappling with the prob-
lem of the high cost of consignment
selling.

The pressures on Sunbeam to add
profit features to the Vista line are
coming from a number of sources:
from “distributor agents” for Vista,
who disliked the prospect of losing
any business on Vista, especially to
GE’s Universal and other programs
that are offered to retailers on a di-
rect-sell basis; from retailers, who
can point to higher markups being
made on other price-protected lines;
and from competing manufacturers,
who have upped the markup on their
price-protected lines to meet the

Merchandising Week is published by McGraw-Hill,

strong competition from the Univer-
sal-by-GE line.

The answer for Vista may well be
in the price increases Sunbeam re-
portedly is making on the Vista
line. By raising the retail pricing on
some Vista items, Sunbeam may well
be building in room for extra profit
incentives designed to keep Vista in
the forefront along price-protected
lines. Sunbeam has declined comment.

The high cost of consignment sell-
ing can be seen in the action taken by
Sunbeam earlier this year. Sunbeam
raised the minimum annual retail
volume requirements on the Vista
line. In order to qualify for a 26%
markup on the Vista program,
“retail agent” must move $2,000
Vista goods instead of the $900 dol-
lar volume formerly required. A
table detailing the old and the new

volume requirements appears at
right. Sunbeam clearly is encourag-
ing its smaller retailers to double
their selling efforts on the Vista line.

Whereas Vista welcomed the small
store from the very beginning, GE,
on the other hand, limited its Uni-
versal consignment program to vol-
ume retailers, who are serviced on a
direct-sell basis.

GE's incentive answer for Universal
was a 1% rebate based on the retail-
er’s annual volume. Here, GE picked
up a feature of Proctor-Silex’ price
protection lines, which offer similar
rebates. GE’s rebate—on top of the
26% Universal markup—provided
Universal with a profit edge over
Vista. Consignment provided Univer-
sal with a profit edge over Proctor-
Silex.

P-S has upped the markup on its

Starlite and Citation price-protected
lines to counter GE’s consignment
advantage. Sunbeam is being encour-
aged, in particular, to add a rebate
to counter the Universal edge.
—Ed Dubbs

The Vista Retail program 1965

Annual $ Retail
Volume markup
up to $360 229,
$360-$540 239
$540-8$720 249,
$720-$900 259,
over $900 26%
The Vista retail program 1966

up to $800 229,
$800-$1,200 239%
$1,200-$1,600 249
$1,600-$2,000 25%
over $2,000 26%
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Westinghouse has invented a new way to make coffee.
The secret’s in the“Pressure-Flo”° basket
that's like nothing you've ever seen hefore.

The idea i1s simple enough. We just sort of the one we're telling about it starting October 8
turned the basket upside down in this new rightinto December—in Life, Sunday Supple-
coffeemaker. That locks in the grounds while the ments, Bride’s, Modern Bride, Good Housekeep-
unique “Pressure-Flo” action extracts the maxi- ing, Home Economics magazines and commer-
mum flavor from every measure that went in. cials on 203 CBS-TV network stations.

Measure for measure more coffee flavor! Why don’t you get things perking from your
That should make sense to a woman. And she’s end with a call to your Westinghouse distributor.

You can be sure if it's Westinghouse @




Hotpoint's

new

‘No-Frost
1 7//

s the biggest

08

re rlgerofor

65%"

on the marketl

\ (and it rolls out on wheels)

Here's a more-for-the-money refrigerator customers  No-Frost top and bottom. It even rolls out on wheels
will recognize as “unbeatable value” the minute they  for easy floor care. And it's priced to sell at about
see it. It's our CTF1I17G with a gigantic 16.6 cu. ft. of  $298%1 Your customers will learn about it in full-
storage in a top-mount cabinet that's | ———— color advertisements appearing in top
only 652" high, 32" wide, 28 is' deep— | E
it fits kitchens like older 12-footers. There's

national magazines and on NBC-TV's
“Tonight Show” starring Johnny Carson.
over 12 cu. ft. fresh food capacity with
28.3 sq. ft. of shelf area. The freezer holds

, Rolls out on wheels
a remarkob|e ]38 le “S Comp|ete|y for easy cleaning *Price and terms optional with dealer except where fair traded.

\ . Your Hotpoint representative has full de-
tails. Call him, today!

first with the features women want most

See Hotpoint appliances
v sold this week on The Tonight Show,
\ NBC-TV, starring Johnny Carson

HOTPOINT—THE GENERAL ELECTRIC COMPANY +« CHICAGO, ILLINOIS 6806449




WASHINGTON NEWS

00 O O O Dual-distribution legislation is dead for this
session of Congress. So say even the supporters of bills
to curb “abuses” which are caused by dual-distribution
practices.

The government’s top antitrust enforcers have op-
posed Congressional efforts to pass three bills spon-
sored by Serator Russell B. Long (D-La.). Federal
Trade Commission Chairman Paul Rand Dixon cau-
tioned that the “cure” might be worse than “the pres-
ent state of affairs.” And Justice Department anti-
trust chief Donald F. Turner said that the price

squeeze distributors complain about is more often
caused by market conditions than by predatory prac-
tices.

This testimony, along with support for the Long
bills from various industries, was heard by the Senate
antitrust and monopoly subcommittee headed by Sena-
tor Philip A. Hart (D-Mich.).

0 OO O The threat of inflation is serious. So far, Pres-
ident Johnson has tried to stem this threat mainly by
talk. But he is beginning to believe that it is too late

for persuasion alone to cool

Video Villa Television gets the Action-People. Do you?

the overheated American
economy. ‘
In his valiant campaign to

“Pd estimate that seventy five per cent of our new business comes from the Yellow Pages,”

dampen the spending ardor of
the U.S. business community
and the public at large, he has
been telling businessmen, in-
dividually, that this is not the
time to spend more on new
plant and equipment. And he
has been telling the consumer,
collectively, to hold up on un-
necessary purchases.

This is an unusual posture
for a president. Normally, he
is urging industry and con-
sumers on to greater heights
—spend more, consume more,
create more new jobs. But,
then, the times are unusual.

Wholesale prices are up
4.1% over a year ago: con-
sumer prices are up 2.5%;
the unemployment rate is
down to 3.7% ; and business-
men are planning to spend
16% more on new plant and
equipment this year than they
did last.

0000 The solution that
goes beyond friendly persua-
sion is a tax hike. Johnson is
rapidly reaching this conclu-
sion—already reached by a
majority of private and gov-
ernment economists — that

says Leon Powers, owner, Video Villa Television, Waterford,
Conn. “l was in business about eight months before my ad
came out in the Yellow Pages. | don't mind saying | didn't have
too much business until that ad came out. Then business
picked up strong right away. Many of these customers have
since become regulars. Some who didn’'t remember our name,
told me that they recalled us after checking the Yellow Pages.
This proves to me the value of the Yellow Pages advertising. |
wouldn’t be without them.”

Advertise for action...

NOW FEATURING COLOR TV

Yider Vit

@ ANTENNAS INSTALLED
RECONDITIONED TV SETS & RENTALS

only a tax rise will curb the
economy and help ease infla-
tionary pressures. What he is
thinking about isa 5% to 7%
across-the-board increase in
personal and corporate income
tax rates.

TELEVISION
Gpeccalis in...

ADMIRAL » BCA » ZUNITH

TELEVISION & HI-FI
REPAIRING « SALES AND SERVICE

7201 4424744 .

-l - 106 BosION PesT 1D,
WATERFORD
. LU
(WATERFORD
SHOPPING CINTER
VESIDE WATERFORD
PHARMACY)
= L W POWERS, PROP

Display ad (above) runs under TELEVISION
DEALERS. Call your Yellow Pages man to
plan your program. Find him in the Yellow
Pages under: ADVERTISING—DIRECTORY &

*The 3 out of 4 busy Americans who shop the Yellow Pages way. GUIDE.

But the President has not
made up his mind. He is
watching the key economie in-
dicators closely —price in-
dices, unemployment rates,
and plant and equipment
spending. All signs, however,
point to a tax boost later this
spring or summer.

MERCHANDISING WEEK
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FCC'’s preliminary move gives
go-ahead to nationwide pay-tv

The decade-old battle over pay tv has
entered a new—and probably deci-
sive—phase.

The Federal Communications Com-
mission (FCC) recently said it
would consider authorization of
“over-the-air subscription operations
on a permanent nationwide basis”
(MW, 28 Mar., p.3). It was obvious
from the agency’s “public notice of
ruling-making” on subscription tv,
that most of the trumps are now held
by proponents of pay tv. While the
FCC asked for comments by Sept. 1
on what sort of limitations should be
placed on subscription tv, it clearly
disposed of most of the broad ques-
tions that motion picture and broad-
cast interests had raised in the past.

Pay tv is broadcasting, the FCC
now says firmly, and pay tv is hence
subject to its jurisdiction under the
same rules as tv stations. It also says
that subseription services can be
“effectively integrated into a total tv
system, with advantages to the view-
ing audience.”

The FCC rule making was under-
taken after a request from Zenith
and its licensee, Teco Inc., which
have run a pilot subscription tv sys-
tem in Hartford, Conn., since 1962.

Joseph S. Wright, president of
Zenith Radio Corp., commented, “I
am confident that the proceedings
will ultimately make this new box-
office television service available to
viewers on a nation-wide basis.

*Zenith has proposed pay tv as a
convenient and economical distribu-
tion system for entertainment usual-
ly available only at the box office.
Our analysis of the Hartford results
show that subscribers are discrimi-
nating in their choice, but are
pleased to pay a modest fee to see a
good box-office product in the com-
fort of their homes.”

Wright noted that one of the sig-
nificant facts demonstrated by the
Hartford test is that subscription tv
is particularly attractive to middle
and lower income families.

“The public acceptance of subscrip-
tion service in Hartford,” Wright
said, “and the concrete factual data
developed during this large-scale test
strengthens our conviction that sub-
scription tv can offer valuable service
to the American public, adding a
whole new dimension to television
broadcasting.”

During the past year, agreements
that could bring Zenith subscription
tv to seven additional markets with
more than 17 million tv homes—sub-
ject to the FCC’s authorization of
the service following the current
rule-making proceedings—have been
concluded with Field Communica-
tions Corp., Kaiser Broadcasting
Corp., and RKO General Inc. These
agreements cover franchises for
Chicago, New York, Los Angeles,
Washington D.C., New Haven, San
Francisco, and Philadelphia.

Where does color go from here?
Magnavox provides some answers

Everyone is already guessing: when
will supply of color tv tubes and
cabinets catch up with demand? A
lot of money—and strategy—rides
on the right answer. Because once
the shortage is over, the price fight
begins.

With so much riding on timing,
most executives are reluctant to offer
any clues publicly. But last week, at
a meeting of the New York Society
of Security Analysts, Magnavox’s
Frank Freimann came close to pro-
viding an answer.

His answer: “We think that in
1967 there will be 10 million color
tubes on the market, including im-
ports. We're not sure the industry
will be able to sell that many sets,
.but its a probability.”

“Industry color tv production cer-
tainly won’t meet consumer demand
this year, however,” said Freimann.
While tube, cabinet, and copper
shortages are checking industry pro-
duction, he pointed out, Magnavox is
protected from copper shortages
through its five-year contract with a
copper wire supplier, and from the
cabinet shortage through its recent
acquisition of two furniture manu-
facturing operations.

“And,” said Freimann, “we don’t
see that we're being hurt by the lack
of a captive tube plant. In the short
run, it's questionable how beneficial
such an operation would be, and in
the long run we know it wouldn’t be
beneficial, since tube prices will
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certainly go down.” Color tubes were
not the only thing on Freimann's
mind, however.

Transistorization of color tv sets is
high on the Magnavox agenda, re-
flecting the trend. According to Frei-
mann, in a year and a half, 90% of
the circuitry in many Magnavox
color sets will be transistorized.

Freimann took a pot shot at RCA’s
new integrated circuit, however.
“The attempt by our competitor to
put an IC in an extremely small por-
tion of a tv set is nothing more than
an attempt to be first with a new
promotion,” said Freimann. “The
value of integrated circuits is pri-
marily in miniaturization, and tv is
inherently large for other reasons.
We feel the future of miniaturiza-
tion for the home has been greatly
exaggerated.”

Television's share of Magnavox’s
total dollar volume is increasing, ac-
cording to Robert H. Platt, finance
vice president of the company. While
tv accounted for only 39% of sales
in 1965, it is expected to capture
459% in 1966. Radio/phonographs,
which took 24% of sales in 1965 are
expected to shrink to 20% in 1966,
although the dollar volume is ex-
pected to climb, according to Platt.
Furniture and other products, which
accounted for 129% of Magnavox
sales in 1965, are expected to take
109% in 1966; and industrial and de-
fense sales will remain at the 1965
figure of 25% of the total.

APPLIANCE-TV NEWS

0 O 00O Hayakawa's microwave oven, which was ex-
hibited at the recent IEEE show in New York City,
will be marketed in the U.S. by Sharp Electronics late
this spring. Sharp plans to market the oven for both
industrial and consumer use. Price is presently be-
tween $600 and $700 f.o.b. Japan. Sharp plans to add
two other versions—one larger than the present oven
and one smaller—to the line later. Distribution plans
have not yet been set.

0O 0O 0O 0O Hong Kong radio exports to the U.S. climbed
88.44% in January, compared to the same month last
year. According to the Commerce and Industry De-
partment of Hong Kong, 247,932 transistor radios
were exported to the U.S. in January; the dollar value
of these sets was $626,544. Average price of the Hong
Kong radios dropped nearly $1 between January,
1966, and January, 1965 : the average price this Janu-
ary was $2.53; last year the price was $3.52.

0O O 0O O Sears’ share of Whirlpool and Roper sales last
year amounted to well over half of each of the two
manufacturers’ dollar volume. Sears took a 69.6%
slice ($436,768,000) of the total $630,745,000 sales
pie of Whirlpool Corp. and its subsidiaries, and a 78 %
chunk ($97,844,450) of Roper’s $125,393,232 total. In
1964, Sears purchased $421,582,000 worth of goods
from Whirlpool and $85,726,000 from Roper.

O O 0O O Martel has reduced the price of its Uher 7000-
D stereo tape recorder from $275 to $179.95.

0O O 0O 0O Gas range sales reached a 9-year high for the
month of February. Shipments totaled 188,100 units,
the highest since February, 1956, when 190,200 units
were shipped, according to the Gas Appliance Manu-
facturers Assn. The February, 1966, total is 11.7%
higher than last year’s February total of 168,400
units. High-oven range sales rose 48.4% to 23,000
units. Free-standing ranges: 132,500 units, a rise of
12.3% over February, 1965. Set-in ranges totaled
15,000, a climb of 14.5%, while built-ins registered a
19.9% drop, to 17,300 units, from last February.

O O 0O 0O Mel Landow is coming out of retirement to or-
ganize Kennedy & Cohen Inc., in Miami, Fla. Landow,
a co-founder of the Kelly & Cohen retail chain in Pitts-
burgh, which is now a subsidiary of the Shoe Corpo-
ration of America, retired as vice president suddenly
for “personal reasons” last August. He is negotiating
a lease for a 4,000 sq. ft. store in downtown Miami
across from Sears Roebuck and expects to be operating
by the “latter part of summer.”

OO0 OO0 Youth must be sold on selling, according to
J. Mack Tenney, Kelvinator’s general sales manager.
“Youth,” Tenney told the Birmingham (Ala.) Sales/
Marketing Executives Club, “is turning its face from
selling because we offer youth no status.” To polish
the salesman’s public image, he called for a number of
business-education programs both in universities and
business institutions. Chief among these programs, a
Free Council of Marketing, would be the business
equivalent of the Peace Corps, both domestically and
internationally.



APPLIANCE-TV NEWS

O 000 Tappan has Teflon-coated oven-liners in its
new 30-inch eye-level, double-oven gas range line. The
retail price of the ranges, now being shipped to re-
tailers, will be raised about $5 by the innovation. The
liners will be added on more ranges in May.

0 0O OO Motorola is in the ball game with its spring-
summer advertising plans—the most extensive in the
company’s history. Motorola has signed for spot ads on
the NBC major league baseball programs starting
Apr. 16 and will have color spot announcements on
each Saturday game throughout the regular season.
Tied in with the network tv spot campaign will be a
Baseball Special sales promotion built around a 19-inch
b&w tv set, model 19BP100. Each customer purchas-
ing this set through June 1 will receive, at no extra
charge, a Spalding fielder’s baseball glove, an official
Little League baseball, and a tv roll-cart.

0O 0O OO Retailers can sell freezer cookbooks for $1
during General Electric’s cookbook promotion this
spring. Dealers, who will be sent banners and a counter
card with return envelopes, can offer freeze with
ease which regularly sells for $5.95. The offer will be
advertised in a full-color ad in the May issue of
Reader’s Digest. The cookbook contains hints on buy-
ing and operating a freezer plus recipes.

0O O 0O 0O Another color video tape recorder has been
introduced. Matsushita, the Japanese industrial giant
which markets Panasonic products in the U.S., showed
its home-type color VTR at the International Trade
Fair in Osaka, Japan, last weekend. According to
McGraw-Hill World News in Tokyo, the unit is ex-
pected to sell for approximately $2,000 and will be
marketed in both the U.S. and Japan starting in the
fall of 1967. The color recorder, which has one revolv-
ing head using a helical scanning system, employs -
inch tape. Matsushita says that the unit can record
color pictures from any make of color tv receiver and
that the pictures recorded can be reproduced by any
color tv set. Sony Corp. introduced the world’s first
home-type color video tape recorder in February
(Mw, 7 Feb., p.7).

0O 0O OO A Borg-Warner 8-track cartridge player priced
at $119 will reach the automotive market by the end
of May. At the same time, Borg-Warner will release
50 8-track albums to supplement its current library of
over 200 4-track cartridge albums. Borg-Warner is
now selling Telepro 4-track monaural cartridge play
nationally for $69.95 and is conducting a market test
in the greater Boston area. Humble Oil is taking ad-
vantage of the Boston area promotion to test the sale
of Borg-Warner-label 4-track players through Esso
service stations . . . Amerline will begin shipping its
first 8-track-system blank cartridges in early May and
expects to be producing 30,000 blank cartridges a day
by fall . .. Soundex Radio, a private label automobile
radio supplier, will make June shipments of three ver-
sions of its 8-track Stereo cartridge player: a car unit
with two speakers, priced at $129.95; and two home
units, a component-type deck and a complete unit.
Soundex will sell the players both under its own and
private label.

Brand name retailers-of-the-year:
what makes them different

As flashguns fire this Wednesday,
awards will be presented in New
York City’s Americana Hotel to five
appliance-tv retailers for their part in
the annual Brand Name Retailer-of-
the-Year contest. Here are some of
the things that have brought the
winner and runners-up their success.

Home Centers Inc.

Samuel Alexander and Matthew Tal-
lal opened their first Home Center
in Akron, Ohio, in 1952. Akron is
the home of four rubber companies
that merchandise appliances in their
own stores; it has a merchandising
utility, a Sears store, a department
store that carries private labels, and
its share of discounters. “When we
opened,” says president Alexander,
“we knew we were in a market dom-
inated by private labels.” Now they
are in a market dominated by the
Home Centers.

Home Centers now has six stores,
four in Akron, two in nearby Can-
ton. It also has a 42,000 sq.ft. ware-
house, and enough IBM equipment
to handle inventory control, payrolls,
customer billing, and sales analysis.
The Home Centers switchboard is
tied in with its suppliers’ factory
service branches. A customer who
calls for service can be switched im-
mediately to the person who will help
her. The chain also has a teletype
line to the local credit bureau to
swiftly check credit applications.

Not only is the chain the largest
appliance-tv newspaper advertiser in
the Akron market, it once took a re-
gional ad in Time.

Home Centers promotes constant-
ly. “When everyone else dropped the
chest freezer,” says Alexander, “we
stayed with it and have done very
well.” To promote it, the Centers
filled one with water and goldfish and
invited children to fish. The promo-
tion drew crowds and demonstrated
the freezer's “Tite-Seal” construc-
tion. Indeed, the promotion was such
a success that RCA Whirlpool picked
it up and suggested it to all its deal-
ers. Whirlpool had a variation: guess
how many goldfish are in the freezer.

“Guess the weight of the pig” was
another Home Center freezer pro-
motion. A whole dressed pig, com-
plete with an apple in his mouth,
was frozen; the winner received both
the pig and the freezer. “Actually,
when you take the internal organs
out and dress it, the pig is a lot
lighter than it looks,” says Alexan-
der. “It is very deceptive and you
get a lot of wild guesses.”

Another traffic-builder was a 10-
minute color film that the Centers
projected on a refrigerator door.
The film showed how an icemaker
works, and showed consumers how
they could use ice cubes. The con-
sumer who was fascinated by the
film only had to open the door to see
a real icemaker.

The promotions, advertising, and
customer service have all paid off.
Home Centers is this year’s Retailer-
of-the-Year in the appliance-tv deal-
ers category. But more important,
one family out of every four in the
Akron area buys its appliances and
television from a Home Center store.

“Dalmo takes the worry out of dis-
count buying,” say the ads in Wash-
ington, D.C., and to back up what
it says, Dalmo gives free parts, labor,
and home calls for one year on the
appliances and television sets it sells.

Stephen H. Baumgarten and Bur-
ton P. Polsky started with 110 sq. ft.
in November, 1949. They must be
doing something right because they
now have six stores in the Washing-
ton area—=80,000 sq. ft. of selling
space.

Two things set Dalmo apart from
the mass of mass merchandisers:
their institutional ads, which run
every 10 days or so, tell Washing-
tonians about Dalmo’s awards, its
standing in the market, and its mer-
chandising policies. The ads do not
sell product, they sell the store, and
are a refreshing change for doing so.

Dalmo’s delivery trucks carry a
piece of red carpet that the delivery
men put down in the customer’s
home before they wheel in the mer-
chandise. The delivery men wear
“loafer” shoes, and have been told
that when they have to walk across
an open floor in a customer’s home,
they must first take their shoes off.

Lechmere Sales Co.

Last year, Lechmere’s sales were $33
million—all in brand-name hard
goods, practically in all brand names.
The Boston store has been so suc-
cessful that in November, president
Maurice Cohen opened a second store
in Dedham, Mass.

Lechmere is large enough that it
can afford a full-time training man-
ager, and its training is successful
enough that it sells more top-of-the-
line merchandise than any other
store in New England. Its advertis-
ing is striking enough that a Lech-
mere ad won a recent NARDA-Read-
ers Digest ad contest.

Sid’s Appliance Center

Sid Omansky moved to Tucson, Ariz.,
in 1952 for his health. Within a
week he had signed a lease on a
1,000 sq. ft. store. He now has two
stores and 12,000 sq. ft. His sales
last year were about $800,000, helped
certainly by the control he gains
through the use of electronic data
processing.

Jack Boring’s

Jack Boring, senior and junior, run
four stores in Kansas City and two
in Topeka, Kan. Boring’s has recent-
ly initiated an extended Warranty
Service Contract that the customer
buys for a nominal charge. The con-
tract, covering labor and factory-
approved parts, extends appliance,
stereo, and tv warranties for five
years. Boring’s is actively merchan-
dising the contract, which, as Jack
Boring Sr. says, ‘“‘guarantees lasting
happiness and peace of mind for the
customer, which is so much an in-
tegral part of our sales policies.”
Boring’s is one of the largest appli-
ance-tv dealerships in the country.

—Wallis E. Wood
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Surprise!

Guess where Whirlpool’s making a great big splash  time for Mother’s Day. And do they get the message!
about new RCA Whirlpool dishwashers. Right smackin  TIME readers bought one-third of all the dishwashers
TIME—where 8 million families will get the message in  sold last year. Some audience. Full of nice surprises.




eet Mrs. James V. McNulty,

another typical
amily Circle homemaker.

She makes her home in North Hollywood, California where her current king, includ

|

Ann Blyth is the wife of Dr. James V. McNulty and the mother of Timothy Patrick, Maureen Ann, Kathleen Mary, Terence Grady and Eileen Alana.

civic affairs and, of course, acting.

Family Circle reaches women with all kinds of out- they read Family Circle. Family Circle is the one
side interests. Music. Art. History. Literature. Thea- women’s service magazine that’s all women’s service.
ter. But they all have at least one thing in common. (What Variety is to the filmmaker, Family Circle is
First and foremost, they’re homemakers. That’s why  to the homemaker.) Of course, we don't fora moment

suggest that all 7,500,000 Family Circle readers are
glamorous movie stars like Ann Blyth. Some are den
mothers, some are Sunday School teachers and
some are just mountain climbers and deep-sea divers.

Family Circle. A magazine only a homemaker could love.

Some typical circulation guarantees: McCall’s 8,500,000; Family Circle 7,500,000; Ladies’ Home Journal 6,500,000; Good Housekeeping 5,400,000.
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ELECTRO

transistorized

INVERTERS

Suggested retail ...
from 839.95

Operate TV, radio,
PA systems,
lights, etc.,
from car, boat or
plane battery

YOUR
OPPORTUNITY
TO QUICK PROFITS

handling the new Electro
Inverter line. A natural for
campers, sportsmen, etc . . .
everyone wants the
convenience of home in their
cars, trailers, boats,
planes, trucks.

Sales Features

® Simple to operate—just plug in and turn
on.

e 125 watt Model TI-100 series and 250-300
watt Model TI1-250.

® More dependable performance, in heat or
cold, assured by latest design techniques,
time proven components.

o Automatic electronic overload protection.

e Charge indicator light gives low battery
warning.

® Advanced styling. 3%" h.x6%" w.x6%"d.
o Full year's warranty,

FREE!:

COLORFUL DISPLAY
TIMED FOR SUMMER PROMOTION.

Every camper, traveler and
picnicker will want an Electro
Inverter . . . It's your opportunity
to cash in . . . Write for details
today.

ELECTRO PRODUCTS
LABORATORIES, INC.

8125-A4 HOWARD, CHICAGO, ILL. 80848
312/775-5220 6123

APRIL 11, 1966

APPLIANCE-TV

Norelco has new tape recorder

A new three-speed stereo tape re-
corder, designed to sell for less than
$230, has been introduced by North
American Phillips Co. The Norelco
Continental 420 recorder comes in a
slim-line teak cabinet.

The 4-track recorder has gauged
stereo controls, which eliminate the
need for dual knobs for recording
and playback. The matched speakers
are built into the case and its re-
movable lid. The machine has tone,
volume, and balance controls, auto-
matic tape stop, and can be used as
a fully-integrated public address sys-
tem. The unit also provides for mix-
ing, monitoring, and parallel play-
back operations.

The Continental 420 measures 17
by 10 by 9 inches and weighs 22 lbs.
The unit comes complete with three
patch cords, demonstration tape, and
empty reel. Accessories available in-
clude a foot pedal control, headphones,
telephone pickup coil, and dual micro-
phone adapter. North American Phil-
lips Co. Inc., 100 E. 42nd St., N.Y.,
NY.

Ampex enlarges speaker line

Ampex has doubled its line of fur-
niture high-fidelity speaker systems
with the introduction of four new
models priced from $158 to $420 a
pair. Model 915 (top right) has an
8-inch woofer and 3';-inch tweeter.
Frequency response is 50 to 15,000
cps. The oiled-walnut cabinet meas-
ures 18 by 13% by 914 inches. List
price is $158 a pair.

Model 1115 (right front) has a
10-inch woofer, two 3l-inch mid-
range units and an ultra-tweeter.
Frequency response is 25 to 20,000
cps. Dimensions of the unit are 233
inches hy 1134 inches by 1344 inches.
List price is $240 a pair.

Model 2115 (center rear) has a 12-
inch woofer and two 3-inch mid-
treble units. Frequency response is
30 to 20,000 cps. Dimensions are 24
by 14 by 12 inches. List price is $280
a pair.

Model 4010 (left) has a 12-inch
woofer, two 3-inch mid-treble units,
and an ultra-tweeter. It has extend-
ed bass response from 30 cps at a
distortion level below 3%. High-fre-
quency response extends to beyond
audibility. Dimensions are 24 by 14
by 12 inches. List price is $420 a
pair.

Other speakers in the Ampex line
pictured above are model 817 (front
center) at $65 a pair, and model
3011 (left rear) at $320 a pair. Am-
pex Corp., 401 Broadway, Redwood
City, Calif.

. .. me and my MA GLINER lightweight

delivery truck ramp! Now, put your deliveries on a
low-cost, one-man basis. Make a Magliner the helper on your

trucks . . . eliminate double load handling  make more stops at
lowercost. Lightand tough, Maglinersarccasily handled and posi-
tioned by one man. Sclf-clecaning traction walkway assures safe,
sure footing in rain, snow, slect, etc. Flanking deck area is smooth
for casy wheeling. Guard rails prevent
truck run-offs. Load capacities to 1,500
lbs. Standard lengths, 7 to 16 ft.

WRITE FOR BULLETIN \
ON DELIVERY TRUCK RAMPS MAGNESIUM

Magline Inc., P.O. Box 274, Pinconning, Mich.
Canadian Factory: Magline of Canada Limited. Renfrew, Ontanio

Planning to change your address?

Please use this form to indicate your address change. We can best serve
you if you can notify us at least one month in advance of your change.
Attach the address label from your most recent issue of Merchandising
Week in the space provided.

attach present label here

(Please print your new address below)

name & position

company
type of business (if retail, please indicate type of store)

street city state zip

11




RETAIL MANAGEMENT

Here are three aids to help bring customers back into the store

“The difference,” someone has re-
marked, “between a company that
is a leader and one that is a fol-
lower . . . is ideas.” Here are some
ideas that may help you become a
leader.

Start a ‘‘Be-back Club”’

The salesman has made his pitch.
The prospect is interested in the
product. But she simply will not say
“ves.” Instead she says, “I want to
check with my husband.” Or, “I want
to shop around some more.” Or “I
want to think it over for a while.

I'll be back.” What does the sales-
man do?

Salesmen at the J. C. Brill Appli-
ance Co., in Indianapolis, Ind., ask
her to join the store’s ‘“Be-back
Club.” The salesman fills in his name
and gives the prospect a card read-
ing, “I have promised . .. I will come
back to J. C. Brill.” The prospect
takes the card home and fills it in
with her name and address. When
she returns to the store, she gives it
to the salesman who puts it in a
ballot box and tries once again—
usually successfully—to close the
sale.

Every month Brill has a drawing
of the cards that have accumulated
in the ballot box and gives away a
transistor radio. Every September he
has a drawing for a dishwasher. He
estimates that 15 to 20 cards are put
in the box every month.

The prizes, the cards, and other
miscellaneous expenses cost Brill
about $200 a year. “But because of
the club, I'd guess we sell 75 to 100
pieces we wouldn’t sell otherwise,”
says Brill. “We take a picture of the
winners and post them, and this
helps.” Brill points out that there
are two discount stores within two

your Wollensak salesman.

WHAT YOU WANT IS A WOLLENSAK! 33

The new Wollensak 4100 Cordless
Cartridge Tape Recorder comes to you
in an attractive, self-merchandising
package. It features solid-state relia-
bility, constant speed capstan drive,
VU meter, 2 track operation and more!
Sensitive dynamic microphone with
remote control to start or stop re-
corder. Deluxe vinyl carrying case
with both hand and shoulder straps for
carrying convenience. Three SCOTCH®
Brand Magnetic Tape cartridges in
“Living Letter” mailers. Five standard
“C” batteries for complete portability.
Patch cord for external recording/
playback. And it’s backed with a pro-
motion program to introduce the new
4100 to the nation. Get full details from

Wollensak 3M

This is probably the best battery-powered tape
recorder today. This is the new Wollensak 4100!

blocks of his store that prospects can
walk to. But his Be-back Club brings
back a healthy percentage of those
who do walk.

Follow with a letter

Paul Rice Appliance, in Canton,
Ohio, uses a variety of sales aids.
Customers are encouraged to refer
their friends. The customer is given
a business reply card addressed to
Paul Rice that reads: ““I believe the
following person is interested in a
(the customer fills in the product,
the prospect’s name, address, and
phone number). I am a member of
the Paul Rice Booster Club. When
this person buys their next appliance
from Paul Rice, I am entitled to a
free gift.”” The gifts range from
Tefloncoated cookware and copper-
clad teakettles to a night on the
town.

Rice also sends a letter to shop-
pers that reads: “Thank you most
sincerely for visiting our store and
for the courtesy you extended to our
salesman.

“We are very proud of our store
and its operation and, to hold our
high standard of customer service,
we invite any criticism on your part.

“We handle Frigidaire, Maytag
and Zenith; we buy in carload lots to
assure competitive price and thus
keep effective our policy that the
best prices are always at Paul Rice's.

“To further protect our customers,
We Deliver, We Install, We War-
ranty, and We Service all the prod-
ucts we sell; thus we assure our cus-
tomer there will be no improper
service follow-thru; the result being
the happy use of any equipment
which has been purchased from us.

“Also, to better serve our cus-
tomers, we offer a variety of easy
payment plans. You can take up to
36 months or choose our new very
economical Revolving Charge Plan.

“May we see you soon, and we
assure you that you will receive the
finest in personal contact and rela-
tions, along with the finest in Qual-
ity and the Lowest in Price.”

Send a greeting card

Marvin E. Wittner, of Wittner Ap-
pliance Co., in Redding, Calif., sends
his customers—old and new—humor-
ous greeting cards. For example:
The front picture is a tough cowboy
reaching for his gun. Over his head
is “Wanted” which reads inside to
“. . . an opportunity to include you
in our roundup of satisfied cus-
tomers. Come in real soon, even if
it’s just to say Howdy Podner!”

“It has been quite surprising to
me,” says Wittner, “that so many
people have commented upon receiv-
ing the cards. The customers appear
to enjoy being thanked in this man-
ner, and indeed, it does have a per-
sonal touch as the cards are signed
by me, and the envelopes are ad-
dressed by hand, rather than by
typewriter.”

Wittner buys the cards from the
Atlantic Advertising Co., Atlantic
City, N.J., and sends them to cus-
tomers who complete their payments
and to those who have not been in
the store for a while. “I feel the
cards sent to the customers who have
not been in for sometime,” says
Wittner, “telling them that they are
missed, has drawn customers back
to us.” —Wallis E. Wood

MERCHANDISING WEEK




Who said all ran

jes are the same?

ere’s the full line that’s different!

TIARA UNILINE *30"

The Strata does fantastic things
you won’t find in any other eye
level range.

Strata broils by moving the burner to

or away from the food. The housewife controls

the exact distance between broiling element and food —
automatically —and she sees what she’s doing through
a closed glass door.

But that’s not all — the eye level broiler becomes a “cook
and keep warm” oven at the touch of a switch.

And just to make sure no other eye level can come near the
Strata, Welbilt has added a deluxe cooking surface, a second

25" wide oven, and a second broiler. ]{J
The Strata is yours in gas or electric. é"'ﬁ‘"
You just can’t beat the Strata —at any price. U

The Astro is a platform range that has all the automatic eye
level features of the Strata, for homes where second ovens
and broilers are not needed.

Sy, w\

ASTRO “‘30"

STRATA *“30"

It broils like the Strata —bakes like
the Strata —cooks like the Strata -
at the touch of a switch. Gives the
housewife the equivalent of an automatic
broiler and oven with room for cabinet below.

-

=7
Welbilt’s Uniline is a free-standing and a built-in —answers
both needs.

The Astro is yours in gas or electric.

You just can’t beat the Astro—at any price.

Exclusive heat shield at both sides prevents heat discolora-
tion of adjacent cabinets. Uniline can be installed flush be-
tween cabinets or at either end of counter.

But Welbilt engineers didn’t stop there. They added a lift-off
top that makes Uniline a much easier range to clean.

And —a recessed cooking top —recessed front controls —25"
wide oven, equi-thermal simmer burners, burner-with-a-brain.

The Uniline is yours in gas or electric.

You just can’t beat the Uniline—- at any price.

Welbilt makes the range hood that's different. Designed by
air conditioning engineers to keep kitchen air flower fresh
— country clean. In Ductless, Ducted and Shell models.

If you want us to give away our engineering secrets — call or write
Welbilt. They’re patented and ready for immediate delivery.

[ ]
We].bl. 1t Corporation, Welbilt Square, Maspeth, N.Y. 11378, EV 6-4300
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Programme! What he’s saying is
that you should tie-in
with this big promotion,
and find out about
Dominion’s sensational

La Signifique!

TV Special offer!

J

Day after day, week after week, these four super salesmen will be demonstrating

' Dominion appliances on network TV during your big Mother's Day/June Bride/Gradu-

atc or ese men on 0 ation selling season. They star for Dominion in the most unusual appliance commercials
ever filmed! See your distributor right away for all the exciting facts about Dominion’s

spectacular spring promotion — and our sensational TV Special! (And if you would

like a private showing of this award-winning commercial, just call your Dominion rep.)
Dominion Electric Corporation, Mansfield, Ohio.
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HUSH MASTER

5000 B.T.U. Quiet-Guard
night cooling. Instant-
installing Expand-O-
Mount.

WELBILT PACKS 5,000 BTU

Maybe you'd be satisfied selling an air conditioner that offers 5000
B.T.U. — but will it satisfy your customer?
He wants a 2-speed fan for quiet night cooling. (Wouldn't you want this
feature for your own comfort?)
Welbilt has it in the dynamic new Hush Master — plus
Instant-installing Expand-O-Mount side panels —decorator embossed
front with silver accents — permanent washable filter.

You can’t beat Welbilt — not at this or any price!

» WELBILT—THE COMPLETE LINE—5,000 to 27,500 B.T.U. m=
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POWER MASTER ::
MIGHTY MITE 6,500 to 18,500 B.T.U. Instant.in- SUPER ALASKAN

5,500 & 6000 B.T.U. For casement or double- stalling Expand-O-Mount. Quiet- 23,500 & 27,500 B.T.U. Wood tone trim

hung windows. Quiet-Guard night cooliing. Guard night cooling, deluxe wood Quiet-Guard night cooling. Power for multi-

Instant installing and instant cool! tone front. room areas, stores, offices.

WWellbilt CORPORATION, WELBILT SQUARE, MASPETH, N.Y. 11378 - EV 6-4300




In today’s market, there’s one predictable way
to keep your bankable profits high. Sylvania.

Ask any Sylvania Dealer. He knows exactly what to expect from us: That’s our policy. A solid, unwavering policy that hasn’t changed since
proper selling atmosphere. Elbowroom. One-sheet pricing. Full margins we instituted it in 1962. Based on sound business fundamentals and
at every level, from “bread and butter” to top of line. Prestige advertising dedicated to the belief that planned profit should be actual profit.

and merchandising support. And the best-looking, best-per- And that’s what makes us the industry’s high-yield dealer
formingentertainment products we know how tomake. Priced % profit line. The line designed to provide maximum profit in a

competitively to the consumer. Profitably to the dealer. sound business climate.

SYI.VANIA

SUBSIDIARY OF
GENERAL TELEPHONE & ELECTRONICS G’EE
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QQ We chose Hamilton
because, like us, they

WILLIAM DEAN,

MEMPHIS,
TENNESSEE

@® Hamilton is a well-built

product that helps our dealers

make a better profit.,’

A. J. BUTTS, JR.,
ELECTRIC SALES & SERVICE, ATLANTA, GA.

QQ We want our
Dealers to
make a profit.
Hamilton helps

make this possible. 9’

KENNETH ROFFMAN,
MARCO SALES, INC., ST. LOUIS, MO.

represent reliability
and gquality, ’,

ORGILL BROTHERS & CO.,

th
is

{

MIAMI, FLA.

Hamilton Manufacturing Company /

®® 1n the Southland,
service and quality
are hallmarks
of good business.
Hamilton offers both.”

CALVIN D. MITCHELL,
SOUTHERN APPLIANCES, INC.,
CHARLOTTE, N. C.

| QQ We chose Hamilton because
dryer sales are growing faster

an washer sales, and Hamilton
the leader in dryers. ”

DAVE ORECK,
McDONALD SALES CORP., NEW ORLEANS, LA

QgWe chose Hamilton
because it is easy to
sell and because it
is a top-quality line.”
JACK GLASCOCK

HONOLULU GAS EQUIPMENT CO
HONOLULU, H. I

QQ The sale of dryers
is growing and
Hamilton is pacing
this growth®®

DAN ROWLANDS, MAJOR APPLIANCES, INC.,

HHarrecltore

Two Rivers, Wisconsin

Factories at Two Rivers, Wisconsin and Kosciusko, Mississippi

Hamilton— The complete laundry line of Heritage and Holiday dryers, automatic washers, wringer washers.
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HELP ME
SAVE MY JOB!

MY BOSS,

OLD FUMBLE-FINGERS,
WANTS 3 DIFFERENT
TAPE RECORDERS...
ALL EASY TO WORK.

T-Control

T-Control makes tape recording easy

(Simple, jam-proof operation of
play — record — rewind — for-
ward — stop.)

@:l with T-Control

(] AUTOMATIC LEVEL CONTROL—just push
a button and record automatically.

(] BATTERY OPERATED — Plays anywhere
at standard tape speeds — portable, com-
pact design — AC adapter available.

(] CAPSTAN DRIVE — 7 transistors — re-
mote control mic.

Full profit at less than $40 retail.

525 | with T-Control

(] AUTOMATIC LEVEL CONTROL— just push
a button and record automatically.
(JCAPSTAN DRIVE — 5 reel — AC
operated — 2-speed.

(] COMPACT DESIGN — 6 transistors — 3
diodes.

Full profit at less than $70 retail.

Want more information on the product? T-Control promotion? Call or wire collect:

PCRAIG PANORAMA, INC.

2302 East 15th Street - Los Angeles, Calif. 90021 «

- Stereo record/play with T-Control

(3 DESIGNED FOR THE AMATEUR — loaded
with professional-performance features.
[JAUTOMATIC SPEED EQUALIZATION —
assurance of precision sound and
separation — 14 transistors.
[(74-TRACK STEREQ PLAY & RECORD —
edit control — 6 hours recording time
(stereo).

(J4-TRACK MONO PLAY & RECORD—mono
playback through both speakers.

[JLOTS OF ACCESSORIES — everything
needed for professional sounding stereo.

Full profit at less than $180 retail

(213) 623- 2421 TLX 764116

KEY MOVES

Centrex Corp.—Three men move to
major managerial posts in the appli-
ance division: Darrell F. Linder is
named mgr of appliance sales and
will have full responsibility for the
dealer sales program; Robert F. Mc-
Intosh becomes director of national
and export sales; Roy Hinton is
named quality control mgr. Two new
zone sales mgrs in the appliance di-
vision: Edward J. Broderick becomes
responsible for sales in Indiana, Illi-
nois, Wisconsin, Minnesota, Iowa,
Nebraska, North Dakota, and South
Dakota; Terry C. Haddock, coming
from a field sales mgr position with
Mathes Air Conditioning, will super-
vige Centrex appliance sales in Lou-
isiana, Texas, Oklahoma, New Mex-
ico, Kansas, Colorado, and western
Missouri.

Maytag -E.G. Higdon is named chief
executive officer of the board of direc-
tors. The former president of May-
tag will replace George M. Umbreit,
retiring board chairman. Umbreit
was named to the new position of
chairman of the board’s finance com-
mittee.

Westinghouse-——Frank Satterwhite is
appointed national sales mgr of re-
newal parts for Westinghouse Appli-
ance Sales and Service Company. The
newly created post carries responsi-
bility for development of promotions,
advertising schedules, improvement
of distribution methods, and all fune-
tions that will lend merchandising
assistance on all parts going from
the company’s Newark, Ohio, parts
center to all types of distribution.

Litton—Dr. Norman H. Moore joins
the corporate staff of Litton Indus-
tries Professional Group with re-
sponsibility for forward planning.

Sears, Roebuck & Co. James W.
Button is elected vice president in
charge of merchandising. He has
been president of Simpson-Sears
Ltd., Sears’ Canadian affiliate, since
1962. In his new post, he will super-
vise 51 buying divisions and the re-
tail and catalog sales promotion di-
visions and their supporting staff de-
partments.

Philco Corp.—Phillip A. Sandford is
named mgr of appliance advance de-
velopment. He comes from the Norge
Division of Borg-Warner Corp. where
he was director of advance develop-
ment for nearly three vears. William
Sherman, a Philco emplovee since
1947, is appointed product informa-
tion supervisor for the appliance di-
vision.

Admiral Corp.-—Ellis Elder becomes
director of quality control for the
electronices division. Joseph J. Soltis
becomes assistant to C. S. Rossate,
operations vice president of the elec-
tronics division. John Barrale is ap-
pointed regional mgr covering Ad-
miral distributors in Kansas City,
St. Louis, and Springfield (IIL).

RCA—Earl 1. Anderson is elected to
the new position of vice president of
value assurance for RCA Sales
Corp. His responsibilities include
value assurance of RCA Victor color
and black-and-white tv, radio, “Vic-
trola” phonos, and tape recorders, as
well as product performance, includ-
ing quality assurance and competi-
tive analysis laboratories, value anal-

vsis, advanced technology applica-
tions, and facilities requirements
planning.

MERCHANDISING WEEK
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are gettin

too cocky!

So, you’ve got a good product to sell. One that has the features -~~~ TTTTTTTT T T T T T T T 1
consumers want . . . with plenty of exclusives at that. And you»ve TO: Mr. Roy Klein, President, Caloric Sales Corp., Wyncote, Pa. 19095

got the quality story of the industry—Caloric’s three year, 3000

Dear Roy: I don’t handle Caloric. The last time I really felt cocky was in
1946. Rush details on Caloric Dealer Program.

meal warranty.

I |
| |
[ |
I |
| |
: NAME____ R :
And, okay, you’re making money. Good money. The Caloric : FIRM____ _ TEL. |
Dealer Program gives you margins that make sense—selling room | STREET__ - N . {
—pre-paid shipping to your store—complete promotional pro- I arv_ STATE _ZIP CODE____ :
grams, with advertising allowances thatreally let you do something. I Lh/ CHIED ]
| A © |
So, does all this give you the right to act cocky? Come to think | |
Of lt, yes. L CALORIC SALES CORPORATION, TOPTON, PA. -:

GAS RANGES . BUILT-IN UNITS . KITCHEN HOODS . DISHWASHERS . FOOD WASTE DISPOSERS o COLOR-COORDINATED SINKS . OUTDOOR GAS GRILLES . CONVENIENCE CADDIES
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Adding up the export dollars:
Japan’s tv rivals its radio

The transistor radio is no longer
Japan’s only bread-and-butter prod-
uct. Television exports—which are
rising rapidly—are now bringing
nearly as many dollars as radios.

Combined revenue from transistor
radio and tv export to the U.S. dur-
ing the first two months of this year
was more than $20 million; of those
dollars, 48.1% came from television
exports.

Unit volume in both categories—
television and radio—is climbing,
but the dollar value of the radios is
falling as the dollar value of the
Japanese-built tv sets is increasing.
Last year, at the end of the two-
month period, the average price of
Japanese transistor radios exported
to the U.S. was $7.50; at the end of

tv sets went up from $52.13 to
$61.12.

But the increasing importance of
the television market for Japan does
not mark the demise of the Japanese
transistor radio. For the first two
months of 1966, better than 500,000
more transistor radios came to the
U.S. from Japan than from Okinawa,
Hong Kong, and Taiwan combined.

Average prices of radios imported
to the U.S. from Japan’s three island
competitors have dropped to new
lows. At the end of February last
year, the average price of radios
from Hong Kong was $3.17; this
year at the end of two months the
average price stood at $3. From Oki-
nawa, the average price has fallen
from $3.28 to $2.94. And the aver-

age price of radios imported from
the island of Taiwan dropped from
$2.55 to $2.37.

February this year, the price had
dropped to $7.40. During the com-
parable period, the average price of

GE FURNITURE
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Japanese exports to the U.S.*

. ET 90 X 26
AND——T UNITS DOLLARS
& date 1966 1965 % chge 1966 1965 % chge
&) T ) as o ,
a%@ Transistor rodios®®  February 882,074 603,369 + 46.19 6602936 4,589,286 + 43.88
®m POLARIZED 7 PILLOW ANT|-STATIC 2 Months 1415565 969,415 4 46.02 10,473,327 7266769 + 44.13
%ﬂ\ o —
s Chassis/kit r. rod. February 23,450 1010 +1321.78 80,900 4875 41559.49
3 EXTENSION CORD & PHONE POLISH 2 Months 43,526 6710 + 54867 171,363 31,108 4+ 450.86
ET90 X 32 ET90 X 34 Toy tr. rodios February 35,550 41910 — 15.18 13,041 54,998 — 76.29
2 Months 49,850 73,668 — 3233 23,104 100567 — 77.03
Totul tr. rodios**®  February 966,708 654,807 <+ 47.63 7.030,346 4,769,892 + 47.39
G E N E R A l_ E LE c T R | c 2 Months 1,641,073 1,062,037 + 45.11 11,092,041 7,572,721 + 46.47
830414 Tube radies February 59,070 63548 — 7.5 625852 501,344 + 24.83
\. J 2Months 95955  129.622 — 25.97 1,078,338 1,099,796 — 1.95
Chassis/ kit fube rod. February 25,350 10919 + 13216 198,188 122,727 + 61.49
S 2Months 31,556 23,601 4 33.71 283,865 245477 + 15.64
SEARCHLIGHT SECTION Television, b&w February 87,608 ... ... 4,465,705
— — 2 Months 147,606 T 7,698,657
Television, color February 7316 JE 1,293,619
2Months 11412 o 2,020,477
Total television February 94,921 98,020 — 3.16 5,759,324 5,001,116 + 1564
N ‘ 2Months 159,018 145611 <+ 921 9719314 7590343 4 28.05
e A R
Rodios-phonos February 28,699 13,945 <+ 105.80 428,021 465469 —  8.05
2Months 41530 22,119 + 8776 636,362 879,115 — 629
llFSC””L TZ Tr. port. tape rec.  February 40,591 43,179 — 599 894,525 773,958 + 15.58
2 Months 69,612 67,729 4 278 1,539,233 1,113.444 4+ 3824
THE Total tape recorderst February 159,634 205,422 — 22.29 2,416,835 2484846 — 9.98
SINGLE SOURCE 2 Months 256,185 329,447 — 22.54 3776509 4,421,295 — 1458
for Transceivers February 339,745 107,081 + 217.28 2,533,675 1,060,352 <+ 138.95
2 Months 460,055 197,108 4 133.40 3.523.955 2,026,443 + 73.90
; . EMonths v Kl
*S : MeG -Hill's T B **Th + ist
ZW FREIGHT LS MeGraw il Toyo Bureou <eThres or mere tromistors
‘ D RVICE U.S. imports from Japan****
Tromsistor rodios  February 745685 595472 4 2523 4,890,243 4,278,120 + 1431
2 Months 1,505,571 1,087,850 4 38.40 10,350,255 7,918,347 4 30.71
Rodios, other February 43,826 118,338 — 6297 762495 1,182,403 — 35.5I
2Months 166,682 212918 — 21.71 1974991 1,850,822 + 6.71
GENERAL OFFICE: 28 N. FRANKLIN ST., CHICAGO, ILLINOIS 60606 Rodio-phonos February 27,300 8.033 <+ 239.85 488,812 340437 + 43.58
2Months 48,676 10538 4+ 36191 884405 430,964 + 105.22
LIFSCHULTZ FAST FREIGHT Phonographs February 20992 21,215 — 1.05 184,065 245521 — 25.03
Fastest between the Middle West and Both Coasts 2Months 53,076 24,964 4+ 112.61 500458  289.253 4+ 73.02
Television February 74,642 89.406 — 1651 4,347,642 4,682,560 —  7.15
ARROW-LIFSCHULTZ FREIGHT FORWARDERS 2Months 160,088 136,086 + 17.64 9.814.957 7335388 <+ 33.80

FASTEST COAST-TO-COAST
TRANS-AIR SYSTEM

U.S. imports from Hong Kong****

Transistor rodios 188,729 + 21.90 1,167.772

Domestic and International Air Freight Forwarders February 389,293 598,158 4 95.23
2 Months 689,017 319,349 + 11576 1944553 1,023,579 + 89.98
NEW YORK « CHICAGO - PHILADELPHIA « BOSTON « HOLYOKE « BALTIMORE - NEW HAVEN e -
BLOOMFIELD, N. J. - PROVIDENCE « MILWAUKEE « LOS ANGELES « SAN FRANCISCO . . cess
U.S. imports from Okinawa
EMPLOYMENT Transistor radios February 32,670 56,184 — 4185 96.!64 184515 — 47.92
SoSITION WANTED color ["AL TELEPHUNES $1U|95 2 Months 63,361 79,468 — 20.27 177,340 265,127 — 33,01
Major Appli TV, st Radlo, retall In Whien. DeIEe, 1vory. DIk, €rot Lo U.S. i ts f Tai vane
ajor ppliance, 1 ereo, adlo, reta 4 . . . . . a -
specialist., Thirteen years experience in ‘;’.,.?,'3“;;5 22,‘6{.‘?" lﬂ‘;‘g{lslr::- - »lmpqr s from alwan,
merchandising and sales, major department teed.  Write for free list. All Transistor rodlos Felpors 130.000 29.734 337.21 308,164 -
stores. Chicago arca. Age 45. Heavy in sale shipmeniy Y y ' + : ' 75927 4 305.87
and sales tr;linin::. PW-8956, l\a‘l‘er)',('hr;ndis? SURPLI;JO?“.S:‘\QNEH&ENTER o 2 Months 189,912 34734 4 44676 476,796 88,765 + 437.14
ing Week. Waymart, fa. .
****Source: U.S. Customs
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designed by
and for
the
Housewares
Industry!

B If you are in the housewares business, and intend to stay and prosper, you cannot afford to miss
this midyear exhibit. Each year the July NHMA Exhibit grows in impact and importance until now it looms as the
make-or-break pause on the merchandising calendar. Housewares is not a one-shot-a-year business. It is ever-
changing, ever-moving, ever-growing. The summer housewares get-together is the industry’s own way to keep

up-to-date on products, promotions, people and ideas. Make it your way to your full share of profit in the
climactic selling season ahead.

45th N/\II-IMA‘

SEMI-ANNUAL

NATIONAL IR
HOUSEWARES 1966
EXHIBIT IR

CHICAGO

Serving the Housewares Industry Since 1938
NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION
1130 Merchandise Mart, Chicago, lll. 60654
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New deluxe automatic washer with ‘“something extra’’ features

Complete water temperature selection for latest detergents and fabrics. Multi-wash,
multi-rinse crystals, two speeds—for regular, delicate, wash 'n wear. Big perforated
tub. Exclusive heavy-duty leveling legs. Moisturguard seal on tub. Out of balance con-

New deluxe dryer with ‘“‘something extra’’ features

All-fabric, full cycle drying. Push button controls for fluff, high or low tem-
perature settings. Automatic timer — select any desired drying time. Extra-
capacity, easy-to-clean lint filter. Automatic door shut-off switch and safety

trol. Many features found only on commercial machines. New, modern styling. thermostats. Gentle vacuum air-flow action. Electric or Gas (including LPG).

Something extra in home laundry design-the Centrex Decorator Line

New Centrex deluxe automatic washers, deluxe dryers and semi-automatic wringer washers are also available in new, stimulating deco-
rator designs. With five different, colorful patterns to choose from the new Centrex Decorator Line is especially appealing to the customer
who wants to coordinate laundry appliances with the motif of her home. The Centrex Decorator Line is a real stopper, an attention getter.
It's something new to offer, and an opportunity for more ‘‘something extra’’ sales.

B e vl | el | vl

GEOMETRIC TULIP ROOSTER SNOWFLAKE SIESTA




CENTREX

end washers since 1901

For ““Something Extra’’ Profit Opportunities

The new Centrex line of home laundry appliances now provides you with ‘‘something
extra' to offer the buying public. Result: ‘“‘something extra'’ profits for you.

Look at the selling possibilities—a newly styled, multi-speed, multi-cycle deluxe
automatic washer with matching all-fabric, multi-temperature deluxe dryer . . . a new
semi-automatic wringer washer to match the dryer . . . a new five-cycle automatic
washer . . . an economy model dryer . . . new decorator designs for the three top models
. . . an outstanding line of wringer washers.

r Z)
Most importantly, you can sell Centrex competitively with full mark-up and profit, L‘\‘ /J
not the selling price forced on you by price-slashing competitors down the street. T
Centrex, with an excellent reputation for quality products (Women’s Friend Since —7 ~
1901) offers just the line you need for expanded profit margin in laundry appliances. =
For further information contact: Centrex Corporation, Findlay, Ohio. ‘
A three-way combination =
for extra sales
You can sell the new Centrex automatic washer, dryer or
semi-automatic washer as separate units. Or, you can sell
the dryer and automatic as a matching pair. Or, you can
sell the dryer and semi-automatic as a matching pair. Avail- 1
able with the new decorator designs, too. Only Centrex
offers this kind of choice. The Centrex Crest
semi-automatic
wringer washer |
with exclusive square cabinet styling and new
trim, looks good in kitchen or laundry area. It is l
| completely portable, and features a built-in drain |
pump with Automatic Timer for washing and J
rinsing. Exclusive Fill 'N Drain system fills and > )
—— drains from a single connection. A true power
rinsing . . . no rinse tubs required. The modern
wringer washer for the modern wringer washer
D market. Available with decorator designs.

& J N

Something extra to sell
the wringer washer market

The new Centrex wringer washer line has been redesigned with new, high-style contemporary exteriors. Each

Something extra to offer
the economy-minded buyer

Two valuable additions to the Centrex line for the price-conscious, budget-
minded shopper. The new Economy automatic washer incorporates many
of the quality features found in the Centrex Deluxe model, with simpli-
fied control panel, five-cycle system. The new Economy dryer matches the
washer, is a masterpiece of efficient design for effective drying.

washer features the new, exclusive miracle tub, guaranteed for the life of the washer. From top to bottom,
the Centrex wringer washer line has dozens of modern, time-saving, work-saving features developed through
many years of manufacturing Woman’s Friend washers. One out of six washers sold today is a wringer washer.
The outstanding Centrex line of quality wringer washers — Regent, Deluxe, Standard or Utility — gives you just
the products you need to meet this demand.
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REGENT DELUXE STANDARD UTILITY

WOMAN'’S FRIEND WASHERS

SINCE 1901

CENTREX
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Detail from “"Focus' by Marina Stern

DEEP VIEW

In a dynamic, surging, fast-changing retail market it’s easy to take the surface view...

easy and dangerous.

With appliance, consumer electronics and housewares sales soaring towards their big-
gest decade, there’s need for a publication that keeps the market’s feet on the ground.
Reports its successes. And its failures. Gives its readers the whole story. The deep view.
Every issue.

That’s Merchandising Week.

Each Monday morning, Merchandising Week alerts its audience—merchandisers, man-
ufacturers and marketers—144,500 strong. Gives them the facts. The latest productintel-
ligence. A complete briefing on the market.

In-depth stories evaluate the news. Isolate the significant trends. Intepret the changing

scene.

Editors dig. Search out the essence of retail problems. Present their findings in big,
middle-of-the-book features.

This is not surface skimming; it’s deep, gutsy, interpretive writing. The kind that informs.
Stimulates. Disrupts. Sets the disquieting mood in which advertising works best. Your

campaign will get results in this atmosphere.

MERCHANDISING WEEK

edited for the appliance,
consumer electronics
and housewares industries

A McGraw-Hill Publication




Kevin Sullivan says, “Join the range revolution with the
new Westinghouse Automatic Stirrer,
Self-Cleaning and No Turn Speed-Broil Oven.”

“As Sales Manager of Westinghouse ranges, I'd like “There's never been a cooking feature that you “The Stirrer comes in two sizes — for small pans and
to introduce you to a really amazing new range. could demonstrate as easily—and dramatically — large ones. And you can place either one into almost
The only one anywhere that stirs automatically, as this new Westinghouse Automatic Stirrer. any type of cookware —stainless steel, aluminum,
cleans its own oven and broils on both sides glass or porcelain enamel. For demonstration
without turning. purposes, glass is best— like this.

“Just flip the switch for the special surface unit, and “Next you can tell them about the new Westinghouse  “Just set the selector switch to ‘Clean’...close the
a motorized magnet underneath it begins the Self-Cleaning oven. No matter how bad the baked-on  special door latch, and let the cleaning begin.
stirring action. Your customers will flip, too, at the buildup may be, this new feature will make it shine
idea of getting perfect gravies, soups, puddings like new in only two hours.
and sauces without ever lifting a spoon.

“The Westinghouse Self-Cleaning oven works faster “Now for the third big selling feature of this “Of course our new ranges include many other styles
and more efficiently than any other make. revolutionary range. The No Turn Speed-Broil has and features. Westinghouse gives you the depth
Operating cost is lower. Kitchens stay as cool as already proved itself with overwhelming customer of line—the exciting innovations—that enable
during normal baking. It's really incredible. approval. Probably you're familiar with the way it you to meet every customer demand. Let your

sears meat on both sides at once to seal in flavor. Westinghouse distributor give you details. Join

us for a great new selling season.”

You can be sure if its Westinghouse




The housewares retailer's ‘‘second
Christmas’’ is coming, and this year it
should be bigger than ever.

The sales potential is there. All con-
sumers are involved in the spring
gift-giving season in one way or an-
other.

Mothers. Fathers. Grandparents.
Sons. Daughters. All the brides—a
record number expected this year.
All the grooms—often forgotten by
retailers. Also: the bridal parties—
the brides’ showers and the grooms’
bachelor parties. The wedding guests.
And the graduates—there is more to
sell for graduation gifts than shav-
ers.

Turning potential into profit is where
the housewares retailer has fallen
down in the past. Too many retailers
fail to give the spring gift-giving
season the merchandising support it
deserves-—and needs.

Too many retailers have been con-
tent with running a few ads that
feature products as gift suggestions
for mothers, fathers, and brides. And
these ads have moved no more than
a predictable amount of merchandise.

And even though there undoubted-
ly will be more of these ads this year
because there are more mothers,
fathers, brides, and grads, just more
advertising alone is not the appro-
priate response to the opportunities
presented by housewares’ second
Christmas.

Merchandising is the key to higher
sales during the spring gift-giving
season. For the real Christmas, re-
tailers do more than sell products:
they merchandise a holiday season.
And the same thing goes for spring:
retailers should be merchandising
the season when the public honors
motherhood, fatherhood, marriage,
and the commencement of adulthood.

On these two pages, MERCHANDIS-
ING WEEK explores several merchan-
dising approaches to Mother’s Day,
Father’s Day, weddings, and gradu-
ations. And on the following pages,
you will find brand-by-brand com-
parisons of manufacturers’ specifica-
tions for personal-care electric house-
wares especially suitable for spring
gift-giving.

The point is to make this year’s
second Christmas more like the first
one,.

By Ed Dubbs

Cover by Vince Coogan
Photographs by Joe Ruskin

26

Gift housewares: selling a second Christmas

Mother’s Day and Father’s Day:
ready to go against ready-to-wear

Housewares retailers can expect in-
creased competition in gift sales for
Mother’s Day (May 8) and Father's
Day (June 19). The ready-to-wear
industry has found new sales magic
in “permanent press.” And the men’s
toiletries industry—which now in-
cludes big names in the women’s field
—also will be stepping up its promo-
tional activity for Father’s Day.

A look backward to last year of-
fers little encouragement. Mother’s
Day sales were disappointing, off for
some stores. Father’s Day gift sales,
although generally up, failed to live
up to expectations.

To meet strong competition from
other industries, housewares retail-
ers, especially the key department
stores, will be seeking to merchan-
dise spring holidays more heavily
this year, instead of relying solely
on ads offering products as gift sug-
gestions. Manufacturers have in-
creased their ad budgets, especially
for television, providing retailers
with additional national and local
support.

Increased emphasis on themes is
planned by most retailers in going
after the Mother’s Day and Father’s
Day gift business.

In addition to the well worked, but
still successful, theme of ‘“Make
Mother’s Life Easier,” retailers will
be promoting more heavily the many
and varied roles played by today’s
mother and wife.

Saluting the working wife is one
angle that will receive increased
retail promotional play this year.
Hudson’s, the Detroit department
store with a reputation for going
after spring gift business, has been
using the working-wife theme for
several years.

Thirteen and a half million women,
more than a third of all married
women, are working wives. Mother’s
Day is the perfect time for retailers
to salute them and their contribu-
tions to family income and well-be-
ing and to the American economy.
And, of course, to sell some house-
wares at the same time.

The special needs of the working
wife center around the need to be
able to fix evening meals quickly
after coming home from work. Pres-
sure cookers are good bets for fea-
turing in a working-wife promotion.
Others include: casseroles; bakeware
and cookware, especially non-stick;
deep-fat fryers; multi-purpose fry-
pans; automatic 24-hour timers;
sandwich grills and waffle-bakers;
blenders and mixers. Just about any
kitchen housewares products can be
added to round out a gift assort-
ment.

Working in favor of the house-
wares industry in seeking to increase
its share of the gift business for
Mother’s Day and Father’s Day is

the growth of products for personal
care and good grooming, products
that make more glamorous gifts than
the basic kitchen electrics.

A glamorous gift approach again
will be relied upon by housewares
retailers in pushing personal care
electrics. Most housewares buyers in-
terviewed expect hair dryer sales to
be up this Mother’s Day over last
year, thanks to the replacement mar-
ket and the salon-type hair dryer.
Ladies shavers, automatic tooth-
brushes, and even massagers, also
are seen gaining in gift popularity.

Good grooming for dad will be
played up more heavily, especially
in promoting shavers and shoe pol-
ishers. To many buyers, GE’s cord-
less electric clothes brush looks like
a new winner for Father’s Day.

For the dad who travels on busi-
ness, retailers will be building pro-
motions around cordless shavers, re-
chargeable cigarette lighters, travel
toothbrushes, shoe polishers, and
GE’s clothes brush.

Leisure-time activities also will re-
ceive increased emphasis in selling
barbecue equipment and accessories,
power mowers and other garden
goods, power tools, and do-it-your-
self products. And retailers will mot
be overlooking portable hand vacs
as a way to capitalize on father’s
interest in the family car.

Assortments will be stressed by a
number of key retailers in going
after both Mother’'s Day and Fa-
ther’s Day gift business. “A Slicing
Knife for Every Dad,” or a similar
theme, could serve as a peg for show-
ing off a store’s wide assortment of
slicing knives in all price ranges.
The same is true for shavers, and
for hair dryers at Mother’s Day.

*‘Old-fashioned pricing’’ has proved
a popular merchandising theme in
capturing Father’s Day business
with a price angle. Zayre and other
mass merchandisers have relied on
themes such as “Give ‘Dear Old Dad’
Famous Brand Gifts at Old-Fash-
ioned Prices.”

Cordless electric promotions are ex-
pected to help center attention on
housewares as gift ideas during the
May-June gift period. Major depart-
ment stores will be tying in wifth
Union Carbide’'s “Go Cordless—Go
Carefree” promotion, viewing cord-
less electric products as good gift
items for Mother’s Day and Father's
Day. In fact, retailers encouraged
Union Carbide to schedule the pro-
motion during the spring gift season
rather than in the fall or at Christ-
mas.

Retailers are generally convinced
that the housewares industry can
make inroads in gift sales at Moth-
er’s Day and Father’s Day and are
seeking all the promotional help they
can get.

Gifts for grads:
more than shavers

Several years ago, the housewares
retailer had little to offer the grad-
uate besides shavers. And, although
the electric shaver remains a top
gift item at graduation time, other
products have come along to add to
the graduation gift potential.

Personal care electrics have helped
broaden the gift appeal of the
housewares industry’s products. Their
contribution has been especially im-
portant and welcome during the
May-June gift period. By their very
nature, personal care electrics pro-
vide a more personalized gift and
appeal to a wider gift-buying audi-
ence than, say, a toaster. Hard-top
hair dryers, power manicurists,
automatic shoe polishers, GE’s cord-
less clothes brush, and automatic
toothbrushes look like good sales bets
for the spring gift season in general
and graduation in particular.

The graduate is going somewhere,
and where he or she is going pro-
vides additional marketing ap-
proaches in aiming gift suggestions
at the June graduates. Many high
school graduates will be going on to
college, and many college graduates,
coeds as well as men, will be setting
up apartments for the first time.

For the off-to-college grads, house-
wares retailers can take a broad
approach by including such products
as portable typewriters and high-
intensity lamps in their ads, along
of course, with shavers. Other pos-
sibilities include painted unfinished
furniture, wall-shelf units, instant
coffee brewers, buffet ranges, and
hot plates.

For the out-on-their-own grads, a
promotion angled at the first apart-
ment could prove highly profitable in
building a youthful image for the
store as well as bringing in some
immediate gift business. Many re-
tailers are striving hard to sell the
Young America market, but home
furnishings in general and house-
wares in particular have been slow
in going after this growing market.
Graduation time, when many grad-
uates will be setting out on their
own, could well prove an ideal start-
ing point for aiming at the Young
America market.

Shaver manufacturers are proving
to be the leaders in the housewares
field in aiming their product at the
teenage and the college crowds.
Norelco, for example, is launching a
promotional push in college news-
papers, using a comic strip, pop-art
approach.

Shaver manufacturers realize they
must win the consumer over to elec-
tric shaving at an early age in order
to make inroads against the wet-
shave industry. Retailers also must
realize they must win the consumer
early in order to build future busi-
ness.
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The profitable bridal market:

Next to Santa Claus, the housewares
industry likes the bride best. And
although June weddings are tradi-
tional, and June is still the peak
month for bridal promotions, the
bride provides year-long business for
the housewares industry.

More than two million first-time
brides will be taking vows this year.
Each will be starting new house-
holds, buying household equipment.

Understanding the bride is, more
than ever, the way to sell her.

The first-time bride, naturally, is
young. Here are some statistics com-
piled by Seventeen magazine: median
age for engagements among girls is
now 16.9 years; the biggest mar-
riage age is 18, with 19 next; half
of all first-timers and 38% of all
brides are teenagers.

Bridal business is being lost, how-
ever, by the housewares industry,
which has been slow to understand
the bride and her problems, and
by retailers, especially department
stores, who have failed to include
housewares in their bridal-registry
programs.

Housewares manufacturers—with
Corning leading the way—are out to
convince depart.nent stores that they
should merchandise more than a
dream world to the bride-to-be. Corn-
ing’s Harry McCormick Jr. recently
explained the housewares industry’s
frustrations to bridal registrars at a
Corning-sponsored bridal workshop
this way:

‘‘After the organ music has faded
away and the long white train has
gone back to the dry cleaner, there
are dishes to be done, cans to be
opened, potatoes to be peeled, pies to
be baked, cakes to be mixed. And
just over the horizon, formulas to
be stirred and bottles to be sterilized.

“We grant there will be those rare
evenings of dinner by candlelight
when ecrystal will sparkle with red
wine, the sterling will gleam, and
the gold-encrusted, wafer-thin china
will look just dreamy. But, 1 give
the question to you: Which is the
real world that awaits girls who
comes to your registry every day?

“Our bias as a manufacturer of
housewares is clear. But as one who
also markets a very fine line of table-
ware, we can claim a vested inter-
est in both of these visions . . .

“We find that most stores having
a bridal registry do a good job in
the china, crystal, and sterling area.
We find too few who even attempt a
comparable service in housewares or
home furnishings. We find too many
stores where the bridal registry is a
captive of the china and glass de-
partment, with its services denied
the housewares department and the
products sold there.”

Personal attention is needed in
merchandising and serving the bride
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a year-round love affair

—whether it be by a large store
through its bridal registry program
or by a smaller retailer seeking a
bigger share of the bridal gift mar-
ket.

A study by National Family Opin-
ion recommended that bridal regis-
trars offer brides-to-be “some kind
of personal attention,” possibly an
appointment. This treatment could
emphasize the importance of the
wedding and make the girl feel less
like a part of an assembly line, the
research organization stressed.

“Registrars (substitute retailers,
if you wish) need to be aware of the
extreme sensitivity of the girls prior
to marriage,” according to National
Family Opinion. “They feel con-
fused about many things, and their
confusion about the selection of pat-
terns or potential gifts is only an
additional expression of their gen-
eral state of mind. As a result, they
are extremely sensitive to actual or
supposed slights experienced with
registering (substitute shopping).”

The National Family Opinion
study, incidentally, found that only
40% of the young brides surveyed
used a bridal registry. The study
also found that 629% of the brides
with a college education used a
bridal registry, while only 11% of
the girls who attended only high
school registered their gift prefer-
ences. Brides from wealthier fam-
ilies used the service more than
those from lower income families.

A new manufacturer service for
brides is being provided by General
Electric for the first time this year.
It is a marketing approach well
worth copying by other manufac-
turers and by retailers themselves.
In the bridal magazines, GE is pro-
moting an exchange service for
brides through GE Servicenters. If a
bride receives, for example, two GE
toasters as wedding gifts, she can
exchange one for another GE prod-
uct. Some retailers now use ads after
Christmas to build good will by ex-
plaining their return policies; simi-
lar ads after the June bridal season
would serve the same purpose.

But more remains to be done. The
bridegroom is still being over-
looked ; he is not being brought into
bridal registry programs to any
great extent. And few retailers are
helping him to select gifts he must
give to the best man and others in
the wedding party.

Too few retailers are running
follow-up bridal promotions aimed
at the working wife, especially con-
sidering the large number of new
brides who continue working for
several years after marriage.

A few newspaper ads in June do
not make a marriage lastingly prof-
itable for retailers and manufac-
turers.

Broilers are pretty as a picture in this display idea that could be adapted

by retailers for a window design or an in-store wall display.

Displays for the second Christmas:
how to show off the giftables

Retailers might try an art approach
in showing off housewares products
as gifts for the May-June selling
season: ‘‘Picture these convenient
products as gifts and for use in your

e

Abraham & Straus prt_)ves cookware
looks good in a knick-knack setting

Go modern to picture housewares
styling in its best light

own home” could be a promotional
peg. MERCHANDISING WEEK presents
some display ideas here to put you
in the proper frame of mind for an
artful sales pitch this season.

B4

A mobile constructed with stainless
steel flatware draws attention

Westinghous® ¥
Non-Stick Products _

Center attention on mon-stick elec-
trics with a wall grouping
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very KitchenAid dishwasher

W

starts out like this.

There's no skimping on performance in a KitchenAid
dishwasher regardless of model or price. We use the
same superior washing and drying system in all
KitchenAid dishwashers, unlike some brands with
different systems in various priced models.

For example, every KitchenAid dishwasher has 4-
Way Hydro Sweep washing action that gets dishes
sparkling clean, without hand-rinsing.

Flo-Thru drying that fan-circulates sanitized hot air
over, under and around each piece and dries every-
thing safely, thoroughly.

SaniGuard filters that trap soil till it’s flushed down
the drain, so water stays filter-clean.

And a powerful ¥ H.P. motor. We know it’s depend-
able because we make it ourselves.

We wouldn’t be satisfied with anything less in our
dishwashers.

And you shouldn’t be either. Because these features
make every KitchenAid dishwasher work better, last
longer and a lot easier to sell.

Whatever the model (built-in, portable, convertible-
portable or dishwasher-sink), whatever the price,
your customer gets the same high quality when you
sell a KitchenAid dishwasher.

See your distributor for more details. Or write
Dept. 6DP-4, KitchenAid Home Dishwasher Division,
The Hobart Manufacturing Co., Troy, Ohio 45373.

KitchenAid

Dishwashers

KitchenAid dishwashers are products of The Hobart Manufacturing Company.
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! e | } 4 1 4 I N | = J W 1 1 1 1 4 i 1 } n 50-60 cycles
300 ERES | b e L | 138 %0 |6 Vanity Y | Y [N [ [5ha2iae | 2
4 . | . T 4 I 1
308 X 700 64 (7' Consolette N N N | N [11',x13 Dia. | 1 Remote control switch
— + +-l + At S e PR I e T e T e
307 | | [ X 1 | | 700 { - 1] I 84 (7' Ll JConsole(te | | + 11", x13 Dia. | 1 2
305 [ x | x I [ oo |11 [T Tee e [Floor stang B T L
- y . 1 - —1 1 {
310 X X 1100 | [ [ 96 |18', | Floor stand 48x13', x14 1 Automatic time control — remote heat
| | | i - i ! J S | Ly -l vy | | | L I s ! | i | I | _{ control
*Infimite vatiable ** Power Nail Buffer
SHAVEX —- Shavex Coip., 2200 Estes Ave., Elk Grove, III.
H11 [ x] x| | so [ v | vy [ &« [ v [ n]|yY] T ] [ v T Handie on hood N 1 NN N [20 T27T v 27.95
1 { | ! | 1 l _— i I I 1 l | { | 1 B S
SIMPLICITY —-Brother Intl. Corp., 680 Fifth Ave., New York, N.Y.
Voo X R ! : . . : . . . -
1000 [ x ' ; s [y [ Y[ 2 [y N T N[ s8] a, Y [N T N NN Tamar,ar, [ a5 | 1] Y | Light weight, fast diymg-professional 9.95
| ! ! | | | | e 1 | | | | | | | ] petformance
1100 X X X X 235 | N Hat box N N N Same as above with hat box case — color 12.95
| ‘ ! | | | | | coordinated-washable
I | | ! ! { | 1 | coordinated-washa
2000 X X I | X l 400 t ‘r I N | Canry case ‘ Y Y| ; Y Latge 3 position, mirror - power manicue 19.95
1 1 | ‘ | -
| 1 + { ] | S— - ot * | 1 | 1 1 | | | kit-heat control
3000 X X X 800 Y Canry case |y Y Y Same as above with fluotescent light 29.95
[ automatic timer and perfumer
i i 1 1 1 i -l 1 1 i 1 - - — A I 1 —
SUNBEAM--Sunbeam Corp., 5400 West Roosevelt Road, Chicago, IlI. ‘
T . Y .
HD14 B ; [T 1 [y Y3 Tv [ l v [0 R [ Purse type ] v Twease, T26 To [ v ] 14.95
HD11B L & f | | | Lo Nl I | | 1 j | | | | Round hat box | [ I 9'x3' 5 [ [] | 17.95 4
HD8B p x| x ir | 1 | | | L |4 | Tear shape hat box |y LY | 9'.x3', 25 | Quick curl attachment 24.95
| } I ] 1 - . I I 4 }
HD10M x| x| v ‘ a Molded rectangular [y Toua, 25 | 26.95
| | | \
1 + t { 1 e } 4 X } || carying case ! i i
PHD1 X X 38, 144 1%, Soft, leather-like travel 3x10', 22 N 29.95
1 I { | | - | | | | ||| case rectangular | [ |
PHD2 X X 38‘,‘ 144 | 1%, Soft, leather-like travel 3x10', 22 N 29.95
| t sty
: | T [ [ 1 + 1 1 t ! - | | | case upright style [ | | ' | {d | /
PHD4 X | X | 38',1 144 | 1%, Molded rectangular Y | 3x10', 22 N Quick curl attachment 31.95 J
| L] ] [ | | | carying case L |
HHD I X 20| 72 |7 Collapsable self 13x10', 25 Y 34.95
| | | | | storage -
Vista, X X a0 | 72 |3, Molded, round hat box N Y 10°, x4 25 Y 19.94
VHD9B | t
& | ! | 1 1 1 | J. AN 1. 1 a 1 1 ! I 1 U2 ! { 1 1 ! |
SUPERLECTRIC —~Superior Electric Prod., Cope Girardeou, Mo.
o - ! . - . . . "
805 ! X ; | ‘ | ; : 250 [y | ¥ { 1 N | N Y | 30|72 13 N | I N I y | v } N I 1 Y Packed in suitcase type paper box 13.95
4 H 1 i . _— | { | B
805HB | X X | | | 1 250 | Y Y | 1 N | N O Y | 30 | 7 |3 ! N | Hat box { N | Y | Y | N ! 1 1 Y 15.95
! ! ! ! 4
X X | 250 Y Y Y N | Y Y |C Y N Y 17.95
8o0sce 1 1 | { B | | 1 g | 1 | g I ! 1 1 0 | e ‘L_s, aity case | . N 1 1 1 I L
THERM-O-WARE —— Therm-o-ware Electric Corp., 1250 Rockaway Ave., Brooklyn, N.Y.
HD301 x | x [T [ [v v 1 Tw] Y [30[ 72 [a [ ¥ THatoox [y Ty [v]NTsamo T2 [3] v ] 9.9
HD3010 X | X | | 180 | Y | Y | 1 N ! * 30| 72 |4 Y 1 Hat box - hard | Y |LYlY 1 N | 5x12x10 | 20 | 3 Y 10.95
HD3010M X X 180 Y Y 2 Y Y |30 9 |4 Y | Hat box - hard y | v Y Y | 5x12x10 | 20 3 Y 12.95 *
! J | 1 Il 1 1 ! . ! ! 1 ! L ! l ! 1 - I . 1 L B S
TOASTMASTER —- McGraw-Edison Co., 1200 St. Charles Rd., Elgin, |1, )
1601 lx ‘ 3 " [ l iuo 1y , Yy [ 3 i Y l N [N 13&' 1205 J Y J'Vanlty(cavdboavdi J[ N l Y ] Y [ N [25x9x8 | T J{ Y | Safety gnil on output
| | 1 |< ' 3
1621 | X 1 X | | | | 410 | Y Y 1 3 Y N N | 38 120[ 7. Y lVam(y(cycolac) LL Y [ Y N l 2':x9',x8", l__L,v, LSafety grtll on output .
TROPIC-AIRE —-Bersted Div., McGraw-Edison Co., 2nd & Vine Sts., Boonville, Mo.
T T T T T T T T I T T T T T T T I T
38111 | X | ! | ! 250 | Y | V 1 | N Y | Y | 38 f 72 '3 [ Y | | N | N Y | N 1 8x8x3 | 1 Y | 12.95
38114 L x| x | [oqesofv b LT | MEAE ‘fa Y[ Hat box U U T T | I | 16.95
38116 I X {255 [ ¥ | ‘ w I Y | 38 3 Y | Selt-storing case for 1‘ N N | N I N | 6x9x3 l 9.95
} | | | | ! Ll [ 1] ‘ j l ‘r hood & cord | ] ! 1 | {
38100 | ‘ X [x [ao fn [T TT f N | | ] T 5.95
38101 [ X [ x [x 210w ‘ N3 2' Y 1 | I | | ‘ I 6.95
{ I L | | A I | el | | I { | |- | I
TROY --Troy Industries Inc., 135 Marbledale Rd., Tuckahoe, N.Y,
['x | I T I T T I T T I T I
HD-95 X X 400 Y Y 3 Y | N N 3 72 |6 Y | Hat b Y Y Y Y 11 15%
| 1 | 1 J [ | ! L I | s l I 6[ l s [ o 1 _i I ls'x o 1 ” ! | N 1 o .
WAHL COLLEGIATE ——Wahl Clipper Corp., 2902 North Locust St., Sterling, I11.
T T T T I T T T T T T I I T T
5300 X X | X 300 Iy I Y ! 3 i Y I Y | 41 ' 90 (4 Y | Self contained N N Y N | 7x12x5 20 1 [ Y [ 22.95
1 ! ! J 1 ! 1 Il ! 1 1 1 1 A1 i S ! 1 1 ! 1 1 i 1 L S =
WESTINGHOUSE - - Westinghouse Electric Corp., 246 E. 4th, St., Mansfield, Ohio
HZ02 x | 400 [ Y[ v 3 [v Y 2[5 [ Y ’ N [ Y[ NTNT30x00 1 | Fioral Hood 13.99
HZ02B X X | | 400 1 1 6 1 Carry home box N | | 3'ax9x9 ) | Floral Hood 14.95
HZ04 | X | | I I I 400 t 1 i d 1 3 ] Hat box N | | 5, x4 x9, * ] | ) Floral Hood matching hat box 17.95
HZ210 X | X | | | | 340 b 14 | 1 |6 | | Luggage styled Y l . 5x10'; x10 | 1 | Nail butfer perfumer pin-tolles tray 19.99
HZ12 X X 340 | | 6% | Luggage styled Y ' [ 5x10'; x10 Nail buffer, perfumer covered pin-rollet 24.95
| | | | |
{ + 1 1 | ! - | 1 1 ' 1 1— ] % | | tray spot dryer
HZ50 X X | { | 340 7 I Luggage styled ‘ Y 5x10', x10 | Nail buffer, perfumer covered pin-roller 30.50
I | l [ [ ' | l I I l l l | tray spot dsyer, “'Chic’’ flowes bonnet
H ' |
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The gift season isn’t just Christmas.

It’s today. For that customer who’s
looking for a gift for Dad. Or Mom.
Or Grandma. Or Sister. Or Brother.
Or someone special.

That’s why Hoover’s gift promo-
tion is a 12-month 365-day affair.

In 1966, we're selling our full line

===
= Lt \‘\s N /
==
vtff\/% ™

VTN \\\m\\)y} ) A

Everyday

is Christmas \

for

someone.

with full-page, once-every-two weeks-
or-so ads in Life. And in Good House-
keeping, Better Homes & Gardens,
the Bride’s magazines, as well.

Add to this the hoopla that’s stirred
up with a healthy co-op ad program,
and month-in-month-out display
and point-of-sale material, and you’ll

.

have some idea why so many people
are dressing up Hoover products in
gift wrap.

You’d like to get your fingers into
the growing gift market? Then get
with the Hoover line: vacuum clean-
ers, floor appliances, irons, toasters,
shoe polishers, hair dryers, fry pans,

blenders, electric knives, etc., etc., etc.
Remember, everyday is Christmas
for someone.

Someone who sells
Hoover appliances.
The Hoover Co.,
North Canton, Ohio Y.’

44720.




MANUFACTURERS’ SPECIFICATIONS FOR

A MERCHANDISING WEEK EXCLUSIVE

AND CORDLESS ELECTRIC SHAVERS

x
1966 PLUG-IN
| | 1 ] T | T T T T T -
> " | {
| Z ' ‘ . | & N . =3 < 4
) z | B @ z | o n<
s - - N L 8 W | 28] . 3% 3 o+ &5
o < w | Qu 7 | ®a = ok e e zZa = = - 2820 =8
x £ x| S5 o 0% -4 w> E} w x < = o H <=z 2o
o « @ Jw < > x F 4 -
2 = SEEND) > @O > 2z a o wad o z @ wwo & Yw
z o O %0 | = | Yzx 5¢ 280~ | Q| & 2w o & wolae “ S g <t
o ow | w | Ww ¥ | I ws «Z3% o | m | 222w | = | 5 |& S E<3% Suw
> n &>z F - 3 ou
3 3I: | 3| R3] % | 2u% X - (%32 9|3 Egzo | & | 8 |z 3 Z2ou 12z
2 | 25 | 2] &% | @ | Bza | [ |88%2 | = |z | =328 : z | © |5 o ' cizx | #2&
CITATION -~ Bvo'hev ln'emunonal Corg 680 Fifth Ave., New York, N.Y.
7724 T Man Y N N Oscdlating |2 N [2 ] T2 |72 [N Black W Chrome Head_I Cleaning Brush, Adhesive Stee! Sleve. Double Edge Cutting Block, Heavy Duty Mechanism, T s19.95
| | | | | | | | | ‘ | | 1 | Cotlection Chamber So Daily Empting Is Not Requited. |
LADY SPARTUS —- Spunus Corp %730 W. Lake St., Chicago, 1. -
[Women | Y | [ N N Back & Forth [T, | N [ 1 | 11 | 60 | N | Pink - White ] T 585
NORELCO -- North American Phlllps Co. Inc., 100 East 42nd St., New York, N.Y. )
Speedshaver 40C Man N N R Rotary Blades N | A l 10 | 66 | Y | Oxford White T Two Weeks Of Shaves Per Charge, Microgroove ‘Floating-heads’, 'Flip-Open’ cleaning, Self- | 40.00*
1 { _ ] | - | | . 1 Shatpening Blades, Lightweight Charge Plug On Cord, Metal Trave! Case, Biush, One Year Warranty |
Speedshaver 30 Y N A 3 66 1 Oxford White Microgroove ‘Floating-Heads’, ‘Flip-Open’ Cleaning, Self-Lubricating Motor, Switch For 110-220 30.00*
L | | ] 1 1 1 | Volts AC DC, Metal Trave! Case, Coil Cord, One Year Warranty.
Speedshaver 20 Y 12 66 Mar oon On Off Switch, ‘Flip-Top’ Cleaning, Self-Shaipening Rotary Blades, 110 Volts, AC DC, Maroon 20.00*
i o 11 4 | 1 | Cord, Travel Case, Cleaning Brush, and One Year Warranty. |
Speedshaver 15C N Y 0 | 7 | Beige White Operates on Four Penlight Battenies, ‘Ftip-Top’ Cleaning, Self-Lubiicating Motor, On Off Switch, | 15.00*
1 | ! R . | Sturdy Drawstring Travel Pouch, One Year Warranty
| Beauty Sachet 25LS | Women | Y Horrzontal B.C 7 107 White Gold Power Wand With Accessonies For Manicuring, Pedicuring, Massaging, 110 Volts, AC DC, On/Off 25.00*
| | | | | | Osctllator { | | | | | Switch In Base, Fitted, Zippered Travel Case, One Year Warranty - N
~ ¥ Less Than
REMINGTON - - Remington Electric Shover 60 Main St., Bridgeport, Conn.
Lektronic V 666 Man Ny I | Recnpvocal +2 01x1.17 | ¥t ot : A ] 12 a8 ; Y | Ivory W Black 1 Cartying Case With Mirror j 44,95
Lektronic 1V 665 : 1 N Y* R 1 2 0lx1 17 | Yt | Inf. 1 ] ! 12 ] 7? ] | Ivory W /Black Cauy!na Case | _38 95
Selectro 300 CV-300 | Y N | | [2onxt17 | v |5 ] |16 | 72 1 Black & Silver ] ] 32 95
Selectro 200 BY-200 | 12.01x 78 Y I'S J 12 72 | Black & Siiver | 2395
Remington 66 664 L | 201x1.17 Yt [ Inf 10 60 | I Ivory W Black il 3150
Lady Remington Women 126x 78 Yt [Inf. 8.C 8 84 Rose, Blue, Gold 18.95
265. 266. 267 - o o |
Princess BJ-20 Women 126x 78 N B8.C | 84 | N | White Satin 1295
Lady Remington Women | N Y R 53 Yt | Int B.C 11 84 Y Pink, Blue 29.50
Lektronic 363. 364 | { | | | | | | | | L | | | |
*With Transformet ** ] 26x.41 Underarm, 1.66x B Legs tRoller Adjustment
RONSON —— Ronson Corp., 1 Ronson Road, Woodbridge, N.J .
84901 Ronson ‘400" | Man Y| N N N Osciltatory 21, N | A [100] 72t ¥ | Sand Replaceable Cutting System, {Stainless Steel}, Coiled Cord, Leather Travel Case, Unbreakable 24.95
| | | 1 I | | | | _‘‘Lexan’’ Case, Wall Rack
22401 Ronson ‘'260°"" | Man (Y | N N | N | Oscrllatory 17 ,0x1" | N* A 96 | 72 | Y | Charcoal, Green |_Replaceable Cutting Syste ", (Stainless Steel), Travel Case, Unbreakable ‘‘Lexan’’ Case ) 19.95
22301 2 Women | Y N N N Oscillatory 11! N* B.C f 93 84 Y Pink & Blue Contouted Trimmer For Longer Haus & Undetarms, Pius Close Shaving Free Floating Head System, 19.95
Ronson ‘'Caress”’ | | | | | | | | | | | High Fashion Brocaded Travel Bag, Replaceable Cutting System
1 Coiled Fully Fiexible, Free Floating Head System, Commuously Adjustabel Under Dynamic Conditions
SCHICK —- Schick Electric, Inc., 2]6 Greenfleld Road, Lancaster, Pa.
226 | Man N[ Y [ R T Reciprocating |17 Y[ 3] A 196 | €6 Y | Power Lite, Will Glow When Charging Stainless Steel Shaving Head, 2 Separate Shaving Heads i
220 NN Y R . | 9.9 | 1Y Power Lite, Will Glow When Chaiging, Power Adaptor Avarlable, Extra, 2 Separate Shavmg Neads |
233 | Y | N N | 3 116 97 ] Y 3 Shaving Speeds, 2 Separate Shaving Heads, Stainless Steel Shaving Head
205 A N 1_2__ 109 ] 9 | N Stainless Steel Shaving Head, 2 Sepatate Shaving Heads
222 N | Y R | | 3 | 95 | | Y Power Lite, Stainless Steel Shaving Heads, 2 Separate Shaving Neads |
211 | Y | N il | 1 1 2.1 L1 8 1 ] | 109 | | Stainiess Steel Shaving Head, AC-DC 3 Separate Shaving Heads |
211w 1 4 Y | N 1 Al 21 IR NI 8 il v 119 | 1 | 1 _11(}220,]\9 [}C,_S Separate Shaving Heads :l
112 | Women { N | Y | T R { 1 19) I N 1 B.C [ 58 | [N 1 Single, Multiple Shaving Head, Hair Pick-Up Brushes ]
110 1Y N | 1 ] I | | il 1 6.3 84 1 1 i Single. Multiple Snavunz Head, Hait Pick- -Up. Brushes 1
108 1 S A N T A il il 1 1 1 | |61 | 88 | N | { Single, Mulnple Shaving Head, Hait Pick-Up Brushes |
107 | 1Y | N | | 1 r | 1 | | 59 | 83 | N | | “Single, Multiple Shaving Head il
_SHAVEX —- Shavex Corp., 2201 Estes Ave., Elk Grove, 1|
3350 [Man | Y I N ] N Flat Head T2x1 J Y] 2] A I 1 65 | ¥ | Beige [ Mens Toiletry Case With Shaver J T9.55
{ L vl s : o 4 gy UG
2400 [Women | ¥ | N | | N[ Fiat Head T %1% [ N ] | B,C | | 72 [ N | White | Lady’s Purse With Shaver 1 1355
SUNBEAM SHAVEMASTER —- Sunbeam Corp., 5400 West Roosevelt Road, Chicago, lII.
777 Man Y N N Oscillating [2.a5 N7 8.9 | 60 | Y [ white T - l 595
_ . | i ) L (6) Blades 1 - - o
888 Ny T ® Joscilaig | 235 T A | w09 52| v ] | X
| | 1 | (6) Blades 1 l 1 4 o
§55-11 Y N Oscillating 1.29 | A 9.03 60 Y 26.25
| (5) Blades
4332 T 17 T Reciprocating | 2.36 17 I 98| 60 | N | 1 T
| o | (3) Blades | ] |
LS6 Women Reciprocating 1.26 7.55 84 N White, Blue, Pink 17.25
| 1 | {2) Blades | [ ] o - . | B .
LS6B [ | 17 , [ [ 758 84 | v | white ] 7.25
LS4 I | | | _ | | 74 114 i | 466 | 84 | N | Biue & Pink B
1.SC-10 | [ R 126 | 1} I | 762 66 | Y | White | 29.95
X7770 Man I 1 Oscillating ‘I 2,45 A 8.96 | 60 Y | White 32.50
It ! | | | | (6) Blades | 1 l 1 I | |
WAHL —— Wohl Clipper Covp , 2902 North Locusf St., Sterling, |11, - o -
7201 [Man [ v [ I I [ [ 1 T2 7 7% YT 8iack T 17.50
MANUFACTURERS’ SPECIFICATIONS FOR
1966 POWERED MANICURE SETS .
A MERCHANDISING WEEK EXCLUSIVE
' T T Y - S — -
el |y | | | eI
@ &3 o = a n %
= (Sl F |3 " . | g g . e |85 | 2 " g e
T 5| £, |43 .8 3 3k 5 5.8 e & oz .3 .3 2 5 g g U
z > 2w < o w oW w foWa 3 > Pw Ok ox Sw w Fuk
2 |E| S5 ez =8 5 3> = 25 AR AR 5 3> & el
- w w < :g v w aa @ wws - w w < we w Qo « wid
- we @ w w w 20« w - we @O ow w w w w
8 Y| 3% | 33| 3% » 2z H Igy 8 | 3w | z2 | 3y s 2z z 28¢
S |=| 25 | 20| 2% | S ia | ° | 23 = |2 20‘38‘ §<‘ - 1;gl S i3
DOMINION — - Dominion Elec Corp., 150 EIm S¢., Monsfleld Ohio LADY SUNBEAM - Sunbeom Corp. , 5400 West Roosevelt Rocd Chicago, I1i.
2605 IN| Y |6 | Leatherette Travel Case]| N | Operates On 5V By Use Of A Power Pack $18.95 MS-T IN] Y | 2 [ 5 [ABSPiastic |
*8Ft. Stretch Cord ] ) ]
EMPIRE - -- Emp.,e Brushes Inc., 200 Williom St., Port Chester, N.Y. NORELCO -~ North ‘American PhuhPs Company, Inc., 100 Eost 42nd St., New York, N.Y.
7902 I 12" Timection Molded [N | Self-Contained, Light Weight Unit To | 555 Beauty INT Y 1 T 7 Fitter, Zippered " Shaver- Plus, Complete Beauty Care Kit; 25.001
| | | | | Gift Case | | Handie W'Batteries In Table Case | Sachet 2505 | | | | Travel Case | |__Power Wand Operates Manicuring & * |
B tLess Than = Pedu:unng Attachments, Massagers & Trimmer, On Off Switch, 110 Volts, AC/DC, One Year Wartranty
FEDTRO -- Fedtro, Inc., 24 Maple Avenue, Rockville Centre, N.Y. :EESTO - i:afuor;qul Pve;co Indsushles tne. Chlppewo Road, Eau Clune Wisc.
LF Y N 4 Durable High Impact N 4 Miniaturized, Fits n Purse, Can Be | { Vinyl Coveled Plastic | N 1 Small Lightweight, Power Head W/Seif 6.95
Case Used Anywhere. i | Storing Cord For Ease Of Handling *
- 1 Il il I 1 1 ‘Opetales On Two Std. ‘D" Size Batlenes Convenient Off 2 On Conttol Switch On Fiont of Case
~SHAVEX -~ Shuvox Corp., 2201 Estes Ave., Elk Grove
HAMILTON ?EACH —= Homilton Beoch, Div. Scovill Mf? Cp.,l Racine, Wisc. - MP-1 N I 5 [Cuws Base W T Cordiess Rechatgable,Only Rechargable | 14.95
230 N Y | 3] 5 [Vanity v | [ 19.85 | | | { ] 1 Cordless Modle On Market. |
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There's more
@ to marriage
i than she thinks.

Like egg beaters, can openers, pots,
pans, ladles, paring knives.

But how do you get her to think of
those practical things when she's
dreaming about the wedding and the
honeymoon? It's tough. But Ekco is do-
ing it. With an advertising campaign
that teaches the young bride-to-be how
to set up house. That lists the essentials
she'll need to make it function—every-
thing from a bottle opener to a basting
brush. (Ekco even gives her a shopping
guide she can tear out and take to the
store.)

These extraordinary new ads will
appear in full-color bleed pages in the
magazines she swears by: Ingenue,
Seventeen, Co-ed, Bride's Magazine,
Modern Bride, Bride & Home.

Be ready for her when she comes
waltzing down your aisle.

EKCO

HOUSEWARES COMPANY

© Ekco Housewares Co., 1965



MANUFACTURERS’ SPECIFICATIONS FOR

1966 AUTOMATIC TOOTHBRUSHES

A MERCHANDISING WEEK EXCLUSIVE

{
|
|
l
!

KEY TO ABBREVIATIONS: UNDER TYPE OF UNIT: T-trave!, C-compact, S-standard home,
UNDER BATTERY OPERATED: D-disposable, R-rechargeable; UNDER BRUSHING ACTION:
U-D-up and down, B-F-back and forth, MA-muiti-action
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) w - < I > - wo = @ wind o o w - < > @ = W Va @ [
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BROXODENT -~ E. R. Squibb & 50'\5 lnc‘, 745 Fl"" Ave., New York, N.Y. PRESTO -~ National Presto Industries, Inc., Chupnewc Road Enu Claire, Wisc.
3 Y UD [ NT YT NT_ i Y [Prepacked W7, oz. Tube Lustrex. 31975 TB1 s R N [uUD [ NT YN N N i
046 T Y ub ; v N N N 2 Y |Piepacked W% oz. Tube Lustiex.* | 182 T R N ub | Y N N N 2 N 19.95
* Offers Constant Power — No Battery Run-down. Travel it (25046) bewng introduced in Mid-April TB3 C R N | U-D |-N Y N N | 4 N 14
DOMINION —- Dominion Elec. Corp., 150 Eim St. Mvansheld Ohio D T - i T T T
2716 c R [N AT N Y | N N i) JE S5 RONSON —— Ronson Corp., 1 Ronson Road, Woodbridge, N.J.
2701 s R N IMA | N Y.y Y 6 | Includes & Brushes 19.95 70501 S 5] Y ub [ v Y| N N 4 (A) [Contoured Power Handle, Lighest Wt 2
2703 S | RI N Jwa  N] v NI NT 4 i : IRGES 70508 | ST Yy (oD [N Y N N 5 [ (A) |Fastest(104-11M Brush Strokes * 1695
70510 s D Nt | U-D N Y N N 5 {A) | Contoured Bristles, Safe Low Voit 13.5
DORMEYER -— Dormeyer, Division of Webcor, Inc ., JOON. Kingsbury, Chicago, Il m‘uuo—let— TAT Presentation Has Been Made — Awaiting ADA Answei % Per Minute) = Ground
D8-1 S | R N [UD|N Y N 4 N |Ball Bearing Operated moving* 6.95
*Mechanism R SCHICK —- Schick Electric, Inc., 216 Greenfield Rood, Lancaster, Penno.
FARBERWARE —— S. W. Farber, Div. of Wolter Kidde, 415 Bruckner Blvd., Bronx, N.Y. 52 STIRI CILUDIN] YINT ¥ o { Recharging Stand I
60 s R N [MA (N[ Y[N] N 8 N ]12.99 50 SHN/ED ClupbjN| v[n] | 1 S I
8 S LRI % (WA INTVYIN] NT 8 | N [Four Bushes & Fow Massagers e SHAVEX - - Shavex Corp., 2205 Estes Ave., Elk Grove, !l1.
GENERAL ELECTRIC - Genevol Electric Co., 1285 Boston Ave., Bridgeport, Conn. ST-6 H R N ub | N NIy | | 6 1 [Only Completely Cordiess Brush* 1695
5104 s Y N N 1 % Induction Charger 15.08 *On Market Plugs Into Wali Without Cord t Pending
5105 T N 2 159§ SUNBEAM —- Sunbeom Corp., 5600 W. Roosevelt, Chl:ugo, It
5108 S Y 4 18.98 CT8 T.CS R N u-b N Y N | Y Y i Strokes Per Minute 2155
5109 ) 2 1} 1598 T T
HB-2¢ 4 N |Cord Storage 17.95 THERM-O-WARE —- Therm O-Ware Electric Covp , 1250 Rockaway Ave., Brooklyn, N.Y,
uB-1** I 4 N A'Cocd Storage 15.80 RET800) ST | R MA | Y[ N N | Sanitary Cover | 9
‘Handy-Hannah Brand s Umvevsal Bvand i
NORTHERN ELECTRIC — - Northern Electric Co., 5224 North Kedzie Ave., Chicago, I11. TROY =~ Troy Industries Inc., 135 Marbledale Road, Tuckahoe, N.Y.
13 S R N u-D N Y N N 4 N Cord Storage Space Included 14 95 OB H R N JUD| N| ¥ N | N 4 N 14
16 3 R] N Ub | N[ Y | N N 6 N [Cord Storage Space Included* 1795 T R
Tlear Plastic Styrene Covet Included - WESTINGHOUSE - Westinghouse Electric Corp., 246 Eos' Fourth St., Monsfield, Ohio
ORAL B -- Oml B Company, Fmrheld Rd., Wayne, N.J. HB-20 S R MA N Y Y Y |7 TEK(R) Brushes, Toothpaste Stge. | 21.9
1m9 | s | Il Y jup | N ] 6 [Inciudes Polisher Att * (2195 HB30-2 ] R | | MA I N N[N ;'v 3 | ¥ T4 TEK(R) Brushes T
* 150 Strokes Pet Second, Gentle Brushing Action -
MANUFACTURERS’ SPECIFICATIONS FOR
1 966 S H o E P o L IS H ERS KEY TO ABBREVIATIONS: UNDER SEVERAL COLUMNS: Y-yes, N-no; UNDER TYPE. H-hand
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DREMEL -~ Dremel Mfg. Co., Racine, Wisc. MANNING-BOWMAN —— McG'cw-Edison Co., 2nd & Vine Sts., Boonville, Mo.
771 P F Y 10 $29.95 56517 P H N 2 Hotary Folishing Brushes 13395
780 P F Y 12 35.00 56515 H Y N 2 2 Rotary Polish Biushes, 2 Applicator 15.95
790 P F | 1 . Y 13 39.95 Brushes, 2 Cans Polish
56516 H Y Y 4 2 Rotary Brushes, 2 Buffers, Z Apph- 19.95
EMPIRE —— Empire Brushes Inc., 200 William St., Port Chester, N.Y. _ | cator Beushes, 2 Cans Polish
7600 8 H N N 2 | Brush & Lambswool Buffer b 395 56512 F Storage Drawer For Polish & Brushes Y L]
7729 B H N N 5 | 2 Brushes, 2 Daubers, | Buffer . i 699 R 0 1 | | ToeSwiteh
7595 B H N Y 6 2 Brushes, 2 Daubers, 2 Buffers 4 9.99
8595 B H N % 6 2 Biushes, 2 Daubers, 2 Buffers 3 9.99 REGINA —— The Regmo Corp., 313 Regino Ave., Rahway, N.J.
7627 B H N N 5 | 2 Brushes, 1 Butfer, 2 Daubers | U 799 ES-43 F N Y 3 [ Complete With Genuine Bristie Brush & Y Y 8 29.95
7910* 8 | H N | Y |7 Recharger, 2 Brushes, 2 Buffers, t | 1 4 24.99 | __| 2 Lambs Wool & Bulfing Bonnets
“The 7910 Is a Rechargeable t2 Oaubcvs 45 P H Y N L) Complete With Wax Appl. For Black & Y Y 5 22.95
R Biown Shoes, Polishing Biushes For*
56?157T0R|A T Be's'e: Ok \IMc G':w EdZ. “nﬁ"oo;tr zg%nﬂemss:\; Boondile, Mo. 13.95 *Black & Biown Shoes, Lambs Wool Buffing Bonnet, 2 Cans Of Shoe Polish, Patented Extension Handle, Leather Storage Case
56115 H Y N 2 2 l’ol:sg Bfusm.sgz Applicator Brushes, l 1595 RONSON E=IRonson Corp ! Ronson Rood, Woodbridge, N.J.
- G o “ . . 77210 P H Y N 4 Black & Brown Brush, Black & Brown Y N 3 18.50
> ans I “Travel Pack™ 1 | | Appi., 1 Can Black & Biown Polish |
56116 H Y v d za::";"'u:‘::“';é;‘:“g:;lss}‘z Apph 19.95 77209% P H Y Y 7 | Black & Brown Brush, Black & Brown Y Y . 24.95
— | . _ 1 Buffer, Black & Biown Appl., Mud Brusht
6112 7 Storage Drawer For Polish & Brushes Y J 15.95 *Wood Box With Tray 1 Can Black & Brown Polish, 1 Can Neutral Polish 20 Toz o
1 i | Toe Switch B B U S I SUNBEAM — - Sunbccm Cerp., 5400 West Roosevelt Road, Chicogo, 111,
220 P 2 2C 2 Appl./
GENERAL ELECTRIC -~ General Electric Co., 1285 Boston Ave., Bridgeport, Conn. Y " p;,a:: ;‘:,::h 1_2(:522::-::1, ::,[m,
5202 P H Y N 4 2 Colov Coded Brushes, 2 Color Coded Y N 4 19.95 222 P H Y Y 2 Same As 220- Plus Wood Shoe Stand,
o Power Appl.. 2 Cans Potish Lambs Wool Buff Pad, 4 Extra Daubers
5203 P H Y Y 7 3 Color Coded Brushes, 3 Color Coded Y N ] 29.95 224% P | H Y Y 3 Same As 220- Plus Combination Mud
1 | | Power Appl., 1 Suede Biush, 3 Cans* | Biush/Wool Butter, Shoe Cream &
* 0f Polish 1 Sole Dressing, 4 Extra Daubers
HOOVER -~ The Hoover Co., East Maple St., North Canton, Ohio .'rl},l‘mEa;e %cvl;swe Seif Seal Poiish "r;y Folish Cans Are Always Read: .¥To Use When Shoe Stand Is Opened For Use o
3750 P W u N . Black & Brown Polish, 2 Appl. & % M ARE -- Therm O-Ware Electkic Corp., 1250 Rockaway Ave., Brooklyn, N.Y. i
2 Brushes, 1 Large Buffer P200 P H = N 9 Shoe Polish, Polish Daubers, Buff Man- 4 11.95
_— —_ e — + L —t dri1, Rotary Brushes, 417' Lambs Wool t
P200B P H Y Y 9 Shoe Polish, Polish Daubers, Buff Man- 6 14.95
IONA —- The lona Monufacturing Co., Inc., Regent St., Manchester, Conn. | | dnt, Rotary Brushes, 4!, Lambs Wool t
§P-1 P | H Y N 4 2 Applicators, 2 Brushes Y 2 17.95 P200SS 1 P I H | v N 4 | | Polish Daubers, Mandril, Lambs Wool t 4 9.95
sp.18 P H Y N 2 Applicators, 2 Brushes, | Buffer W 2 Y Y 2 1995 ~*Ejector T Buffes -
Lamb’s Wool Pads ] TOASTMASTER —-- McGrow-Edison Co., 1200St. Charles Rd., Elgin, I11.
SP-1K P H Y Y 2 Applicators, 2 Brushes, 1 Buffer W 2 Y Y 2 24.95 5802 H N Y 7 2 Cans Of Polish, Wood Box W Tray & 722 23.95
[ e i | Lamb’s Wool Pads - _ R I 0 ___| Stand, 2 Polish Appl., 2 Buffing Brushes | |

newest idea in home protection ~ =g
: A.-vm automatic door alarm

FRIGHTENS AWAY INTRUDERS!

Penetrating alarm sounds the sec-
ond the door knob is turned.
866

34

Here's your opportunity to introduce this remarkable new
protective device to your customers! Cash in on the
growing demand for effective warning systems for the
homeowner. The Arvin Automatic Door Alarm is com-
pletely transistorized ... uses economical flashlight bat-
teries. Simple to install on door or adjoining wall. Includes
“off-on" and "test” switches. Tiny, but highly effective
—measures just 274" x 214" x 514",

Sugg. Retail

$‘|695

Model 96828, Gold

For complete informalion, wrile, wire or call

FVl n ® ARVIN INDUSTRIES, INC. « Consumer Products

Division, Dept. E-3 « Columbus, Indiana
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Here's why: This superb new lona Cord-
less Electric Knife is Super Charged for
twice the carving time between charges.
How? A revolutionary new gear train
mechanism reduces friction to a point
where the total power of the four per-
manent nickel cadmium batteries is used
to reciprocate the blades, isn't drained
away by power robbing friction.

Here's why: No mess, no stained fingers with the new
lona Electric Shoe Polisher. Attachments are picked up
and released automatically, never have to be handied.
So powerful. Beautifully packaged. Attractively priced.

Here's why: It's
an automatic
Electric Can
Opener, a Knife
Sharpener and a
Bottle Opener,all
in one. Magnifi-
cent styling. Un-
matched per-
formance.

Here’'swhy:Slim
trim, portable,
powerful. This
new lona Hand
Mixer embodies

tomorrOW'S de' Guarantee covers cost of parts
sign, today. Every e caturnes €6 one BaBia
feature you can Qords. biades: butleres, attach
imagine plus misuse are excepted.

Drink Mixer
Attachment
and wide color
. choice.

Apgpos T Y

—

.

QUALITY YOU CAN TRUST VALUE YOU CAN RECOGNIZE

THE lONA MANUFACTURING COMPANY, INC.

MANCHESTER, CONNECTICUT



HOUSEWARES
Ingraham alarm clock

Ingraham’s School Bell alarm clock
features a brass bell. “Our aim in
designing the School Bell was to put
something on the market that couldn’t
be found elsewhere,” said Ingraham
president Wesley A. Songer.

The clock is designed with a
peaked roof, simulated planking in
Barn Red, and rustic detail. It has
brass hands, raised white numerals
and marker dots, and a sweep second
hand. The clock, which is housed in
a high-impact plastic case, measures
101, by 6!, inches. Ingraham’s 2-
year guarantee is applicable. Sug-
gested retail price on the School Bell
is $11.98. The Ingraham Co., Bristol,
Conn. 06012.

NuTone ice crusher

NuTone announces a new ice crusher
attachment for use with its Built-In
Food Center. The new unit is con-
structed of cast aluminum.

The company is combining into
one package the new ice crusher at-
tachment, its blender, and its mul-
tiple-purpose motor. (The same built-
in motor powers other NuTone
housewares, including its mixer,
shredder-slicer, and fruit juicer.)

Suggested retail price for the
three-item package, which NuTone
has designated model 206, is $73.95.
Suggest retail price for the ice crush-
er alone, designated model 180, is
$18.95. NuTone Inc., Madison and
Red Bank Rds., Cincinnati 27, Ohio.

Carrier provides the big sales plus for ’66!

==

. - ™

Skil drilis

Skil's Drive-R-Drills are the com-
pany’s first reversing variable-speed
drills. The three models feature hel-
ical gears, 3-wire cord and plug,
geared chuck and key, and Super
Burn-out Protected motors. Model
596, !,-inch, has a suggested retail
price of $29.95; model 597, 3.-inch,
is $36.95; model 598, 1l,-inch, is
$39.95. Skil Corp., 5033 Elston Ave.,
Chicago, Ill. 60650.

Exide's new battery pack

Exide introduces the new Exide Per-
sonal Power Pack, at $39.95.
Included in the Pack are a 12v
EMF-2 lead-acid battery and an
EMFC(C-2 solid state charger. The re-
chargeable battery is capable of pro-
viding up to 1,000 hours of tv viewing.
The Power Pack weighs 10 lbs. and
measures 93; inches long by 6!,
inches high by 33, inches wide. Eride
Industrial Marketing Div., The Elec-
tric Storage Battery Co., Rising Sun

He's demonstrating ease of air flow. In just five minutes, he can easily
demonstrate nine other important features of Carrier Room Air Conditioners.

and Adams Aves., Phila, Pa. 19120.

y

PROGRAMS! continuous 12-month national
magazine advertising. Plus newspaper ad mats,
radio and TV spots for local tie-in. Plus a strong deal-

PRODUCTS! Room air conditioners built to be
demonstrated. With models to suit every prospect
—25 in all, from 5500 to 22,500 Btu's, NEMA

Certified, including heat pumps, ‘‘do-it-yourself,"” er identification and display program. Plus liberal, ?
in-the-window and thru-the-wall. Plus simplified in- full-range financing for you and your customers. l’ <
stallation kits. Plus handsome Decorator panels. Plus an incentive program for you and your people. 3

Put yourself in the plus column this selling
season—profit more with Carrier 1966 Room Air
Conditioners. For complete information, call your
Carrier Distributor, listed in the Yellow Pages. Ask
him to demonstrate why Carrier is the brand to
buy and sell in 1966!

PROMOTIONS! Pre-Season, Trade-In, Price
Leader and Post-Season. Plus other traffic-builder
and sales-closer promotions featuring such time-
tested premiums as golf balls, towels, filters and
puppets. Everything to promote sales-plus for your
store 12 months a year.

ey | ~- 20

Corning ceiling globe

Corning introduces a ceiling light
globe. The oval, white globe has a
self-locking socket extension that
clamps onto the globe and screws in-
to electric receptacles. An accompa-
nying metal trim ring covers the
socket. Fair-trade price for the globe
and adapter is $2.99. The trim ring
accessory is $1.49. No tools are need-
ed for installation. Corning Glass
Works, Corning, N.Y.

Air Conditioning Company

More people put their confidence in Carrier air conditioning than in any other make

36 MERCHANDISING WEEK
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eneral Electric TV's ‘See America’ Sweepstakes:
win 5,000, 2’66 Dodge Charger «
and a 30-day credit card spree

anywhere in the continental United States

lst General Eleetrie TV plans to .giw you and your family
the greatest vacation of your lives. With credit
cards and $5,000 in cash you can spend up to 30
days doing anything you please. Stay at fine hotels,
cat at the best restaurants, travel anywhere in the
continental United States. All this plus a fully-
equipped 1966 Dodge Charger.

- w'-vw W\- v-—-m*v- R N T —— R e T

2I‘Id Our second prize would be good enough for first in most other
contests. We're giving each of the five second
prize winners a G.E. Portacolor 11"*

TV, the color TV that’s light
enough to carry from room
to room.

Thousands of
5th Prizes:

Every participating
General Eleetrie dealer
will be giving away a
General Eleetrie AM-
FM portable radio to
the winner in his area.

3rd

Ten G.E.
21"* black-
and-white
portable TVs.

4th

Twenty G.E.
12" hlack-
and-white
portable TVs.

How do you enter? Just pick up the 'phone and ask Western Union Operator #25 for the name of the partici-
pating General Electric TV dealer nearest you. Then go to him and pick up your entry blank.There s no obliga-
tion and nothing to buy (but it wouldn’t hurt to let your dealer show you what you may be winning).

However, since the contest closes May 31, 1966, we advise you to see your General Electrie TV dealer soon!

OFFICIAL RULES: 1. Print your name, address and telephone number on an official entry form obtainable from any participating G.E. TV dealer. 2. Entries
must be received by the dealer on or before May 31, 1966. No purchase required. 3. This Sweepstakes is open to all residents of the United States except
employees of General Electric Company, its advertising agencies, dealers, distributors and their families. Only one entry per family. 4. Fifth prize
winners will be selected in a random drawing by participating G.E. dealers. All other winners will be selected in a random drawing by an independent
judging organization. The decision of the judges will be final in all matters concerning this offer. 5. Winners will be notified within eight weeks after
the close of the contest. For a complete list of winners after that date, send a stamped, self-addressed envelope to: G.E. Sweepstakes, R. L. Polk & Co.,
551 Fifth Ave., New York, N.Y. 10017. 6. Value of credit card portion of first prize limited to actual cost of transportation, rooms and meals within a
30-day period for the winner and companion, or winner, spouse and children living at home. 7. Sweepstakes void outside U.S.A. and where prohibited by law.

Television Receiver Department, Syracuse, New York

GENERAL ELECTRIC *Overll diagons tbe messremen
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Unfortunately,

forourdealers allwe

have is this:

And the hottest promotion going.

Asone of the G.E.dealers participating in the“See America”
Sweepstakes, look what you stand to gain:

More store traffic than you’ve seen in a good long time.
Starting May 1st, customers in your area will learn about the
contest via full-color Sunday supplement newspaper ads and the
“Today” show on NBC.

You receive: a colorful sweepstakes display package and a
listing with Western Union Operator 25 to tie-in with national
advertising; a traffic-building merchandise offer and exciting
product specials...all for immediate delivery.

And, oh yes, you will have an opportunity to win a fully- .

equipped, air-conditioned, Dodge Charger (there’ll be at least one
winner in every G.E. Distributor area—so when we say oppor-
tunity, we mean it!).

Nice? And that’s just the beginning. Call your Distributor for
details right away.

Television Receiver Department

GENERAL &3 ELECTRIC
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Chrome plating on plastic:
shiny new star for housewares

You may not have noticed it, but the
knobs, pushbuttons, and handles on
your late-model car are made of
chrome-plated plastic. And automo-
bile designers are not the only ones
interested in chrome plating.

Chrome-plated plastics are well on
their way to becoming the jolly silver
giant of the housewares industry. As
manufacturing costs of metals rise,
plastics become cheaper. This is only
one of several advantages to chrome-
plated plastics rather than metal
castings. Plated plastics also weigh
less than metal, which means lower
freight and handling charges, and
they offer freedom from corrosion,
design latitude, ease of assembly,
and controlled conductivity.

Union Carbide predicts that the
market for plated plastics should
reach $200 million annually by 1970.
And a large portion of these plated
plastics will be applied to housewares
and other home goods, including ma-
jor appliances and consumer elec-
tronics.

Numerous manufacturers of major
appliances are using, or are now
ready to turn to chrome-plated plas-
tic for control knobs, dials, back
plates, control panels, escutcheons,
nameplates, and handles.

Housewares shining with plated
plastics now include tableware, mix-
ers, ice crushers, electric knives, elec-
tric brushes, whirlpool baths, oral
hygiene products—and this is only
the beginning. The next few years
should see a boom in housewares us-
ing chrome-plated plastics.

The view from the baths

The type of plastic most commonly
used in plating applications is ABS
(acrylonitrile-butadiene-styrene).
ABS now accounts for 95% of plated
plastics used in housewares.

Plastic parts to be chrome-plated
are dipped into a bath of clean hot
water to remove contamination. They
then pass to an etching station
where the surface of the plastic is
prepared for adhesion. After rinsing,
the parts are treated with an activa-
tor. The activator is combined with
a catalyst to make the surface recep-
tive to a bright copper coating. Then
a bright nickel coating is added prior
to the final chrome finish. After this
chrome finish—which is only .01
thousandth of an inch thick—the
plastic part is rinsed twice and given
a hot water bath.

The method used in chrome plating
most housewares eliminates two of
the copper baths. The result is lower
manufacturing costs and reduced
possibility of corrosion.

Where the platers are

Enthone Inc., a subsidiary of Amer-
ican Smelting & Refining Co., pjo-
neered laboratory development of
plated ABS. In March of 1963, the
Marbon Chemical Div. of Borg-War-
ner Corp. introduced a grade of Cy-
colac ABS, designated EP-3510 plas-
tic, which was specially formulated
for chrome plating. Now it has 27
authorized platers throughout the
country. A third plater, EMC Plas-
tics Div. of Amerace Corp., chrome
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plates pushbuttons, volume and con-
trol knobs, and other hard goods
parts.

Products on the market

One of the first housewares manu-
facturers to use the process was Fed-
eral Housewares Div. of Nibot Corp.,
Chicago. Federal electro-plated tops
used in its 5-piece “Royal Chrome”
tableware line. According to Federal,
its chrome-plated ABS tops cost 40%
less than similar plated die-cast zinc
tops—a saving reflected in the retail
price of the Royal Chrome line. The
8-0z. server, for example, retails at
89¢, compared to $1.50 to $2.29 for
comparative metal-topped units.

Dominion introduced a chrome-
plating-on-plastic portable mixer over
a year ago. It lists at $17.95, $3
above a similar model in a two-tone
plastic housing.

Dormeyer has enlarged its line of
electric mixers with one unit, model
HM-8-CH, that has both handle and
housing of chrome-plated Cycolac
EP-3510. This mixer is the first to
offer a completely chrome-plated plas-
tic finish. Price: $12.88.

Also added to Dormeyer’s Silver
Chef line was a similar stand-on-
hand mixer, and now being intro-
duced is a chrome-on-plastic electric
slicing knive at $21.95, compared to
$19.95 for its similar knife having a
white-and-brown handle.

Textall Products Co., Houston,
markets a dental hygiene unit using
chrome-on-plastic components. Called
the Dento-Spray Kit, it includes three
different types of faucet adapters, a
quick-lock connector, an aerator, and
a wall-mount holder—all molded of
chrome-plated ABS.

Adoption of plated ABS to replace
zinc in five components of the Olym-
pus whirlpool bath was a profitable
change. ABS is about 3 cents a cubic
inch less expensive to machine than
zinc and weighs only one-sixth as
much as zinc.

The Dazey Products Co., Kansas
City, has added a chrome-plating-on-
plastic ice crusher to its regular line;
model 1000C uses plated Cycolac EP-
3510 and retails for $21.95. This
compares with two plastic models,
one in beige and one in white at
$19.95 and a copper—olored plastic
model at $21.95.

A look ahead

Industry forecasters see 60 million
pounds of chrome-plated plastics by
1970—triple the amount that will be
produced this year.

Also, while most of the plating up
to now has been limited almost en-
tirely to ABS, other plastics such as
polyacetal, nylon, polycarbonate, and
high-impact styrene look promising
to industry forecasters. And major
chemical corporations—such as Borg
Warner, which is building a 50-acre
ABS facility this year in Ottawa,
Ill.—are not wasting any time in-
creasing their ABS capacity.

Housewares and appliance manu-
facturers have come to the conclu-
sion that if chrome plated plastic
is good enough for the auto industry,
it is good enough for them.

HOUSEWARES NEWS

0O 0O O O Hoover sports a new lightweight vac that con-
verts to a portable unit for above-the-floor cleaning. At
the same time, Hoover is offering a sawed-off version
as a portable (hand) vac. The new lightweight, the
Hoover Handivac, replaces the current Lark. The new
portable will be known as the Pixie, the same name
that Hoover has been using on a hand vac with a metal
nozzle and a cloth bag.

Hoover, although the big stick in upright vacs, had
only limited past success in the lightweight field with
its Lark model, and the Pixie hand vac was 10 years
or more behind the industry in styling. The new models
clearly are designed to correct this situation.

As a lightweight, the Handivac will retail between
$25-$30. With above-the-floor attachments, a short set,
the retail range will be $30-$35. As a portable, the
unit, with deluxe attachments, will retail between
$30-$35. The basic product styling is “autumn gold
and deep seal greige [brown].”

In other new floor care products, Hoover is dropping
in a low-priced Portable (less cord reel) in gold and
greige; a new Convertible Special in blue; and a new
Constellation canister in blue.

O O O O Hoover is marketing an electric blanket, mark-
ing the vacuum cleaner manufacturer’s entry into
still another electric housewares product category. The
blanket is available in three colors (Tawny beige,
Mediterranean blue, and autumn gold) and three sizes
(twin, double, and “large double”). Retail price range
is $21.95 to $33.95.

Hoover has more than tripled its product line in the
last several years, including new products which it is
making itself and others being sub-contracted. Of the
electric housewares, Hoover is now producing its own
irons, frypans, a blender, a shoe polisher, and an up-
holstery shampooer, in addition to its regular line of
vacs and polishers and the washer-dryer major ap-
pliance.

[0 O OO Sending the jobbers away to camp: Hamilton
Beach has joined the growing list of housewares
manufacturers offering expense-paid trips for its top
distributors. The distributor’s trip is becoming the
housewares industry’s answer to the major appliance
industry’s dealer trip. Hamilton Beach will take 50
distributors and their wives to Nassau next month.
Norelco, in the meantime, has mailed golfing tips to its
shaver distributors to remind them of the firm’s con-
test for trips to the U.S. Open golf tournament. And
Cory is giving away air-mileage points earned by plac-
ing orders on certain items.

OOOO Key moves . . . REGINA appoints John J.
Topey to the new position of mgr of merchandising
and market development . . . WESTCLOX names Charles
J. Elkins Jr. advertising and sales promotion mgr, and
James E. Foley central zone sales mgr . . . RONSON
announces two new sales appointments: George P.
Dinnerman as national sales mgr of the flame products
division; and M. Harold Gerstel as eastern regional
sales mgr of the U.S. appliance division . . . MASTER
APPLIANCE names Bert Sinclair field sales mgr. He will
assist in developing health and personal care centers
in department and drug stores.
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=) It’s Norge’s 40th
SOt Anniversary Sell-Ebration

NORGE WANTS

INIRELAND and ENGLAND...
OR GREECE and ISRAEL

Fabulous new Norge products and retail promotions make

take one
\Lrip or hoth

it easier than ever to move the goods to win the trips! g

® VEW NORGE RANGE PROMOTION! ® VEW NORGE “40°° SCOT PROMOTION!
Hamilton Beach Electric Knife offered free with the purchase of Plus the most demonstrable washer and dryer ever offered. Free
any featured Norge range—gas or electric ! “His N Hers” Travel Set offered with purchase of new Norge

“STOP-N-DRY" dryers.
® VEW NORGE “YOUR CHOICE FREEZER
PRDMOTIO/V! Offers prospects choice of white or ° NEW NORGE WR”VGER WA SHEH

coppertone, 16 cu. ft. upright or 18 cu. ft. chest model at one PROMUTIUNI Clinches the sale with a fabulous
buy-now price. “Fancy 40" Glassware Set (40 pieces). Offer it free with

purchase of featured models.
® VEW NORGE PRE-SEASON
. 14 rs
AIR CONDITIONER PROMOTION! VEW NORGE “40™ REFRIGERATOR

Pulls ‘em in with a free salad set. .. closes the sale with a free SPECIALS! Four new Never-Frost models at red-hot
gift offer of Indoor-Outdoor Thermometer. A $11.95 value ! values plus new Norge Side-by-Side Super-Stor 22.

Backed by Hard-hitting In-Store Promotion Materials ! N O p G E

Tie-In advertising! Special displays! Get all the
trip-winning facts from your Norge distributor appliances. BORG /wmmsn
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PANASONIC MOST-WANTED GIFTS

ave Personality?

YOUR FASTEST SELLERS FOR BRIDES, MOTHERS, DADS, AND GRADS

$G-530 PANASONIC Phono with Get Up

} and Go! Operates on standard low cost
e e batteries. Plays 7%, 10” and 12 records.
Goes everywhere, beach, boat, picnics. Has

R-111 Most Appreciated Gift! This Unique b . - .
Pocket Radio Performs Beautifully on Just One g:,g:z\:sr ‘;(a):t;f%e r\ll;ltahml:l-’:::rtr:m;f:.t Taonsoc:ll:)allty
Readily Obtainable Penlite Battery! & Cogmplete i ‘Latterigs $34.95

Operates 45 or more hours on PANASONIC
Hi-Top Battery, up to 30 hours on ordinary
penlite battery. (Mercury Batteries required

in other miniatures cost twice as much,

last only half as long.) Features world’s
easiest battery replacement, too. $24.95

TR-900 What a Lovely Gift —
This 9” Solid State All-Channel TV,
Electric or Battery Powered.

Truly power-packed, gives brilliantly clear
and steady picture with 39.2 square
inch viewing area, big enough for entire
family to enjoy. Weighs only 12 Ibs,

Goes everywhere. $139.95

R-8 What a Natural! Perfect Gift! World's Smallest Table Radio
with Full-Sized Sound in 6 Decorator Colors.

Looks like a tiny miniature, sounds like a full-sized table radio.
Complete with batteries and earphone for private listening. $15.95

s PANASONIC

BY MATSUSHITA ELECTRIC
Executive Office: Matsushta Electnic Corp. of America, Pan Am Bldg., 200 Park Ave., New York, N. Y, 10017

EASTERN SALES/PANASONIC NEW YORK, 636 Eleventh Ave., New York 36, N.Y. (212) 973-5700
MID-WEST SALES /PANASONIC CHICAGO, 4615 N. Clifton Avenue, Chicago, 1ll. (312) 784-2200
WESTERN SALES /NEWCRAFT, INC., 8665 Wilshire Bivd., Beverly Hills, Calif. (213) OL 5-5160
HAWAI/MATSUSHITA ELECTRIC OF HAWAII, INC., 205 Kalihi St., Honolulu 17, Hawaii, 847-315




COOKWARE NEWS

0 0O 0O O Cookware packaging is lagging behind other
product categories, or at least that is the general feel-
ing of buyers interviewed in a spot check by MERCHAN-
DISING WEEK. Except for Corning Glass Works’ pack-
aging, housewares buyers had little praise for what
manufacturers are doing to improve their cookware
packaging, especially for sets.

00O 00O Packaging improvements are seen coming,
however, and there are indications that pressures for
better cookware packaging are coming from retailers
across the country.

Several buyers pointed out that they believe cook-
ware manufacturers, too, are becoming more aware of
the importance of packaging, especially as an aid in
aiming at the gift market.

“I believe,” one buyer said, ‘“that other manufac-
turers are trying to catch up to Corning. We’re getting
some better packaging, but the industry has a long
way to go.”

“Cookware manufacturers,” another buyer said,
“are adding styling, color, and fashion appeal to the
product. The packaging is bound to improve in time,”
he concluded.

A New York City buyer indicated that manufac-
turers have been sidetracked from improving their
packaging by the emphasis on Teflon coatings. His
main concern over packaging, he stated, is that the
package protect the Teflon surface.

0O O 0O 0O Packaging can add glamor to cookware—and
adding glamor to cookware displays is shaping up as a
major retail objective this year. Housewares buyers
and merchandise managers are seeking to add a shop
or ‘“‘semi-shop” approach to their cookware depart-
ments. And improved packaging from cookware manu-
facturers is viewed as important for new retail display
fixtures and display methods.

One buyer especially praised Corning’s use of full-
color pictures of food—fruits and vegetables—on some
of its packaging. “This can add to the appeal of cook-
ware; make it appetizing,” this chain buyer said.

Another buyer also stressed the importance of “re-
lating” cookware not only to food preparation but to
glamorous kitchens and table settings.

O 00O 0O The gift appeal of cookware is growing, but,
many retailers say this could be helped along by im-
proved marketing and merchandising programs from
manufacturers and from themselves.

The gift potential is there: Corning Glass Works, in
a study of 500 Pennsylvania and New Jersey house-
wives, found that half of the women owning Corning
Ware products were given their first Corning Ware
piece as a gift. Ninety-five per cent of the women be-
lieved Corning Ware products were ‘“nice” to receive
as gifts. Eighty-one per cent said they planned to buy
more Corning Ware items, 35% of them for them-
selves and 46 % for gifts.
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INDUSTRY TRENDS

An up-to-the-minute tabulation of estimated Industry shipments of 18 key products.
New figures this week in bold-face type.

date 1966 1965 % change
FLOOR CARE PRODUCTS
floor polishers February 113,118 103,290 + 951
2 Months 196,252 194,294 + 10
vacuum cleaners February 517,037 416,659 + 2409
2 Months 951,535 176,131 + 22.50
HOME LAUNDRY
dryers, clothes, elec. February 130,998 101,562 + 2898
2 Months 255,672 194,605 + 31.38
dryers, clothes, gas February 62,191 50,703 + 2266
2 Months 124,181 103,162 + 2037
washers, auto. & semi-auto. February 325,850 288,096 + 13.10
2 Months 614,332 555,645 + 1056
wringer & spinner February 36,887 45,548 - 147
2 Months 67,834 87,519 - 224
OTHER MAJOR APPLIANCES
air conditioners, room February 285,700 550,600 - 4n
2 Months 325,200 557,400 — 41.66
dehumidifiers Februory 26,400 15,700 + 68.15
2 Months 45,800 21,700 +111.06
dishwashers, portable February 31,900 26,500 + 20.38
2 Months 61,300 52,600 +131.32
dishwashers, under-counter, etc. February 81,100 60,600 + 33.83
2 Months 148,600 112,500 + 32.09
disposers, food waste February 114,400 99,700 + 14.74
2 Months 221,300 187,100 + 18.28
freezers, chest February 33,100 33,100 N.C.
2 Months 66,500 58,700 + 13.9
freezers, upright February 49,600 47,000 + 553
2 Months 88,800 91,500 AL

ranges, elec., free-standing February 117,400 107,700 + 9.0

2 Months 234,400 205,500 + 14.06

ranges, elec., built-in Februory 65,400 64,200 + 187

2 Months 125,200 117,600 + 649

ranges, gas, total February 188,100° 168,400 + 11.70

2 Months 353,100 319,600 + 10.48

refrigerators February 381,700 349,100 + 934

2 Months 175,400 693,200 + 11.86

water heaters, elec. (storage) February 86,400 82,800 + 435

2 Months 168,800 159,100 + 610

water heaters, gas (storage) Jonuary 221,110 212,340 + 413
CONSUMER ELECTRONICS

phonos, port.—table, distrib. sales March 25 45,861 48,319 - 5.09

12 Weeks 652,282 655,129 - 8

monthly distributor sales January 196,584 191,318 + 215

phonos, console, distrib. sales March 25 33,165 25,858 + 29.26

12 Weeks 471,017 342,865 + 39.13

monthly distributor sales Jonuary 156,251 117,306 + 33.20

radio (ex auto), distrib. sales March 25 329.496 256,891 + 28.26

12 Weeks 3,050,990 2,461,261 + 23.96

monthly distributor sales jonuary 831,350 693,005 + 19.96

b&w television, distrib. sales March 25 155,438 115,595 + U4

12 Weeks 1,839.996 1,750,176 + 513

monthly distributor sales January 650,904 632,009 + 29

color television, distrib. sales March 25 87,349 30,357 +181.74

12 Weeks 862,265 450,784 + 9.8

*February total includes: 132,500 conventional free-standing ranges, 23,300 high-oven models, 17,300 built-ins,
15,000 set-ins. Sources: VCMA AHLMA, NEMA, GAMA, ElA,

Home Genter
Stores

...THE BRAND NAME RETAILER-OF-THE-YEAR

It's quite an honor for you, Joe Hathaway, and you, Sam Alexander, and you, Matt Tallal
. and for everyone else at Home Center Stores in Akron, Ohio. We congratulate you
on taking the laurels in this annual competition. Congratulations, too, to Burton Polsky
and Steven Baumgarten, Dalmo Sales Company, Arlington, Virginia; to Maurice M. Cohen,
Lechmere Sales, Cambridge, Massachusetts ; to Mr. and Mrs. Sidney Omansky, Sid's Appli-
ance Center, Inc., Tucson, Arizona; and to Jack Boring, Boring's, Kansas City, Missouri,
who were honored by the Brand Names® Foundation with Certificates of Distinction.

Of course, we're delighted that you're all RCA WHIRLPOOL dealers. And we're de-
lighted, too, that more and more dealers every year are participating in the Brand Names
competition. We think it's important because it focuses attention on the complete retail

operation, to help dealers become more efficient and more progressive. Why don't you
start planning now to enter the Brand Names Retailer-of-the-Year competition for 19667

CORPORATION

RCA WHIRLPOOL Appliances are Products of Whirlpool Corporation, Benton Harbor, Michigan.
Trademarks @ and RCA used by authority of trademark owner, Radio Corporation ot America.

WHIRLPOOL CORPORATION IS PROUD TO HAVE SPONSORED THE BRAND NAMES RETAILER-OF-THE-YEAR AND THREE CERTIFICATE OF DISTINCTION WINNERS

APRIL 11, 1966
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Here Is The Best Appliance Truck
Money Can Buy Because Only The

tscort.

OFFERS YOU

EXCLUSIVELY THESE TWO FEATURES

L-STEEL RATCHET STRAP
IGHTENER WITH AUTOMATIC
STRAP RECOIL!

This new ratchet quickly and easily tightens strap
around load. When loosened, spring action auto-
\matically rewinds the strap in a neat coil, out
the way and instantly
for its next use. A real
ver! EXCLUSIVE ON

This ESCORT
you to roll Yhe !
vp ond down “sto}

A real back saver! E
SIVE ON THE ESCORT!

WRITE, CALL OR WIRE
TODAY

For Full Details And

Descriptive Literature

STEVENS APPLIANCE
i TRUCK CO.

DEPT. E BOX 897
AUGUSTA, GA.

tscort

MODEL SRT
Rugged, AN-Stos!
Construction

MODEL MRT

Magnesium Light!
Magmesium Strong!

SOLD ON A MONEY-BACK GUARANTEE!

APPLIANCE TRUCKS

It takes all kinds of people 10 make a
world. It takes all kinds of tape recorders
to satisfy the requests of all the people.
And that’s what SUNWAVE gives you.
SUNWAVE has a wide variety of models
to mect almost any request. You'll find
SUNWAVE tape recorders being used
almost everywhere. And they're giving
their users the utmost satisfaction in
quality performance. It's because they're
backed by SUNWAVE's long experience
and most modern manufacturing facili-

Tape recorders. ..
ties. Your sales are sure to increase if you

,t takes a” kinds’ stock up on SUNWAVE tape recorders.
SUNWAVE has them! g

o™

APOLEX RA-18

*Reel drive + 5 transistors « Push button controls
*Remote controlled crystal microphone « Weight:
3 Ibs. 5 0zs.*Optional equipment includes adaptor
for AC. foot control start, stop & quick rewind
switch - Size: 7-5,8" x 8" x 2.5,8".

APOLEX RA-11

* Reel drive * Dual
track 4 trapsistors-Reel
size: 3"+ Recording time:
approx. 30 min. dual
track with 200 ft.
tape - Power
source:

UM.2

{1.5V) x 2,

& 006 P (9 V)

x 1+ Size:

2.3/8° x6.1/8" x 9*

-
£ sunwave

industrial co.ltd.

APOLEX RC-600

Electrical Appliance Division
No 15 > A >0

APPLIANCE-TV

GE introduces a new portable tape recorder

GE'’s third entry into the under-$50
tape recorder market is a battery-
operated transistorized model priced
at $24.95 (Mw, 4 Apr., p.3).

The new model (M8020), which is
designed for the youth market, can
be operated with five sample con-
trols: a record-play-stop-rewind slide
switch, a fast-forward control, a fin-
gertip speed selector, a record in-
terlock, and a volume control. In ad-
dition, the new model has a neon
record level indicator, an AC jack,
and a remote control microphone.
The 3l%-inch dynapower speaker has
an Alnico V magnet. The molded
polystyrene cabinet measures 93
inches high by 23; inches deep by 8
inches wide. The recorder comes with
two reels and can handle any size
reel up to 33g inches in diameter.
General Electric, Consumer Electron-
ics Div., Bldg. 1, Rm. 125, Electron-
ics Park, Syracuse, N.Y.

Muntz announces a new record-playback tape player

Muntz Stereo-Pak introduces what
may be the industry’s first record/
playback tape player compatible with
the 4-track Fidelipac cartridge.
The component-styled unit includes
amplifiers and record player, and is
capable of recording direct into tape
cartridges from records, radio, voice,
or tv. Selling price is $299.95.
Other new Muntz cartridge tape
players include a self-contained home
unit in walnut and antique white

finishes for $149.95, and a deluxe
console for $399.95. Muntz Stereo-
Pak, 16032 Arminta St., Van Nuys,
Calif.

Sentry has a new stereo tape player for autos

Sentry Industries introduces its new,
all-solid-state Sentry Auto Stereo
Tape Player for automobiles. Priced
at $109, the 4-track player comes
with two matched 4-by-6-inch speak-
ers. Power output for the Japanese
import is 6w, 3 per channel. The
player weighs less than 7 lbs. and
measures 3% inches high, 9% inches
wide, and 9 inches deep. Sentry In-
dustries’ Inc., 511 S. 4th Ave., Mt.
Vernon, N.Y.

.
L

Rodale offers its new wall-mounted radio

Rodale Manufacturing Co. has in-
troduced a new wall-mounted radio,
which will retail for $29.95. The unit
comes complete with a radio, a du-
plex receptable, or a switch recepta-
cle combination.

Called the Rodacom, the unit has

a face plate equal in size to a stand-
ard three-gang wall plate and may be
installed in a space equal in size to
an opening needed for a standard
three gang installation. Rodale Man-
ufacturing Co. Inc., 6th and Minor
Sts., Emmaus, Pa.

Benjamin previews a new turntable

Benjamin Electronic Sound Corp. has
announced a new automatic turn-
table-record changer priced at
$149.50. The Miracord PW-50H fea-
tures stylus position adjustment and
a gauge for optimum tracking; com-
pletely independent cueing mechan-
ism; cross-bar arm lock; hairline
arm balancing; and precision move-
ment counterbalance. Deliveries of
the unit are slated for late spring.
The price does not include the base
or cartridge. Benjamin FElectronic
Sound Corp., 40 Smith St., Farming-
dale, N.Y. 11736.
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All across the land dealers are C/eanmg up
with éfgﬁg

ot TS Total-Clean is an outstanding result-getter because it gives house-
iddlesex Supply, Inc.

il 'y 4 wives exactly what they want—a range that's easy to clean, all

e over. It's promoted heavily on TV day and night. There’s hard-

Anderson, South Carolina

hitting advertising in magazines like Life, Look, Post, Farm Jour-
“27% increase in range sales” £ 3
Thomas Electric Company nal, Sunset, and many more. Dealers get the most extensive In-
es vioines, iowa . e . . .
“Range sales have doubled” market newspaper advertising in Hotpoint history, plus a com-
LU e i D plete in-store display package. The program is just about to shift

Greentield, lowa

“First quarter's sales up 103%" into high gear, so phone your Hotpoint representative now and

Silo, Incorporated

Philadelphia, Pa. latch on to this moneymaker!

Hotpoint
first with the features women want most
Hotpoint —The General Electric Company « Chicago, Illinois 60644




Salespower from the New Generation Maytags:

New Maytag
WdS JHWEF

Automatics...

a new line of washers and dryers
bristling with new ways to get
clothes clean and dry.

\\ No matter what model Maytag
e your customers select, they can be sure

of getting a matched combination of features

that deliver maximum cleaning power. Agitator,
washbasket, controls and swirlaway draining
action efficiently handle both large and small loads.
No automatic holds more clothes than

the Maytag models with massive capacity
washbasket and Power-Fin Agitator.

When the washing is done, Maytag slim-line
dryers with Electronic Control will dry
different fabrics in the same load without
underdrying some and overbaking others—
and do it automatically.

And now Maytag has the strongest
warranty in the industry; the exclusive
5-2-5. Five years against cabinet rust. Two
r .’3. years on the complete automatic washer or
dryer. Five years on the automatic washer
transmission. (Free repair or exchange of
defective parts or cabinet if it rusts. Installation
of parts is the responsibility of selling franchised
Maytag dealer within first year; thereafter,
installation is extra.)

Get the complete Maytag story in full color on prime-time
NBC television this Spring; more than 36 million

Maytag prospects will! (Write for free record of the Maytag
Living Song, featuring the “J’s with Jamie.”)

The Maytag Company, Newton, Iowa 50208.

for the dealer with a lot of profits in mind...
The New Generation of Dependable Maytags






