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4@ 0O 00 Color is the target: The
networks have zeroed in on their
first all-color television season.
And retailers, as a result, can
aim for even higher scores in
color tv sales. For a look down
the sights at network program-
ming plans and a complete sched-
ule of the 1966-67 color season,
© o Y RRERLS, < (N % p.20

AT PRESSTIME -

OO0 00O Next for Spartans: The
Spartan retail chain is slated
for spin-off as a public corpora-
tion, in compliance with FTC’s
conditions for permitting the
merger of the chain’s parent cor-
poration, Spartans Industries,
and E. J. Korvette. Wall Street
comment: “A broom isn’t enough
to clean up the mess at Korvette.
It will take a bulldozer.” For
complete details, see p.8.

0000 Government help may
be coming for smaller appliance
makers. The Small Business Ad-
ministration (SBA) is consider-
ing granting to the smaller pro-
ducers of refrigerators, washing
machines, and dryers a special
designation that will make them
eligible to get special govern-
ment supply contracts if they
can meet the lowest bid from big
business after negotiations.

The SBA last week announced
it would try the plan first on
American Motors and some mid-
dle-sized tire makers; if it is suc-
cessful, the appliance companies
are due to be next in line as the
policy is expanded.

The new approach was worked
out with the agreement of the
FTC and the Justice Department.
It is seen as a positive kind of
aid to competition that can work
hand-in-glove with the restrain-
ing activities of the anti-
trusters. continued on p.3



We didn’t make

this tape recordel
for laughs.

Some tape recorders spend all
their time hidden in the potted palm.
They’re great for parties.

But not for fine music reproduc-
tion. That’s for sure. Our new line of
stereo tape recorders is designed
especially for music. The TP1300 and

other models in the line feature fine
furniture styling.

So they don’t have to be hidden
anywhere. They’re simple to oper-
ate. Without all those confusing
knobs and dials. And the four Dyna-
power speakers do justice to 20 Watts

of Music Power. That’s 40 Watts
Peak Music Power.
That’sno laughing matter either.

GENERAL @B ELECTRIC

Audio Products Department, Decatur, Illinois



AT P R Es STI M E continued from p.1

0000 Major appliance distributor sales were up for
the first eight months of 1966 over the same period
last year, according to the National Appliance Manu-
facturers Assn. Room air conditioners were the top
sellers with a 26.6% gain over the comparable eight-
month period in 1965; electric dishwasher shipments
were up 24.4% ; electric dehumidifiers gained 15.6% ;
electric refrigerators rose 8.8% ; electric ranges gained
5.4% ; and food freezers increased 1.6%.

O OO0 Tighter control over GE and Hotpoint distribu-
tion and marketing operations is expected now that
the company has set up a new operations component.
The new component will be responsible for over-all
planning and organizing of distribution marketing
activities for both GE and Hotpoint major appliance,
tv, and stereo products. It will be headed by E. L.
Stehle, who has been manager of GE’s distribution
sales operation (DSO). “We will continue to have
two separate, strong, competing sales organizations
for GE and Hotpoint products,” explained W. D.
Dance, GE vice president and division general man-
ager. “However, it is important to have one man re-
sponsible for the long-term distribution planning and
organizing . . .” Dance added that there would be no
change in the organization or responsibilities of the
present Hotpoint distribution sales operation or GE’s
DSO. E. B. Weathers, currently southern regional
manager for GE DSO, will succeed Stehle. A. F. Hur-
ley Jr. will continue as manager of Hotpoint DSO.
Both men will report to Stehle.

0000 GE has hiked air conditioner prices 4%, on
the average, throughout its 1967 line. The reason:
to absorb higher material, production, and product
improvement costs, according to company officials. The
company also replaced its Thinette models with three
new comparable-capacity Fashionette room air condi-
tioners in Duramold cases: the plastic-cased air con-
ditioner GE first introduced to the industry last year.
The 4,000 Btu Thinette will probably not be replaced,
since customer demand seems to have shifted to 5,000
Btu models. New prices for the Fashionette series are:
RK3024A, 5,000 Btu, $129.95; RK301A, 5,000 Btu,
$149.95; RK311A, 6,000 Btu, $159.95; RK401A, 7,000
Btu, $179.95.

OO0 Prospects are brighter at GE for a settlement
of a new union contract covering more than 100,000
employees. GE, in a move that raised industry eye-

brows, offered a wage package totalling a 12% in-
crease over three years. Although the proposals were
criticized by union spokesmen, the eriticism was milder
than expected. The present contract expires Oct. 3.

OO OO Frigidaire has added self-cleaning ovens to its
wall oven line. In addition to a single-oven model, the
company now offers a double-oven unit with the self-
cleaning unit in the larger, top oven.

UOO0O Motorola is bullish about b&w tv sales and
pooh-poohs the sales dip this year. As of the end of
August, industry b&w receiver sales were down 4.4%
from last year’s record levels. “That is a minor slip-
page,” says Motorola’s Ted Herkes, “which could be
the result of insufficient labor resources to man our
industry’s expanding facilities.” He added, too, that
Motorola’s b&w sales would be even higher if it were
not for “some shortages.”

OOO0O0O No more b&w tubes from National Video: The
company, which has been turning out 1 million b&w
tubes a year, last week announced that it will pro-
duce no more b&w picture tubes as of Nov. 1. While
this decision will enable National Video to increase
its color tube production by 100,000 to 200,000 units
by the end of next year—bringing the company’s
annual capacity to approximately 1.8 million color
units—there is behind-the-scenes industry speculation
as to where this sudden cut in b&w tube supply will
be felt. National Video production represented more
than 10% of all yearly b&w tube sales at the factory
level, according to Electronic Industries Assn. figures.

OO00O0O The next move for NAMA—the new appliance
group that broke from the National Electrical Manu-
facturers Assn. last week—may be swift. The new
group, now called the National Appliance Manufac-
turers Assn., appears bent on moving fast after years
of foot-dragging. It will operate independently begin-
ning April 1.

The long speculations over a merger with the Amer-
ican Home Laundry Manufacturers Assn. could come
to pass as suddenly as the decision to leave NEMA.
One of the stumbling blocks to the merger has been
the fact that NEMA is a trade association devoted to
electrical manufacturers. The new appliance group
can now readily accept companies that manufacture
gas appliances. A good bet to head the new group:
Guenther Baumgart, executive director of AHLMA.

The ‘third generation’ is growing up—GE uses more ICs

Mention integrated circuits in con-
sumer electronics—and GE comes to
mind. This may or may not be so,
but to ji:dge by recent marketing
moves, this seems to be the aim of
the company.

Having already won a rash of
headlines with its integrated circuit
clock-radio, tv set, and phonograph
two months ago (Mw, 4 Jul, p.3),
GE is now turning its IC technology
to another product: the tape car-
tridge player.

This fall GE will introduce a new
stereo 8-track home cartridge player
that incorporates integrated cir-
cuitry based on the same low-cost
IC used in the previously announced
products. The IC will be used—as it
has been in the radio, tv set, and
phono—in the audio amplifier section
of the player.

The home cartridge player, which
will retail at $129.95, will be pro-
duced by GE’s new tape recorder
division. Styling of the unit will be

Contemporary in a walnut-finished
hardwood cabinet. The “microelec-
tronic” player (designated model
8610) includes stereo cartridge play-
er and control panel with two
separate 9-by-6-inch speakers. The
player measures 4 by 8 by 18 inches.

When GE introduced its IC radio
in July, the industry was startled by
the projected price of the IC used.
GE claims that the new IC will cost
set-makers only 80¢ in quantities.
With the introduction of the micro-

electronic tape cartridge player, the
company maintains its position on
the economy of ICs, and says the
chief advantages of the microcircuits
are ‘“greater reliability, eventual
lower cost, and greater design flexi-
bility.”

GE, of course, does not have a
monopoly on IC products. RCA led
the field with the introduction of a
tv set using integrated circuits last
yvear and Philco last month an-
nounced an IC radio.
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: “Hotpoints new
SwingDoor”Portables
make profitable selling

so easy al0-yearold
can do 1t blindfolded

New...a portable dishwasher that's com-
pact outside with full capacity inside—plus
our easiest loading ever!

At last...a dishwasher that combines the economy
and mobility of a portable with the convenience and
cleaning-power of an undercounter. Hotpoint's new
“Swing Door” portable dishwasher gives you: Con-
venient Roll-out Random-loading Racks—so easy to
use a 10-year-old can load them blindtolded; Flush-
Away Filter that ends the need to pre-rinse dishes;
17 Place-Setting Capacity—a whole day's dishes in
a single load; Extra-quiet “Total Wash” Action with 2
power-washes and 3 power-rinses; Lift-Out Silver-
ware Basket for easy loading of flatware and small
pieces; Reversible, Maple Cutting-Board with gravy-
groove. Call your Hotpoint representative today for
full details. And be sure to look into the entire 1967
Hotpoint Dishwasher Line. Model DF30 (shown).

HOTPOINT

Jotal
Wash

Maple cutting-board top; use as No rinsing to do first; special flush- Random-loading Racks plus Sil-  Extra quiet "Total Wash™ action
work or stacking area; reversible with away filter system takes care of soft verware Basket for our easiest, most gets all dishes and cookware spotless
convenient gravy-groove on one side. food waste. convenient loading ever. and sporkling clean.

S first with the features women want most
: HOTPODINT—GENERAL ELECTRIC COMPANY * CHICAGD, ILLINO'tS B06aaqg
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Dramatic “blindfold” commercials on “Buy-it-now” newspaper and magazine
NBC-TV's “Tonight Show” advertising using “blindfold” theme
Hard-hitting color-film commercials on NBC-TV's “To- Llocal-action advertising at its best. Gives the whole story.
night Show" with Johnny Carson and Ed McMahon. 14 Includes prices. And sub-features several other hot items
showings! Each will have real impact in your area and in this year's Hotpoint line. Will follow-through on inter-
make millions remember and want this new machine. est created by the TV commercials.

And Hotpoint's big new Dishwasher Lline
On Il price points, all consumer preferences!

Top-Opening Portable Dishwashers. “Swing Door" Portable Dishwashers. Convertible Dishwashers. Three mod- Undercounter Dishwashers. Four
Three models. 10 to 14 place-setting Three models. 15 to 17 place-setting els. All 17 place-setting capacities. models. 15 to 17 place-setting capac-
copacities. Model DD60 shown. capacities. Model DF30 shown. Model DB70 shown. ities. Model DA70 shown.

= first with the features women want most

HOTPOINT—GENERAL ELECTRIC COMPANY * CHICAGO, ILLINDIS 606424



WASHINGTON NEWS

OO OO Suspension of the 7% tax credit for business
investment in machinery and equipment should have
little effect on the supply of in-demand appliances. If
the consumer demand for color television receivers
remains at its high level, for example, manufacturers
are going to continue their production expansion plans
—1loss of tax credit or not. Secretary of the Treasury,
Henry H. Fowler, observes that without credit, the
typical expansion investment would yield a 10% after-
tax return instead of a 12% or 13% return. Some
observers are predicting, however, that manufacturers

will make up the loss through slight increases in the
prices of their produects.

Despite some criticism, Congress is expected to
quickly approve President Johnson’s proposal for a
16-month suspension of the tax credit—perhaps by the
first of October. The net effect is difficult to forecast.
But economic observers feel that not more than .5%
of planned expansion will be canceled or postponed
as a result of the move. And none of the cutback in
expansion is expected to occur in areas where the de-
mand for products is high.

00O 0O Suspension of ac-
celerated tax depreciation on
buildings may have more of

Th e we- d On’t_ C arry_ it. because | St i e

nobody-asks-for-it Fallacy.

Recently we visited some of you dealers

who don’t carry Andrea color television sets.
We wanted to find out why. Most of you gave
us the same answer.

“Nobody asks for it.”

0.K., non-Andrea dealers, we’d like to poke
a hole in your argument. The reason nobody
asks for it is that you don’t carry it!

Let us explain. There are a number of deal-
ers across the country who.sell our sets con-
sistently. If they didn’t, we wouldn’t be mak-
ing television sets. The point is that none of
these guys took on Andrea because of strong
customer demands. They had another reason.

They knew about Andrea. Its quality. Its
reputation. So they decided to add it to the
high end of their line. None of them expected
throngs of people to come in clamoring for
Andrea. It just isn’t a product for the masses.
But these dealers knew if they put it on the
floor, they could sell it.

Now when a customer walks in with the
money for a very good set, our dealers trade
him up to the best. And for the extra few
minutes it may take to make the sale, there’s
a heck of a lot more profit.

Basically, that’s the way a high-quality, prestige line like Andrea should be sold. If you
agree, and if you’d like to make the money we know you can make, write to Pete Morahan, our
Vice-President in charge of Sales. Or call him collect at (212) ST 4-5411.

Pete will give you the complete picture. All tne racts and figures you need to know in order
to become an Andrea dealer. About the only thing he won’t be able to tell you are the names of
the people who will be coming into your store asking for Andrea. But you’ll find that out for

yourself.
As soon as you start carrying it.

_Ondnea__

The Andrea Radio Corporation, 27-01 Bridge Plaza North, Long Island City, N.Y.

industry. President Johnson
requested this as part of a
government effort to put a
damper on the exuberant
economy and ease the upward
pressure on prices.

Accelerated depreciation is
permitted on commercial
buildings and apartments, but
not on single homes. The feel-
ing is that a slackening of ac-
tivity in heavy construction
will make more money and
skilled manpower available
for construction of houses,
and may lend a boost to the
homebuilding industry and
appliance dealers who sell to
homeowners.

OO0 A similar boost to
homebuilders seems certain
to come from the President’s
companion effort to reduce
federal spending. He plans to
cut $3 billion from federal
outlays authorized by Con-
gress. The Budget Bureau al-
ready has ordered half the to-
tal cut—and about 70%, or
$1.1 billion, of it represents

“Nobody asks for it.” postponements of construe-

tion and other capital invest-
ment projects.

OO OO Expansion of East-
West trade still is an Admin-
istration goal. For a long
time, President Johnson has
wanted to ask Congress for
permission to extend most-
favored-nation trade treat-
ment to some of the Red bloe
countries. But Congressional
sentiment, whipped by the
war in Vietnam, has blocked
any immediate possibility of
submission of such a request.

MERCHANDISING WEEK



The voice of the consumer
—Washington is all ears

The voice of the consumer is com-
ing through loud and clear in Wash-
ington.

Those who would protect the con-
sumer are greatly encouraged by
Congressional passage of cigarette
labeling legislation, tire and auto
safety bills, and Senate approval of
the truth-in-packaging measure.
More and more of the same can be
expected in the next couple of years.

To lay the groundwork, Chairman
Warren G. Magnuson (D-Wash.) of
the Senate Commerce Committee,
has established a permanent con-
sumer subcommittee—naming him-
self as chairman. Other members
are Senators John O. Pastore (D-
R.1.), Frank J. Lausche (D-Ohio),
Vance Hartke (D-Ind.), Philip A.
Hart (D-Mich.), Howard W. Can-
non (D-Nev.), James B. Pearson (R-
Kan.), Peter H. Dominick (R-Colo.),
and Norris Cotton (R-N.H.).

Observers note a clear subcom-
mittee majority of those who would
protect the consumer by ciamping
controls on industry. Only Lausche
and Dominick can be considered all-
out opponents of industry regulation.

The subcommittee plans no more
hearings this year—unless prices of
1967-model automobiles rise precipi-
tously. Next year, however, indus-
try can expect a flurry of activity
from the new subcommittee. The
staff already is planning hearings
on: the hazards of flammable prod-
ucts; the deceptive practices activi-

ties of the Federal Trade Commis-
sion; mail insurance fraud; credit
advertising; administration of the
auto safety and tire safety acts.

Magnuson intends to see that fed-
eral agencies concerned with con-
sumer safety and consumer protec-
tion do their jobs as thoroughly as
they can. This, he says, is perhaps
even more important than the search
for new safety and protection laws.

The subcommittee’s first move was
to push through the Senate—with
suprising ease—an amendment to
the Child Protection Act, calling for
creation of a National Commission
on Hazardous Household Products.
The proposed commission would con-
sider the potential hazards of such
products as home power tools, wash-
ers, pressure cookers, lawn mowers,
electric water heaters, hair dryers,
and even ranges, clock-radios, mix-
ers, and broilers.

Magnuson says Congress is ‘“re-
luctant to impose federal sanctions
[on industry] unless the need for
such sanctions is amply demonstrat-
ed.” It would be up to the commis-
sion to demonstrate such a need—
or to prove that industry already is
taking sufficient safety precautions
on its own. That is the alternative
Magnuson himself would prefer. He
says “Some industries adhere to rigid
codes of self-regulation far more
effective and far more useful to the
consumer than alternative federal
regulation could ever be.”

Italian appliance makers poised
for new move on U. S. market

Italian appliance manufacturers are
rolling up their sleeves for another
attack on the U. S. market. This
time they hope that dishwashers
will succeed where washing ma-
chines failed. Ignis, selling through
Delmonico, has already sent samples
of its latest dishwashers; and Zop-
pas, selling through Topp, indicates
that samples have either been sent
or are almost on the way, reports
McGraw-Hill World News from Mi-
lan. Ignis and Zoppas both sell their
refrigerators in the U. S.

Market research is being done by
Candy, another major Italian appli-
ance firm, to see if it is worthwhile
for it to tackle the big U. S. market.
Candy is the largest Italian manu-
facturer of washing machines, but
recently has developed a newly de-
signed dishwasher that may prove
to be competitively priced in the
U.S. Retail price of the unit in Italy
is $268.

Experience has demonstrated that
Italian major appliances can sell in
the U. S.; the refrigerator is the
best example. Ignis, which now man-
ufactures a series of 12-, 14-, and
16-cu.-ft. refrigerator-freezer com-
binations specifically for the U. S.
market, showed the new models at
the recent appliance show in Milan,
but does not expect big orders from
Italian markets where the frozen food
industry is barely out of its infancy.

Ignis also introduced a small ice-
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maker aimed at the U. S. market.

Refrigerator exports to the U. S.
from Italy rose sharply from 11,-
419 units worth $570,000 in 1964 to
47,203 units worth $2.25 million in
1965; sales are expected to increase
sharply again this year. Ignis re-
ports it was surprised by the ac-
ceptance of its large refrigerators.
Ignis had planned to sell the “sec-
ond” refrigerator, thus had pushed
smaller models. They found, how-
ever, that the biggest orders were
coming for the larger models, which
are now outselling the smaller ones.
Zoppas exports only smaller models.

A dishwasher for the U. S. market,
according to Candy, might have the
same impact in the U. S. as did the
Italian refrigerators. Company of-
ficials feel the unit might be adapted
to U. S. kitchens; it is a horizontal
box, front-loaded with upper and
lower slides holding removable in-
sert baskets. Water is dispensed
through two propeller-like blades:
one below the bottom tray and one
below the top tray. Water pressure
is great at the bottom, reduced at
the top, so dirty pots placed at the
bottom get the full force of in-
coming water. The unit holds a
service for eight, plus pots and pans.

Several other dishwasher manu-
facturers, including Lapibrol (which
has both commercial and home mod-
els), indicated they were presently
negotiating with U. S. distributors.

APPLIANCE-TV NEWS

OOOO Carrier’'s 1967 room air conditioner line con-
sists of 28 models ranging in capacity from 5,000 Btu
to 30,000 Btu. New to the line: a 5,000 Btu unit with
adjustable wing panels; a 10,300 Btu unit; and large
26,000 Btu and 30,000 Btu models. Eleven of the new
units have simulated teakwood control panels with
Tuscan ivory grilles. Optional decorator panels in
three simulated wood finishes are available for most
units. Carrier’s entry in the small-capacity market—
the Weatherette—features push-button controls, two
speeds, and an adjustable thermostat. It weighs 79
lbs., is 14 inches high and
18 inches deep, and will fit
any window from 24 to 40
inches wide, according to
the company. The two large- | |

TR

capacity models have two
fan motors: one for the 3-
speed cooling, the other for
the condenser.

1

Carrier’s 5,000 Btu unit

OO0 Strange bedfellows? Lear Jet’s Stereo 8 car-
tridge players and cassette players can live together,
maintains Sidney Koening, president of Chancellor
Electronics. Steejay-A Division of Chancellor, which
1s the exclusive distributor for Lear Jet Stereo 8 tape
cartridge players, has taken on the metropolitan New
York-northern New Jersey distributorship of Mercury
home entertainment products. The Mercury line in-
cludes cassette player-recorders. “Neither Lear Jet nor
Mercury thinks there is any conflict in our handling
both products,” Koening says, “and this verifies what 1
say—the two products are not competitive. The cassette
machine is a tape recorder; the Stereo 8 is a music
reproducer.”

OO0O0O A range promotion display that moves is the
star of the Edison Electric Institute-National Elec-
trical Manufacturers Assn. joint 1967 range promo-
tion. To dramatize the campaign’s “Total cleanability
. . . only with a new flameless electric range” theme,
the display shows an electric range with the oven door
open to reveal a revolving card. One side of the revolv-

ing card shows a greasy oven, the other side shows a
clean one.

U000 Inventors showed their wares to the public last
week at the Second International Inventors and New
Products Exhibition in the New York Coliseum. Prod-
ucts of particular special interest to the consumer elec-
tronies industry:

A portable recorder, the Nakavison, works on the
same principle as a tape recorder, but records on a cir-
cular surface similar to a record dise, which is mount-
ed on the back of an ordinary sheet of paper. The paper
—Nakapaper—can be written and typed on and folded
without affecting the recording. Each sheet has about
five minutes of play and costs 10¢. The unit is manu-
factured by Electronic & Industrial Enterprises Inc.
(EIE), of Japan, and will sell at $250.

A 2rpm recording system has been developed by the
Wagnasonic Development Corp., of Denville, N.J. The
apparatus, called the Wagnasoniec Documentor, records
on 705 grooves per inch. A 9-inch disc capable of play-
ing 24 hours was demonstrated at the show.



APPLIANCE-TV NEWS

OO0 Look for auto names to become more promi-
nent in merchandising major appliances and consumer
electronics. General Motors will put the GM emblem
on all its products. The 1967 line of GM’s Frigidaire
Division, to be introduced in November, will feature
the corporate symbol. Philco, however, is expected to
get into the act even before Frigidaire, with the an-
nouncement by its parent company, Ford, early in Oc-
tober, that its corporate symbol will appear on Philco
products.

O OO0 Zenith raised prices on 24 more color sets last
week. After “careful study and review of costs,” the
company said, it decided to raise prices an average of
2.9% on the 24 models. A week earlier, the company
had boosted prices on six sets by 1% to 2%%. The
price increases principally hit the 25-inch segment of
Zenith’s color line; three 21-inchers were affected. No
leader models or 19-inch color sets were raised in price.

O OO0 Packard Bell followed suit on prices and hiked
the tag on seven of its 18 color tv sets by $20 to $30.
Packard Bell also jumped the price on seven color com-
bos by $45 to $50 and increased prices on all but one
stereo set in its 23-model line by $10 to $55. Most of
the color tv increases came in the 25-inch category;
only one 23-inch and one 19-inch model were included.
The lowest priced 19-inch color set was raised from
$399.95 to $419.95 and the low-end 23-inch set went
from $459.95 to $479.95. Leader models in the 25-inch
color line remain unchanged.

O 000 Delmonico is in the pricing act with an an-
nouncement that it will raise prices on its domestic
21-inch and 25-inch color tv line by 5% on Oct. 1.
The company has made no decision on prices of its im-
ported color tv sets.

OO 00O RCA was more specific on price increases last
week. Some examples of the price hikes that the com-
pany says affect the majority of its color sets: A 21-
inch Early American console went up in price from
$469.95 to $489.95; a 25-inch Contemporary consolette
with swivel base increased from $625 to $650; a
French Provincial 25-inch low-boy jumped from $675
to $695; a 25-inch Colonial combo was hiked from
$1,050 to $1,095.

OO0O0O0O Four more cars will roll with 8-track: Volks-
wagen and Chevrolet, Oldsmobile, and Pontiac divi-
sions of General Motors have announced that 8-track
cartridge tape players will be optional equipment in
their 1967 model cars.

Volkswagen is using a Motorola-made combination
AM radio and cartridge tape player. The unit is sched-
uled for delivery next month, but a spokesman for
Motorola says it may not “appear” until January.

Chevrolet is offering a factory- or dealer-installed
solid-state player as a separate unit or in combination
with an AM-FM or FM multiplex radio. The tape sys-
tem will not be available in Corvette or Chevy II mod-
els. The 8-track stereo player is being made by the
Delco radio division of GM. Oldsmobile and Pontiac
also will offer the Delco-made player. Buick and Cadil-
lac will not offer the equipment this year.

A spin-off for Spartans
and a ‘bulldozer’ for Bassine?

The retail division of Spartans In-
dustries Inc., sprouting annual sales
of about $200 million, is slated to go
out on its own as a publicly owned
corporation.

It was learned authoritatively that
Spartans management has’ decided
on a stock offering for the 93-
store Spartan-Atlantic Thrift Cen-
ters chain, rather than a possible
sale of the division.

Still to be thrashed out is the
question of whether the money from
the offering will wind up in the
Spartans treasury or in the pockets
of stockholders.

This course of action is being tak-
en to comply with the Federal Trade
Commission (FTC) edict ordering
divestiture of the Spartan retail di-
vision as the price for government
approval of the proposed merger of
Spartans and E. J. Korvette Inc.

What the FTC action means

The agreement with the FTC calls
for Spartans to divest itself of all
97 stores (four are under construc-
tion) within five years. Spartans is
also required to sell Korvette's 43%
interest in Alexander’s Department
Stores and Alexander’s affiliate, Re-
tail Realty Inc., within three years.
This stock interest cost Korvette
$9.8 million.

The FTC also cracked the whip in
the acquisition arena, banning Spar-
tans from acquiring any retailing
or manufacturing firms for the
next 10 years. Spartans, which is
also in the manufacturing business,
does an estimated $140 million of its
volume in the manufacture of ap-
parel. To prevent rival suppliers from
being frozen out of the Korvette-
Spartan market, the FTC also stip-
ulated that the Spartans manufac-
turing complex supply no more than
one-third of the chain’s needs for
the next 10 years. This applies to
all lines of apparel and hosiery man-
ufactured by Spartans.

Do’s and don’ts for May Co.

Spartans was not the only one to
feel the sting of the FTC last week.
In another development, the FTC
approved the purchases of Meier &
Frank and G. Fox & Co., two prom-
inent retail operations, by May De-
partment Stores Co. In the process,
however, May was banned from any
future retail acquisitions for a peri-
od of 10 years.

May, the nation’s third largest de-
partment store chain, posted sales of
$869.1 million last year. Its acquisi-
tions of G. Fox and Meier & Frank
added more than $100 million in
sales to May’s volume.

In the case of the Spartans di-
vestiture of its 93 stores, the FTC
ruling prohibits any officer or di-
rector of the surviving corporation
from owning more than one percent
of the common stock of the Spartan
retail chain—should a new company
be formed.

This ruling applies principally to
the three men who would be the
biggest stockholders in the Spartan
chain once the Korvette-Spartans
marriage receives the blessings of

stockholders. They are Charles Bas-
sine, Spartans chairman; Murray
Sussman, Spartans president; and
Eugene Ferkauf, Korvette president.

Informed Wall Street sources pre-
dict the Spartan retail operation—
following its divestiture—will be
run by its current management team
headed by Sidney Mittleman. A ques-
tion mark is Abraham Jacobson, ex-
ecutive vice president of the retail
division. Regarded as a top mer-
chandiser, Jacobson has been devot-
ing much of his time to the Korvette
operation. Whether he stays with
Korvette or goes with the Spartan
chain is still uncertain.

Lack of merchandising strength at
the top level is said to be one of
Korvette’s chief headaches.

What'’s ahead for 93 stores?

While there is always the possibility
that somebody may make a pitch to
buy the Spartan chain, sources close
to the situation doubt it. For one
thing, there is the question of wheth-
er the Spartan chain—without the
hard-driving Bassine behind it—has
depth in management material.

Many of the approximately 50 At-
lantic Thrift Center stores are pat-
terned along the lines of mill-type
outlets that feature low-priced goods.
Whether such stores have a solid
future in view of a healthy economy
and more sophisticated shopping
habits is a matter of concern to a
number of Wall Streeters.

If past stockholder meetings are
any barometer, the special meeting
of Korvette shareholders this Thurs-
day should be a spirited affair. Aside
from the usual rantings of the pro-
fessional stockholders, inquisitive
shareholders figure to probe manage-
ment on such provocative matters
as Korvette’s spotty earnings per-
formance, its shakeup in manage-
ment about four months ago, and its
future under Bassine.

The Korvette meeting will be held
to gain stockholder approval of the
merger. Spartans stockholders will
meet on the same day.

One Wall Street analyst who will
be at the Korvette meeting expressed
the hope that management of the
42-store, $800 million chain will spell
out the steps being taken to correct
Korvette’s major problems.

Korvette ‘problems’ cited

“What they should tell stockholders,”
he said, “is what’s being done to
make the food and furniture opera-
tions good profit producers, whether
we have a capable management—at
least one that’s going to be around
for a while, and how effective are
the chains’ controls and systems.”

While many on Wall Street are
sharply divided on the merits of the
merger, on one point there is almost
universal agreement: that the year
ahead will be a rough one for Bas-
sine and company.

One retail analyst summed it up.
“It’s just a question of how long
it takes to clean up the Korvette
Mess. A broom isn’t enough. It will
take a bulldozer . . .”

—Dan D. Dorfman

MERCHANDISING WEEK



Why are the others just
waking up to Sylvania’s
concept of fine furniture?

While others have been keeping up with the “gimmicks;’
we’ve been keeping up with the Joneses. And as consumers
upgrade their tastes, the trend is toward bigger and better
furniture. Now more than ever before, Sylvania’s cabinetry
is recognized as the hallmark of fine furniture in our indus-
try. We spotted this trend to fine furniture way back in 1962
with the start of Sylvania’s new marketing philosophy. Since
that time, it’s been our policy to combine the most outstand-
ing advances in Color TV and Stereo High Fidelity with the
8 finest quality furniture. Furniture that’s authentically styled,
=~ distinctively designed. And priced competitively to the con-

p— sumer, profitably to the dealer. This year the trend is to the
Eclectlc fashlon in decoratlon the mixing and blending of 1nterest1ng furniture from
various periods. This is what your customers want. And this is what we’ve given Sylvania
dealers to sell. Sylvania furniture that can be selected with confidence to add accent interest
to any room. Other manufacturers are just now waking up to the fact that what goes on the
outside is as important as what goes on inside. Ask any Sylvania dealer.

SYLVANIA

SUBSIDIARY OF Bl
GENERAL TELEPHONE & ELECTRONICS GVEIPJ



Into a great collection
g RCA Victor bulds
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DANISH MODERN. Dramatic styling in a majestic
6-foot-wide cabinet. The 6-speaker Advent Buy.
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EARLY AMERICAN. A striking blend of formal dignity
and Colonial warmth. 8-speaker Gettysburg.
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MEDITERRANEAN. Bold Spanish block contours,
unique center-panel treatment. The &-speaker Beleares.

&

FRENGCH PROVINCIAL. Graceful lines, rich relief carving.
opulent grille fabric. 8-speaker dgincourt.

H DANISH MODERN. Magnificently proportioned—
- Y the aristocrat of the RCA Victor line. 8-speaker Finlandia.

f ].
PLUWUUNIEE.  thal rivals the
T 7
TRADITIONA L. Elegant Regency influence in a CO I l Ce I a
top-of-the-line model. The magnificent 8-speaker Pom pei.. E




of furnrture styles
great stereo ..

SCANDINAVIAN MODERN—here freshly interpreted
in the clean-lined 6-speaker Helsingfors.
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MOORISH styling ‘eatures wrought-iron fittings on
twin simulated doors. 6-speaker d/cazar. ve
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DRIENTAL. Gentle pagoda accents,
stunning grille fabric design. 6-speaker Hungchouw.

) FAR EASTERN CONTEMPORARY. Placid. simple grace
[ I in an unusually long silhouette. 6-speaker T'singhai.

{
i

Expert craftsmanship...superb stereo performance
...all solid state with solid copper circuitry! These
are some of the features your customers get in every
RC.\ Victor stereo console. from the most modestly
priced to the top of the line!

And you get more than 30 cabinet models to choose
from. in 11 most-wanted furniture styles. So you
can meet every customer specification whether based
on style. performance or price And in the name_ 3
they know and trust—RCA Victor! iﬂ_’“ L)

t Tmhis)*

=3 |
T ,glﬁ;q The Most Trusted Name in Electronics

Zealand. Terrific performance features at only $299.95* ) i
*optianal with dealer
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the

sharpest eyes in
the appliance business

We don’t blink at anything that’s necessary to insure the high
quality of RCA WHIRLPOOL appliances! One out of every ten men
on the production line is directly involved in quality control . . .
and he knows he can’t overlook anything. Furthermore, we give
our line supervisors authority to pounce on the slightest defect . . .
stop production if necessary . . . to make sure you get merchandise
you can sell with confidence. You should see the hundreds of
quality checks we make! We critically eye inside and outside finish

. we check such things as horsepower, pump efficiency, com-
pression . . . we even abuse shipping crates to see if they can take
it (and they can). Then we look at everything again. Models are

picked at random to be tested with precision electronic equipment.
It’s a double check . . . and also tells us whether our line inspectors
are maintaining their twenty-twenty vision. So, if you’re on the
lookout for quality appliances to sell, call your RCA WHIRLPOOL
distributor today. He has the appliances you’re looking for.

APPLIANCES

PRODUCTS OF WHIRLPOOL CORPORATION

Trademarks @ and RCA used by authority of trademark owner, Radio Corpcraticn of America.



The Man Who ...

. can give you the shivers by
asking you how much you know
about the New Consumer is
Alfred Eisenpreis, research vice
president of Allied Stores Corp.
Samples: “Why will the New
Consumer be so very different
from consumers as we have
always thought of them?” “Why
can’t we ‘business as usual’ ever
again?” “Do you know why and
how merchants and manufacturers must move differ-
ently to prepare themselves for the last third of the
Twentieth Century?”’ “Do you know why many mer-
chants and manufacturers are obsolete even today, and
that only that questionable safety which comes from
being one of a large number keeps such obsolescence
from turning into disaster?”

Mr. Eisenpreis’ answers to these and other shiver-
producers might easily consume a baker’s dozen of
these columns, so I'll have to give them to you piece-
meal, beginning with the heart of the whole matter:
“Forget about buyers’ markets and sellers’ markets.
They don’t exist any more. The market is the New
Consumers’ market. They are in control. They don’t
have to take-it-or-leave-it any more. They have too
much purse-power.” What’s more, says Mr. Eisen-
preis, their education, their leisure time, and their
mobility have made them individuals, with individual
choices, with new tastes, and with a disregard for old
loyalties in the marketplace.

Backing up those broad statements, Mr. Eisenpreis,
a sociologist as well as an economist, brings forth
devastating statistics, and I’ll give them to you in sub-
sequent columns. But, to support his theories from an-
other source and to whet your appetite for more on
Mr. Eisenpreis at a later date, let me turn to a docu-
ment recently provided by the Reader’s Digest and re-
searched by the redoubtable Daniel Starch Organiza-
tion (which questioned over 20,000 customers).

Subject: is brand loyalty important in the appliance
market? The appliances in question were refrigera-
tors, automatic washers, electric ranges, television
sets, vacuum cleaners, steam irons, and electrie coffee-
makers.

The answer: No. Two-thirds of replacement buyers
of appliances buy a different brand than the one they
previously owned. (The study showed that the appli-
ance market is indeed a replacement purchase market,
to an overwhelming degree for most appliances.) The
study also showed that for most appliances, the
younger buyers (under 35 years) showed the least
brand loyalty, and that even among this young group,
replacement purchases account for the majority of
sales for most appliances.

This is at once good news and bad news. It is good
news for merchants and manufacturers who will seek
new ways to woo new loyalties from the New Con-
sumers at retail, where they can be wooed most easily.
It is bad news for those who, to quote Mr. Eisenpreis,
are not aware “that a great deal has happened since
yesterday.”

—Walter R. Browder, Editor
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" TRUE COLOR TV!

MEET THE TELEFUNKEN QUARTET of 25" rectangular
Color Consoles—for fastest action, fastest sales.
Engineered by TV's master designers. Precision
refinements include: True color or black and white
pictures with automatic control. Two duocone speakers
with fullest tonal range. All-wave UHF or VHF tuning, peak
performance in fringe areas. instant ‘on’ and automatic
degaussing. No-glare frosted picture tube. All four models
high-style packaged in eyecatching cabinetry. TV stands
for TELEFUNKEN VALUE!
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THE STURBRIDGE Antique maple, Early American styling
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THE MADISON Modern decorator styling in walnut

TELEFUNKEN

THE MADRID Spanish styling in pecan, tambour doors

American Elite, Inc., 48-50 34th Street, Long Island City, N.Y. 11101

Telefunken Sales & Service Headquarters for over a decade.

13
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THE SCENE

Top nightclubs, hotels and hospitality centers

in each city. Fabulous settings . . . cocktails
of the world . . . delightful, gourmet dinner . . .
special supper club entertainment . . . an eve-
ning to be long remembered.

APPLIANCES PRESENT

louring these Cilies across me couniry!

THE SHOW

Popular Jack Washburn heads a cast of
Broadway stars in a fast-paced show produced
by Wilding, Inc., especially for you! Toe-

. colorful costumes . . .
. this is live theatre!

tapping tunes . .
sprightly staging . .

THE SURPRISE

Actually, a raft of them! Prizes a-plenty . . .
treasured take-homes . . . very special product

offerings . . . and a heart-capturing climax
that’ll keep you tingling for an entire year to
come! Miss it? Not you!

C...OO.Q.0.0.000.0.000.000.00.0..00...
A smash hit in 7 major markets . .. and more on the way!

Check opposite page for locations, dates and hosts.
Don’t miss the Theatre Party nearest you!
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Dates-Locations Hosls

Los Angeles, Sept. 8
Cocoanut Grove

Sues, Young & Brown
Noble Distributin
Gibson Sales,
Billings Dis! §
‘%&. \%:!
Sept. @1
i r
H.R. Basfi !

an Francisco

Portland, Sept. 1 \“
The Beason *
Fowler Cistrib 'orignd
le

LW, ip

s

@\ #h Antonio

Interstat

kb&d Brothers, Minneapolis

Detroit, Sept. 21
The Latin Quarter
Peninsular Distributing, Detroit
Vining Sales, Greenville
Washington, D.C., Sept. 22
Washington Hilton
Hynes Brothers, Washington, D.C.
Richmond, Sept. 26
John Marshall Hotel
E. A. Holsten, Richmond
Goodman Electric, Norfolk

Charlotte, Sept. 27
Heart of Charlotte Motor Inn

Southern Radio, Charlotte
Electric Sales & Service, Atlanta
St. Louis, Sept. 30
Sheraton-Jefferson
Brawn Supply, St. Louis

Interstate Distributing, Kansas City, Mo.

Chicago, Oct. 2
Edgewater Beach Hotel
The Sampson Company, Chicago
The Sampson Company, Milwaukee
National Mill Supply, Fort Wayne
Ridge Company, South Bend
Rodefeld Company, Indianapolis

Columbus, Oct. 4
Desert Inn

Tracy Wells, Columbus
Toledo Appliance, Toledo
J. A. Williams, Pittsburgh
Eskew, Smith & Cannon, Charleston
Persinger Supply, Williamson
Milied Supply, Dayton
Gibson Sales, Cincinnati

Boston, Oct. 5
Sheraton Boston Hotel
Choguette & Co., Providence
Choquette & Co., Boston
Grabell-Lyons, Hartford
Gibson Sales, Bangor
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APPLIANCE-TV

O O Dishwashing convenience is the
keynote of a new line of three port-
able dishwashers shown by Hot-
point. The first in the line, model

DF80 (shown) is a Swing Door
front-loading unit. The Swing Door
has a 2-level loading rack and ran-
dom racks with a 2-level height ad-
justment. It features a 17 NEMA
table-setting capacity and multi-
level washing action. The unit rides
on coasters and can be rolled easily
between dining area and kitchen. A
removable maple top can be used as
a cutting board. The inside of the
dishwasher is finished in porcelain
enamel.

A new top-opening portable, model
DD60, features a top-lift rack and
Uni-Dial control. The dial rotates to
show cycle stages and automatically
shuts off when all cycles are com-
pleted. A Calrod unit maintains
wash water temperature and speeds
drying. Hotpoint’s Rinse-Away drain
removes food particles, and an auto-
matic detergent cup releases meas-
ured amounts of soap during the
wash cycle. The DD60 accommodates
a 14 NEMA place setting. It is
available in white or coppertone.

Hotpoint’s top-of-the-line dish-
washer, model DB70, is a convertible
that can be used as a portable or
built-in unit. It features a spray
rinse, which eliminates the need for
preliminary hand rinsing; 3-level
wash action; a filter that never
needs cleaning; a food waste flush-
away system; and adjustable loading
racks; maple cutting block; and ca-
pacity for 17 NEMA table settings.

All three of the Hotpoint dish-
washers carry a 90-day replacement
guarantee of satisfaction. If a cus-
tomer is not completely satisfied
with the performance of his unit,
he may notify the retailer within 90
days of purchase and it will be re-
placed with a comparable Hotpoint
model at no cost to the buyer.

(OO A portable stereo phonograph
shown by Mercury features an all-
transistor amplifier and a new mold-
ed plastic changer. The phonograph,
model GF 340, plays four speeds and
automatically intermixes 7-, 10-, and
12-inch records. The speakers are
twin 5-inch by 7-inch ovals that at-
tach to the turntable to form a 1-
piece carrying case. Detachable lids
act as baffles. The amplifier has sepa-
rated volume, balance, and tone con-
trols. Suggested list price is $99.95.
Mercury Record Corp., Home Enter-
tainment Products Division, 85 E.
Wacker Dr., Chicago, Ill. 60601
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nhon-slip : =
grip...
even under

lifting
leverage

strap ratchets
with four strap
positions

e Y ERTS 1]

You get the performance of two dollies
in one with the new YEATS model 14.
Has two strap ratchets and four strap
positions from which you can grip
appliances. Fast grips everything from
washers to refrigerators. Appliance
cannot slip off even when a second man
lifts against an appliance on stairs. And
you get all the other famous YEATS
features: featherlight aluminum alloy
frame with felt padded front, endless
belt step glides and close pivoting wheels.
Save up to a dollar’s labor handling
each appliance. See your YEATS
dealer or write direct.

APPLIANCE DOLLY
SALES COMPANY
1304 W. Fond du Lac Ave.

Milwaukee, Wise.

NEW FINGER TIP RATCHET RELEASE
Even when strap ratchet has stretched
belt in tightening, new trigger device
releases ratchet grip with finger tip,

"Euentlast” cover AND PADS

YEATS semi-fitted covers are made
of tough water repellent fabric with
adjustable web straps and soft,
scratchless flannel liners. All shapes
and sizes — write.

range cover

refrigerator cover

It's Time You Started to Cash-In with
MERCHANDISING, ..,

Plan for higher volume and bigger profits with the tested plans and practical ideas
which appear exclusively in MERCHANDISING WEEK. This Monday-Morning publica-
tion helps you start each week off right . . . shows you how to sell more (and more
top-of-the-line merchandise!) . . . helps you make your promotion and advertising
dollars work harder.

Here are a few of the exclusive MERCHANDISING WEEK business aids . . .

* Spec Sheets: Complete comparative facts on makes and models of products
whose retail sales require extra technical knowledge, e.g., tape recorders, air
conditioners. Also gives you important buying info.

*Best Sales Methods: New customer approach techniques appear first in
MERCHANDISING WEEK.

*Management Helps: Looking for ideas on strategy,
MERCHANDISING WEEK brings you the answers.

*New Promotion: Dozens of practical ways to build store traffic and draw quali-
fied prospects.

*New Products/New Business Trends: Give yourself the opportunity to discover
now what will be ‘‘hot’’ next season.

pricing, financing?

use this handy coupon today!

MERCHANDISING WEEK —Box 511 —Hightstown, N.J. 08520

Enter my subscription for a year of weekly issues at the $3.00
annual rate (less than 6¢ an issue!).

] Payment enclosed [ Please bill me

Name Position
] home
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