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... presstime

Report on power toothbrushes
from the American Dental Assn.
will appear in its journal tomor-
row. [t will announce recognition
of GIZ’s and Squibb’s units as
“effective cleansing devices,” and
will report there is no proof one
type of motion in a powered
brush is superior to another.
Promotional claims, the report
will suggest, should be limited to
those of a cosmetic nature and
to those associated with oral
cleanliness as an aid in the pre-
vention of periodontal disease.
The report is from the ADA’s
Council on Dental Therapeuties.
GIE’s unit is given Group A rat-
ing, Squibb’s Group B, but the
council emphasizes there is a dif-

——— . .
X% . ference of timing, not of compar-
e ative quality. The council’s report
— will say there is not yet evidence
. for therapeutic claims for any
- o~ ! maker’s brush, and recommend

consumer advertising should not
include claims relating to treat-
ment of existing oral diseases.
GE and Squibb are permitted use
of the statement in advertising,
subject to very well-defined re-
strictions. (What will this mean
to vou and toothbrush sales?
Next week MERCHANDISING WEEK
continued on p3
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NEW! AI‘VII\ PORTABLE TRANSISTOR RADIOS styled in the
LUXURY OF GENUINE LEATHER

Engineered for finest reception and performance!
Priced to suit every taste!

@
NEW! AI'VIH AM/FM 12 TRANSISTOR PORTABLE RADIO

IN TOP GRAIN COWHIDE

e The big sound of FM PLUS AM with the flip of
a switch!

e Sleek styling accented with luxurious saddle-
stitching and a gleaming chrome plated front!

AM/FM portable radio is packed with peak-perform-

ance features. 12 transistors plus 5 diodes for extra

@
Arv"\ HIGH PERFORMANCE
T

8 TRANSISTOR PORTABLE WiTH
SPECIAL ADAPTER JACK FOR
AUTO ANTENNA

p

power. Automatic Frequency Control for drift-free
FM. Big 4" Velvet Voice speaker. Full range tone
control. Includes smooth vernier drive tuning, separ-
ate tone and volume controls, whip FM antenna and
rod type AM antenna, 6 'C" cell batteries, earphone,
leather handle.

Model 65R98, Cobbler Tan Leather
Sugg. retail $69.95

ARVIN DELUXE 9 TRANSISTOR PORTABLE
POWERHOUSE IN RICHLY STYLED
: TOP GRAIN COWHIDE

ARVIN AM/FM 10 TRANSISTOR PORTASLE
STYLED IN TOP GRAIN COWHIDE

NEW!
ran-

led

S

Jial w Cg RIS
superb, drift-free re
a

Model 63R58, Walnut Leather
Sugyp. retail $39.95 !

pote /o \ ARVIN 8 TRANSISTOR “PERSCNAL" PORT-

- £ &) ABLE IN TOP GRAIN LEATHER-Piccision-built
|
i

! $49.95

PORTABLE WITH TOP

ARVIN 8§ TRANSISTOR " l
GRAIN LEATHER CASE

»
o
X M
ARVIN 8 TRANSISTOR “POCKET SIZE"

PORTABLE IN TOP GRAIN COWHIDE . ..
NEW! Compact little powerhouse bdasts 8 pow

.

@
Arvnn ... NEW!
-

6 TRANSISTOR POWERHOQUSE

. Velvet Voice sp~aker assures rich sound
, ‘ ki ing. -
| Visit these permanent show spaces: )
Chicago, Furniture Mart—501-2 pacxed complete with 9 volt battery, ear
® . . New York, 230 Fifth Ave.—612 phe arrying ci

Suyy. retail $34.95
Model 64R38, Walnut Leather, Sugg retail $24.95

San Francisco, Merchandise Mart .
' Model 64R03, Red Sugg. retail $9.95
Hollywood, 1025 N. Highland Ave. . ugg. retail $

Arvin Sales Dept., Columbus, Indiana

ARVIN INDUSTRIES, INC.
CONSUMER PRODUCTS DIVISION. DEPT. E-9« COLUMBUS, INDIANA

® A ®
Arvun HIGH PERFORMANCE 8 TRANSISTOR PORTABLE. .. NEW! FWIF DELUXE 9 TRANSISTOR MULTI-BAND AM/FM PORTABLE

Model 64R29, Charcoal and

Sugg. retai! $19.95

| o mansiston

[==]
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nastsn 1060« 0« PrESStime

will give you a round-up of manufacturers’ views and
G5 and Squibb promotional plans.) .

The Waltz has a theme song. AHLMA has adopted an
official “Waltz Through Washday” which is available
to the promotion’s participants. The musie is adapt-
able to any commercial requirements; segments have
a provision for adding voice-over-music. Rights are
available at a sliding secale. For the full story on the
Waltz see pl0. .

Japanese tv exports to the U.S. climbed to 315,150 sets
in the first seven months, a 61.3‘¢ increase over the
comparable 1963 period. The average FOB price for
the seventh-month period: $55.91. The July shipment,
59,471 units, averaged $55.12 per set, according to
MeceGraw-Hill News Service in Tokyo. .

Three transistorized phonographs have been introduced
by Rheem Califone, a division of Rheem Mfg. Co., Los
Angeles. Featured as lightweight units “which require
no warmup time and can never burn out,” the models
are the =1430, priced at $63.50; =1450, $69.95, and
=1470, $86.50. .

Estey Electronics opened a New York Showroom, dis-
playing its complete line, at 1834 Broadway. .

Admiral’s ad plans include 49 national magazine ads
this fall, a series of 800-line newspaper ads, a 24-page
full color mailer which will go to 4 million families,
and network tv ads. See Admiral story on p41. .

A new stereo amplifier from H. H. Scott, Inc., of May-
nard, Mass.—Model 233, with a 66-watt output, sug-
gested list less than $190. "

RCA Victor dropped in two new 16-inch portables last
week and priced the all-channel leader at $124.50. The
step-up model carries an open list. Both tv sets have
the same basice form factor of RCA’s earlier “‘sweet six-
teen” series, come with top front tuning and sound
and an 18,000 volt chassis. L]

A Philco fall advertising campaign will be kicked off in
September, with newspapers in the 242 cities that make

up the top 104 markets. A total of 4,586 ads—most of
them 1,200-liners and many in two colors—will concen-
trate on the “excitement” of color tv, while featuring
Philco’s full line of home entertainment produets., =

Consumers intention to buy appliances in the next 12
months has risen over a year ago, according to a Census
Bureau survey. Percentage of households expecting to
buy any of seven major appliances rose from 167 a
year ago to 17.1%% now. By comparison, the intention
to buy autos is unchanged from a year ago and the in-
tention to buy a house is down slightly. -

Another distributor has been bought by Philco. The cor-
poration has purchased all the eapital stock of Wyatt-
Cornick, Inc., Richmond, Va. The distributorship will
be operated under the Wyatt-Cornick nane, and with
essentially the same personnel. It will serve Richmond
and Norfolk. It is one of about a dozen distributorships
which Phileco has bought in the past two years. .

More gas range advertising in 1965 has been announced
by the American Gas Assn. The national program of
advertising and sales promotion for gas ranges will
cost about $1.8 million—50 more than the $1.1-mil-
lion allocated this year. Subscriptions from range man-
ufacturers and gas utilities will pay for the program. =

The P. A. Tilley Award for “outstanding performance
in the distribution of major appliances and consumer
electronies” has heen established by General Electrice.
The annual award will be made to either an indepen-
dent GE distributor or a distriet sales manager on the
basis of a total year’s performance. Tilley, who retired
recently as general manager of the GI range depart-
mert, had been president of GIX Appliances, Inc. L]

Realtone Electronics is expanding its offices and ware-
house by moving to a 40,000 sq.ft. space, effective to-
morrow, in Jersey City, N.J. Showrooms will remain
in New York City. .

Key Moves—Don Gearheart is elected chairman of the
board of Hupp Corp., succeeding John Iikblom who has
resigned. Ekblom will continue with Hupp in a con-
sulting capacity. Gearheart was also named chairman
of the executive committee and will continue as Hupp’s
president. Gen. Clyde Eddleman was appointed to the
exccutive committee replacing Ekblom. .
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Plans start to unfold at Hoffman

that.” he said. “One of the advan
tayges of the new sef-up is that vol-
ume won't be king and master. The
factory overhead will be taken care

The broad outlines for a new home
clectronies line are beginning to take
<hape at Hoffman Products, that in-
triguing new  company  owned by
Hoffman Electronies and Montgom-
ery Ward.

Just how soon the Hoffman label
shows up in the market is still a
guess, but mid-1965 appears to be
a4 likely  target. I don't  exactly
know,” said H. Leslie Hoffman, pres-
ident of Hoffman Electronices,

“The first job is to take care of
the customers we already have at
iloffman  Products. We have some
very important customers in this
operation  and are talking about
doubling the business we  already
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have. Before superimposing the Hoff-
man brand, we'll have to take a look
at inventory.”

That look at inventory should come
in about 60 to 90 days, according to
Hoffman. Hoffman Products, the new
name for TravlLer Industries, re-
portedly has a large backlog of or-
ders from the 10 companies it serves.
Montgomery Ward is the single larg-
est customer and the only one that
has been announced publicly.

Even with the private label busi-
ness  occupying  center stage now,
Hoffman is planning strategy for its
own label.

Distribution: Although plans here are

not firm, Hoffman said: “I suspect
that we will be going direct to deal-
ers, The basis for this decision is
tied to several parallel questions. It
depends on the broadness of the line,
whether we will fair trade in states
where yvou can do that and which
way we feel Hoffman quality is best
presented and served.”

Hoffman's over-all concept is sim-
ply this: “We will move out of the
role of a sectional brand into becom-
ing a national! brand.”

Pricing and products: Hoffman does
not plan to present a price line. “You
can't build the quality historically
axsociated with our product and do

of by other customers.

“The emphasis will be on quality
cabinets and features of that kind.
That’s the only way we know how to
merchandige.”

Besides tv, Hoffman is studying
the stereo console and radio business.
“We are already in here in a small
way, but these are imports,” he said.
“They'll require another look.” In
any event, Hoffman plans new radios
and tape recorders this fall.

The company also is “fairly cer-
tain” it will have 19-inch tv, but
smaller sizes are not resolved vet.

Hoffman is also evaluating “what
type of dealers have the capability
of marketing a furniture styled line.”
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Keep your cotton-pickin’ hands

MAGIC CLEAN" FILTER — Forget

3 Speeds, Super WdSh and the new lint picking — from your socks and from
the filter. With the new and exclusive r

MAGIC CLEAN* lint filter make thiS MAGIC CLEAN filter, lint is captured con-

3 . tinuously, then flushed away. The filter
the beSt COttOll-pleln’ waSher yet! cleans itself—automatically. It’s reliable,

silent and efficient at all water levels.
Tmk. And, only an RCA WHIRLPOOL washer has it.

T R TR AT

WHIRLPOOL CORPORATION, Benton Harbor, Michigan, makers of RCA WHIRLPOOL home applionces Use of trademarks &4 and RCA authorized by trademark owner Radio Corporat on of America -
-
T MRS ———
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I M P E R I A L
MARK XII




off the It filter

3 SPEEDS — With this RCA WHIRLPOOL
washer, select LO SPEED to wash blankets,
washable woolens and extra delicate items
you’d normally wash by hand. MEDIUM
SPEED is a normal speed for an ordinary
wash — even fancy cotton blouses, lin-
gerie. HIGH SPEED is for those everyday
washables that need a real scrubbing.

IT CLEANS
ITSELF!

SUPER WASH— Perfect for extra

dirty playclothes, work clothes and dia-
pers. It washes them thoroughly, lets them
soak while it drains off heavy dirt; then
refills for a 2nd washing — all automat-
ically! No need to take an extra step.
This Super Wash feature is available now
In 7 RCA WHIRLPOOL washers.

3-speed automatic washer

( _—

THREE SPEED
10 CYCLE

g, o,
o .

s’}l.‘/’/"%
\(@

‘o P

INFINITE
WATER LEVEL

L FIEE 3

MAGIC CLEAN FILTER

Model LMA 992.-0

WASHERS AND DRYERS AT YOUR LOCAL DISTRIBUTOR!
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washington

The Administration is counting on a housing boom to
keep the prosperity going next year. The new housing
law, passed just before the Democrats went to the
Atlantic City presidential nominating convention, in-
stitutes some new programs that ought to stimulate
starts, and give new life to the household goods and
appliance market as well.

The new law has been labeled a stop-gap. It is much
more than that. Although the Administration was
thwarted 1n its effort to initiate a whole new era of
federally-aided housing—the so-called ‘“‘new towns”
program—more than a billion dollars in stimulus is
going to be pumped into the economy.

asier mortgage terms is just one good illustration.
National banks now will be permitted to write mort-
gages up to 804 of value over a 25 year period; now
they have a limit of 759 over 20 years. Savings & Loan
associations will be able to lend outward 100 miles
from the home office, instead of 50 miles under eurrent
law. These associations can now loan up to 209, of
their assets in improvement mortgages instead of the
present ceiling of 15%¢.

These aids are aimed at bringing the housing indus-
try up to a 2-million a year schedule in the near future.
Right now, housing starts are running at just about
1.5-million. -

The Democratic platform promises excise tax cuts as
does the Republican platform. The Democrats say:
“We will seek further tax reduetion . .. In particular
we should carefully review all our excise taxes and
eliminate those that are obsolete.” The Republicans
make flat promises to study and act on elimination of
the so-called Korean rates.

The platform insists on price stability over the
months ahead, giving no doubt the President would use
White House persuasion to stop a round of price or
wage increases outside the long-held guideline policy.

At the same time, broader minimum wage coverage
is promised to practically all of commerce. And the
Administration says it will renew its efforts to impose
penalty overtime where possible in an effort to get
more people on jobs at straight-time pay. .

Disagreement at the FTC over enforcement of anti-trust
laws is showing. There’s no question the Federal Trade
Commission is hearing down; there is some confusion
among enforeers as to what antitrust laws are relevant
to some of the practices the government frowns on.
One indication is in a recent case involving auto parts.

Monroe Auto Equipment Co. gives warehouse dis-
tributors a normal 20, rebate on their sales to job-
bers. The Commission ruled that where the jobbers are
owned or controlled by the warehouseman, the rebate
amounts to a price discrimination under the Robinson-
Patman Act.

Commissioner Philip Elman objects that the opinion
is an attack on integrated distribution systems. He said
in a dissent that the Commission’s ruling would pre-
vent warehousemen from selling to affiliated jobbers.

FTC Chairman Paul Rand Dixon counters that the
Commission isn’t ready ‘“to pay unqualified homage to

’

‘vertical integration’. .

b

Westinghouse’'s 15-pound washer with

companion dryer and the machine
which will tell its story to distributors and dealers. The picture on the screen

15-Ib. washers: will
there be more in '65?

The line introductions on 1965
lzundry  equipment are practically
over. Three manufacturers have in-
troduced 15-pound automatic wash-
ers. Three brought out 14-pounders.

And, unless Philco dreops a homb-
=hell when it introduces its new line
in October, there probably won't be

any more capacity surprises in store
this year.

But at the beginning of next year,
if the other manufacturers suddenly
feel that the 15-pounders are com-
petitive, there will be some fast-
saufliing in the wings and you may
see “enlarged capacity” dropins.

NEMA'’s new net: what

The National Electrical Manufac-
furers Assn.. has finally pushed
through a voluntary program to cer-
tify net refrigerated volume and net
shelf area of refrigerators and com-
bination refrigerator-freezers,

The new standard makes it possible
for manufacturers, distributors and
dealers to agree on what is meant by
net refrigerated volume and net shelf
areax. NEMA will list this informa-
tion in directories which will be
available tc the trade.

A munufacturer which wants to be
listed in the directory must submit

Packard .‘lllmmm

Computer control panel: Packard Bell's
design for its phono-radio combination

all pertinent data on its refrigera-
tors and freezers for analysis by
Electrical Testing Laboratories, Inc.
ETIL, will certify models by compar-
ing manufacturers’ claims against
NEMA Standard HREF 1. NEMA
says that the standard “‘represents
the consensus of the industry’s lead-
ing engineers and key executives as
the best uniform method yvet devised
for calculating net refrigerated vol-
ume and net shelf area.”

NEMA adds, “The program is not
intended to provide a means of meas-
uring the food storage capacity of
the appliances but, rather, to provide

Packard Bell:

Packard Bell introduced its stereo
consoles and three-way combinations
last week and as an added flourish
dropped in a $£399.95 color tv table
model, a new low price for the l.os
Angeles-based company.

In stereo phonos, Packard Bell hit
hard with solid state circuitry, pien-
v oof wattage, styling and FM stereo
radio.

The 1965 line kicks off at $299.95
with an AM-FM stereo unit using a
VM changer and putting out 20 watts
of peak power. This RPC-36 series
with steps to $319.95 and $329.95,
has a frequency response of 75 to
14,000 ¢ps.

With the next new series (RPC-38)
at $495, Packard Bell moves in with

MERCHANDISING WEEK




is ir color, is accompanied by sound,
and can run as long as 45 minutes.

Unfortunately, without an indus-
try standard on capacity and wash-
ability, there is no way to measure
anyvthing,

Two of the three manufacturers
whicn have the new I5-pounders,
Norge and Hotpoint, started what is
turning out to he a capacity race
when  they introduced 14-pounders
ast yvear, Easy also introduced a 14-
pounr:d model which it is maintaining
through 1965,

Until that point, General Electric

was the kingpin in capacity with its
V12, 12-pound capacity washers. GE
is one of the three this vear which
are bringing out new 14-pounders
{ MERCHANDISING WEEK, 20July.pi).
The others are: Hamilton and Black-
tone, which has a unit “that can wash
up to l4-pounds of small articles.”
The third manufacturer in with a
15-pounder is Westinghouse.

Westinghouse's new model was the
most talked about secret in the major
appliance industry. The 15-pounder
inaugurates the company’s entry into
the top-loader market. Long known
for its tumble-action, front loaders,
Westinghouse had to go where the
money-action was. And it had to be
dramatic. The newly-designed line of
four models is the product of three-
and-a-half vears of development and
$4,500,000, says Westinghouse ( MER-
CHANDISING WEEK,21Aug,pl).

Norge was the first to kick up its ca-
pacity to 15 pounds. There are four
models ranging in price from $199.95
to $289.95, the same retail price tags
set on the 1964 models. It also has
four matching dryers.

Hotpoint slid in to the 15-pound ca-
pacity market by first announcing itx
units in trade publication advertising
( MERCHANDISING WEEK,AuglT7,p27).

The line called *“Silhouette,” con-
sists of four washers and is said to
be capable of washing from 2 to 15
pounds of clothing., The tub size ix
17 gallons, 259 larger than last yvear.
A typical wash load that it can han-
dle: three sheets, two table cloths,
six men's shirts, six bath towels, =ix
men's tee shirts, five pillow cases,
three men’s shorts, five washeloths,
five handkerchiefs. The unit has a
"> hp motor —compared to the pre-
vious 1% hp —and a heavy-duty trans-
mission. There are matching dryvers.

Is, industry feelings

a un:form means of rating the size,
taking into consideration the con-
venience features and/or functional
components which are located within
the refrigerated compartment or
compartments.”

Industry feelings which were gath-
ered by MERCHANDISING WEEK about
the new standard range from Tap-
pan’s, “We use the old NEMA capace-
ity figures and do not contemplate a
change unless the industry indicates
complete acceptance of the new pro-
posai.” to  Phileo’s, “We plan to
switeh to the new code for the 1965

200 watts of peak power a rating
maintained throughout the rest of
the phono-radio lineup — Garrard
AT-5 changers and a frequency re-
sponse of 25-25,000 ¢ps.

Between $525 and $595, in the
RPC-39  series, PB offers  eight
speaker consoles with plenty of styvl-
ing, including French green, Espania,
Scandia  and antique white. The
phono-radio line is topped off by
model RPC-41 at $1895.

The company is also featuring a
new ‘“‘computer control’” panel in its
phonograph combinations. This panel
features a cross hair and grid pat-
tern design for accurately locating
stations, automatic frequency control,
a tuning meter and a flashing multi-
plex monitor signal switch.
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line.” Among those manufacturers
who said they would use the new
standard are Westinghouse, Hotpoint,
Gibson and Admiral.

One manutfacturer which is not
happy  with the new standard is
Amana. George Foerstner, Amana's
president, stands on what he said last
August (MERCHANDISING WEEK,hAug
63,p7 and 25Nov63,p7) . he argued
then that the proposed standard is
actually “gross’” even though it is
called “net” because practically all
refrigerated areas are included, even
the areas “behind great big light
shields.”

the new look In stereo

In styling, PB is going with all-
wood fronts and the long, low look
in its phonos combined with front-
sound projection. The high-end unit
at $895 comes in an 84-in. contempo-
rary wilnut cabinet.

Packard Bell also has added three
new cabinet styles. Espania, first in-
troduced in a color tv console last
spring, is now available in stereo.
Other new console styles: Mediter-
rania Walnut and Mediterrania white.

In three-way combinations, Puackard
Bell ix offering three new b&w sets
and six new color units. The three-
way monochrome unit, 23K6 series
in three flavors, is priced at $550,
The new coior combos enter the line
at $895 and $950.

;?EPORTS O N

appliance-tv

3M has added 70 pre-recorded cartridges to its line,
bringing it up to more than 200 album selections. The
company’s Revere-Wollensak division has a limited
time offer of a free counter display rack, capable of
holding 40 cartridges, with the purchase of 25 cartridge
albums. R-W also has a special half-price offer in the
Revere S-422  Stereo Twins, matching extension
speakers, each with 12 watts of amplifier output and
frequency responses of 60-15,000 ¢ps. Dealers buying
one set at the regular price get the second at half-
price. .

Roper's 1965 range line leads off with a 30-inch,
double-oven gas range with a tri-level seamless cook-
top and top front controls. The Charmette has its con-
trols on one level (in front and below the burners),
cooking levels on a second, and the top of trim panels
on the third so that foods will not spill into the seams
hetween countertops and cooking surfaces. "

A price break on microwave ovens niay come as a result
of research by Amperex Electronic Corp. Amperex has
developed a one-kilowatt magnetron tube which is
cooled by air rather than water. Amperex feels that
with its tube, a home microwave oven could be manu-
factured to retail for around $400. .

A cartridge tape player for automobiles is being offered
by J. Herbert Orr Enterprises of Opelika, Ala. The
“Automate” goes for $89.95, can be installed with a
special universal bracket. The player uses continuous
two-track magnetic tape cartridges which are available
in 30 and 60-minute lengths. -

A fourth licensee for Kelvinator appliances in South
America is Norlar S.A. in Brazil. The first products
will be the “International Design Refrigerator” in
popular sizes for the local market. Kelvinator now has
licensee companies in Brazil, Argentina, Venezuela
and Colombia. n

Olympic’s August drop-ins, all at open list: a 23-inch tv
(model T941) that can be sold as a table model or with
optional roll-about stand; a pair of 23-inch lowboy tv
consoles (models CY948, CY949); a tilt-down stereo
phono (model SA261) with four-speed changer, sap-
phire stylus, luggage-type handle which comes in tan
or ebony. =

The new president of I.LA.M. is B. K. Brooks, a vp of the
Siegler Heater Division of Lear Siegler. The Institute
of Appliance Manufacturers is a trade association of
manufacturers. -

A more active role for ARIA is in the works as the asso-
ciation last week appointed Jules Schwinimer as its
first full-time executive secretary. ARIA (American
Radio Importers Assn.) members include leading
importers of Japanese radios. .

An Italian Philco licensee, P’hilco Italiana, has become a
wholly owned subsidiary. P’hilco is investing $7 million
in facilities, equipment, and tooling at the firm’s head-
quarters and factory near Bergamo, Italy. .
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housewares

Bissell has a giant fall promotion scheduled ror its new
Shampoo Master. It includes 27 full-page, color ads in
key-city newspapers, a campaign Bissell says is a first.
[t will hit the last week in September, beginning the
28th and running through October 6. In-store promo-
tion kits are being distributed to help retailers get full
benefit of the drive. The ads will urge readers to see
the Shampoo Master demonstrated in retail stores’
housewares departments. .

Oster’s holiday ad campaign will feature blenders and
can openers/knife sharpeners in fifteen spots on
NBC’s Today and Tonight shows and in local tv spots.
Blenders will be advertised as drink mixers in Decem-
ber issues of Esquire, New Yorker and-Playboy, and
as “‘spin cookery” in September issues of What's New
in Home FEconomics and Practical Forecast For Home
Economists. L

Mirro’s largest ad campaign to date is scheduled for
this fall. Starting October 19, Mirro Teflon-coated
cookware will be featured on 77 television stations.
Ads will appear in McCall’s, Better Homes and Gar-
dens, Ladies Home Journal, Good Housekeeping, Farm
Journal, Parents’, This Week, Los Angeles Times
Home Magazine, San Francisco Sunday Bonanza,
Parade, Ebony, American Home, Progressive Farmer,
Modern Bride and i5rides Magazine. A kit of fall pro-
motion aids will be distributed to Mirro dealers and
two floor displays which can act as self-contained cook-
ware departments are available to dealers. -

AMF’s new power mower line has a stainless steel cut-
ting blade and what the company calls a “revolu-
tionary” monorail design. Other new features are a
single control instant cutting height adjustment; top-
of-engine gas and oil fill; and a trimming tool holder.
Leading the AMF’s Homko line are two monorail de-
sign rotary mowers, called the Ambassador, in 19- and
22-inch sizes. .

The Ohio Fair Trade Act was upheld in an Ohio court
case brought by Corning Glass Works against Ontario
Stores in Springfield, Ohio. Corning’s complaint re-
quested that Ontario desist from selling Pyrex Ware
and Corning Ware products below fair trade prices in
violation of the Ohio Fair Trade Act. Corning alleged

I

Ontario had not signed a contract with the firm but
had accepted products with notice of the manufac-
turer’s fair trade program. The case, decided in favor
of Corning, is the first fair trade decision handed
down outside Cuyahoga County since the U.S. Supreme
Court upheld the constitutionality of the Ohio Fair
Trade Act as applied to that county. "

Make your reservations now for the 42nd NHMA
National Housewares Exhibit to be held January 11-
15, 1965, at McCormick Place in Chicago. n

GE's housewares division at Bridgeport has beer handed
responsibility for sales of GE housewares in Australia.
W. H. Sahloff, vp-general manager of the division, said
M. M. Wheeler has been elected board chairnian and
managing director ror the Australian component, and
the overseas housewares department has been assigned
sales responsibility. The GE-Australian arm makes
and sells toasters, mixers, irons, hair dryers, coffee
makers, floor polishers, vacs and fans. L]

The Western States Hardware-Housewares Show will be
held February 21-23, 1965, at Brooks Exhibit Hall in
San Francisco’s Civic Center. The show is sponsored by
the California Retail Hardware Assn. Krueger B.
Jacobsen, Show manager, expects an increase in ex-
hibitors at the 1965 Show, which covers all areas of
housewares, hardware, giftware, building supply, lawn
and garden equipment, among others. Because the
Show includes Washington’s Birthday holiday, the
Association expects dealer attendance to exceed the
7,914 that attended the 1964 Show. That Show exceeded
by 11.4% attendance at the 1963 event, and sales at
the Show were up 24.7% over 1963 Show sales. .

Sunbeam’s spring ad campaign for power mowers and
lawn equipment will reach 67 markets. The “15 mar-
kets” figure (MERCHANDISING WEEK,17Aug,p8), re-
fers to Sunbeam’s winter snow thrower program. =

Key Moves . . . EUREKA names Henry J. Mueller branch
mgr in Minneapolis . . . GESCO appoints Ralph W. Volk-
mann, Milwaukee, housewares and radio area sales
mgyr for Wisconsin . . . SUNBEAM names Jerry . Dashe
product ad mgr, appliance div . . . SHETLAND appoints
Don S. Morrison and Assoc., Seattle, reps in Washing-
ton and Oregon for Shetland /Lewyt produets. The firm
already represents Shetland for portable electric appli-
ances in those states. .

I (T

Walton enters the evaporative field

Walton’s new Dutchess humidifier at $119.95.

8

Departing from a 27-vear history of atomizer-
only humidifiers, Walton Laboratories entered
the evaporative field last week with three units:
two duct types and a decorator-styled console
model, the Dutchess.

The reason for Walton’s move, sayvs company
president John Feldermann, is that evaporutive-
tyvpe humidifiers are needed for areas with high-
mineral content water. Atomizer tvpes are handi-
capped in these areas because the necessary de-
mineralization component is prohibitively expen-
sive,

The Dutchess (left) at $119.95 suggested list
will humidify 8-10 rooms under normal weather

conditions. It converts approximately 12 gallons
of water to vapor per day, and has a reservoir
capacity of 8 gallons. It features a stain-resistant,
walnut finish, “whisper-quiet” motor fan, long-
lasting evaporating belt, and built-in humidistat.

Walton also introduced a new atomizer humidi-
fier, the Squire, which carries a $79.95 suggested
list. The olive-green portable unit is designed to
humidify 6-7 rooms, and will operate continuously
on one filling for ten hours. Vapor discharge ports
are located on one side only, so that the unit can
be placed against wall, curtain or furniture. A
portable humidistat and a pedestal stand are
avatlable as accessories.

MERCHANDISING WEEK



J Y
\} “

C.

(=

promotion

Choose your partner for extra sales:

acTive alf
OR
COLD WATER 8

the #1controlled
suds detergent

Here's a 2-step sales-building offer!

" the revolutionary
liquid detergent

PLAN #1: Feature the lare size (multi-week supply) as a
premiun with every purchase of a washer. It's an excellent
wav to give that extra sales boost to washers. Also, Vou can
offer cither of these sizes free as an inducement when trading
h profit model. Offer
can be supported by vour ordering a free “Big Supply” win-

qastomers up from a low-cnd to a }ifg
o

PLAN #2: licre's a greal wayv for vou to build store traffic!
IFeature the small size as giy e-awavs. You Il be amazed at the
tremendots pulling power @all has. Incidentally, it's a good
idea to use these sizes in washer demonstrations. Order frec
Single Package™ window trim with "Wtz Through Wash-

day” theme for special displays. Remember, all assures top

dow trim featuring the “Waltz Through Washday™ theme.

machine performance and the cleanest possib

le wash.

altz Through Washday”

CHOOSE YOUR PLAN NOW AND SEND IN THIS HANDY ORDER BLANK!

TERMS:
1. Active all 2's
2. Active all 24's—$8.50 a case
3. Cold Water alt *1 Gal. Size (4
—$8.00
4. Cold Water all Pt. Size (24
$9.00
5. Active ali—%$2.50 advertis-

ing allowance per case —de-

$8.50 a case

ductible from invoice.

6. Cold Water att —$2.35 ad-
vertising allowance per case
deductible from invoice.

7. Ship freight prepoid — we will
bill open account

8. Minimum order— 3 case

9. Not for resale—for pron

use only. Prices subject t

without notice

Please ship me the following, freight prepaid. Bill open account.

Cases of Active all 2's (Two 20-lb cartons per case.

Cases of Cold Water atl % Gallon Size (4 per case.

Cases of Cold Water all Pint Size (24 per case.

Free package mat Single Package’” window trim,

Name

Firm

Firm Address A
City Zone

- Signed

LEVER BEPOTHERS COMPANY, WASHING MACHINE BUREAU, 390 Park Ave., New York 22, N.Y.

Cases of Active all 24's (Twenty-four 24-0z. packages per case.)

Big Supply’’ window trim

Stote

L o o s — — — — — — — — — — — — — ——— — — — — —— — — — — —— — —— — — — — — — — — — — —
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3.5 million units

*k  WALTZ THROUGH WASHDAY

The 'Waltz’

in '64 ...

Zrse | what are the
prospects?

The industryv-wide “Waltz Through Washday™ pro-
motion designed to spark the sales of home Luondry
X \ equipment during October and the lasxt two monts of the

1st Wa'ltz. vear is in its second run.

October '63 MERCHANDISING WEEK will spell out the prograim for
vou. But it’s up to yvou to take advantage of all the pro-
motional aids and planning available to mas<e the
‘Waltz” work.

Breeze:
October '62

The participants

An impressive array of companies are supperting
the promo this year, which is spearheaded by the Amer-
ican Home Laundry Manufacturers Assn.

The two major co-sponsors, so designated because of
* their major commitments, are United States Steel and
Procter & Gamble.

Among the new industry participants for 1464 are
Inland Steel, Armco Steel and Bethlehem Steel. These
companies will hold regional tie-in programs.

The other allies are: Lever Brothers, which will have
a national advertising tie-in: Calgon, offering rromo-
tion materials; Northern Electric, West Bend, Federal
Enameling and Qtdmpmg Co., all offering premiums,

The association supporters are: American Gas Assn.;
Appliance Parts Distributors Assn.: American Public
Power Assn.; Dureau of Advertising: Kdizon Electrice
Institute; Gas Appliance Manufacturers Assn.: Na-
tional LI Gas Assn.: Porcelain Enamel Institute: Na-
tional Rural Electric Cooperatives Assn.; National
Appliance Radio Tv Dealers Assn.: Farm Electritication
Council and the National Cotton Couneil,

And Life and McCalls will be offering promotional
materials,

All of this support is additional to AHLMA's manu-
facturer members, who are backing the program as
thev've never backed any promotion-before,

The promotional backing

The ‘Waltz’ is probably the most extensive industry-
wide promotion ever held, for any segment of Arerican
business. It most certainly is for the major appliance
industry.

Last year, an estimated $11,200,000 was invested in
the promotion by the manufacturer members of
AHLMA. These participants expect to spend at least as
much this year.

In 1963, the co-sponsors, US Steel and P&G, and the

L Jr e

Begmmng with the “It's a Breeze”' pl’OlTIOtIOn on dTY' 3 other participants spent an additional estimated $3-10

million.

They too are expected to spend at least as much this
vear and P&G seems to be more heavily committed.

All of these funds are backed up by selling plans that
go right into your store.

ers in 1962, the home laundry industry started to
accelerate its sales of automatic washers and dryers.

The plans

Leading off with AHLMA, the association is once
again using its promotion handbook &alled the “Local
Action Guide,” in an up-dated and revised form. It is
free if you want it. Over 1,000 copies have already been
circulated by the association, located at 20 North
Wacker Drive, Chicago, Il

Probably the most important aspect of AHLMA’s

1962 1963 1964

by Jules Abend and Wallis E. Wood
* MERCHANDISING WEEK's estimated shipments for 1964

MERCHANDISING WEEK



program is its creation of “local action committees.”

The committees are the market centers of activity for
the promo. Last vear there were 100, This yvear there
will be committees in about 200 areas. On page 19, you
will find a listing of the local committee chairman in
vour market.

The increase in the number of committees was made
possible by AHLMA’s extensive use of its manufacturer
members’ field organizations.

The co-sponsor activity

United States Steel, AHLMA's biggest partner, will
go into 15 markets—Indiana, Atlanta, Milwaukee, Wash-
ington, .C., Minneapolis, Boston, Philadelphia, Kansas
City, Mo., Houston, St. Louis, San Francisco, Oakland,
Denver, St. Paul and Chicago — with an extensive mer-
chandising program.

Dealers in these cities will get heavy newspaper ad
support, outdoor billboard advertising, guidance in tai-
loring their campaigns to the overall promotion. But the
rest of you aren’t forgotten. US Steel is also supplying
4,000 newspapers in the United States and Canada with
a 10-page newspaper kit containing editorial material
from AHLMA, AGA and LBE. If your newspaper hasn’t
received the kit it is available free from US Steel, along
with point of purchase materials and ad mats. See page
22 for the ad mat offer,

[t also will run a full-color ad in Ladies Home Journal
and announce the campaign to the trade in the industry
press.

The other big supporter of the campaign, Procter &
Gamble will again provide extensive national and local
support £33 greater than last vear, it says) using its
Tide and Dash products.

On television, P&G has specially prepared one-minute
commercials to be aired on the national networks during
the evening hours and 13 times on the P&G daytime
properties.

In addition, in 60 major markets a Waltz commer-
cial will be shown from 1 to 10 times, depending on size
of market, during prime night viewing hours. A special
10-second commercial will also be aired 5 times on na-
tional networks.

In leading women's service magazines, Tide ads run-
ning in cooperation with the leading washer manufac-
turers during the period of the promotion, will feature
the Waltz slogan and symbol. Also, a special Waltz Dash
mailing will reach over 24,000,000 homes.

The theme will also appear on about 4,800,000 Dash
packages sold at retail during the promotion period.

Among the giveaways are a “Dash” measuring cup
imprinted with the Waltz theme. It will be offered at no
charge to the local action committees in quantity for use
as a traflic builder. AHLMA headquarters will handle
allotments,

And the Tide Laundreminder, which provides a place
to keep garment washing instructions plus a stain re-
moval chart, is available to the committees at five cents
each.

NARDA'’s backing

NARDA, the association of the organized appliance
dealers, about 5,000 of them, will tie in by offering Tide
for promotional purposes to its members at no cost to
the parent organization. Regular and medium sizes are
$5.70 a case, minimum order of five cases. The home
laundry or jumbo size, two boxes to a case for $7.45,
with a minimum order of 10 cases. The group has also
sent bulletins to its members urging them to get in-
volved in the promotion and has supplied them with a
list of the materials available,

The American Gas Association’s expenditures for the
campaign in 1963 vs. 1964 “has been substantially in-
creased.”

Included in its materials for direct tie-in are: window
banners and wall banners, on-appliance stickers, ad
mats.

The prospects

Looking at the graph on the left, vou can see that
the sales slump beginning in 1959 took a definite turn
upward with the advent of the “It’s a Breeze” promo-
tion, the first industrywide promo, in 1962,

Last year’s Waltz pulled the curve up more sharply,
when 3,203,000 automatic and semi automatic washers,
and 1,612,000 dryers were shipped. MERCHANDISING
WEEK estimates that by the end of this vear, 3,100,000
washers and 1,800,000 dryers will have been shipped.

And AHLMA’s Guenther Baumgart predicts that if
the Waltz ¢an be made to take off as planned, “we will
beat the industry’s banner year of 1956 when 5,916,000
ironers, wringer washers, combinations, automatic
washers and dryers were shipped by the factories.”

AHLMA, even now confident of this year's outcome,
is already planning for a 1965 Waltz promotion.

AUGUST 31, 1964

Bigger than ever...
that’s the

manufacturers’

support

The skeptics have been converted.

All of the laundry equipment manufacturers,
including those who didn’t put much stock in
the idea of an industryv-wide promotion, are
giving their wholehearted support to the up-
coming Waltz,

They have learned that a strong, well-
coordinated promotion shows results on the bal-
ance sheets,

They have also learned from last vear's Waltz

that follow-through at the dealer level is all-
important and they are concentrating on th's
aspect this year, as you will see.
Special models will be offered by Kelvinator in
conjunction with the Waltz. M. C. Cameron,
director of advertising and sales promoticn
says: “Among the things we found were miss-
ing from last year's program in our support
was the lack of special models designed specifi-
cally for dealer tie-ins, We also learned that in
the areas where complete follow-through wes
given that increased sales of laundry equip-
ment resulted.”

Kelvinator is also increasing its locai and na-
tional advertising, using 1000 line, two-coler
ads in all major laundry key-city markets, and
nationally, using the Saftwurday Evening Post.
Cameron feels that the Waltz theme is still grood
for 1955-66,

“We are putting forth much more effort,”” sayvs
Fasy’s Dick Kelly. Kelly emphasizes: “There
must be strong follow-through right down to
the retail level. Dealers are besieged with so
many different industry programs, that we
must take the time to call attention to the tre-
mendous possibilities with a program such as
Waltz Through Washday. We have developed
a special Waltz sales premotion kit.”

Greater emphasis on in-store promotion with
stronger displays and more effective dem-
onstrations is a part of Frigidaire's plan fcr
the promotion says Bill Anderson, merchandis-
ing manager,

Strong service organization support is coming
from Westinghouse. C. J. Vondran, marketing
manager, sayvs: “Westinghouse through its
service organization will distribute cards, sup-
porting the promotion, to consumers. Westing-
house is also putting more emphasis on the lo-
cal action committees this year. Westinghouse
hasn’t found the end of useful life in the Waltz
yvet.”

Special models of an automatic washer and two
dryers will be available from Whirlpool for the
Waltz period only. These are top-of-line models
at reduced prices says Bob Brintnall, general
manager, laundry. And Whirlpool is putting
more emphasis at the dealer level, having taken
the responsibility for setting up and working
with action committees in 28 cities. Brintnail
adds: “While the Waltz has been an ontstand-
ing theme for the promotion, it would seem that
there are additional benefits which could be de-
rived by adopting a new theme in the future.”
‘‘We are giving much greater support to the Waltz
this year,” says Reg James, vice-president, di-
rector of sales, Speed Queen. James stresses:
“We learned from last year that each manufac-
turer had to accept the responsibility of organ-
izing local action committees.

Speed Queen too, will have a special model,
the Princess Fabricare, with matching dryers.
Shortly, it will announce a promo which is
still in the planning stage. James, who is on
the Waltz steering committee, says, “It is our
opinion that an industry promotion on laundry

equipment should be held at least once a year.
We have some stroag reservations about the
use of the Waltz theme.”

“It sells merchandise,” says Hotpoint’s Dick
Hilb, “and therefore the company considers
Waltz the most significant cooperative effort
in the industry and is making a particular ef-
fort to insure dealer support.” Hilb says, **Local
action committees set the Waltz apart from
other industry promos and put the emphasis
where washers and dryers are sold—at the local
level. Hotpoint is including the Waltz theme in
all of its national home laundry advertising.”
On a future theme change, Hilb cautions, “Be-
fore contemplating any change, we must, as an
industry, remember that we might make the
mistake of becoming disenchanted with words
long before the American homemaker has been
sufticiently exposed to the Waltz.”

Getting an earlier start will permit more effective
implementation at local levels, so that's what
General Electric is doing, says Stan Gault. GE
is supporting Waltz with PODP material, retail
ad elements and local and national advertising.
Gault says, “We do believe that this type of
promotion can be successtfully repeated.”

More extensive support is coming from Dlack-
stone Corp., Dick Smith, vice-president, says:
“All of our consumer ads as well as our trade-
paper ads and releases will carry the Waltz
theme and symbol. In addition, we will be sup-
plying ad mats, coop advertising copy and dis-
play pieces and literature. And we are lending
our support to the local committees. I feel that
the theme can be expanded on in 1965.”

More emphasis on action committees is Maytag’s
major modification this year according to G. .
Ankeny, general sales manager, who says: “We
learned that the key is to get through to the
dealer. That’s why we took on the responsibility
for committees in 47 markets.” Mavtag is going
to include the symbol in national magazine and
newspaper ads. Ankeny feels that the theme
can play for at least another year.

‘‘We have alerted our field organization to the
Waltz,” says Dick Snyder of Hoover Manufac-
turing, “and we have filled them in on what's
available from the various participants. such
as US Steel.” Although not an AHLMA mem-
ber, Hoover is excited about the promo and is
telling its dealer organization that it has a
unique opportunity to push its compact washer-
dryer and is offering coop—"“We hope to step-up
our participation next year.”

A back-to-school promotion has been developed
by Norge in conjunction with Waltz says Dan
Dougherty, vice-president, because, “If we
learned anything last year, it is that it requires
strong retail activity. Consequently, we have a
promotion, the heart of which is a 4-color re-
production of a globe which sits on a desk. This
family-type premium will be an excellent sales
closer.”

There are also two displays available. The

company’s 15-1b. unit will be pushed in a series
of 1,000 line newspaper ads.
More support than ever is coming from Hamil-
ton Manufacturing savs Jack Rigs, sales vice-
president, who adds, “We sincerely believe that
the local action committee established in each
key city is the important factor to achieve an
all-out effort for this promotion.” In his opinion
the Waltz can be promoted for a number of
vears.

continued on pl4
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Waltz thrcugh Wash

backed with unmatched experience in building

Big-Capacity
Norge 15 Washers

Handle any wash load from
15 Ibs. down to 2 Ibs. for
true flexibility.

Industry’s biggest agita-
tor! Engineered to keep big
15-1b. loads circulating
throughout the wash cycle.
Srnooth, rounded vanes
Fandle clothes gently;
won't cause tear, wear or
tangling.

Industry’s biggest tub—
over 20% bigger than alt
major competitors’. Gives
ciothes more room to move
and tu-n in; detergent
more room to do its work.
It’s the only tub in the
home-washer field that can
handle all the bed linen

infinite Variable Water
Control—provides jLst the
right water level for every
fabric, every load—from 2
to 15 Ibs. New Norge 15
“'Flexi-Load’ washer uses
only the water and deter-
gent needed for maximum
cleaning resuits. No extra

attachments needed to
wash smaller loads.

from four double beds at
one time.

4 Models with features
and pricing to satisfy
every demand!

Big things are happening
at Norge in
Advertising and Promotion

[0 2 New "family-size”
Norge Washers
Big in Features!
Big in Value!

These leading women's magazines will be
carrying the Norge 15 story to over
61,000,C00 customers during ycur biggest
selling months—September, October,
November. Backed by exciting dealer pro-
motions, local advertising and in-store dis-
plays. Special Waltz through Washday
merchandising guide available.

Designed for prospects who want a
full range of deluxe features, but not
the extra wash capacity of the Norge
15. Famous Norge quality and de-
pendability inside and out; priced for
profit.

12 MERCHANDISING WEEK



day with Norge

big-capacity washers and dryers

Big-Capacity

Norge Dryers

Handle the largest capacity
wash loads—feature stop-n-
dry and 4 ways to dry.

Complete Drying Flexibility! Stop-N-Dry control and sta-
tionary dry rack allow no-tumble drying with warm or cool
air; also permits use of warm or cool air with drum rota-
tion. That adds up to Norge 4-ways-to-dry!

A

Biggestfan! 21 inches Biggest drum! 20 to Biggest lint screen!

—2%>to3timesthe 27% bigger than com- 252 sq. in. (fine wire
size of other petitions'. Biggest mesh)—3 to 4 times
fans in the motor, too. Full ¥4 bigger than filters
- home-dryer H.P. used by major com-
- industry. petition.
,-/

4 Models—designed and priced for
every dryer prospect!

.

&
ROME - NAPLES

_——"" POMPEIl + AMALFI - SORRENTO - CAPRI

N O R G E Find out how you
= bk i o can qualify for

\ . . this fabulous trip
Get in on the big ' .1 your Norge

Norge Roman Distributor

. Holiday Tri
v, Aol

NORGE

1 1
BY coplianees Buns,‘wnnum

e
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WALTZ THROUGH WASHDAY continueo from p11

Market-proved ideas

to get you bigger business

How do they do it elsewhere? What does it
take to have a strong Waltz Through Washday
promotion? What did they do in the markets
where laundry sales rose significantly during
and after last year's promotion?

Here are reports from three cities. Two of
them, Atlanta and Milwaukee, had U.S. Steel
support last vear, and will have it again this
vear. The third, Boston, has had 4 laundry pro-
motion for several years, but for the first time
this year has U.S. Steel backing.

These cities were picked because there are
unusually fine merchandising programs in each
of them. Their ideas can help you.

A successful promotion depends on three
things: money, cooperation, and enthusiasm.

Money is coming from the utilities, from
U.S. Steel (in certain markets) from distribu-
tors —and dealers should not be reluctant to
put in some of their own money. “Last vear we
spent about 20, more money than we would
have ordinarily spent during the same period,”
says Henry Felker, a Milwaukee dealer, “but
we increased our washer and dryer business by
about 507¢..”

Cooperation is important because no one dis-
tributor, no one dealer can run a successful
industry promotion by himself. A buver in a
Milwaukee department store criticized last
vear's Waltz by saving, “First of all, there is a
need to get organized. Last year, the campaign
lacked coordination; they didn't get everybody
together. Some distributors didn’t even know
the promotion was going on.”

Tom Saint, advertising and merchandising
manager of the Whirlpool Division of the East-
ern Co., a Boston distributor, says that the in-
dustry should recognize that it is competing
with the travel industry, the boat industry, the
fur industry for the consumer’s dollar. “The
competition isn’t the guy down the block, it’s
the travel agency around the corner.”

And without enthusiasm at all levels, nothing
happens. An Atlanta dealer called last vear's
Waltz “a walk through the roses that didn’t
produce any business.” He was unable to isolate
individual failure factors. He said that all his
firm did was to use newspaper tie-ins which
mentioned the Waltz theme and said, ‘Come in
and get your Waltz records.” “Perhaps,” he
concluded, “it was a lack of enthusiasm which
was the primary reason we didn’t do better.”

Ideas for newspaper
advertising

Newspaper advertising of a promotion like
the Waltz poses an immediate problem: run a
special section or scatter the ads throughout
the paper.

U.S. Steel offers newspapers an ad service
which is full of editorial and advertising mate-
rial. With this service, a paper can easily put
together an entire special section promoting
the Waltz. The big advantage a newspaper sec-
tion gives to advertisers is that the paper is
almost forced to run editorial material dis-
cussing the advantages of modern washers and
dryvers. On the other hand, the section can
easily be pulled out of the paper and ignored.

“I've asked people what they do with those
special newspaper supplements,” said an At-
lanta utility spokesman. “They say, ‘We take
them out and throw them away before we start
reading.” They don’t want to be bothered.”

One answer is te run the ads through the
paper. This is what Boston dealers are going to
do this year. The Electric Institute expects that
over 20,000 lines (or about 1,430 column
inches) of electric dryer advertising will be
run in the Boston Sunday Globe, Sunday, Sep-
tember 20. These ads will be scattered all
through the first news section of the paper.
There will be 20,000 more lines in the Globe on
Wednesday, October 7.

Last year, there was an eight-page Waltz
section in the Atlanta Constitution. This year,
there will be a kick-off ad which U.S. Steel will
place in local papers on October 1 and 2. After
that, local dealers will take the ad space in a
cooperative venture being coordinated by an
ad hoc committee set up to make this year's
promotion more effective. This committee is
made up of two distributors, two dealers, two
utility representatives, and a committee chair-
man, Joe Oppert, manager of display advertis-
ing for two local newspapers. The committee
plans to carry the cooperative ad venture, hit-
ting the Waltz Through Washday theme “until
it gets stale,”” as one committeeman said.

Ax a minimum, the committee is scheduling
at least one seven-or-eight column page a week
which will be shared by four —but only four —
dealers per page each week. The page will carry
a banner headline which pushes the free Van
Heusen shirt plan (see p19) and emphasizing
the Waltz theme. The cost of the banner will
be shared by the dealers, and dealers and dis-
tributors will receive customary incentives
from manufacturers.

The committee hores to get enough ads so
that four different manufacturers can be rep-
resented each week. The newspaper has said
that it may run articles on the pages updating
the fabric fields, on advancements in dryers,
and on the new sizes and efficiencies of washers
and dryers.

Ideas for
promotions

“This year, in addition to our newspaper ad-
vertising which will average about 1} pages a
week on the Waltz, we're going to hold a laun-
dry school for housewives in conjunction with
the promotion,” said Phil Westley, Northern
Supply Co., a Milwaukee dealer. “We’ll explain
how fabrics should be laundered, dried and
treated, the purpose of different cycles; how
they can reduce ironing by proper use of a
washer and dryer; and how there is less wear
on an item by automatic washing and drying.
Our main theme will be how the housewife can
reduce her clothing costs by 509, if she uses a
dryer. We'll invite the women to our class
through direct mail. Each class will last one
night, about three or four hours, and we’ll serve
coffee and donuts. We plan to hold about 16
such classes with an average of 30 women in a
class.”

“This year we plan to do three things: use
the telephone, newspaper, and direct mail,” said
Herb Wilk of Samson’s in Milwaukee. “We
will call all wringer-washer customers and try
to work them into an automatic. We’ll also call
all recent automatic washer customers and try
to sell them a dryer. We regularly do this — tell-
ing them this is their last chance, before the
model change, to buy a dryer that exactly
matches their washer.”