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ON THE INSIDE -

{10 00O Pushing color hard is
“in” with the industry this year.
But despite elation over rapidly
increasing sales, there are prob-
lems at every step on the market-
ing ladder. Here's what dealers,
distributors and manufacturers
are doing to solve them........ p.13
Is FM going “mass?”’........... p.3
All the salesmen you want..p.22

AT PRESSTIME -

O 000 An all-time high for fac-
tory shipments of clothes dryers
was reached in February. The
American Home Laundry Manu-
facturers’ Assn. reports that
152,265 dryers were shipped, a
129 increase over February,
1964. Electric models gained
16% for the period, and gas
units jumped 5% ahead.

Shipments of washers (up 1%
for the month) combined with
shipments of dryers totalled
485,909 units, a 4% gain over
February, 1964. AHLMA notes
that combined sales of washers
and dryers have shown monthly
gains in each of the past eight
months and in 41 of the past 43
months.

OO0O0O RCA's video tape re-
corder—the model the company
wants to emerge from its labs—
must meet three basic require-
ments, according to W. Walter
Watts, group executive vp:

(1) The picture quality must
be comparable to the best tv re-
ception from the air.

(2) The instrument must have
the ability to record and play
back at least an hour-long pro-
gram from a single reel of tape.

(3) It must be manufactured
at a cost to permit a retail price
of no more than $500, preferably
less. continued on p.3
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APPLIANCE-TV

(1 0J O O Interest in color tv hit a new peak at the an-
nual convention of the National Assn. of Broadcasters
(NAB) in Washington, D.C. last week. Broadcast
equipment manufacturers happily reported that sta-
tion owners were not only looking at equipment—they
were buying.

Prime interest in color was focused on a pair of new
color cameras that RCA and Philips were touting as
“breakthroughs.” The Philips Plumbicon ecamera,
which is being purchased by the Columbia Broadeast-
ing System, will help overcome the main limitation
color tv encountered in the past, according to James B.
Tharpe, president of Visual Electronics Corp., which
will market the camera here. “With normal lighting
levels and completely stable equipment of this conven-
tional size (the new camera more closely resembles a
monochrome camera), both the difficulties and cost of
color television production will be greatly reduced,”
Tharpe said. RCA claims its new 4-tube camera dou-
bles sensitivity.

And General Electric, reflecting this new interest
in color by broadcasters, reported that it has increased
its production rate twice in the last month for its color
film cameras and, even so, was sold out through July.
One important sale: CBS.

Even the American Broadcasting Co. got back into
the color act with the announcement of its 1965-66
program schedule. What ABC made official: its Sun-
day prime time schedule, from 7 p.m. to 11 p.m. EST,
will be all color.

Color tv even attracted a favorable notice from the
Federal Communications Commission. Said Chairman
E. William Henry: “. .. color, adding brilliance and
sparkle to the basic product, is about to come into its
own.”

OO0 A voice-activated remote-control unit for tv
was predicted last week by W. Walter Watts, RCA
group executive vice president. “Imagine,” he said,
“just speaking to your tv set with commands such as
‘Turn to Channel 4,” ‘A little less audio on that com-
mercial, please,’” or a tv set that shuts off when you say
good-night to Johnny Carson.”

Such a unit is possible, said Watts, with circuits
and devices that translate the voice into electronic sig-
nals that operate the tv set controls. RCA engineers
already have a patent for a syllable analyzer that takes
spoken words apart and compresses them into elec-
tronic code. In its present form, the analyzer can recog-
nize about 200 syllables as spoken by several persons,
according to Watts.

[ 0J CJ CJ Whirlpool's Tech-Care service program has
spread to 40 states in its first six months of operation,
says Al Porter, general manager of Whirlpool field
service. More than 225 service organizations have
taken Tech-Care franchises, he reports. Purpose of the
franchise is to identify those RCA Whirlpool home
appliance service agents and dealers who meet com-
pany service standards.

L O 0O Key moves . . . Hicks B. Waldron is named
general mgr of GENERAL ELECTRIC’s Audio Products
Dept., in Syracuse, effective May 1; he will succeed
Charles J. Coward, upon his retirement.

EEl members huddle in Chicago
to call plays for the future

Last week appliance makers and
utilities got together for mutual pats
on the back in anticipation of a suec-
cessful 1965. They also met to dis-
cuss mutual problems and future
goals. The occasion was the 31st
annual sales conference of the Edi-
son Eleetric Institute in Chicago.
Here are some of the problems and
solutions discussed.

“The purchase of a new appliance
was a status symbol at one time,”
said J. M. Tenney, Kelvinator’s gen-
eral sales manager. “Having a mod-
ern appliance has lost its glamour:
appliances have become workaday
items to be replaced only when they
wear out. For example, in 1956, the
white goods industry was getting
214, cents out of every dollar spent
for consumer goods and services;
it has now dropped to 1.7 cents.”

Successful industry promotions are
an encouraging step toward correct-
ing this situation, Tenney said.
“Utilities alone,” Tenney suggested,
“are in a position to pull all the re-
tailers in their communities together
and give these programs the needed
local push.”

Tenney’s outlook for the major
appliance industry is not at all bleak,
however. “The major appliance in-
dustry should be America’s No. 1
growth industry in the next 15 or
20 years,” he said. “Looking at the
projection for total household appli-
ance volume—including radio, tv,
and stereo—we see that this group
of products accounted for $8 billion
in sales in 1960 ; by 1970, this group
is expected to reach $13 billion in
sales, and by 1980, it will be $23
billion, or double what it is today.

Strong dealer organizations are nec-
essary to promote public acceptance
on low-saturation and newly devel-

oped major appliances, Tenney said.
“Dealers have learned,” he explained,
“that ads can pull without the use
of comparative price or overempha-
sis on price. The consumer has the
money to afford the better appliances
and the willingness to purchase them
when the merits of the product are
properly presented in good retail
advertising and salesmanship.”

Better salesmanship also was stress-
ed by Herman F. Lehman, Frigid-
aire’s general manager. “Effective
communication is the only way we will
be able to reverse the past trend and
gain a larger share of the consumer
dollar,” he said. “There are 30 mil-
lion families in this country with
one or more out-of-date appliances:
and there is a need for over 200
million new products in American
homes. We must sell the consumer
on recognizing and wanting new de-
sign innovations.”

Sell the difference, said G. Worth-
ington Hipple, marketing consultant
for Fedders Corp. “That is what peo-
ple are buying,” he stressed. “The
customer will never know abaut vour
product or idea unless you tell them
and tell them. We can no longer live
on selling price—price has never
been the big factor. People are buy-
ing the difference.”

Sell comfort, said Robert Williams,
manager of refrigerant sales at E. 1.
DuPont. “If people don’t want com-
fort in their homes,” he pointed
out, “why have they purchased more
than 17 million air conditioners in
the last 10 years? Central air con-
ditioning has now become that in-
dustry’s largest single source of
business. If we are to successfully
capture these markets,” Williams
said, “we must bring all the bene-
fits to the attention of the consumer.”

Philco’s president eyes prices:
if they go up, how much?

Prices will rise faster in 1965 than
they did in 1964. This is what Rob-
ert O. Fickes, president of Philco
Corp., predicted before a meeting of
the National Industrial Conference
Board in St. Louis last week. But
Fickes also predicted an 8% in-
crease in sales of consumer electron-
ics and major appliances this year.

‘“However,” he declared, *“‘that cut
in excise taxes, which looms so prom-
isingly on the horizon, would, if ap-
proved, result in a somewhat smaller
increase in prices. If it totals as
much as $2 billion in direct pass-on
to the consumer, the excise tax re-
duction could push the consumer
price index down by about half a
point on an annual basis.” Fickes
predicted a 1.6% rise in the Con-
sumer Price Index, compared to an
average price rise of 1.3% in 1964.

The economic outlook was the
theme of the conference. On this
tack, Fickes said that he expects con-
sumer electronics and major appli-
ances to reach $7.3 billion in sales
in 1965. “We expect another $400
million increase next yvear,” he added.

Fickes noted a cautionary sign in

a 1964 fourth quarter decline in cap-
ital appropriations. “To that partic-
ular point,” he said, “we at Philco
now have under consideration, and
expect to complete our plans by mid-
vear for, a plant expansion program
designed to make us fully competitive
with any other appliance manufac-
turer in the country. Obviously, we
would not be making plans as ambi-
tious as this if we had any fears, or
even reservations, about the future
of our business and the American
economy.” (For Fickes’ earlier com-
ments on Philco expansion see Mw,
26 Oct 64, p.7).

The basis for optimism, Fickes
said, comes from three areas. The
great numbers of young adults en-
tering the marketplace. And, in addi-
tion to new families buying new ap-
pliances, Fickes noted that great
quantities of appliances bought in
the early and mid-1950’s will soon
be due for retirement. He also added,
“For many of today's affluent fam-
ilies, replacement will invelve step-
ping up in size and quantity.”

Finally, Fickes noted a growing
demand for appliances overseas.
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{1 0 [J [0 Pushing color hard is
“in”” with the industry this year.
But despite elation over rapidly
increasing sales, there are prob-
lems at every step on the market-
ing ladder. Here’s what dealers,
distributors and manufacturers
are doing to solve them........ p-13
Is FM going “mass?”’...........p.3
All the salesmen you want..p.22

AT PRESSTIME -

0O 0O 004 An all-time high for fac-
tory shipments of clothes dryers
was reached in February. The
American Home Laundry Manu-
facturers’ Assn. reports that
152,265 dryers were shipped, a
129, increase over February,
1964. Electric models gained
1695 for the period, and gas
units jumped 5% ahead.

Shipments of washers (up 19
for the month) combined with
shipments of dryers totalled
485,909 units, a 49 gain over
February, 1964. AHLMA notes
that combined sales of washers
and dryers have shown monthly
gains in each of the past eight
months and in 41 of the past 43
months.

OOO0O RCA's video tape re-
corder—the model the company
wants to emerge from its labs—
must meet three basic require-
ments, according to W. Walter
Watts, group executive vp:

(1) The picture quality must
be comparable to the best tv re-
ception from the air.

(2) Theinstrument must have
the ability to record and play
back at least an hour-long pro-
gram from a single reel of tape.

(3) It must be manufactured
at a cost to permit a retail price
of no more than $500, preferably
less. continued on p.3




There are only three
color TV/Stereo
Theaters that let you
plug in sound
anywhere in the house.
Who makes them?

that’s who.

And Porta-Fi is why. A speaker you plug
intoany wall socket.Without another wire,

. itdeliversfull, rich sound anywhere in the

house. AM, FM, FM-Stereo, records—what-
ever the console is playing. An optional
plus on all G-E color TV/Stereo Theaters,
it's another sound-selling tool for you.
And only G.E. has it.
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PRESST' M E continued from p.1

In addition, Watts told the National Assn. of Broad-
casters convention, “it would be most desirable for
such a device to incorporate color as well as black-and-
white.”

RCA has been working on a video tape recorder for
more than 10 years, Watt explained, but “so far, no
product in our own laboratories—or those demon-
strated by other companies in this country and abroad
—have met these standards which we feel are essential
before such an instrument can be accepted by the mass
market.”

(10000 00 Redbook magazine raps discount bargains in
its April survey, reporting that today’s discount stores
do not offer nationally advertised brands at 20% less
than department stores or retailers. The “bargain
price” myth, Redbook notes, continues at the custom-
er’s expense because major department stores meet and
sometimes beat the discounter’s price. While bargains
are still available at store openings, in certain depart-
ments, or as “door-buster” specials, Redbook warns
discount shoppers to always ‘“check quality first and
then consider the price.”

0000 Six new Westinghouse radios—dubbed Space
Makers because of their vertical compact design—have
been dropped into the 1965 line. The deluxe clock-radio
model, with a “slumber-control” feature, will retail
for under $25. Three other clock-radio models will sell
for approximately $14.95 to $19.95. The two table
radios will sell for less than $13. All of the new West-
inghouse Space Maker radios have the same dimen-
sions: 8% inches high, 7 inches wide, and 4 inches deep.

0000 Jensen has plugged a hole in stereo sound, it
says, by developing a new 3-channel phonograph cart-
ridge. The cartridge, says Jensen, provides a third di-
mension to stereo recordings through a central channel
—that is, sound reproduced through a loudspeaker
between right and left stereo speakers. Jensen says
that the cartridge picks up a monaural central chan-
nel, and blended with stereo channels, it produces “a

solid, more balanced sound, rather than just right and
left with a void in the center.”

0000 One industry vote for wringer-washer comes
from the Norge Div. of the Borg-Warner Corp. The
wringer-washer share of the total washer market has
dropped about 12% in the last 10 years, but according
to John S. Wolfe, Norge vice president, the trend is
leveling out and wringer models continue to be “sur-
prising sales makers.” To illustrate his contention,
Wolfe reported that one out of every six washers sold
in 1964 was a wringer model.

OO OO Sunray and Gaffers & Sattler will end an
agreement which had Sunray making G&S 30-inch eye-
level ranges. G&S will make its own eye-level unit be-
ginning in June, and will also introduce three new eye-
level gas ranges in April. The new units will feature
upper and lower ovens with separate timers. The upper
ovens will be 22 inches wide and will have removable
chrome oven-liners.

O OO0 A bill to hit at dual distribution will soon be
introduced in the House by Representative James
Roosevelt (D-Calif.) and in the Senate by Senator
Russell Long (D-La.). Reportedly the new legislative
proposal would require manufacturers to maintain
“adequate and fair” price differentials between each
distribution level.

[0 O 0O 0O Philco picks consumer magazines to promote
its 1965 refrigerator, automatic laundry, and range
line. Philco said the 56-page ad campaign will be aimed
at housewives, who, the company feels, have the last
word about appliance purchases.

OO00O “Two Guys” multiplies: Vornado Inc., oper-
ator of Two Guys stores, opened the largest link yet in
its 22-store chain last week, in Jersey City, N. J. The
new store covers 190,000 sq.ft. and is the first unit
to be completed as part of a planned 55-acre shopping
complex.

The FM radio boom: the fateful days lie ahead

From its low point in the mid-1950s,
FM radio has come a long way —far
enough, in fact, for broadecasters to
feel nostalgic about the bad old days
when they fought to keep FM alive.

The figures tell FM’s thriving
story. Electronic Industries Assn. re-
ports that there are now 28.5 million
FM sets in U.S. homes, and that 3%
to 5% of all car radios produced here
are FM receivers.

Over 200 FM stations started
broadcasting in the past year, and
the number of FM stations on the
air has doubled in the last six years.
Today, there are over 1,200 FM sta-
tions on the air, and more than 300
of these broadcast stereo signals.

The outlook for sales promises even
greater growth. With obvious relish
chairman Ben Strouse, of the FM
Radio Committee of the National
Assn. of Broadcasters (NAB), last
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week passed these figures on to his
fellow FM station owners: ‘“Manu-
facturers are projecting that by
1967, annual sales of AM-FM receiv-
ers will surpass the sales of AM-
only sets, and a year later will reach
a total of over 11 million.”

But new problems face FM and how
the industry copes with these new
difficulties, could affect future sales.

The FCC ruling on programming may
create major changes in FM before
the year is over. Because of a Fed-
eral Communications Commission
(FCC) decision, single-ownership
AM-FM stations in cities of over
100,000 must offer separate FM pro-
grams 50% of the time. The new
rule, which affects about 200 stations,
takes effect Oct. 15. The FCC’s aim,
as explained by Commissioner Ken-
neth A. Cox: give the public a wider
choice of programming.

Station owners are divided over
what the FCC’s rule means to FM.
Said Oliver J. Keller, president and
general manager of WTAX (Spring-
field, Ill.), it is: “good to have sepa-
rate programming,” adding that the
public voted for this in the way it
has bought FM receivers.

After his station began separate
AM and FM programming, Keller
said, retailers reported that 70%
to 80% of all sets sold, other than
transistorized portables, were AM-
FM units. “There is no question that
this resulted from separate program-
ming,” he said.

But not everyone agrees with Kel-
ler. NAB’s FM chairman Strouse
argued that “forcing all stations to
run separate programming in large
cities . . . must lead to a competitive
situation that may very well sound
the death knell of some stations.”

FM owners were also divided over
what emphasis to give programming.
FM is now in the “mass-class” stage,
according to Everett Dillard, presi-
dent of WASH-FM (Washington,
D.C.) Dillard calls this the transition
period between limited class audiences
and the unlimited mass audience. In
this advance stage of development,
he said, “The worst mistake that can
be made is to slough off FM’s pro-
gram potentials by limiting it to only
‘longhair’ music.”

David Pollinger, vice president and
general manager of WTFM (New
York City) took the opposite point of
view. The “FM medium is a class
medium,” he said, pointing out that
“class” does not mean only demo-
graphic superiority. “The FM audi-
ence,” he said, “is an adult—not teen-
age audience. This class is sprouting
mature and cultural wings.”

%o_ 1. Second-class postage at Chicago, I, Sub-
, P.O. Box 430, Hightstown, New Jersey. 08520.



WESTCLOX

Bright new promotion, fresh as the season, brings new life to clock sales.

FRE E! WITH EVERY BEN PURCHASE
A FABULOUS NEW BOOK FOR YOUR CUSTOMERS!

CLOCKS
HOME DECORATION

CLOCKS IN HOME DECORATION—a full-fledged, 100-page
book, filled with exciting decorating ideas. Edited in collabo-
ration with Good Housekeeping Magazine. 80 pages in full
color. Sells for $1.25—worth much more—free to your cus-
tomers with every Ben they purchase. It's the hottest offer
ever made to move. ..

THE WORLD’S MOST GIFTED CLOCK LINE—THE BENS.

EXCLUS/ \ :
e REE)
DECORATION \i; sﬁnﬁ

ALARM

CLOCKS
HOME DECORATION

o

ox BEN

wasToLo

BENS —the best-known, best-selling, biggest profit-making
name in clocks!

Assortment No. 19106. New fast turnover assortment includes
3 Baby Bens, 2 Big Bens, 1 Ben Electric—PLUS 6 FREE Decora-
tor Books and big full-color display.

OR buy any 6 Bens (open stock)...get 6 Decorator Books
FREE, with colorful sales-making counter easel.

1 4

AND THE SWINGINEST WESTCLOX ADVERTISING SUPPORT

TELEVISION

“TODAY.” A Westclox “SPECIAL”
on trends in home decoration
...Full network sponsorship of
NBC'’s “Today” Show on April 23
~Time Change Weekend! 7 mil-
lion viewers for this popular
daytime program.

“TONIGHT.” Network sponsor-
ship of NBC's “Tonight” Show,
too! Same date, another 7 million
viewers will be entertained by
johnny Carson and his special
guests.

PLUS: Continuing

commercials on the
regular’Today’’ Show
programs, right through
the entire Spring gift
and home decorating
season.

RADIO

Network Radio saturation, April
21, 22, 23, 24, and 25! 150 mil-
lion listener impressions on “Em-
phasis” and ‘““Monitor,” top-
rated NBC radio programs.

Spot Radio campaign throughout

the Spring in key markets on 100
major stations.

MERCHANDISING WEEK




WESTCLOX FIRSTS! WESTCLOX EXCLUSIVES!

A Keywound Lighted Dial Alarm

NEW FAYETTE. The industry’s first and
only keywound clock with lighted dial.
Just tilt and it lights to show the time in
the dark! Operates on single penlight
battery. Convenient top shut-off alarm.
Contemporary design in White and
Parchment finish. $5.98.

&
:
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Assortment No.19108 contains 4 Lighted
Dial Fayettes in sparkling FREE display
which illustrates the feature,

=

AN ALARM THAT BUILDS FROM SOFT TO LOUD

NEW CRESCENDO. Another first from Westclox—the keywound
clock with a mind of its own! From soft and low, alarm automatically
builds to a loud, insistent ring. Traditionally styled in lovely Wedg-
wood Blue and Cameo White. Individually packed in self-display car-
ton. $7.98.

.

L L S

New! WOODBRIDGE
(BUY 11,GET 1 FREE!)

5'm0pooooo.oococoo

it -

New! Exquisite

|
CONTESSA New! Elegant

(BUY 5, GET 1 FREE!)

Distinctively-styled electric alarm. Tilted
oval face, sparkling with feminine ap-
peal. Exotic decorator colors: Burnt
Orange, Champagne Cold, Pastel Blue,
and Antique White. Plain dial $6.98. An-

Assortment No. 29034 includes 6 clocks
and FREE colorful display.

BRANFORD
(BUY 5, GET 1 FREE!)

A classic, new electric alarm in the tra-
ditional mode. Subdued charm and ele-
gance of Wedgwood Blue or Green
will enhance any decor. Plain dial $5.98.
Wedgwood Blue with luminous dial
$6.98.

Enrich the Colonial look of Early Amer-
ican kitchen, den or dining rooms.
Woodtone finish with the luster of
cherished antique. Runs up to a year
on standard flashlight battery. $12.95.

Model 25199. Woodbridge Electric,
with sweep second hand. $8.98.

BUY 5 WOODBRIDGE ELECTRICS,
GET 1 FREE!

MAGAZINES

Biggest consumer magazine cam-
paign in the industry—the big-
gest in Westclox history! Domi-
nant 4-color ads, April, May and
June! “Reader’s Digest,” "“Good
Housekeeping,” “Better Homes
and Gardens,” and “‘McCall’s.”
100 million combined circula-
tion! 250 million reader impres-
sions!

MARCH 29, 1965

CALL YOUR WESTCLOX WHOLESALER NOW, PREPARE FOR THE BIGGEST
PRESELL AND CUSTOMER DEMAND FOR YOUR WESTCLOX LINE EVER!

WESTCLOX

GENERAL TIME

DIVISION OF u
Progress in the World of Time



sell the NE/ Wzoncept

for living comfort . . .

Camponzcie. TN

ROOM AIR CONDITIONER

YOU'VE NEVER HEARD IT SO QUIET! — With this revo-
lutionary advancement in design, your closed window
becomes a sound and weather barrier — locking heat
and noise out — sealing cool quiet comfort in. INSTALL
IT IN MINUTES — move it any time you please. Three
capacities — economical performance from the 72 amp
unit. Full range thermostat — Push button controls — Ad-

justable air grille — Two fans for super quiet operation.

NEW DUAL-AIRE MODELS — Two fan
motors for extra quiet operation. Long
life aluminum cabinet instalied in min-
utes with pre-mounted Adapt-A-Ease
sliding panels. Thermostat and push
button controls. Three capacity ratings
and many more features.

NEW POWER-AIRE SERIES — Models from
10,000 to 28,000 BTU/HR featuring
slide-out chassis, 230/208 dual voltage
compressors, Thermostat, Two-speed
Fans, Four-way adjustable grilles and
permanent washable filter.

= ==

HEAT CONTROLLER, INC.

JACKSON, MICHIGAN
The Quality Leader in Conditioning Air

WASHINGTON

1T More competitive network programming was
the big bone of contention this year at the annual con-
vention of the National Assn. of Broadcasters (NAB).

The discussion was precipitated by the tentative
decision of the Federal Communications Commission
(FCC) to reduce network ownership of entertainment
shows on evening prime time 509% from its present
909% and above level.

The FCC’s idea is to force the networks to accept
more independently produced programs and to curtail
the obvious conflict of interest inherent in program
selection that exists when a network itself owns a par-
ticular show and stands to profit from airing it.

L O LI 0 FCC's interest is anti-monopolistic. The com-
mission does not at all contend that the change would
result in better tv fare.

Networks and others opposed to the change argue
—and there is some concurrence at FCC—that in
reality over-all program deterioration would be the
end result. Some of these opponents even contend that
FCC is exceeding its legal jurisdiction in making its
pitch for the change. The precedent on which the FCC
is basing its approach is the famous anti-trust case
that forced movie production companies to divorce
themselves from their theatre operations.

00O 00O CATV was the other “‘hot” topic at the NAB
convention. With the exception of equipment exhibi-
tors, the occasional advocate of CATV was a voice in
the wilderness. Former FCC Commissioner Fred Ford,
now president of National Community Television
Assn., got some rough handling when he sought to de-
fend the present CATV practice of lifting broadeast tv
programs off the air to serve paying cable clients.

FCC is moving toward regulation of all CATV com-
panies with some initial decisions in this direction only
weeks away. It is a virtual certainty that regulation
will come, but there are grounds for belief that it will
not be severe enough to stifle the rapidly growing
industry in a way that would close out the potential
it carries for first-time tv set sales.

LI O 0 Far outweighing these squabbles were evi-
dences of positive advances in the art of telecasting.
Improved color tv broadecast devices—better station
equipment, lighter portable tv cameras, and automated
programming devices—cannot but attract larger na-
tional audiences for television. Improved UHF trans-
mitters and CATV equipment will play an important
role in opening up many of the remaining barren areas
in the nation and in stimulating tv interest in marginal
markets that are now only partially served.

OO0 Tv is moving into its golden era. This, in a
word, sums up the future of the industry as it was
laid out at the NAB’s annual meeting. Intra-industry
squabbling over pending FCC rules changes tends to
overshadow the long-range promise. But there is a
solid and well-financed base from which to build an
entertainment and information medium that would
hold far greater public appeal than at present.

Despite tv’s phenomenal growth so far, the next
decade should make the present state of the art look
like the horse-and-buggy era.

MERCHANDISING WEEK



Caloric checks its dealer list:
are those 12,000 really real?

Caloric Corp. is gunning for more
dealers, with 3,000 as a rough target
figure, according to a MERCHANDIS-
ING WEEK interview with Bruce
Bradway, Caloric director of creative
services.

To back up its drive, Caloric is now
working on plans for a new fran-
chise program, which probably will
be introduced in June.

Queried about the current number
of Caloric dealers, Bradway said,
“Like all manufacturers in this field,
we have a large list—around 12,000

of dealers. But it’s only a list of
names. Right now, we’re in the proc-
ess of taking stock of that list to
identify these dealers.

“We want to find out what kind of
dealers they are, if they promote
Calorie products, whether they buy
from spec sheets only, and what oth-
er types of products they sell. When
that’s done, we’'ll have a better idea
what our new dealer structure will
look like.”

Bradway emphasized that Caloric
is not in the process of reducing its
dealer organization, but only identi-
fying the dealers to establish a broad
working base.

Caloric sales are 409, ahead for
the first part of this year, as com-

pared to a year ago, Bradway re-
ports. “We think we can sustain and
possibly even improve on this rate
of gain during the rest of the year,”
Bradway said. “In any event, we're
certainly looking for a 35% sales
increase over 1964.”

There are no electric ranges in
Caloric’s future, Bradway stressed.
“There’s probably nothing further
from management thinking,” he
said. “We're convinced that gas is
the fuel of the future.”

Nor does Caloric plan to go into
microwave ovens. “Last year, we in-
troduced our Ultra Ray infra-red
broiler, which converts gas energy
into infra-red rays for cooking,”
Bradway pointed out. “We expect it
to be one of our major products and
selling tools for 1965.”

To help meet its sales forecast, Ca-
loric is counting on its new gas grill,
announced last month. “It is now be-
ing introduced on a market-by-mar-
ket basis,” Bradway said. “We're
convinced that it is going to be a
tremendous seller.”

Bradway also indicated that new
products are in the offing and told
MERCHANDISING WEEK that several
items will be introduced at the com-
pany’s June sales convention.

Looking ahead to June’s new tv:
the patter of little transistors

Is television on the brink of another
revolution ? MERCHANDISING WEEK
polled the wizards who hold the key
to the future at last week’s Institute
of Electrical and Electronics Engi-
neers Show in New York to find out
what they will be pulling out of the
bag next. And the word was tran-
sistors—more and more of them—
in a wave that will match their past
growth in radio and phonos.

Summing up the prospects, a Syl-
vania expert said, “This year, you'll
see a lot more transistor sets, in-
cluding some possible hybrids in the
new models introduced in June. And
this is only the beginning, the year
in which we’'ll get experience. I think
most companies are going to have
them this year. Everyone wants
them.”

Motorola’s transistor men were
even more definite. “The transistor
has just started in tv. The holdup
at present is in technical problems.
Conversion is awaiting developments
in transistor technology that will al-
low manufacturers to make transis-
tor tv sets on a par with tube sets.
This is in the process of develop-
ment now.

“Once this has been done—by the
end of the year—there will be rapid
development. In two-and-a-half-years
the major portion of black-and-
white tv will be transistorized. Color
will follow.”

And right on the heels of this rev-
olution the electronics engineers al-
ready have another waiting: molec-
ular electronics, with new benefits
in compactness, lighter weights, and
the benefits of integrated circuits
that can be produced more economi-
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cally by automation. How soon will
this come? Motorola’s man got the
answer down off Cloud Nine by pre-
dicting, “Maybe three years in tv.”

Most intriguing reply to questions
on integrated circuits came from a
spokesman from RCA, rumored to be
giving the new field a rapid push to
cut the costs of consumer products.
Amply cooperative while discussing
transistors, the RCA man abruptly
switched to a terse “No comment.”

Tv sets and tubes on display at the
Show added little to the picture of
what is ahead. RCA is displaying its
new 19-, 21-, and 25-inch tubes using
the rare earth Europium phosphors.
Company spokesmen declined to cite
any percentages for gains in bright-
ness. All RCA tubes currently being
shipped use the new phosphors. The
use of Europium has not increased
tube prices, RCA says.

Both RCA and Sylvania reported
widespread interest in the 19-inchers
from other manufacturers that had
been sampled. RCA says it will have
the 19-inch tubes ready for delivery
in small quantities late in the fourth
quarter.

The word at the Show was that
Philco is making progress on its
own 19-inch tube.

Another new screen size for color
attracted considerable attention. Sony
was showing a 12-inch Chromatron
that unquestionably hits a new low
in size for color sets. American ex-
perts who saw the set rated it highly
for both color and brightness. Ac-
cording to a Sony engineer, the new
set is aimed at the industrial, not
the consumer, market. It will, he
said, have “a low price.”

APPLIANCE-TV

OO O A test case for CATV is in the offing. A peti-
tion—the ultimate aim of which is to have all of the
nation’s community antenna television systems
(CATVs) regulated by the Federal Communications
Commission as common carriers—has been filed with
the FCC by the Philadelphia Broadcasting Co. and
several tv accessory companies. The petition asks that
CATVs be regulated just as interstate telephone sys-
tems are now regulated.

The CATV named in the petition is Rollins Broad-
casting Inc., in Wilmington, Del. However, because
this is a test case, if the FCC grants the petition, it
would apply to all other CATV systems. Should the
FCC decline the request to assume jurisdiction, the
petitioners said, they will appeal to the courts.

0O O 0O Four new Sony tape recorders—the ESP 560,
an automatic reverse changer, the solid-state 260; and
two new AC-battery portables, the 800 and 900—are
scheduled to go on display today in Sony’s New York
City showroom, according to Fred Tushinsky, Super-
scope sales vp. Sony also announced that the U.S.
Patent Office has issued it registration for the “Micro”
trademark for use on television receivers.

(0 O O O Motorola’s spring promotion plans are to push
three b&w portable tvs (models 19BP103, 19BP104,
and 19BP105), three b&w compact tvs (19BT120,
19BT121, and 19BT122), and five portable radios
(XP73, X60, V61, X64, and XP68). A four-piece tray
table serving set, and a roll-about cart table will be used
as traffic builders for the television promotion. A tote bag
with a plastic liner will be used for the radio promotion.

(00O O O Ready-made tape library: Ampex is giving
away $100 worth of pre-recorded stereo tapes to each
purchaser of one of its 1000 Series stereo recorders.
Buyers may order their free tapes from a selection of
50 Ampex recordings. The promotion will run through
April.

[J O [ OJ A new grain-like stainless steel finish has been
developed by Jones & Laughlin Steel Corp. and is being
used on range hoods built by Vent-a-Hood in Dallas.
The company says that the finish reduces glare, camou-
flages fingerprints and minor soil marks, and comple-
ments natural wood kitchen finishes.

0O O O [J Admiral has a new training program to up-
date servicemen on refrigerator-freezer developments
through one-day training sessions.

0O O 00O Sears’ expansion boom continues: the ever-
multiplying giant, Sears, Roebuck & Co., has opened a
new store in Natick, Mass. The 256,000 sq.ft. store has
a sales area of 127,000 sq.ft. and a 40-car gutomotive
center totaling 58,000 sq.ft.

And in Bloomington, Ind., and Valdosta, Ga., Sears
has replaced catalog sales offices with new “medium-
sized” (95,000 and 52,000 sq.ft.) stores.

OO OOdA Motorola display rack, which can be ad-
justed to hold nine portable radios, is available through
its distributors.



APPLIANCE-TV

L0 ZJ 0 Interest in color tv hit a new peak at the an-
nual convention of the National Assn. of Broadcasters
(NAB) in Washington, D.C. last week. Broadcast
equipment manufacturers happily reported that sta-
tion owners were not only looking at equipment—they
were buying.

Prime interest in color was focused on a pair of new
color cameras that RCA and Philips were touting as
“breakthroughs.” The Philips Plumbicon camera,
which is being purchased by the Columbia Broadcast-
ing System, will help overcome the main limitation
color tv encountered in the past, according to James B.
Tharpe, president of Visual Electronies Corp., which
will market the camera here. “With normal lighting
levels and completely stable equipment of this conven-
tional size (the new camera more closely resembles a
monochrome camera), both the difficulties and cost of
color television production will be greatly reduced,”
Tharpe said. RCA claims its new 4-tube camera dou-
bles sensitivity.

And General Electrie, reflecting this new interest
in color by broadcasters, reported that it has increased
its production rate twice in the last month for its color
film cameras and, even so, was sold out through July.
One important sale: CBS.

Even the American Broadcasting Co. got back into
the color act with the announcement of its 1965-66
program schedule. What ABC made official: its Sun-
day prime time schedule, from 7 p.m. to 11 p.m. EST,
will be all color.

Color tv even attracted a favorable notice from the
Federal Communications Commission. Said Chairman
E. William Henry: *“. . . color, adding brilliance and
sparkle to the basic product, is about to come into its

»

own.

()OO0 A voice-activated remote-control unit for tv
was predicted last week by W. Walter Watts, RCA
group executive vice president. “Imagine,” he said,
“just speaking to your tv set with commands such as
‘Turn to Channel 4,” ‘A little less audio on that com-
mercial, please,” or a tv set that shuts off when you say
good-night to Johnny Carson.”

Such a unit is possible, said Watts, with circuits
and devices that translate the voice into electronie sig-
nals that operate the tv set controls. RCA engineers
already have a patent for a syllable analyzer that takes
spoken words apart and compresses them into elec-
tronic code. In its present form, the analyzer can recog-
nize about 200 syllables as spoken by several persons,
according to Watts.

L1 CJ CJ Whirlpool’'s Tech-Care service program has
spread to 40 states in its first six months of operation,
says Al Porter, general manager of Whirlpool field
service. More than 225 service organizations have
taken Tech-Care franchises, he reports. Purpose of the
franchise is to identify those RCA Whirlpool home
appliance service agents and dealers who meet com-
pany service standards.

(00O Key moves . . . Hicks B. Waldron is named
general mgr of GENERAL ELECTRIC’s Audio Products
Dept., in Syracuse, effective May 1; he will succeed
Charles J. Coward, upon his retirement.

EElI members huddle in Chicago
to call plays for the future

Last week appliance makers and
utilities got together for mutual pats
on the back in anticipation of a suc-
cessful 1965. They also met to dis-
cuss mutual problems and future
goals. The occasion was the 31st
annual sales conference of the Edi-
son Electriec Institute in Chicago.
Here are some of the problems and
solutions discussed.

“The purchase of a new appliance
was a status syvmbol at one time,”
said J. M. Tenney, Kelvinator’s gen-
eral sales manager. “Having a mod-
ern appliance has lost its glamour;
appliances have become workaday
items to be replaced only when they
wear out. For example, in 1956, the
white goods industry was getting
215 cents out of every dollar spent
for consumer goods and services;
it has now dropped to 1.7 cents.”

Successful industry promotions are
an encouraging step toward correct-
ing this situation, Tenney said.
“Utilities alone,” Tenney suggested,
“are in a position to pull all the re-
tailers in their communities together
and give these programs the needed
local push.”

Tenney’s outlook for the major
appliance industry is not at all bleak,
however. “The major appliance in-
dustry should be America’s No. 1
growth industry in the next 15 or
20 years,” he said. “Looking at the
projection for total household appli-
ance volume —including radio, tv,
and stereo—we see that this group
of products accounted for $8 billion
in sales in 1960; by 1970, this group
is expected to reach $13 billion in
sales, and by 1980, it will be $23
billion, or double what it is today.

Strong dealer organizations are nec-
essary to promote public acceptance
on low-saturation and newly devel-

oped major appliances, Tenney said.
“Dealers have learned,” he explained,
“that ads can pull without the use
of comparative price or overempha-
sis on price. The consumer has the
money to afford the better appliances
and the willingness to purchase them
when the merits of the product are
properly presented in good retail
advertising and salesmanship.”

Better salesmanship also was stress-
ed by Herman F. Lehman, Frigid-
aire’s general manager. ‘“Effective
communication is the only way we will
be able to reverse the past trend and
gain a larger share of the consumer
dollar,” he said. “There are 30 mil-
lion families in this country with
one or more out-of-date appliances:
and there is a need for over 200
million new products in American
homes. We must sell the consumer
on recognizing and wanting new de-
sign innovations.”

Sell the difference, said G. Worth-
ington Hipple, marketing consultant
for Fedders Corp. “That is what peo-
ple are buying,” he stressed. “The
customer will never know about your
product or idea unless you tell them
and tell them. We can no longer live
on selling price—price has never
been the big factor. People are buy-
ing the difference.”

Sell comfort, said Robert Williams,
manager of refrigerant sales at E. 1.
DuPont. “If people don’t want com-
fort in their homes,” he pointed
out, “why have they purchased more
than 17 million air conditioners in
the last 10 years? Central air con-
ditioning has now become that in-
dustry’s largest single source of
business. If we are to successfully
capture these markets,” Williams
said, “we must bring all the bene-
fits to the attention of the consumer.”

Philco’s president eyes prices:
if they go up, how much?

Prices will rise faster in 1965 than
they did in 1964. This is what Rob-
ert O. Fickes, president of Philco
Corp., predicted before a meeting of
the National Industrial Conference
Board in St. Louis last week. But
Fickes also predicted an 8% in-
crease in sales of consumer electron-
ics and major appliances this year.

“However,” he declared, ‘“that cut
in excise taxes, which looms so prom-
isingly on the horizon, would, if ap-
proved, result in a somewhat smaller
increase in prices. If it totals as
much as $2 billion in direct pass-on
to the consumer, the excise tax re-
duction could push the consumer
price index down by about half a
point on an annual basis.” Fickes
predicted a 1.6% rise in the Con-
sumer Price Index, compared to an
average price rise of 1.3% in 1964.

The economic outlook was the
theme of the conference. On this
tack, Fickes said that he expects con-
sumer electronics and major appli-
ances to reach $7.3 billion in sales
in 1965. “We expect another $400
million increase next yvear,” he added.

Fickes noted a cautionary sign in

a 1964 fourth quarter decline in cap-
ital appropriations. “To that partic-
ular point,” he said, “we at Philco
now have under consideration, and
expect to complete our plans by mid-
vear for, a plant expansion program
designed to make us fully competitive
with any other appliance manufac-
turer in the country. Obviously, we
would not be making plans as ambi-
tious as this if we had any fears, or
even reservations, about the future
of our business and the American
economy.” (For Fickes’ earlier com-
ments on Philco expansion see Mw,
26 Oct 64, p.7).

The basis for optimism, Fickes
said, comes from three areas. The
great numbers of young adults en-
tering the marketplace. And, in addi-
tion to new families buying new ap-
pliances, Fickes noted that great
quantities of appliances bought in
the early and mid-1950’s will soon
be due for retirement. He also added,
“For many of today’s affluent fam-
ilies, replacement will involve step-
ping up in size and quantity.”

Finally, Fickes noted a growing
demand for appliances overseas.

MERCHANDISING WEEK



Only Admircal has them!
All 3 Sereen sizes
in Color TV

25,2285 21 i s
Plus all the Admiral Exclusives!
o Exclusive Tilt-Out Control Center

(pat. pend.)

* Exclusive Color Fidelity Control

(pat. pend.)

=

 Exclusive Automatic Degausser

Admiral Malden, LG5311, 23" overall diagonal.

sell them . . . with an enviable dependability record to back them up
. and with top quality competitively priced . . . Admiral Color
TV sets will move fast. And since exclusive means “Only Admiral

has it!” only Admiral Dealers have this big edge on competition.

Whatever size Color TV your customer wants . . . only Admiral
has them all! 25", 23", 21” . . . and all with the three Admiral ex-
clusives: exclusive Tilt-Out Control Center (pat. pend.), exclusive
Color Fidelity Control (pat. pend.), and the Admiral Automatic

Degausser. And all in a popular variety of fine-furniture styles.
No wonder Admiral and Admiral Dealers are looking forward
to the biggest year in Color TV history! With exclusive features to

Call your Admiral Distributor for the colorful profitable story. Then
stock, display. advertise and merchandise new Admiral Color TV
. big rectangular screens in slim new cabinets!

g |

Admiral Roanne, KG5529, 25" overall diagonal. Admiral Salem, LG2045, 21" overall diagonal.

Leadership

through Exc/us/ves...Adm'r al COI or

A 'MARK OF QUALITY THROUGHOUT THE WORLD
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< We're happy with this new Business Owner’'s Policy! Home

Agent Charles Campbell, of Rebsamen & East, Inc., has
proved that it can cover our business insurance exposures

DISTRICT MANAGERS

NEW YORK: George Neuner, 500 Fifth
Avenue, N. Y., N. Y. 10036 971-3586.

PHILADELPHIA: Sherman Davis, 6 Penn
Plaza, Fhiladelphia, Pa. 19103 LO. 8-6161.

and save us real money!"
ATLANTA: lan C. Hill, 1375 Peachtree
St., N. E., Atlanta, Ga. 30309 875-0523.

CHICAGO: Edward J. Brennan, A. V.

Davis, 645 N. Michigan Ave., Chicago, L e
(ll. 60611 MO. 4-5800. '

DALLAS: Don Trammell, 2100 Vaughn
Bidg., Dallas, Tex. 75201 RI. 7-9721.

DETROIT: Robert J. Scannell, 856 Penob-
scot Bldg., Detroit, Mich. 48226 WO.
2-1793.

HOUSTON: Stan Kail, W-724 Prudential
Bldg., Houston, Tex. 77025 RI. 8-1280.

LOS ANGELES: Noel Humphrey, 1125
West Sixth, Los Angeles, Calif. 90017
HU. 2-5450.

SAN FRANCISCO: Thomas H. Carmody,
255 California St., San Francisco, Calif.
94111 DO. 2-4600.

PORTLAND: Pacific Bldg., Yamhill St.
Portland, Ore. 97204 CA. 3-5118.

JAPAN: Nobuyuki Sato, 1, Kotohiracho,
Shiba, Minato-Ku, Tokyo, Japan.

See for yourself!l It pays to get
the protection that's right for you.

* Physical damage insurance on your building and
contents.

* Robbery, burglary and other crime insurance.

* Inventory coverage that protects your stock fully
—even at peak —but costs you only for the aver
age inventory you carry.

It makes sense to pay for the coverage your busi-
ness needs—and only that! That's why businessmen
all over the country are switching to the Business
Owner’s Policy of The Home Insurance Company.

Here's what you can get —
* Full coverage of the risks you want covered.
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Hardwick built-ins

Hardwick Stove’s 1965 gas and elec-
tric built-ins are color-matched to
provide the builder or remodeler
with one-stop shopping for the en-

tire kitchen. Included in the 1965
line are three series of built-in ovens,
four varieties of range tops, an un-
dercounter dishwasher, vented and
ductless range hoods, and food waste
disposer.

New control panel styling, one-
piece brushed chrome front frames,
and resilient door seals to lock heat
out of the kitchen are features of the
built-in ovens. Luxury models fea-
ture chrome-lined, lift-off, patterned-
glass window, and chrome-and-glass
control panel with concealed indirect
backlighting. Control panels on de-
luxe models are color-keyed to ovens
and range tops, and have mounted
clock and timer. Standard ovens are
equipped with gold-trimmed gray
porcelain control panels.

The new gas range tops include:
luxury models, with die-cast alumi-
num control panels; deluxe models,
finished in porcelain enamel; and two-
and four-burner units, with separate
front-mounted control panels. Lux-
ury and deluxe series have lift-up
tops for easy cleaning, and are shal-
low encugh for installation above
cabinet drawers. Electric range tops
come with lift-up tops only in the
luxury series. Built-in ovens and
range teps are available in antique
copper, pink. yellow, turquoise, white,
and brushed chrome.

The dishwasher features jet-tower
wash action, low-heat continuous air
flow drying. Front panel and end
panel kits match all Hardwick colors
except brushed chrome. Sinks and

e Business interruption—protects your income by
covering temporary business costs after a loss.
One policy, one premium over a three year term.
It's easy to understand and, what's more, easy
to pay for with the exclusive Thico plan that lets
you budget the way you want—annually, monthly,

quarterly —even seasonally!
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Why wait? You can get the benefits of Home's great
Business Owner's Policy right now —with fuli al-
lowance for the balance of your present policy. Call
your own agent or broker of The Home Insurance
Company now for full details of the policy —he's
listed in the Yellow Pages —you'll be glad you did!

Policy now available in most states

59 Maiden Lane, New York, N. Y. 10008

vent hoods are offered in all Hard-
wick porcelain enamel colors.
Rounding out the Hardwick line
for new homes and remodeling are
20- and 30-inch slide-ins for econom-
ical installation of free-standing
ranges with a built-in look. Hardwick
Stove Co., Chattanooga, Tenn.

Emerson color tv consoles

Emerson announces one 25-inch and
two 21-inch color tv consoles for de-
livery at the end of March.

The 25-inch set, No. 25C01 (above)
is equipped with a rectangular, short
neck, bonded shield, color picture
tube with rare earth phosphors for
brightness. It has Emerson’s auto-
matic color monitor (degausser) and
25,000v picture power color tv chas-
sis with Perm-Lok control. It is
housed in a contemporary-styled cab-
inet custom-crafted of genuine wal-
nut veneers and hardwood solids: it
has a suggested retail price of $650.

The two 21-inch consoles—No.21C-
13 in Early American maple veneers
and solids, and No. 21C14 in French
provincial fruitwood veneers and
solids-—are both equipped with au-
tomatic color monitor and 25,000v
picture power color tv chassis; they
carry suggested retail prices of
$519.95 and $529.95, respectively.
FEmerson Radio Inc., 680 Fifth Ave.,
New York, N.Y. 10019.

Sub Zero modular refrigerator

A compact, custom-decorated, modu-
lar refrigerator named Credenzette
is announced by Sub Zero. Completely
self-contained, it is equipped with a
two tray ice cube evaporator. It is
designed so it can be used in a cre-
denza, night stand, or telephone
stand, and is powered to operate
effectively even with the door of the
cabinet closed. It features a com-
pressor-type system.

The door folds down to act as a
serving area. This model can also be
installed in a wall divider or used as
a free-standing refrigerator that can
be enclosed as a piece of furniture.
It uses the Sub Zero removable door
panel feature, which allows the user
to match the decor of any room. It
will be available in May. Sub Zero
Freezer Co. Inc., Box 4130, Madison,
Wis. 53711.
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old-fashioned
“hand wiring..for

greater reliability.

RCA Solid Copper Circuits give greater de-
pendability ... better TV performance... fewer
service headaches. Remember and sell these

Space Age advantages and both you and | O‘b !,“ The Most Trusted Name
o) customers will fit. ‘ e e _Ww i _ in Electronics
your customers will profi Q ELJ _ _ @

R Tmk(s)®

IASTER'S VOICE™

More TV servicemen own RCA Victor Color TV than all other leading makes combined
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Close-up on color television:
the story behind the soaring sales
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Comparing 7-year trends in b&w and color
set production (in units)
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*record high

sColor tv is our salvation.
I°8 19350 all over again.*

-Bob Graham, appliance dealer, Minneapolis

Bob Graham may be wrong. It could be even
better than 1950-all-over-again. The graphs
on this page tell the story.

Look at the chart on ‘“comparative trends
of set production” and note that the curves
show that production of monochrome tv began
to level off after 1950, b&w television’s big
vear (following a spectacular three-vear
climb), while production of color tv has as-
cended steadily for the past five years. If this
upward spiral continues, as all signs indicate
it will, color production is destined to pass

monochrome production easily within this
decade.
When saturation figures are compared,

color’s future looks even rosier. Look at the
chart on “‘comparative factory sales value.”
The dollar value of color sets produced will
overtake monochrome within the next year.

Coupled with the soaring production totals,
the dollar figures complete the story: color
television is the industry’s new champion.

But do the figures tell the entire story? How
are profit margins on color tv sets? How are
dealers—large and small—financing the costly
units? Are the big sets eating up floor space
and operating funds?

MERCHANDISING WEEK talked with retailers
and distributors throughout the country to un-
cover answers to these and other questions
about selling color television. Here is the
story:

Color sales are sky-rocketing. Statistics and
charts tell that story, but proof-positive comes
from the retail floor. In Philadelphia, Herman
Benn, co-owner of Nate Ben’s Reliable, said,
“January was the biggest color month in our
history. We moved some 60 pieces.” In Fargo,
N.D., C.L. Mitchell of Mitchell's TV & Appli-
ance, said, “In 1964 we sold more color televi-
sion sets than in the previous five years put
together.” In Minneapolis, a salesman at Grove-
land’s said, “Color moves faster than anything
we have here.” Moreover . . .

Color is gaining full acceptance from consum-
ers, and industry. One of the last barriers to
a big-time color movement toppled this month
when CBS, the major hold-out on color broad-
casting, announced a color program schedule
for next falL. And NBC, the major color broad-
caster, will show all but two of its prime night-
time shows in color next fall.

Here are some of the statistics:

e It took only six years—from 1956 to 1962
for the number of homes with color television
to reach a million.

o By the end of 1965 (in just four years)
it is estimated that the number will be quin-
tupled to 5 million.

e Color tv set sales from manufacturers are
expected to more than double this year-—and
to double again next year.

® The starting price of color tv has been re-
duced to less than $400, from $500-$600 in
1962.

The picture is not all bright, however. “Sales
are good, the supply is short,” a distributor
in Sacramento said. And, from a distributor
in Atlanta: “We started out with an empty
warehouse the first of this year and won’t fill
it by the end. In fact, the shortage of supply
will get worse in the fall months. At the rate
we're going now, we can't see it leveling out
even by the end of 1966.” Almost consistently,

by Bruce Pfau; cover photo by Wallis Wood
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Close-up on color television salesmanship:

retailers and distributors are troubled
about supply shortages. And . . .

‘‘Margins are real frail,”” drawled
NARDA president Billy Yates, owner
of General Appliance & Furniture
Co. in Dyersburg, Tenn. Yates said
that a good b&w set for half the
price gives him as much margin as a
color set, so “there’s not much in-
ducement to sell up.” However, he
admitted that when customers come
in to look at a color set they ‘“‘just
won't have anything else.” Through-
out the country, responses on mar-
gin ranged from satisfied to dis-
gruntled.

“Financing is a problem,” a Phila-
delphia dealer said, “but we turn
over our stock so fast that the money
is in long before it’'s due.” Other
merchants are having more trouble
with color financing than this one:
some are having no problem at all.
Most are using distributors’ free-
flooring plans, with varying success.

‘‘Space is always a problem,” a To-
ledo retailer said, “but, as compared
with an item like refrigerators, color
represents more dollars for the space.”
Distributors often disagree with deal-
ers on how many color sets should
be on the floor, and there is no agree-
ment between dealers on this ques-
tion. Each has particular problems,
particular solutions . . .

“Forget about the money
that you need to invest
in color.”

“What difference does it make what
you have to invest compared with
b&w,” Roger Betesh, of Betesh's
Inc. in Philadelphia, went on to say,
“if you can turn quickly and make
a good profit?”’

First, it means that a retailer must
sink more money into inventory.
“Money is available for financing
color,”” a Midwest merchant said,
“but I'm kept cash-poor because my
time options are expiring before the
slower moving color sets are sold
and collections are made.” Dealer
Billy Yates, in Dyersburg, Tenn.,
said, “Three times the dollars or cre-
dit are tied up in color.”

A large color investment also
means that retailers may have to cut
back on other lines in order to push
color. For instance, according to an
Atlanta distributor, ‘“Retailers have
cut back on the number of b&w sets
in order to sell more color consoles.”

And the increased costs mean that
retailers may not be able to display
a reasonably complete line, although
many are showing 20, 30 and even
40 color models. Credit men at For-
ster Co., a Motorola distributor in
Minneapolis, have found that it is
very easy for a store to overbuy
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and how retailers, distributors

when it is dealing in color television.

A large stock is necessary to suc-
cessfully retail color sets, most
sources agree. Carroll McMullin, of
DeVeaux Television & Appliance in
Toledo, Ohio, attributes much of his
success to showing a large variety of
models and styles—he carries Zenith,
Motorola, and Magnavox—which has
established his store as a color
center.

“Any dealer can sell color tv with
only one set on the floor,” a New
York distributor claims, “but he will
do a much better job with a better
selection. There is a trend toward
dealers carrying a limited number of
lines because the color sets are so big
and expensive. It is wrong for them
to carry three lines so that no one
line is adequately shown.”

“If we want an adequate selection
on the floor,” said Moe Claver of
Central Utilities & Furniture Co. in
Chicago, “we have to use floor plan-
ning.”

Floor planning is the answer for
most retailers, with the exception of
the large department stores. (The
buyer at a large department store
chain in Chicago claims he does not
know of any bona fide department
store that has its color tv operation
working on a floor-plan basis.) “It
means you don’t have to plunk down
a bunch of cash,” explained Glenn
Hardin, advertising sales manager
for Handy Andy in Sacramento.

Many retailers are having trouble
financing, said Pete Pettit, sales man-
ager for RCA Distributing Co. in
Atlanta. “They can’t stock all the
sets they need to sell it. We have
done a pretty good job with the
tools we had, but not 75% of the
dealers are financially sound: you
have to have terms for them and
ways to help them or they couldn’t
stav in business.”

Many distributors are becoming
more competitive. ‘“This accrues to
a dealer’'s advantage as well as to
his customers,” said Philadelphia’s
Betesh. “Where we have bought good
deals we have been able to make
good profits. That’s the game. You've
got to buy the good deals.”

“Trouble with credit is —
need it, you can’t get it;
if you don’t need it,

you can get anything.”

“Floor planning is one answer,” deal-
er Mort Farr, of Upper Darby, Pa.,
continued, “but it is not the whole
answer. With floor planning, the
dealer owes the distributor as soon
as he sells the set. This causes prob-
lems when a dealer wants to put out
a set for demonstration, or when he
sells a set on Saturday night and

the distributor’s salesman comes in
and wants money Monday morning.

‘““Another problem,” Farr said, “is
with the dogs that don’t go in 90
days. The 19 or 11,% interest can
be a drag and can eat up any savings
a guy may have made by buyving a
special deal. One solution to this is
to have distributors who will take
a dog off a guy’s hands when some-
body else happens to need that set.
Of course, if nobody needs it . . .”

How does floor planning work? R. C.
Woltemate, sales manager of Pierce-
Phelps, Zenith’s Philadelphia-area
distributor, has a typical plan. Ar-
ranged through a local bank, it is a
six-month program. The first 90 days
are interest free. For the second 90
days, dealers pay interest and 1%
of their original balance. At the end
of the six-month period, the balance
is due.

A distributor for Motorola in Den-
ver, William Lujan, president of
Allied Appliances Inc., said about
75% of his accounts use the 90-day
free floor plan. This requires a dealer
to pay 109% of the invoice and im-
mediately pay off a set that is sold.
The plan can be extended another
60 days, but on this period the dealer
has to put up another 109 and pay
interest on the amount involved.

An Admiral distributor in Albu-
querque said that his 90-day free
floor planning is extended a second
90 days on occasion. This distribu-
tor says a dealer can get extra credit
for handling color.

A Zenith distributor in Fargo,
N.D., Jim Hart, branch manager of
Reinhard Bros., said the normal
period on floor planning is 90 days
but in a few cases this has been ex-
tended up to five months.

Another plan is dating. “We sell
goods to the distributor,” explained
Jud Albers, of RCA Sales Corp.,
“ship them on, say, the 15th of
March. He then has to pay for them
on the 30th of June, and it is the
same as if he had paid cash. We give
him 60 days and he can then give
his dealers 45 days.” This is different
from floor planning where the dealer
has to pay as soon as he sells the
goods, and different from consign-
ment where there may be no time
limit at all—or a six month or a
vear time limit—and the goods may
be returned if they are not sold.

Albers advises that dealers should
shop their credit sources: finance
companies, banks, credit corpora-
tions. “Banks are getting into retail
paper more and more,” says Albers.
“Bank rates are often better than
the finance company rates. A captive
credit corporation—like Philco—may
be a little more generous with time.”

It's the big bovs who have little
trouble financing. As the spokesman
for a large Atlanta department store
said, “The department store really
writes its own ticket.”

The free-period trap, this large At-
lanta store calls floor planning. “It
is much to a dealer’s credit to sell
and pay beforehand,” he advises.
“Otherwise there is the temptation
to turn money to other uses. But
the smart dealer will put himself on
a pay-as-you-go basis to avoid owing
a distributor a substantial amount of
money and being refused a supply
of stock. If he has not paid, unless
he can meet his obligations when
they’re called for, he may not be
able to get additional sets from the
distributor. And, it is, after all, im-
material to the distributor who they
go to in an up-moving market. The
distributor won’t concern himself
with having lost that man’s busi-
ness. It is the distributor’s business,
as long as sets are moving as well
as they are, to move them. So these
sets the negligent retailer needs, will
have to be sold to some other dealer.”

“If a dealer’s credit is limited,” a
Midwest GE distributor said ‘“we
have to hold down the number of
sets he can show. About 75%-80%
of all independent dealers use floor
planning, I would say.” A New York
Motorola distributor said, “You have
to do things for the small guys you
don’t do for the large guy. You have
to give him floor planning, vou have
to give him signs and banners, vou
have to help him plan his business.
There are some abuses on floor plan-
ning. Guys who do not pay as soon
as they sell something.” This dis-
tributor feels, however, that the real
abuses come about because the dis-
tributor is sloppy, so he tries to keep
the pressure on to keep his dealers
honest. He feels they are more hon-
est than not: they really do want to
pay their bills, but they just get
tempted to hold on to the money.

“Floor plans could be better if they
were on the basis of so-many dollars,”
argues Jim Taylor, partner in Fraser
& Taylor Appliance-TV-Stereo Cen-
ter in Denver. “That would give the
dealer more flexibility. You can’t al-
ways guess right on yvour stock, and
if the credit was in X-number of dol-
lars—rather than on a time basis
we might be better off.”” It is not the
amount of credit available that most
dealers see as the problem—but,
rather, the length of time to pay.

The package deals from distribu-
tors are not free from complaints
either. A spokesman at Groveland’s,
in Minneapolis, said, “Fast-moving
sets move out quickly, but the dealer
is left with a couple that don’t sell
quickly. After buying several of these
deals, the showroom starts to fill up
with the slow-movers. This compli-
cates the dealer’s financial picture,
builds up his slow-moving inventory.
If the dealer hand-picks sets from
the distributor, the better discounts
are not offered to him. In order to get
his costs down he is persuaded to
take the package.”

MERCHANDISING WEEK



You need space to sell color television
sets, most retailers agree. This small
*‘country store’’ in Hall County, Ga., has
found a solution to the space problem.

Owner-dealer John C. Wofford built

When you have space, how can you
best use it? Macy’s, in New York City,
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today’s problems
and manufacturers are solving them

shelves and stacked the television sets
three high. He tripled his space; now
has room for 16 color television sets
and 30 black-and-white portables.
(Photos by Reck Johnson)

has created this special Color TV Salon.
(Photo by Wallis Wood)

“If there’s only a S50 bill
for the dealer

in a S700 color set,

that’s lousy.”

“Margins on color television are ridi-
culously low,” continued Roger Ro-
bohm, sales manager for Robohm
Appliance-TV in Denver. Perhaps
other dealers are not doing quite so
badly on color margins, but they cer-
tainly are not jovous about them.
‘“Margin is pretty low in relation to
price,” said dealer Arvid Benson in
Moorhead, N.D., “and we can make
as much on a good black-and-white
set as a low-end color set, percentage-
wise.” And from dealer Bill Smith in
Albuquerque: “Margins are adequate
except on leader models, which are
the prime targets of competitive
price-cutting.” From a Boston deal-
er: “At the lower end of the line,
we’'re not making much money. On a
RCA set at, say, $449 or $459 we
make $30 or $40. Also, we're giving
90 days free service, absorbing the
$29.95 RCA service contract, taking
a chance that nothing will go wrong.”
Some dealers, however, are a little
more satisfied with the margins.
“We’ll have to learn to live with
them,” said Carroll McMullin, owner
of DeVeaux TV & Appliance in Tole-
do. Dealer Bob Graham, in Minneapo-
lis, said he is getting “decent mar-
gins on color”’—15-209% —but he sees
a rising trend of customers shopping
for quotes and playing one dealer
against the other. The pressure is
getting heavier, he reported, and he
is afraid margins will not hold up
bevond a year or two. Glenn Hardin,
at Handy Andy in Sacramento, said,
“Margins have remained fairly ade-
quate, but they have shown a slight
decrease from last year. We do
everything we can to keep margins
up. It is not necessary to cut prices,
as would be done in other areas of
the trade like, say, with washers.”
Benn’s Reliable in Philadelphia
comes right out and says margins in
color are better than in b&w sets.
A distributor, RCA’s Pete Pettit
in Atlanta, said he thinks margins
are adequate; see them at 25-319%.
“Of course, dealers would like them
back up at 40%,” he said, “but there
is no such hope—not even that they’ll
return to the 35% level, which would
be a more realistic wish than 409%.”
A distributor in Boston commented:
“Retailers tell us there is sometimes
the problem of trade-ins where a cus-
tomer expects a substantial return on
an old black-and-white set because
the color set costs in the vicinity of
$500.” Craig Pinyon, manager of
Cawthon & Hollums Appliance Store
in Atlanta, said, “The problem is that
the client comes in with an old set,
with two or three years of use in it.
The trade-in allowance cuts your

profit. Another problem is discounts.
You've got to meet your competition
or vou don't sell.”

To sell color television no hard
pitching is needed, most of the mer-
chants interviewed agree. “When a
prospect comes in to look, he is al-
ready more than half sold,” said a
salesman at Groveland’s in Minne-
apolis. “It is easier to sell a $600
color tv set than a $200 washing ma-
chine.”

However, price is still holding back
many customers. “The price has been
one of the big drawbacks as far as
the customer is concerned,” said one
Midwest merchant. “They have to
spend about $300 more for a color set
than for black-and-white. Not that
color isn’t worth it—they get a lot
more for their money than they did
four or five vears ago.” Another
dealer sayvs he had complaints on
color tv prices, but adds that he
thinks color offers more for the
money than b&w ever did.

Display—and selling—space is an-
other problem for color television
dealers. “You know yourself,” com-
mented one retailer, “that you don’t
spend $750 on a crowded floor with
people knocking you around.”

RCA offers some suggestions on
how to arrange the store and where
to put color sets. If possible a retail-
er should put his sets in a separate
room, like a stereo room, the corpo-
ration says. It is best to have sofas.
The company also strongly recom-
mends subdued light, but points out
that the room should be readily ac-
cessible to the heavy-traffic areas. On
the selling floor, sets should be high-
lighted by putting some on perma-
nent display. Wieboldt’s in Chicago
and Macy’s in New York (see pho-
tograph), for example, have followed
this display philosophy.

As Pennsylvania dealer Mort Farr
commented, “You can’t put one on
top of the other.” Or can you? John
C. Wofford, owner of a “country
store” in Hall County, Georgia, (see
photograph) is doing what “can’t be
done.” He has stacked color tv sets,
portables, b&w sets in his small store
—and makes $325,000 a year, gross.
By building racks, and stacking sets
three high, Wofford has tripled his
display space—and, evidently, is sell-
ing sets like hotcakes. He carries two
lines- RCA and Admiral-—but han-
dles only RCA in color.

Shortages are also a problem, plagu-
ing dealers and distributors alike.
Mbost sources reported at least some
shortages by model, and one distribu-
tor said, “I don’t have nearly enough
sets. Waiting periods of four weeks
are not uncommon. We have a con-
stant backlog of orders, and we al-
ways sell out as fast as the sets come
in.” Many dealers and distributors
are waiting anxiously for increased
color production facilities to be com-
pleted by several manufacturers.
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Close-up on color tv’s future:
what is next and how soon

“*We re got a virgin market
with color; she’s beautiful
all the way.”

Pete Pettit, Atlanta distributor, elaborated on
his statement: “I see nothing but booming
sales and a continuing increase for the rest of
1965 and beyond. The prediction is 1.9 million
sets this year, and we’re on an upward spiral.”
Jim Carney, a representative of Broili-Parks
Co., Sacramento’s Zenith distributor, backed
Pettit up: “It’s a steadily climbing business,
a new market. When you look at it from a
saturation point of view, there’s a 90%
market.”

Are color sales seasonal? “Television to a
certain extent is seasonal,” a Philadelphia dis-
tributor affirms. And Ray Brunacini, partner
in Brunacini Appliances in Albuquerque
agrees: “Business will slack off this summer
but will increase notably this fall, when cooler
weather will keep people at home and baseball
fans watch the world series.” However, in
Sacramento, where 8000 out of 30,000 sets
sold last year were color, Glenn Hardin at
Handy Andy said, “All indications on sales
this year show there will be no letdown in the
spring and early summer months as there has
been in the past. Color is catching on more
and more.”

Where are color prices going? In a word:
down. The graph on this page tells the story.
From an average pre-excise tax price of $386
in 1960, factory prices have dropped to an
average of $325 in 1964, will fall to an estim-
ated $203 in 1965. By the end of the decade,
average factory price on color sets should be
well below $250. For what it is worth, taking
the difference in set sizes into account, the
price drop on b&w units during the 1950-60
period was 19.9%, while the estimated price
drop on color sets from 1960 to 1970 will be
35.5%.

Retailers note that price still is a formid-
able hurdle in making color sales. As dealer
Roger Betesh in Philadelphia said, “We find
prices are too high for our type of customers.”
However, as prices continue to drop, sales are
going to surge even further ahead.

Can supply meet demand? A distributor in
Philadelphia said, “Shortages now are more
pronounced among those models that are more
popular sellers, but in some cases even the
higher priced sets have been hard to get.” And
from a West Coast distributor: “Since Janu-
ary color television inventory has been short.
So far only samples of 25-inch sets have been
received.” A mid-west distributor said, “Many
customers are holding back, waiting for the
25-inch square tube, which they've been told
will have a narrower cabinet, trimmer design,
and greater viewing area. Yet the factory is
going at full pace and then some.”

The 25-inch square tube, the 19-inch, the
23-inch: announcement of new color tube
sizes, and increased production facilities, are
coming fast and furious. For example, both
Zenith and Sylvania are expanding their
plants and expect to double their color tube
output this vear. Zenith hopes to develop an
annual production capacity of 1 million color
tubes. And RCA has dumped $4.6 million into
increased color production.

But with demand so high, some industry
observers are predicting a longer-than-expect-
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Comparing trends of average factory prices for
monochrome and color tv receivers
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ed life for the standard 21-inch round color
tube. Manufacturers, they say, can not halt
production to convert to new tube sizes. De-
mand for color sets-—of any size—is too heavy.
Industry estimates hold that about 20% of
this year’s production will be in square tubes,
divided equally between 23- and 25-inch sizes.
The 19-inch square tubes will probably be
extremely rare this year.

In another twist on the problem, a salesman
at Grovelands’ in Minneapolis said, “It is
harder to sell the rectangular tube types be-
cause prospects buck at the $125 premium.”

Is this the death of b&w? From all reports,
the b&w console is on its last legs, and one
Midwest dealer notes that there has also been

Coler

Source:

David Lachenbruch

EIA

U.S. Census Bureau

a slowdown in stereo consoles. “If a customer
has $500 to spend, he’ll put it in color televi-
sion rather than a stereo,” he says. Clearly
the emphasis in b&w has shifted from con-
soles to portables. But portable business is
booming. Until color begins to appear in
smaller sets, as portables, as transistorized
units, the b&w portion of the industry need
not sound the death knell. There are also hints
on the horizon of new things yet to come from
monochrome manufacturers. Talk of thin-
screen, wall-hanging sets is one case in point.
Such an innovation could set off still another
black and white explosion that would have
dealers saying, “It’s just like 1950 all over
again.”
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to

sharpen
your
profits,

we
sharpened
our
pencil ,
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 MODELS LMA 670-0 AND LME 670-0

Now a more profitable way to close it!

First of all, you're going to like the arithmetic your RCA WHIRLPOOL distributor can quote on the 670 laundry
package. And, also, what a convincing step-up story you have to sell! The 460 pair continues to offer 2-speed
washing with 3 separate cycles and Magic-Mix* filter plus a dryer with 4 cycles, 3 heats and a separate
cycle for wash 'n wear garments. The 670 pair steps them up to 2-speed, 4-cycle washing including SUPER
WASH for heavily soiled clothes and exclusive suspension cooling that ‘‘irons’ wrinkles out of wash 'n
wears. Matching dryer features 2 drying speeds, MOISTURE MINDER® control, Automatic Dryness Selector

and 5 automatic heats. Call now, find out how sharp your distributor’'s pencil is on the sharp 670 pair.
*Tmk.

WASHERS AND DRYERS ARE EASIER TO SELL THAN SELL AGAINST!

RCA WHIRLPOOL Appliances are Products of Whirlpool Corporation, Benton Harbor, Michigan. Trademarks @ and RCA used by authority ot trademark owner, Radio Corporation of America.
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“Joe, Mr. Folger wants you to demonstrate the electric shoe polisher
on hig shoes again. He’s got a Rotary meeting in an hour . ..”
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“Idon’t know why the distributor bothered to send her over.
Even I can sew pieces of cloth together ...”

“I don't think I like this idea of having a weekend growth just to
put on electric shaver demos. We look like a bunch of bums.”

“...Okay, low man has his head used all this week for the
home barber kit demos.”

“. .. Which one of you guys told a Mrs. Crawley to go to the
Mary Jane coin laundry when she asked for a washer demo?”
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NOW Motorola
announce

\

ectangular

THIS...

New Motorola
Rectangular Tube

Motoroia Rectangular Color TV Console

Motorola Round-tube Color TV Console

Motorola has already moved on to the next plateau
in Color TV—rectangular Color TV in compact cabinets!

First, Motorola introduced the rectangular picture color
tube that’s over 5 inches shorter, front to back, than the
round color tube . . . so cabinets fit closer to the wall.

Now, Motorola has come up with a compact Color TV
chassis size that also makes the cabinet narrower, side to
side.

Motorola already has twenty-nine rectangular models to
choose from —eight in the new compact cabinets. Another
example of how Motorola helps dealers make top retail
profits!

Why wait for your other manufacturers to get
around to delivering rectangular color TVs?

Now, a rectangular-tube Color TV cabinet
so compact it could fit inside this
Motorola round-tube Color TV cabinet
shell—-with space to spare!

OMOTOROLA

new leader in the lively art of electronics

MARCH 29, 1965

Your customers can choose from

8 Motorola Compact Color TVs...

i
Compact Swivel Console. Model
23CS3078B. Push-button demag-
netizer helps clarify color pic-
ture of magnetic interference.

Color TV

Compact Early American Con-
sole. Model 23CU306B. Color
indicator light tells you when
color signal is being transmitted.

=
ll

Compact Contemporary Console.

Model 23CT3118B. Has automatic

color synchronizer circuit. Also
automatic ‘*color killer' system.

1 !
) — —
~ —

Compact Table Model., Model
23CT310B. Has 23" rectangular
tube (23”7 overall diag. tube
meas.; 274 sq. in. viewing area).
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Those G-E Dealers
think our
1964 sales act
was wild.

How come G.E. is Number One in
Personal Portable* TV sales? Because
we're the Number-One innovators in the
industry. Everything about G-E Personal
Portables is right —right sizes, right
shapes, right weight, right price.

\\\\\\\\\\\w

Here are a few reasons why we think we'll
be the continuing leader in 1965:

G.E.'s got the only complete line of Personal
Portables in the industry.

An all-transistor set that plays on house
current, car current, boat current, its own
current. The first (and still the top-selling)
Personal Portable—with four step-up
models, including the only lightweight
clock/ radio/ TV.

G.E.'s got the only lifetime circuit board
guarantee in the industry!

The General Electric Company guarantees the
Etched-Circuit board to be free of manufacturing
defects for the lifetime of the television receiver.
The Genera' Electric Company will, at its option,
repair any defects or accept claims for such repairs
provided repairs are made by one of the following:
a. General Electric Distributor

b. Franchised General Electric Dealer

c. Authorized Independent Service Agency

And now
G.E.'s got the only parts and service warranty
that's good from coast to coast.

The General Electric Company warrants to the
purchaser of each ""A” Line Genera! Electric Personal
Portable Tetevision Receiver** ... Free repair {including
labor and parts) in the event of manufacturing defects
occurring during the first ninety days from the date of
original purchase, provided the receiver (including
proof of the purchase date) is brought to and picked up
from an Authorized General Electric Television Service
Agency anywhere in the U.S.A.

Being Number One in portable TV sales can
get habit-forming. We intend to keep ahead
of the pack with more innovations, more new
models, more exciting changes in the
months ahead.

*Screen size of 14” or less.

“+*9” or 11” screen (diag. meas.) only.
Television Receiver Department, Syracuse, N.Y.

GENERAL @B ELECTRIC
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Only a
warm-up.

Wait till they
see our'65
performance!

MERCHANDISING WEEK



Similar handles, styling, and color give Tufram pieces a line effect.

Tufram jumps out of the frypan
into a complete cookware set

Shipments of a new six-piece Tuf-
ram cookware set should begin about
May 1, according to Marketration,
the national sales rep for the line.
(Tufram is cast aluminum with Du-
Pont’s Teflon permanently embedded
in its surface.)

The new pieces are an 8-inch skil-
let without cover, three saucepans,
and a 5-quart Dutch oven, all with
covers. Prices are: $7.95 for the fry-
pan, and $2.20 for the frypan cover;

$7.95 for the 1v5-quart saucepan;
$8.95 for the 2-quart saucepan;
$9.95 for the 3-quart saucepan;
$14.95 for the Dutch oven. The cover
for the oven also fits the 10-inch
Tufram frypan now on the market,
and can be bought separately for
$2.50.

Selective marketing in leading de-
partment stores is planned, along
the lines now being used to market
Tufram’s 10-inch frypan.

Decorating book is Westclox sales aid

Westclox is using a 100-page book
entitled Clocks in Home Decoration
to spur clock sales during its second
quarter promotion. Prepared jointly
by Westclox and Good Housekeeping
magazine, the book has more than
80 full-color pages that show pos-
sible uses of clocks in decorating.

Publication price for the book is
$1.25, but Westclox is offering it
free to consumers with the purchase
of any Big Ben, Baby Ben, or Ben
Electric clock; the company’s name
does not appear on the outside
covers.

In addition to decorating ideas,
the book includes an article on the
history of time-keeping, as well as
an article by Mary Kraft, of Good
Housekeeping.

Multi-purpose skillet is new from GE

An electric Dutch Skillet with deep-
dish design is a featured product in
the second quarter program of the
General Electric housewares division.

Finished in bright aluminum, the
unit is square and has buffet styling
to make it practical for entertain-
ment use. The handles and trim are
black. The unit has a 5l%-quart ca-
pacity. The probe control has a tem-
perature range of from 150 to 400
degrees F., has a signal light, and is
removable, so that the skillet can be
completely immersed for cleaning. A
tilt-top lid is included. It has two
adjustable steam vents in the lid and
a cooking chart on one of the han-
dles. GE has designated the new
skillet as No. C-129; it carries a sug-
gested retail price of $29.98.
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00O 0O A Sunbeam manicure set was introduced last
week. A Sunbeam spokesman said the unit is flat,
round, and “very feminine” in design. Turquoise is
the only color being offered at this time. The unit car-
ries a suggested retail of $22.50.

O OO0 GE is lowering prices on four products: EC-8
can opener (reintroduced) now has a suggested retail
price of $22.95; EC-9 can opener, $12.98; EC-10 can
opener, $14.98; M-17 mixer, $10.98; T-1028 toaster,
$14.98.

0O 00 LI Shetland’s ‘““One Cent Sale” is extended to
May 31. The offer, set to end Mar. 31, allows dealers
to sell the model 9046 blender for $19.99 and model
9292V can opener for one additional cent. General
sales manager Ray Finburg says heavy response and
subsequent delay in filling orders prompted the de-
cision.

(J OO Oster's spring and summer ad program will
concentrate on one-minute radio and tv spots, as well
as consumer magazines. The Classic VIII Osterizer
blender will receive major emphasis in the campaign.

[J 0 O GE is promoting its rechargeable lighter with
a free retail ownership plan and a display program.
Sales people who sell 18 lighters by May 21 get one
free. A plastic counter display, into which the re-
charger units can be plugged in, is available. Also from
GE: customers who buy any GE housewares product
will be entitled to a free set of five parchment replicas
of American historical documents.

0 0O OO Westinghouse will push portable appliances,
concentrating its magazine and tv ad campaign on sea-
sonal gift-giving occasions: Mother’s Day, graduations,
and June weddings.

(1 00 03 [0 Will vac prices steady this year? R. C. Connell,
vice president-sales for Eureka-Williams, thinks the
decline already is slowing, and points to excellent sales
of his high-end Empress canister as both an indicator
and a reason. Connell also points out that the Eureka
gain in lightweight sales in 1964 was 81.1%, not 8.1%
as reported in this column last week.

(100 0O Rival's Kitcheneer counter display shows the
combination salad-maker/meat-grinder amid a color-
ful setting of plastic fruits and vegetables. The display
is free with an assortment of two Kitcheneers, two
Shred-O-Mats, and two Grind-O-Mats.

()0 Corning Ware has added Menu-ettes: Two
small saucepans and a skillet. Each dish is made of
glass-ceramic and the covers are clear glass. The new
products are: 1-pint saucepan, $3.95; 1'2-pint sauce-
pan, $4.95; 6'%-inch skillet, $4.95.

OO000 Key moves . . . Harry G. McDavitt moves
from Norge to EUREKA WILLIAMS as merchandise mgr
in charge of advertising, public relations, sales pro-
motion, and market research . .. John H. Mullen is
named assistant product mgr, electric housewares de-
partment, for WESTINGHOUSE.
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Production ratio ‘“predicted” by tests mmmm

Can youths from ‘‘deprived’’ backgrounds be trained to become good retail clerks?

Production ratio actually achieved IR

average level of regular employees (100%)

o

(=]

average level of the 16 trainees (82%)

(=]
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i expected level of new employees (759%,)

#13

Source: Federal Dept. Stores, Detroit, Mich.

#14  #15  #16

Cantoday’s ‘unemployables’ become tomorrow’s salesmen?

Despite cries of “where can we find
new salesmen,” retailers may be
overlooking a major source for to-
morrow’s salesmen, according to re-
sults of a recent training program
conducted by Federal Department
Stores, in Detroit, Michigan.

“It is possible that large numbers
of persons are unemployed because
they cannot pass the standard apti-
tude tests given by many businesses
and industries,” said Joseph Ross,
Federal Stores president. “Yet, when
these ‘unemployables’, as they are
called by society, are given specially
designed counselling and training
and placed in an atmosphere of ac-
ceptance, they prove to be produc-
tive, dependable employees.”

Ross was not just talking through
his hat. He has good reason to think
that society's definition of employ-
able and unemployable youth, as
based on usual aptitude and sales-
ability tests, is not valid. Federal
Stores has just completed a first-of-
a-kind training program for 16
yvouths from culturally and economi-
cally “deprived” areas.

All 16 trainees had failed standard
employvment tests and were auto-
matically discarded as “unemploy-
able” by prospective employers. But
after completing the training pro-
gram, Ross revealed, 14 had become
permanent Federal Stores employees
and two were employed elsewhere.

22

Federal Stores undertook the
training program in conjunction
with Detroit’s Youth Employment
Program. Detailed records were kept
on each trainee's progress, the ex-
perimental teaching methods devel-
oped, and the new communications
used.

Trainee performance was compared,
after the 10-week period, with sales
performance of other employees in
the department, and a production ra-
tio was developed. For example, if a
trainee averaged $15 worth of sales
per hour while older employees aver-
aged $18, the trainee’s production
ratio was 15/18 or about 83%.

In the chart above, 1009, repre-
sents the department average and
75% represents what Federal Stores
expects of a new employvee within
five-to-10 weeks. The grey set of col-
umns shows each trainee’s predicted
performance as measured by stand-
ard sales aptitude tests at the begin-
ning of the program. the black bars
show actual sales performance.

The trainees averaged above the
minimum Federal Stores expects from
new employvees, but, as might be ex-
pected with any trainee, their pro-
duction was below the regular-em-
ployee department average. Individ-
ual performance for the trainees,
Ross said, exceeded in 14 cases what
was predicted as possible by sales
aptitude tests. “All 16 of our young

people had been discarded on the
basis of standard tests,” Ross said,
“but 10 met and exceeded the com-
pany’s minimum performance stand-
ards for new emplovees—some by
unbelievable margins.”

IFederal Stores drew several con-
clusions from its training program,
One is that standard sales aptitude
and ability tests, even those tests
known as “culturally fair” because
they do not contain vocabulary or
reading barriers, are not a valid cri-
terion for hiring and do not accu-
rately measure sales potential. Fed-
eral Stores’ 16 trainees had flunked
all employment tests. Yet, as Ross
pointed out, when they had complet-
ed their training, “they not only suc-
ceeded, some of them excelled.”

Some trainees had been rejected
by other employers because “they
looked lazy” and “lacked ambition.”
Federal found that 849 of the train-
ees needed medical attention because
many were suffering from nutritional
deficiencies. Ross said that after the
trainees were given a little help in
diet planning, their “apparently dis-
interested” state disappeared.

Training is the answer to employing
the unemployables and solving the
salesmen shortage, as far as Federal
Stores is concerned. Ross thinks in-
dustry should invest time and money
to provide rehabilitation programs.
He pointed out that each company

could start by taking a close look at
its recruiting, selection and training
procedures.

Ross said Federal Stores’ program
cost $16,000 and outlined the 10-
week course briefly: the first two
weeks covered personal guidance with
medical help in nutrition and tips on
hygiene and grooming. Language, ba-
sic math and training in Federal
Stores’ systems were stressed during
the next five weeks. The balance was
devoted to salesmanship, communi-
cations and human relations. Ross
said the program was constantly re-
viewed by a management team. And
when a weakness was discovered, new
material was added.

What Federal Stores accomplished
does have significant meaning for
the radio-tv-appliance retailer. Ask
any retailer what his biggest prob-
lem is and he'll tell you “trying to
get new salesmen.” Yet few retail-
ers have any training programs.

Retailers agree that training would
solve the salesmen shortage. But
they are waiting for “the manufac-
turers or the National Appliance &
Radio-TV Dealers Assn.,, or some-
one” to start the training and re-
cruiting. Meanwhile, hundreds of
voung men and women who could
with help and training—become the

retail salesmen of tomorrow are
waiting-—unemployed and “unemploy-
able.”

MERCHANDISING WEEK
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1. Exclusive Computer® Control Panel—calibrated and illu- 2. Handcrafted hardwood cabinetry — the furniture you'd
minated displays for precise tuning at a glance. buy if you were buying furniture alone.

3. Original designs — like the Scandia® and the majestic 4. Finest components — like 300-watt solid-state amplifier
new Espania that leads the Mediterranean trend. system and Garrard Automatic Turntable.

Just 4 of the reasons why Packard Bell
stereo leads in the toughest markets.

(Example: 1 out of every 4 stereo consoles sold in Los Angeles is a Packard Bell)

If you're a dealer in a tough market, investigate the 1
exclusive profit-protected franchises still open in the East, I w.T Powell, Eastern Sales Manager |
Midwest and South. Use coupon for full information. I Packard Be!l Sales Corp. |
1 8745 W. Third St., Los Angeles 48, Calif., Ph.: 273-8660 :
| Please send me more information on exclusive dealer |
: franchises and the complete Packard Bell line. |
|
= Name . T :
| Address |
= City State :
| Name of Store - |
|
Packard Bell. [ | - |
WEST' S LARGESTSELLINGTV:COLOR:STEREO ::RADIO S e o —— o4
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LETTERS TO THE EDITOR

‘No house divided
can long survive’

Dear Sir:

The following is an open letter to
the manufacturers and distributors
of the appliance industry. “Direct
sales” have been a major problem
with retailers, and there have been
no reasonable explanations as to
their existence.

As a poor, confused appliance
salesman, 1 have always wondered,
“Why a ‘builder price’?” Oh, I've
heard all of the reasons: that the
exposure helps the retail sale of other
appliances, that the “other manufac-
turers do it, and we do it to compete,”
that a retailer couldn’t get the sale

anyway, etc.
make sense.

The industry leaders tell us that
our competition is not each other
in the appliance business; it’s the
automobile industry, sports, ete.

Yet I haven't heard of GM or Ford
making direct sales when the Police
Department wants cars or some com-
pany wants several trucks. Instead,
some dealer makes a fleet price. Now
he may not make much, but at least
a dealer makes something. Even the
smaller companies do not break the
unwritten rule and go direct. Seems
as if their franchise is worth some-
thing.

If the builder is so important, why
don’t the cement companies go di-
rect? Why don't the plumbing com-

None of which really

panies go direct on tubs, stools, ete.?
Does it make sense to you?

The only answer [ get over and
over is that either our leaders, com-
pared to the leaders of other indus-
tries . . .

1. . . . don’t give a damn about
anvbody but themselves and their
franchises hold no meaning or value.

2. . .. have let an evil start, and
they know it but are too small to
stop it.

In either case, our competition is
no longer the automobile industry,
ete.: it is our own distributors and
manufacturers. And, as the old say-
ing goes, no house divided can long
survive,

So, in the future as well as now,
if you wonder why you don’t see

eth

Ethics. Where have they gone?

=4

Ethics, says the dictionary, is *“the sci-
ence of human duty; moral science.”

In today’s world, so complicated with
gadgetry and machines that we often
lose sight of others and of our own best
selves, itisn’talwayseasy tokeep “human
duty” in mind.

As life gets more complicated, men lose
their sense of identity, value and purpose.
Life, in a sense, becomes “cheap™ and
“unimportant.” And with that, it be-
comes ever easier.to take the easy way,
to ignore the principles of right—and
our human duty to others.

The one place where human values are
kept in proper focus is where you wor-
ship. Nowhere is the individual more
valued. And if you care, the place where
you worship can become, with your

help, a rallying point for lifting all
the deteriorating values you see
around you. Worship this week
—and put your faith to work
all week.,

Worship this week

RELIGION IN AMERICAN LIFE
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-

Published as a public service in cooperation with The Advertising Council and Religion in American Life
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many nice appliance stores and why
vou have to look behind furniture,
hardware, on some side street, or
anywhere cheap to find appliances,
the answer is self explantory: mno
money in them.

The only ones who can cure these
evils are the leaders: the manufac-
turers first, the distributors second.
They are the ones who started it and
allow it to continue. If and when
they want to change it, they and they
alone have the power to do so. It
seems like a crime, that an industry
that can do so much for the house-
wife and the American way of life
has let itself become so sick.

Robert E. Hemmen
Superior Appliance Co., Inc.
Wichita, Kans.

On the EDP study

Dear Sir:

As one who has been an avid
student of EDP for three yvears (and
still not well-versed!), I know how
difficult it must have been to do yvour
February 1 computer article so con-
cisely.

Great communications!

Dorothy E. Demmy
Kenyon & Eckhardt Ine.
Chicago, Ill.

On the Detroit market

Dear Sir:

I am writing in regard to the re-
cent “in depth” study of the Detroit
Market which appeared in vour fine
publication (Mw, 1 Mar., p.13).

I thought that this was one of the
finest market reports that I have
read in quite some time. It pointed
up some very important problems
which exist in this market.

I've always felt that this was an
area which MERCHANDISING WEEK
could get into with strength. It is
something which can be most help-
ful to all of us in the appliance in-
dustry in providing a better perspec-
tive on individual market situations.
You are to be highly congratulated
for this type of reporting.

I also understand that you intend
to continue with this type of report-
ing. It is hoped that yvou will include
market reports of this nature on pos-
sibly the top 15-25 markets across
the country. I feel that this series
would point up the fact that, while
some conditions do vary market by
market, generally there is not enough
difference to be noticeable. As you
well know, there are two very strong
schools of thought on this subject:
that of the distributor and that of
the manufacturer. If, through yvour
articles on the top 25 markets, vou
could show a great similarity, I think
it would be extremely helpful to both
distributors and the manufacturers.

James T. Downey

Viee President Marketing Promotion
Walluce-Blukeslee Inc.

Grand Rapids, Mich.

DISTRIBUTORAPPOINTMENTS

Sylvania—W. L. Roberts Inc., Mem-
phis, for 21 counties in Tennessee,
34 in Mississippi, 10 in Arkansas,
eight in Kentucky, and two in Mis-
souri. Sylvania’s former distributor
in this territory was Woodson &
Boseman Inc., also of Memphis.

MERCHANDISING WEEK
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The first of the 1966 Philco TVs. Philco 4546 (upper left). Shown in Early American finished to match naple. Also
available in Danish Modern finished to match walnut. Philco 4320 with rolling stand (upper right). Special values for

spring and summer selling! Black finishes and finishes to match walnut or mahogany. Philco 4540 (lower left). Avail-
able in finishes to match walnut or mahogany. Philco 4542 (lower right). Finished to match walnut or mahogany.

New slimmer-than-ever cabinets!

New power and sensitivity!

1966 begins this week. Right now you can start
selling next year's features—months ahead of the competition.

Philco is giving you these new sets because our comparable
1965 models are all sold out. And if the 1965s moved so fast,
the 1966 sets are going to be a sensation!

They're miles ahead of their 1965 counterparts. To begin with,
there's a new slimmer look. That's because Philco has a new 110°
picture tube. And these sets have a new Cool Chassis with
50% greater picture-pulling power and 200% greater sound sensitivity
than the 1965 models. Until now, you just couldn’t offer this kind
of performance in this price range.

You need these profit makers on your sales floor right now.
Isn’t it time 1966 started in your store?

TELEVISION - STEREO PHONOGRAPHS
RADIO « HOME LAUNDRY - RANGES
REFRIGERATORS + AIR CONDITIONERS
FAMOUS FOR QUALITY THE WORLD OVER

s 2
A SUBSIDIARY OF uév‘(//(%)/vr%wlﬂd"y,
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LOOKING FOR

EXTRA

PROFITS?

MODEL 670 — Deluxe Aluminum Head

New Home Sewing Machines
Offer You A PROFIT
MAKING OPPORTUNITY.

If you need to make extra profits
now...then you will want to
consider selling New Home Sewing
Machines.

MODEL 556 — Automatic Zig-Zag Model

We are looking for a limited number
of appliance dealers that can take
our quality line and convert it into
a profit making proposition. Every
prospect that comes into your store
for your regular line of appliances
is a prospect for a New Home
Sewing Machine.

MODEL 170 — Budget Model

Why not take advantage of these
potential sales by selling New
Home. No experience is necessary
...our simple instructions when
our distributor sets you up will en-
able you to do the job. Write today
for dealership information. Qur
authorized distributor for your area
will be in touch with you.

THE

NEW HOME
SEWING MACHINE
COMPANY

P.0. Box 25901, Los Angeles, California 90025
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INDUSTRY TRENDS

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

date 1964-5 1963-4 %
FLOOR CARE PRODUCTS
fioor polishers January 98,152 85,096 + 15.34
vacuum cleaners January 377,855 324128 + 16.36
HOME LAUNDRY
dryers, clothes, elec. Jonuary 92,194 93,482 - 138
dryers, clothes, gas Januory 51,981 49,332 + 5.3
washers, auto. & semi-auto. Januory 263,793 252,378 + 4.52
wringer & spinner January 4191 50,152 — 1631
OTHER MAJOR APPLIANCES
air conditioners, room January 232,200 193,100 <+ 20.25
dehumidifiers Jonuary 6,000 6,900 — 13.04
dishwashers, portable Januory 26,100 18,900 + 38.10
dishwashers, under-counter, etc. January 51,900 45,900 + 13.07
disposers, food waste January 87,400 90,700 - 3.64
freezers, chest January 25,600 30,500 - 16.07
freezers, upright January 44,500 45,800 - 284
ranges, elec., free-standing January 97,800 89,200 + 964
ranges, elec., built-in January 53,400 55,200 - 3.2
ranges, gas, total Jonuory 150,300** 156,000 — 3.65
refrigerators January 344,100 286,700 + 20.02
water heaters, elec. (storage) January 76,300 19,400 - 39
water heaters, gas (storage) Jonuary 210,000 252,600 — 16.86
CONSUMER ELECTRONICS
phonos, mfrs. ship., port.-table December 435,751 330,190 + 31.97
12 Months 3,455,084 3,474,216 — 55
distributor sales December 684,234 583,077 + 17.35
12 Months 3,417,614 3,405,420 + .36
phonos, mfrs. ship., console December 186,681 176,780 + 5.60
12 Months 1,703,970 1,667,883 + 216
distributor sales December 251,339 261,174 - 3n
12 Months 1,738,675 1,623,809 + 1.07
radio production (ex. auto) March 12 253,457 168,782 + 50.17
10 Weeks 2,447 513 1,808,004 + 35.37
distributor sales December 1,482,883 1,379,021 + 153
12 Months 10,771,276 9,975,209 + 198
b&w television production March 12 167,595 157,587 + 635
10 Weeks 1,617,987 1,624,686 - 4
distributor sales December 811,446 759,521 + 6.84
12 Months 7,684,960 6,828,383 + 12.54
color television production December 145,677 * *
12 Months 1,462,981 * N

**January total includes 105,000 conventional free-standing ranges, 12,000 high oven models, 20,000 built-ins,
and 13,300 set-ins. Sources: NEMA, AHLMA, YCMA, GAMA, EIA. *Not avaitable.

MERCHANDISING WEEK



-amy

in Merchandising Week!
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MERCHANDISING, ., You're e?nthused about your product, program or
promotion...but that’s hardly enough. Not nearly
enough. Spread that enthusiasm! Not thinly, in here-
a-dab, there-a-dab fashion...but contagiously in the

one penetrating publication: Merchandising Week.
Action-arousing editorial. Targeted retail

coverage, beautifully balanced to blanket the market
without waste. Enthuse where? In Merchandising Week!

MERGHAA/D/S/A/%[[K

The Interpretive News Weekly

A McGRAW-HILL PUBLICATION ABC-ABP 330 WEST 42ND STREET, NEW YORK 10036
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WHAT MAKES MAYTAG DEPENDABLE
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Our legs keep us in good standing

Every Maytag stands on its own 4 legs. Legs that are extra thick. Zinc-
coated legs that won't rust or corrode. Legs you can adjust, then lock with
a washer to keep ‘em put. Legs with rubber feet that grip hard so the
Maytag can't creep.

One more reason why Maytag dependability is based on fact, not

fancy. The Maytag Company, Newton, lowa.

MAYTAG

the dependable automatics
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