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ON THE INSIDE -

{300 Q4 Media spotlight on ma-
jor appliances: how much money
do manufacturers spend, and
where do they put it to help you
sell their major appliance lines?
Check the authoritative analysis
(second of an exclusive series)
offered in this issue to find out
the answer ........cccceevveveeeeeen. p.13
Excise cuts: an editorial......p.11

AT PRESSTIME -

00O Up-for-sale signs are
posted throughout the house-
wares industry, an expanding
one with growing pains. There
has been a rash of recent or pend-
ing acquisitions, and still more
are expected to come. “Every-
body’s buying everybody else,”
one manufacturer told MERCH-
ANDISING WEEK, in commenting
on these moves so far: GE buy-
ing Universal (the biggest deal
by far), a syndicate reportedly
headed by Harvey Brightman
and Morton Springer dealing
for Riviera Appliance, National
Union/Eureka-Williams’ new
tie with Emerson Radio, Irwin
Brater seeking U.S. Stamping,
Shavex (Charles Levin) buying
Pride Products, and Ronson ac-
quiring Fleck Broiler assets.
Even the manufacturer com-
menting that “everybody’s buy-
ing everybody” conceded his firm
is up for sale—at the right price.
Reasons behind the rash of ac-
quisitions: well-heeled holding
companies bidding for an entry
into the booming housewares
market; smaller housewares
firms seeking capital to expand
their lines and marketing pro-
grams; and larger housewares
producers choosing the acquisi-
tion route, often the quickest and
the easiest way to expand their
lines. continued on p.3
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Part of ur [ine for 1966.

New 25, 23, 21 inch color TV; new 300-watt solid state stereo; new color TV combinations and black & white TV; superb
new 1966 models. Take a good look at 40 years of leadership. Take a good look at Packard Bell. At the Music Show!

Packard Bell |(/)-)

Some exclusive area dealer franchises still available. Write Paul Bryant, Packard Bell Sales Corp., 12333 W. Olympic Blvd., Los Angeles 90064.
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PRESSTIM E continued from p.1

O OO 0O NARDA retailers’ net profit climbed 19% and
sales were 11.1% in 1964, compared to 1963, accord-
ing to an initial tabulation of the National Appliance
& Radio-TV Dealers Assn. cost-of-doing-business sur-
vey. Still on the downgrade, however, was the ratio of
aggregate costs of goods sold to total net sales. The
aggregate includes merchandise, service parts, as well
as servicemen’s wages, and these rose to a new high of
73.82 %, dropping the total gross margin to a new low
of 26.18% . This contrasts with a 1963 gross of 26.86 %,
and 28.06% in 1962.

On the other hand, NARDA dealers reported that
operating costs dropped to a new low of 24.43% of net
sales, representing a further decline from the 25.45%
recorded in 1963. And despite lower gross margins,
net operating profit from the sales of goods and serv-
ices by NARDA retailers reached a seven-year high of
1.75%. Adding other income—rents, finance charges,
etc.—the final after-tax income figure for 1964
reached 2.40% on net sales.

Tv set sales chalked up 26.8% of all appliance-radio-
tv sales for NARDA members in 1964, compared to
26.6% in 1963. Refrigerators racked up 17.4% of
sales, while washers came in third, with 13.1% of
sales. NARDA now reports that 88% of its members
are in the merchandise-plus-service category. The sur-
vey, however, noted that income from service charges
slipped from 13.4% of sales in 1963 to 12.2%.

00 0O OO Sylvania will get into tinyvision with a 12-inch
transistorized portable tv this Christmas. The unpriced
unit, which will work off a line cord, will probably hit
in the $139-$149 area.

O O O O Kelvinator will drop prices on Originals. In an-
nouncing that it will absorb excises on majors (MW,
7 Jun., p.7), the company reported that it also will in-
clude its much talked about line of Originals in the
refund plan. Price reductions range from a low of $10,
for the $350 retail undercounter refrigerator, to $28,
on the Foodarama, which retails at $950-$1,000.

OO 00O RCA's new pricing schedule, which takes ef-
fect when excise taxes are eliminated, includes a 21-
inch color tv leader for $349.95 (Mw, 10 May, p.1).
Immediately after the excises are removed, RCA will
make refunds on inventories instead of waiting for
government-processed rebates. At the weekend, RCA
was mailing out inventory forms to dealers to imple-
ment the program.

The revised prices do not follow a constant percent-
age, RCA said. The company has fully utilized the tax
relief, while maintaining important price points. Key
new color tv prices: 21-inch table leader, $349.95
(down $30) ; first all-wood cabinet consolettes, $479.95
(down $50); 21-inch combos, $650 (down $50); 25-
inch leaders, $650 (down $50) ; 25-inch leader combos,
$799 (down $100). New b&w prices: 19-inch leader,
$129.95 (down $10) ; 21-inch portables, $169.95 (down
$10) ; 23-inch tables, $169.95 (down $10). Other new
prices: phonos—portable leader, $18.88; leader AM-
FM stereo console, $229.95 (down $20). Radio—S8-
transistor leader, $11.98 (down 97 cents); lead FM-
AM portables, $27.95 (down $3) ; leader clock, $15.88
(down $1.07); leader tube table, $11.98 (down 97
cents).

O OO0 Prices on Zenith's 25-inch color tv line for
1966 start at $625—down from $699.95—and run to
$850." Prices are based on the impending excise tax
elimination. Zenith has three 25-inch combinations—
two at $950, and one on open list. The 21-inch color
console line starts at $449.95, for a model in hardwood
solids. Last year, Zenith offered a metal-cabinet model
in this price slot. The company also announced its new
$12.95 radio was the lead AM table model—not a tran-
sistor unit. The leader transistor portable is $16.50.

OO OO0 Sony’s $995 video tape recorder for the home
will hit the U.S. market this August. The compact unit
comes complete with a 9-inch tv monitor; it ean record
both b&w and color programs, but can play back only in
b&w. Operation is similar to audio tape recorders.

Excise taxes: the cut could come this week

The long-awaited excise tax reduc-
tions on radios, tv sets, and a long
list of appliances could become ef-
fective later this week, but maybe
not until next week—still ahead of
the originally scheduled July 1 dead-
line.

The Administration is willing to go
along with an earlier effective date,
Treasury Secretary Henry H. Fow-
ler told the Senate Finance Commit-
tee last week. All the Administration
asks, Fowler said, is that the bill
take effect no sooner than one day
after President Johnson signs it.
How soon it comes will depend on the
extent of debate in the Senate and
in the joint House-Senate committee
that will produce the final version of
the bill.

An effective date that follows by
one day the President’s signing of
the bill into law, Fowler said, would
allow distributors and retailers time
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to take inventories of taxed items on
the evening of the day the bill is
signed. Such a provision for account-
ing is necessary to accommodate
those distributors and retailers elig-
ible for refunds on inventories from
manufacturers.

Refunds to purchasers of automo-
biles and air conditioners are to be
retroactive to May 15—the day the
President announced the major details
of his excise tax recommendations.

The advanced effective date comes
—at least in part—as a result of the
lobbying of the television industry
and of home-town merchants that
has been directed at such powerful
Finance Committee members as Sen-
ator Russell B. Long (D-La.) and
Senate minority leader Everett M.
Dirksen (R-IIl.). As an example, both
senators cited telephone calls and
personal visits from businessmen who
complained that sales of color tv sets

had dropped 75% below expectations,
and who further reported that prod-
ucts are being backed up in manu-
facturer-to-retailer pipelines as con-
sumers wait for lower prices expect-
ed to follow excise tax eliminations.

Senator Long reported receiving
telephone calls from Louisiana and
New York that indicated, to him,
that “We've got a buyers’ strike go-
ing on right now.”

States could re-impose excises that
are being reduced or eliminated by
the federal government, Fowler said;
they might do this for their own
benefit. But mostly, he suggested,
states tend to favor across-the-board
general sales taxes, rather than se-
lective excise taxes, which the fed-
eral government has used.

The Internal Revenue Service
(IRS) last week made slight modifi-
cations in the record-keeping require-
ments for manufacturers that claim

s, 330 W. 42nd St., New York, N.Y. 10036, Printed in Chica
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refunds under the retroactive tax
cuts; IRS left intact, however, its
key requirement that the reimburse-
ment must be passed to the con-
sumer—either in cash or check.

The latest IRS changes are:

On air conditioners and auto trail-
ers, the manufacturer is not required
to keep a record of the serial num-
ber of the item involved; the stock
number or model number is suffi-
cient. Under the original IRS guide-
lines issued on May 28, serial num-
bers were required.

The manufacturer, in addition,
will not be required to keep a record
of the dealer’s sales slip number, if
the manufacturer makes the refund
payment directly to the consumer,
rather than through a third party—
be it distributor or retailer. Nor will
an invoice number be required in
cases where the dealer does not use
numbered invoices.

10, I1l. Second-class postage at Chicago, 1ll. Sub-
, P.O. Box 430, Hightstown, New Jersey. 08520.
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in Merchandising Week!

MERCHANDISING, You don’t have to have excitement to sell, but if
) you have it, you will. How to excite? One sure way...

qﬂ |-B Merchandising Week. Excite through size,
==L g impact, frequency...in the one penetrating
publication... Merchandising Week. Retail coverage
that’s targeted to erase waste. Stimulating editorial
package. Monday-morning impact that excites all
week long. Excite where? In Merchandising Week!

MERGHAA/D/S//V%EEK

The Interpretive News Weekly

A McGRAW-HILL PUBLICATION ABC-ABP 330 WEST 42ND STREET, NEW YORK 10036
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Imperial 30" Model RNG395

Up and down the exciting, new 1966
gas range line there are more easy-
clean, quick-clean features . . . en-
gineered and styled to sell more new
RCA WHIRLPOOL gas ranges.

New disposable oven liner a boon to
the ladies . . . slips in or out in a jiffy.
Highly polished, strong, lightweight

aluminum . . . can be washed over
and over right at the sink. Or, when
excessively soiled, it can be replaced
for about $2.00. Optional on all Con-
noisseurs* and all 30-inch free-stand-
ing models. Talk it up!

Unique Spillguard* top traps spill-
overs. Attractive, gently raised,
rounded edge around cooktop adds
touch of elegance, serves practical
purpose. Talk it up!

now a gas range with
faster ways to clean

Chrome aeration pans add handsome
sparkle to the cooktop . . . wipe clean
in no time. Oven racks, rack guides
and oven door are quickly removable
for easy cleaning, too. Talk it up!

RS

Slide-out drip trays slip out for fast

cleanup, save time and work. From
top to bottom, the word is easy-does-

it cleaning! Talk it up!

Last word in cookability, too. New
Hold-A-Matic* oven control starts,
stops oven automatically . . . holds
foods at serving heat. New Lo-Temp
oven control . , . set it as low as 140°.

Burner-with-a-Brain** makes pots
and pans automatic . . . helps prevent
boilovers, burning. Plus built-in look
. . . sleek, recessed cooktop . . . and
more, more, more! Talk them up!
*Tmk. **A.G.A. Mark
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Imperial 36” Mode! RNG695

TOTAL VALUE IN EVERY ‘66 MODEL

Connoisseur Model RNG9750

GAS RANGES

It’s easier to sell a new 1966 RCA WHIRLPOOL than sell against it! See the line at your local distributor!

RCA WHIRLPOQOL Appliances are Products of Whirlpool Corporation, Benton Harbor, Michigan. Trademarks @A and RCA used by authority of trademark owner, Radio Corporation of America.
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BIG
FAMIILIES =

VOLUME BUYING!

73% of PARENTS' MAGAZINE families have 4,5,6
or more persons... I1st among all magazines listed! *

Reaches 1 of every 8 U.S.
women in homes with
youngest child under 6!

67.4% of PARENTS' MAGAZINE'S women-readers
are mothers 18-34... 1st among ail magazines listed! *

* MAGAZINES COMPARED: Good Housekeeping, Ladies' Home Journal, McCall's,
American Home, Better Homes & Gardens, Family Circle, Woman's Day, Reader’s Digest,

Redbook, Life, Look, Saturday Evening Post, Parents' Magazine

Concentrate your
advertising dollars in
your biggest home
products market. ..
in
PARENTS®
MAGAZINE

| In the

- past five years, |
Parents’ Magazine
families bought =

3,348,175 |
Major Home Appliances |

995,850

Automatic Washers & BETTER HOMEMAKING

582,525 ¢ ({4l

Automatic Clothes Dryers

1,008,400

Homes

rents|

MAGAZINE

and spent more than

623,695,000
for Rugs and Furniture

CALCULATIONS BASED ON
STARCH CONSUMER MAGAZINE REPORT

2,000,009 Circulation ABC Guaranteed

-

PLACIIINN
S
PARENTS'

nnnnnn
Ry

This Seal inspires confidence,
builds sales!

Young mothers (18-34)
in large families buy the
most home appliances!

® 1965 SIMMONS STANDARD MAGAZINE REPORT

PARENTS' MAGAZINE Enterprises, Inc.

52 VANDERBILT AVENUE, NEW YORK 10017 « CHICAGO * ATLANTA « BOSTON « LOS ANGELES « SAN FRANCISCO

WASHINGTON

0 OO0 A boost for independent tv stations—espe-
cially young UHF channels—could be the result of two
inquiries just launched by the Federal Communications
Commission (FCC).

The FCC has proposed a rule that would require tv
networks to try “in good faith” to place programs on
independent stations serving the same markets as net-
work affiliates if the affiliates turn down the programs.
And secondly, the FCC has started an inquiry aimed
at laying down standards for making network pro-
gramming available to small stations operating in the
dim fringes of the signals of big-city network affiliates.

Either action, if carried out, would strengthen the
position of independents and of UHF stations, in which
the FCC has shown consistent interest. An economist’s
report to the FCC on community antenna television
systems earlier this year said a key competitive dis-
advantage of the independents is a lack of quality
programming.

0 00O O House hearings on FCC rules for CATV (com-
munity antenna television) operations wound up with-
out achieving any consensus. All sides were heard:
broadcast industry representatives warned that un-
restricted spread of CATV could undermine the free-tv
system; CATV spokesmen said this fear is exaggerated
and that the FCC’s proposals are unnecessarily harsh
and based on inadequate study.

Commerce Committee Chairman Oren Harris (D-
Ark.) again made it clear that he wishes CATVers,
free-tvers, and the FCC would reach an agreement
among themselves. The longer the dispute goes un-
resolved, he said, the worse it gets. As for his bill to
give the FCC regulatory power over CATV after Con-
gress has laid down basic broadeasting policy, Harris
said, “Either the FCC is going to do it itself on what
it claims to be its own authority and suffer a long law-
suit, or Congress is going to do it.”

Meantime, the FCC turned down a request that it
slow down its actions on CATV.,

OO0 0O The Federal Trade Commission wants money
from Congress to create this fall an office to improve
federal-state cooperation in enforcing antitrust, de-
ceptive-practice, and consumer-protection laws. The
new office, under the commission’s general counsel,
would refer cases to the states where there is only
minimal interstate involvement and would help states
to set up deceptive-practice offices. Another possibility
that arose in a meeting between Federal Trade Chair-
man Paul Rand Dixon and New York State Attorney
General Louis J. Lefkowitz is that the office could serve
as a national clearing house for information on de-
ceptive trade practices.

OO0 O To help big cities help small businesses Eu-
gene P. Foley said that his agency, the Small Business
Administration (SBA), is “encouraging” large cities
to form community development corporations. The
SBA can lend them up to $8 for every $2 raised locally
to provide capital for small businesses. Foley said that
more than 600 such loans have been made and have
proved successful in small cities, but the big cities are
just beginning to notice the program. The SBA is look-
ing into the feasibility of such a program, Foley added.

MERCHANDISING WEEK



Sylvania’s 1966 Classic line features Spanish-styled stereo unit

Sylvania lowers tv prices,
boosts stereo console tags

Sylvania matched its high-end fine-
furniture look with high-end pricing
last week, kicking off its new console
phono line at a remarkable $279.50
and running all the way to $1.795
for a model with an Ampex tape
deck. As an added touch of quality,
Sylvania is making use of air-sus-
pension speaker systems throughout
the completely transistorized line.

Pricing in tv was equally extraor-
dinary as the company took full ad-
vantage of the impending 109 ex-
cise tax elimination to establish
some impressive values. Samples: 19-
inch color tv kicks off at $369.50: 21-
inch color starts at $349.50; 25-inch
color consoles begin at $599.50. The
19-inch b&w portable leader comes in
at $119.50, and there is a new tran-
sistorized 19-inch table model at
$179.50. All prices in the new line
depend, of course, on removal of the
excise tax.

Highlights of the 1966 line:

The lead 19-inch color set comes
with Sylvania’s own rare-earth pic-
ture tube in a plastic and metal cab-
inet; it has a carrying handle, and
weighs in at 67 lbs. Three step-up
models—at  $399.50, $409.50. and
$419.50-have the same features, in-
cluding the 24,000v chassis, but come
in wood-grained cabinets. Throughout
its entire color tv line, Sylvania is
using automatic degaussers.

The 21-inch color tv line kicks off
with a carryv-over table model in a
black metal cabinet priced at $349.50
—down from last year’s $398.70.
Consoles in vinyl-clad cabinets open
at $379.50; hardboard consoles start
at $409.50. Veneers and selected sol-
ids enter the color line at $449.50.

The 25-inch console leader, a carry-
over model starting at $599.50, es-
tablishes an industry low. In all. Syl-
vania is offering 11 new 25-inch color
consoles, including four full-door
models at $819.50.

Sylvania's 18-model b&w tv line
kicks o at $119.50 for a 19-inch
hold-over portable, and runs to
$269.50 for a 23-inch Halovision con-
sole. The company’s 23-inch table
models start at $169.50; 23-inch con-
soles open at $199.50.

Solid-state 19-inch b&w tv, $179.50
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Sylvania’s new transistorized 19-
inch table model comes in two fin-
ishes and features a 17,000v chassis.
The manufacturer has dropped b&w
combinations from the 1966 line.

The AM-FM stereo console line is
made up of 26 models; it features
fresh styling and new prices. The
new leader Cotillion series of 40w
units ranges from %£279.50 to $359.50;
last year’s leader series, with excise
taxes, opened at $258.7). The Cri-
terion line of 70w units runs from
$369.50 to $469.50. The Classic Col-
lection of 130w units starts at $499.50
and goes to $650. The high-end 1966
Maestro series has been expanded to
five models, and now runs from $825
to $1,150; units in this series reach
320 watts of peak power, and fea-
ture Dual changers. In the other con-
sole stereo units, Sylvania is using
Garrard changers.

Styling, of course, gets the big
play in Sylvania’s new console line-
up. The entire iine eomes in veneers
and hardwood solids; styles range
from Contemporary to Mediterra-
nean. And, in two high-end models,
Sylvania will offer tape (Ampex
decks) in its console line for the

“first time.

In the portable phono line, there is
a redesigned exponent 4740 priced at
$189.50, and Sylvania has added Ex-
ponent models 4/30 and 4/20, both
with 35w systems. Sylvania is also
offering a solid-state component mod-
ule with AM-FM stereo, and 130
watts of power. The price, without
speakers, is $359.50. The speakers
per pair will range in price from
$99.50 to $129.50.

New radios from Sylvania are: AM-
FM transistor portable models, rang-
ing in price from $25.95 for a 9-
transistor model TR-80 to 11-transis-
tor TR-66, with a $51.95 price tag.
There are four new AM-FM radios,
featuring vernier tuning and AFC,
that start at $45.95 for model BT-1,
and top off with model BT-4, a solid
walnut and veneer unit for $79.95.
AM-FM clock-radios go for $59.95
and $61.95. AM eclock radios start at
$18.95, for mode! AK-45. Model AK-
46 has a suggested price of $25.95.

Solid-state portable phono, $159.50

APPLIANCE-TV

O OO0 The muscle behind Philco’s 1966 line of tv
sets, radios, and phonos (see story p.18) is a $4.7
million national advertising campaign. According to a
company spokesman, color tv will be pushed hardest in
the ads. Full-color pages have been scheduled to run in
Life, Saturday Evening Post, Look, Reader’'s Digest,
and TV Guide.

For its 1966 stereo console merchandising program,
Philco has purchased 10,000 European oil paintings,
to be featured in permanent in-store stereo phono dis-
plays. Along with the paintings, Philco is offering
dealers fixtures, which include carpeting and indirect
lighting, to create displays with a living room atmos-
phere; a five-album record collection also will be avail-
able through Phileo distributors.

Dealers will be able to offer the paintings for sale,
and Philco anticipates that they will serve as traffic-
builders. As a portable phono premium, Philco has de-
signed a stand that can be used as an end table; the
stand includes a radio, and also can house a portable
phonograph. To promote low-end radio sales, Philco
will offer low-priced radio six-packs at retail.

O OO O An “expose” of discounting, The Great Dis-
count Delusion, will hit the bookstands July 12. Pub-
lished by McKay, the new book will examine dis-
counters’ tactics in detail, citing specific violations of
business ethies and the law. According to Publishers’
Weekly, it is “Sure of good news coverage and sales.”

[J [0 J [ Creating a status symbol for major appli-
ances is how the appliance industry can recapture its
decreasing share of consumer dollars, said J. Mack
Tenney, general sales manager for the Kelvinator Divi-
sion of American Motors Corp. Tenney said that the
appliance industry’s share of the consumer’s dollar
spent for goods and services has slipped from 2.5 cents
in 1956 to 1.7 cents in 1964. Tenney’s talk before the
National Retail Merchants 11th Annual Home Fur-
nishings Conference stressed how Kelvinator, with the
introduction of its high-style Originals, was trying to
encourage early replacement and high-end sales by
making appliance purchasing an exciting event in the
homemaker’s life.

[0 [J O O Unitary air conditioner shipments soared 23 %
during the first quarter of this year compared with the
same period in 1964, says the Air-Conditioning and
Refrigeration Institute. Shipments by U.S. manufac-
turers for the first quarter totaled 181,803 units. The
greatest gain was in the under-16,500 Btu category,
which jumped 117%. But the largest number of units
shipped (52,600) was in the 33,000-41,999 Btu group,
the institute reported.

0000 Larger and larger refrigerators are being
shipped by manufacturers. According to first quarter
reports tabulated by the National Electrical Manufac-
turers Assn., units in the 14-cu.-ft.-and-over cate-
gories racked up 51.4% of the total, with the 14-cu.ft.
category accounting for 30.7% of shipments. The 12-
cu.-ft. category chalked up 24.8% of sales in the first
three months of 1965, while 10-cu.-ft.-and-under units
totaled 12.7% of the 1,114,700 units shipped by the
industry.



APPLIANCE-TV

Frigidaire shows new laundry line, new ice-maker refrigerator

Frigidaire’s 1966 line of laundry
equipment is highlighted by the com-
pany’s first electronic drying control
and by a simplified drive system for
its dryers. The new line consists of
eight automatic washers, nine elec-
tric dryers, and seven gas dryers. In
addition, Frigidaire has introduced
its first refrigerator-freezer with an
automatic ice-maker-—a 16-cu.ft. no-
frost model.

The new dryers feature a dryness
control—a cone-shaped sensor that
protrudes from the back wall of the
dryer drum. This control senses the
degree of moisture in the wash.
When the wash attains the exact de-
gree of dryness selected by the user
via a selector button on the control
panel, the dryer automatically shuts
off. There are three settings on the
control—damp, normal, or extra dry.
The electronic dryness control comes
on five Custom Imperial dryers.

In addition, all of the new dryers
use a single-belt drive system, which
replaces the two-belt system used on
conventional dryers. The single-belt
system eliminates the need for a sep-
arate drum pulley and belt attach-
ment by using the drum itself as a
pulley.

The new dryers also can now be
vented through the bottom. Previ-

ously, venting was offered only
through the back and sides of the
units.

Frigidaire also is using new light-
er-colored dryer drums of porcelain
enamel, which make it easy for the
user to see small dark items in the
wash. In addition, all 1966 dryers
include a removable lint screen on
the inner door panel and have a
cycle for wash-and-wear items.

The new washers feature four spin
speeds and seven cycles at the top
of the line. These top-of-the-line
models, in addition to the usual vari-
ety of colors, are available in a new
flavor: honey beige. (Note in the
photo of the laundry pair that the
new color coordination extends up
through the backsplash on the units.)

Frigidaire has not elected to play
the capacity game; all its washers
have 12-lb. capacities, solid tubs, and
feature vertical agitation—a system
in which water overflows the tub rim,
instead of draining through the
wash. There is a separate water-level
control on most models, which makes
it possible to use less wash and rinse
water for small loads.

Prices on the new laundry line re-
main comparable to like models in
last year’s line. However, where new
features—such as the electronic sen-

Frigidaire 1966 high-end laundry puair (left), and ice-mAak

sor—have been added, the price has
been adjusted upward, Frigidaire re-
ports.

The ice-maker refrigerator-freezer, a
16-cu.ft., no-frost, bottom-freezer
unit (model FPI-16BAJ) is expected
to be the forerunner of the 1966
Frigidaire refrigerator line, which
will be unveiled in October. This unit
(see photo top right), which will be in
limited supply in the immediate fu-
ture, incorporates an automatic ice-
maker that operates on a conveyor-
belt system; it can produce as much
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tgerator

T o N

er refr

as 7 Ibs. of ice cubes every 24 hours,
and can store a supply of 243 cubes
in a removable bin, according to the
company. The new ice-maker has a
double control to guard against over-
flow or undesired release of cubes.

The conveyor in the belt system is
made of polyethyvlene and has three
rows of three molds into which water
flows to form cubes. As the filled
molds move forward, zero-zone freez-
er air is directed down and over
the conveyor to achieve an accelerat-
ed freezing rate.

Electrohome spikes its 1966 line with a new solid-state portable

For 1966, Electrohome has length-
ened its color tv line from seven to
10 models-—and has lengthened its
stride by introducing an all-new, all-
transistorized, 11-inch b&w portable
television set.

The color tv line opens at $795 with
a 25-inch console in a walnut-finished
cabinet. Five consoles and five three-
way combinations, all 25-inchers, are
included in the line. The consoles
range up to $895 in price; the com-
bos run from $1,195 to $1,595. Elec-
trohome, a Canadian manufacturer,
says its 1966 prices were set in an-
ticipation of the expected excise tax
elimination in the U.S.

The new 1l-inch b&w portable set
is priced at $169.95. Claimed to be
the first “tiny television” set to be
completely designed and developed in
Canada, the 15-Ib. solid-state set op-
erates on battery or AC current. A

deluxe model in an ebony or cran-
berry red plastic case will sell for
$189.95.

The 1966 black-and-white tv line
also includes six 19-inch portables,
nine 23-inch consoles, and two 23-
inch combinations.

The 19-inch portables begin at
$169.95, for a model with a brown
metal cabinet. At $189.95, a portable
is available in walnut, teak, or rose-
wood vinyl. Top of the line is a
$219.95 set.

In b&w combinations, Electrohome
has two models. The Contemporary-
stvled set, with four speakers, lists
for $499.50; a Traditional set in wal-
nut or mahogany, with 25w ampli-
fier, will retail for $599.

The b&w console line opens at
$229.95, with a Contemporary-styled
unit. Also available at $229.95 are
23-inch consoles in Early American,

Italian Provincial, and Traditional
styling. At the top of the console line
are two sets at $319.50: a Modern-
styled unit in walnut or oiled teak,
with one 5-by-7-inch dual-cone speak-
er and a French Provincial set in
walnut, mahogany, fruitwood, bur-
gundy fruitwood, or antique white,
with one 5-by-7-inch speaker and one
4-inch speaker.

The 19 new stereo phonos are all
equipped with AM-FM stereo radios.
This line of console phonographs
opens at $229.50, for a Traditional-
styled model with solid-state 20w
amplifier; the set is available in wal-
nut or oiled teak. At $498.50, a 50w
amplifier comes in a Modern-styled
set, that is available in walnut or
oiled teak. At $795, a Spanish Provin-
cial unit has a solid-state 125w am-
plifier and six speakers; the AM-FM
stereo radio automatically selects FM

Delmonico eyes U.S. majors market with more imports,

With a large hunk of the imported
home electronics market already
bagged, Delmonico International is
intensifying efforts to carve out a
chunk of the major appliance busi-
ness for itself.

Last year (Mw, 19 Oct. 64, p.33),
the importer began to expand its
Delmonico-label line of compact re-
frigerators, which are made by Ignis
of Italy. Now Delmonico is lifting its
sales sights and bringing in larger
refrigerator sizes. The target: sales
of 75,000 units in the next 12 months

with a 12.2-cu.-ft. two-door unit
expected to account for one-third of
this projected figure.

Sales via hot pricing and direct dis-
tribution-—these are the ways Del-
monico expects to break into the ma-
jor appliance market. And the com-

pany, which uses these same tactics
so successfully in consumer elec-
tronics, has some promotionally pop-
ping prices. With seven models in
the line already, the new models,
with suggested list prices, are: a 24-
inch-wide, two-door, top-mount re-
frigerator-freezer (12.2 cu.ft.), for
$179.95; a 19-inch-wide two-door re-
frigerator-freezer (9.4 cu.ft.), for
$159.95; a single-door refrigerator
(10.7 cu.ft.), for $149.95; a match-
ing freezer unit, for $159.95.

In its compact line, Delmonico has
a 4.6-cu.ft. refrigerator pegged at
$89.95, a matching freezer for $99.95,
a 2.3-cu.ft. refrigerator and a 1.9-
cu.ft. freezer, each for $79.95. The
new units will come in a variety of
Formica finishes; at present, the
company is offering five flavors.

Dealer margins are healthy on the
promotional list prices, according to
trade reports. As one New York area
dealer, who has seen the line, recent-
ly said: “Why should we go below
their suggested list price; it is still
lower than all the fair-traded lines
we sell now. But if we have to meet
a price, we can go lower and still
make a profit.”

All units, with one exception, have
porcelain enamel interiors and use
foam insulation. The smaller refrig-
erators and freezers will be available
in the next 60 days, the two-door
models by October, according to Her-
bert Kabat, executive vice president
at Delmonico. The company also is
considering a four-model line of
chest freezers (4-cu.ft. to 13-cu.ft.
capacities), and it may go into the

Deluxe 11-inch portable for $189.95

or FM stereo. At the top of the line
is a Traditional-styled console in wal-
nut or fruitwood with 250w amplifier
and six speakers; the price of the
unit is $1,695.

hot prices

automatic washer business with a
top-loader within the next 60 days.

Private labeling for Sears, AMC,
Western Auto, and perhaps others will
help Delmonico move toward its sales
goal. Sears is expected to test-mar-
ket in Atlanta shortly, with the 2.3-
cu.ft. refrigerator.

For its part, Ignis, a company
that claims to be the number one re-
frigerator manufacturer in the Euro-
pean Common Market—it makes 1
million refrigerators a year, plus
ranges, freezers, washers-—has a deal
in the works with Atlas Chemical to
establish a foam insulation plant in
Italy. Ignis is even willing to con-
sider setting up a refrigerator plant
in the U.S. sometime in the future,
according to Giovanni Borghi, pres-
ident of Ignis.

MERCHANDISING WEEK



(Two-faced!)

The revolutionary new Bulova “Radio-Clock” is swivel mounted.
One face is a beautiful precision jeweled clock...the other

a rich-sounding 8-transistor radio. It’s also cordless.

And it’s just one item in the new Bulova radio/phonograph line.

The new Bulova cordless. swivel “Radio-Clock™
is so far ahead of its time. there’s absolutely
nothing else like it on the market anywhere

Not only does it have the advanced features
your customers want—it has the styling, too!
Every Bulova radio and phonograph does. Be-
cause every set is designed with the same ele-
gance and continental styling that have made
Bulova watches world-famous.

And Bulova radios and phonographs have
what you want. Competitive prices. Full mark-

up. One full year guarantee. Plus the best pro-
tection your store’s reputation for quality can
get. That's because, under the Bulova Construc-
tive Distribution Policy, we sell only to a select
group of quality merchants.

Arrange now to have a Bulova representative
call on you and give full details on our complete
radio/ phonograph program. Phone us collect at
LT 1-0400 (Area Code 212). Or mail the handy
coupon today!

BULOVA rADIOS AND PHONOGRAPHS

JUNE 14, 1965

l
i

Bulova Watch Company, Inc.
Radio/Phonograph Division
630 Fifth Avenue, New York, N. Y. 10020

1 am interested in learning more about the complete Bulova
radio/phonograph program

{J Please have a representative call on me as soon as possible
[0 Please send me the fuli-color Bulova radio/phono brochure

Name

Position

Store

Address —

City__________ State Zip Code




MARKETING

Excise tax cut
advertising—
How are retailers
handling an
explosive issue?

Marketplace by marketplace, as Ex-
cise Tax cut time draws nearer, re-
tailers are taking advantage of the
impending price drops. Here are
some of the various ways in which
they are jumping the gun—or simply
getting caught in the morass of con-
fusion attending the Congressional
race to push the bill through. Here
is how the confusion can be magni-
fied.

Underlying the ads shown on this
page is a basic fear of a buyers’
strike. As one retailer places an ad
intended to circumvent the threat by
offering immediate cuts, others groan
over the added publicity given the
upcoming tax cancellation.

And there are other areas of con-
cern in the minds of retailers. Many
are asking whether the ads that are
running are giving the consumer a
realistic understanding of the effects
the bill will ultimately have at the
retail level, when manufacturer taxes
have been passed down the line.

5000* BTU Celdspot

Air Conditioner

Easy to Install

‘118

Easy to move from room
to room. Economical to
operate. Has 2 speeds,
thermostat and filter.
Zinc-clad cabinet is rust-

Low Cost
Comfort

®Advertised BTU capacities are
rated and certified by National
Electric Manufacturers Ass’n.
Standerd CN-1.

resistant, long wearing.

Phone or Mail Coupon Be-
low for FREE Air Condition-
ing Survey of your Home or
Business.

5 weeks plus tax cut equals $7 boost?

That appears to be the case when yvou contrast these two
ads that ran in the Philadelphia Bulletin. On April 13,
Sears advertised this 5,000 Btu Coldspot room air candi-
tioner at $118 (above). Nothing in the ad gave any indi-
cation that this was other than the normal Sears price
for the unit. In the same paper, on May 20, Sears head-
lined refunds to take advartage of the approaching Ex-
cise Tax repeal (upper right). Among the units cited in
the ad was what appeared to be the same unit (right).
Detailing the effect of the price reductions, Sears gives a
“Regular Low Price” of $139 for this model. With the
10% refund, the end result is a net price of $125.10. Is
this an increase over the April 13 figure?

Westinghouse MOBILAIRE® 5000 || =pr
ROOM AIR CONDITIONER |

e Uses only 7.5 amps, 115
voits  One person can instalt

in minutes with Zip Kit In-

cluded o High and Night Coot,
2-Speed Fan, Directional Lou-
vres ¢ Zinc-coated Chassis,
Aluminum Cover

119%

Pay Only $1.30 a Week

Price, price, who’s got the price?

Consumers may well have asked themselves that when
they contrasted these two ads that appeared in the June 1
issue of the New York Daily News. Westinghouse’s New
York distributor (above) advertises this unit at $119.95,
listing, among other outlets where it is available, the
Friendly Frost stores. Just 4 pages later Friendly Frost
(right) comes in offering the same model at $112.96, hav-
ing meanwhile knocked off the Federal Excise Tax. The
Internal Revenue Service has ruled, incidentally, in favor

CARRY IT HOME! Weighs Only 59 1bs,

the
d gyt TR

Wil 7 30U Wy UL wilanon
o "ePouge ort.

and install it
new “Zip Ke” {included).
7.5 amps.

, Night-Cool, H
fortable wati-to-wall cooling.

ILYERS, DEHUM
;um:m WASHABLE FILTER

of refunds rather than price cuts.

aL hichs!

“ves... there’s no need to wait for the repeal

of the federal excise tax! Rieh's ha reduced
the price of every refrigerator. freczer. drver,
dishwasher. radio, stereo. and television by as
much as the fax...on many items the reduc-
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How are retailers using tax cuts?

Atlanta’s Rich’s booms the cuts pro-
motionally with the theme, “Yes,
there’s no need to wait for the re-
peal of the Federal Excise Tax. Bot-
fom of the ad detai!s the prices prod-
uct-by-product. Stress is placed on
the fact that, on many items, Rich’s
has reduced the price even beyond
the effect of the Excise Tax cancel-
lation.

FRIENDLY FROST REDUCES PRICES
RIGHT NOW TO SAVE YOU
THE FEDERAL EXCISE TAX
ON WESTINGHOUSE AIR CONDITIONERS
There's wo seed to wait any longer. You can buy yosr Westlagheuse

Ale Ceonditionsr NOW ot Friendly Frost and have the
Federal Excise Tox deducted from the sale price!

You Can Count on Us . . . Quality Costs No More at Sears

THANK YOU MR. PRESIDENT!
WE'RE REDUCING PRICES NOW!

You Can Count On Us...Buy Your Air Conditioner

Today . .. Take Advantage Of Sears Low Prices
And Receive Your Refund® In July 1965

—‘

5000 BTU Air Conditioners
1:39.00

Reguiar
Low Price

® Quiet, lightweight model
installs quickly, easily

Your Refund

® Air-circulation control Your Refus 13.90
In July
® Cabinet is rust-resistant
Your Net 4
No Trade:In Required Prica 120.1“

I & Westinghouse Mobilaire
5000 Room Air Conditioner!

*119.95
LessF.E.T. 6.99

© EXCLUSIVE 5-YEAR REPLACENENT
GUARANTEE — the only one of its kind
In the industry.

© WEIGHS ONLY 59 LBS.— Carry R home

rself In minutes with

® QUICK INSTALLATION — Instaliation is
fast and easy. Unit operates on 113 voity,

L CONTROL — Sattings for
¢ a‘w"s“ o gh-Fan, Loshn.
Alr Directional Louvers direct sis for come

LATES @i ietly snd elficiently.
e U ﬂ@“n'n 2-SPEED FAR,

120

AL ST (P

WITHFULL

i 5-YEAR

i Replacement
GUARANTEE

pecorAmion DAY Qpfol  rBN AN
DAVEGA GUARANTEES
YOUR EXCISE TAX REFUND
BUY NOW AND SAVE

AS NEVER BEFORE

Davega, in the New York Daily News
of May 28, turns the Excise Tax
Cuts into a Decoration Day sale de-
vice. The result is a double impact of
savings piled on top of savings., Use
of the Excise Tax refund certificate
as a visual element in the ad pounds
the point home even further, making
Davega’s guarantee a reality in the
mind of the reader.

LASY

e Mnnl.;,\\ —

I YOU INTEND TO BUY AN AN CONDITIONER THIS YEAR, TOU OWE IT TO YOUASILY TO BUT NOW
DURING THIS NISTORY MAKING SALEL THN SALE IS PANTASTIC.. PRICES SLASHED TO TNT POINT
WHLET TREY ARE IMPOSSIBLL TO RENSTY b ol

— —~—

—

- =
LMY Ty o BE TS
SH 39 Ty nil BY ¥
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EDITORIAL

From boon to boondoggle
in one easy tax cut

With unprecedented speed, Congress is rushing through
a bill that could shower benefits on retailers and man-
ufacturers across the country.

And, with equal speed, retailers and manufacturers
across the country are short-sightedly doing their best
to undo the good the excise tax cuts should offer.

Not all, or even a majority, of retailers and manufac-
turers. But enough, and of sufficient importance, to count.

Three prime devices have already emerged to dem-
onstrate how not to use an excise tax cut.

The 10% Myth is what we will call the first device.
It makes a fine promotional explosion with a deadly fall-
out of consumer confusion and price footballing. And
any retailer or manufacturer, large or small, can use it.
All he has to do is to start advertising 10% reductions
in excise taxes levied on the manufacturer.

The fact is that any such cut carried down to the
retail level may only result in a 6% reduction, and, in
any case, applies only to certain products.

The object of the excise tax cut bill was to help busi- AUQUSt Ist...you'll be ready to make taped
ness by ,stlm.ulatlng sales. It was not to destroy the music at 7% ips jllSt as obsclete!
industry’s price and profit structure.

The 10% Myth is just as mythical as the Unicorn— You can profit py selling ﬁr,',e fidelity recording at 3% ips.
but a lot more dangerous. Dangerous because con- SCOTCH® Brand “Dynarange” Series Tape is on the way.
sumers are being told that all excise tax cuts will be NEW “DYNARANGE’ TAPE AVAILABLE AUGUST 1ST

passed down to them as a straight percentage, not a

mere reduction in price. And they will demand this per- - > = . m
centage cut from everyone on everything. magnEtIC PI‘DdUCtS DIVISID“ 3c0mPANY

The diflerence has to come out of someone’s pocket. SCOTCH' 15 A REG. TH OF 3N CO..ST. FAUL MINK 55112. §1965. 3u CO
It does not take long to figure whose it will be.

The second device is a bit of psychological warfare
designed to create pressure where pressure is no longer
needed by stimulating consumer support for excise tax
cuts. It, too, has a powerful fallout that could go a long
way toward creating a consumer buying strike.

How do you use this one?

For a good demonstration, you might read the “Au-
thorized Dealer Newsletter” of the Institute of High
Fidelity, Inc. In its June issue, this bulletin says of the
tax cuts: “Keep explaining to [your] customers that
failure to pass this legislation will result in increased
cost of high fidelity components not already taxed. Keep
pointing out that passage will mean lower prices for com-
ponents that are already taxed.”

Commendable, though unneeded, as additional con-
sumer pressure might be at this time, this seems to us
to be buying it at an exceptionally high price. The
assumption would seem to be that the consumer is
utterly incapable of reaching the conclusion that he
would be better off if he just postponed the purchase he
came in to make until after July 1.

A third potential problem lies, again, in advertising.
At best, the two Sears ads at the top of the opposite
page could result in a misunderstanding. It appears that
the price of this air conditioner is actually higher after
the tax cut than it was before.

Sears is a dominant force in the industry. As such,
it is particularly conspicuous. When Sears makes a
move, people notice—even such a notable person as
Lyndon B. Johnson, the man behind the upcoming tax
cuts. And the repercussions, were he to misinterpret
such price shifts, are not pleasant to contemplate.

Few of us are unaware that Lyndon Johnson does not
like to be crossed. The President’s plan was to stimulate
sales by lowering prices. In pushing for the excise tax
cuts, he has acted as a good friend to retailing. If he
feels his hand has been bitten, will he be tempted to
play the friend again?

The question comes down to this: Will this industry,
faced with a golden opportunity, use it only to estab-
lish one more landmark in a history of self-destructive

practices? The answer lies in your hands.
—-The Editors

DOORS?
Old stuff to

{ MARVEL!

ol Owners decorate
= doors instantly any
time...with anything!*

Any material at all, up to %

thick, will fit Marvel’s unique
vinyl-lock door panel to form a
smart new door design. Wallpaper,
cork, photographs, leather, vinyl—
they’re all yours to help sell Marvel!
Let us show you. And look . . . this
new Marvel 6.7 cu. ft. unit has the
largest passible capacity for under-
counter installation plus reversible
doorsand adjustableshelves. Match-
ing Model MR-1129 freezer has 200
Ib. frozen food capacity. Dimen-
sions 34'2” H. x 24" W. x 21%"” D.

For information, write Marvel
Industries, Inc., Sturgis, Michigan

bV, W W =2V g~ # [INDUSTRIES, INC.

Sturgis, Michigan /Branch Plant: Franklin, Ky.
Sales Office, Sturgis, Michigan

”
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Hudson’s has found an important new approach to retail
advertising. This leading merchandiser is using the power
and influence of the country’s No. 1 magazine to strengthen
its franchise in the Detroit market and move “white goods."”
Hudson’s detachable buying guide promoting “top values”
| in home laundry equipment went to 25.5% of the house-

q “Z3TEAR OUT: Saye this 8-
- H U DS

D,
etroit g world famoyg

0 full-color Readers Digest pages
fo Hudson's prime refail frade area

Before you buy a8 antomatic
washer or dryes, compase

these facts from Hudson's

Page buying guide
OoON S

depsrtmon t Sore

I

holds in the Detroit market and surrounding areas in May.
Importantly, this retail advertising concentrates on Hud-
son’s charge customers in higher economic brackets. This
exciting new way to build lasting stature, while making im-
mediate sales, can be employed by stores in other areas,
too. Call your Digest representative for full details.

and what a way to sell New York, Los Angeles and Chicago.

#1 NEW YORK

CIRCULATION: 1,210,000
Digest paid circulation in this 18-
county area far exceeds the number of
homes delivered by the average eve-
ning network tv show. It also exceeds
combined daily or Sunday circulation
of the Times and Herald Tribune and
combined circulation of the Journal-
American and World-Telegram. The
Digest delivers 310,000 more copies
here than the second general maga-

#2 LOS ANGELES

zine and at lower cost.

12

CIRCULATION: 785,000
The Digest's 6-county, regional circu-
lation is far larger than the number of
homes delivered by the average eve-
ning network tv show. The Digest's
circulation is also larger than the cir-
culation of the leading daily newspaper
in each and every county. The other
big general magazines require pur-
chase of no less than 35 counties, at
a cost of $3 to $4 more per thousand
copies delivered.

#3 CHICAGO

CIRCULATION: 450,000
In this 8-county-area, The Digest's cir-
culation far exceeds the number of
homes reached by the average eve-
ning network television show. Also, in
6 of the 8 counties, The Digest's circu-
lation exceeds that of the powerful
Chicago Tribune. The other general
magazines require purchase of 66 or
more counties yet they carnot deliver
as much circulation as Reader's Digest
delivers in 8.

PEOPLE HAVE FAITH IN READER'S DIGEST

MERCHANDISING WEEK
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Media spotlight
on
major appliances

What the figures mean

In the May 31st issue of MERCHAN-
DISING WEEK, the editors presented
the consumer electronics part of an
exclusive analysis of how hard goods
manufacturers spend their advertis-
ing dollars. On the following pages,
our media spotlight focuses on major
appliances—on how brand-name man-
ufacturers “push” their merchandise
through distribution channels to re-
tailers via trade advertising, and on
how they “pull” the public toward
these retailers via national consumer
advertising.

Once again, let me remind you that
the figures do not necessarily speak
for themselves; they are an indica-
tion of the wide variety of methods
marketing executives employ to solve
the multiplicity of problems connect-
ed with getting white goods to mar-
ket and in consumers’ hands. The
right combination of “push-pull”
techniques for one marketer may be
completely wrong for another maker.
Relative or equal success may be
achieved with seemingly opposite
marketing philosophies.

Consider some of the reasons for
this diversity—that many products
are relatively voung and lack a dis-
tinet and mature replacement mar-
ket ; that the resultant consumer con-
fusion is compounded by the large
numbers of manufacturers in the
hard goods field.

This consumer vacillation on brand
preference and the proper replace-
ment time puts the manufacturer in
a dilemma: how can he best spend his
money so as to cover the consumer
in an effective manner and also keep
channels of distribution adequately
informed.

Moreover, keep in mind that the
competition from Sears, America’s
most efficient marketing machine, is
increased because Sears does not la-
bor with the problem of getting mer-
chandise to the retail floor. National-
brand manufacturers must spend a
great deal of money in this promo-
tional phase of their business. In
addition, manufacturers must pursue
the consumer——with and for the re-
tailer—while maintaining a price
structure competitive with Sears.

So, view these figures as a relative
gauge, and only that. They are in-
tended to emphasize the many suc-
cessful marketing philosophies pur-
sued by hard goods manufacturers
today. —Dale Bauer

photo by Joe Ruskin
paper sculptures by Joan Bacchus

How they were compiled

Consumer advertising figures were
compiled for MERCHANDISING WEEK
by W.H. Mullen, a long-time expert
who formerly gathered advertising
statistics for Printers Ink magazine.
Mullen used the following standard
measuring and reporting services as
sources.

Newspapers—Bureau of Advertis-
ing, American Newspaper Publish-
ers’ Assn., (Compiled by Media Rec-
ords, as projections of data derived
from their market-by-market reports.
These figures are estimates.)

Magazines—Publishers Informa-
tion Bureau.

Network tv—Leading National Ad-
vertisers-Broadcast Advertisers Re-
ports, Inc.

Spot tv—Television Bureau of Ad-
vertising—N. C. Rorabaugh Co.

There is a listing for every brand
of major appliances on which $25,-
000 or more was spent for advertis-
ing in any of the tfour consumer
media in 1964, 1963, and 1958. Other
expenditures for advertising by that
company in the same years are in-
cluded down to the $10,000 level.

All time and space costs are gross,
computed at one-time rates. No al-
lowance is made for agency, cash or
frequency discounts, or for prepara-
tion costs on print media, talent or
production costs on broadcast media.

Advertising in Sunday newspaper
sections or supplements is included
in the newspaper totals; dealer or
distributor campaigns on spot tv
were not included.

Where it was indicated that a pro-
gram or campaign was devoted to
two or more products (ranges and
refrigerators, for example) the cost
was divided equally between them.

The specific products covered are:

Refrigeration—including freezers

Laundry—washers, dryers, combos

Ranges—electric and gas

Dishwashers

Air conditioners

Disposers

Kitchens—complete installations

General promotion includes multi-
product advertising, institutional ad-
vertising on a company’s major ap-
pliance line, contests, publication
advertising of tv programs. General
institutional advertising of such com-
panies as General Electric, with a
large variety of products, is not in-
cluded.

Parent companies listed are those
of the current owners of the particu-
lar brand name.

Trade advertising figures were com-
piled by MERCHANDISING WEEK. The
standard measuring and reporting
services used were:

Trade publications (including MER-
CHANDISING WEEK, Home Furnish-
ings Daily, and Mart)

Publishers Information Bureau

Standard Rate & Data Service, Inc.

Media Information Bureau, Inc.

Trade advertising expenditures are
listed for the same major appliance
brands included in the list of con-
sumer media expenditures.

Product breakdowns are included
when available. In the case of multi-
product and/or full line manufac-
turers, only the major appliance
products are listed. The figures for
many of the smaller companies are
totals; breakdowns are not available.

All space costs are gross, comput-
ed at one-time rates. No allowance is
made for agency, cash or frequency
discounts, or for preparation or me-
chanical reproduction costs.

The same product categories and
companies are used as in the con-
sumer advertising figures.
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Media spotlight
on
major appliances

Company
Admiral Corp.

Amana Refrig-
eration Inc.

American Motors
Corp.-Kelvinator
Div.

Product

refrigeration

Media

newspapers
magazines
total
ranges newspapers
magazines
total

air conditioning newspapers
magazines
total
general prome newspapers
magazines
total

total newspapers
total magazines

total consumer media
total trade

refrigeration newspapers
magazines
network tv
total

air conditioning newspapers
magazines
total
general promo magazines
network tv
total

total newspapers
total magazines
total network tv

total consumer media
total trade

refrigeration newspapers
magazines
total
laundry newspapers
magazines
total
ranges newspapers
magazines
total

air conditioning newspapers

general promo newspapers
magazines
total

total newspapers
total magazines

total consumer media
total trade

Est. Dollars Spent

1964 1963
24,600 _

754300 250100
778900 250100

- 41,500

- 41500
95400 38100
95400 38100
22,700 _

- 174,000
22,700 1741000
47,300 .

849700 503700
897,000 503,700
56100 28,800
— 76,000
163,500 33,900
- 110,800
163,500 220,700

_ 16,000

- 16,000

- 216,500

— 216,500

_ 92,000

163,500 250,400
- 110,800
163,500 453,200
18100 25,000
215,000 276,000
731300 339,600
946300 615600
341,400 313300
00100 372600
741500 685900

_ 27,500
79,900 35200
79900 62700
10,300 -
72200 67,300
33900 171000

106,100 238300
638,900 684,100
1245200 918,400
1,884,100 1,602,500
64,400 68,400

1958
15,400
15,400

15,400
25,100
40,500

10,300
10,300

26,900
156,500
183,400

68,000
181,600
249,600

60,200

150,800
236,300
387100

26,400
26,400

13,900
13900

177,200
250,200
421,400

30,300

123,200
122,100
245,300

146,400
146,400

123,200
268,500
391,700

92,300

Company

Blackstone Corp.

Borg Warner Corp.

Caloric Corp.

Carrier Corp. —
Carrier Air Con-
ditioning Div.

Chambers Corp.

Chrysler Corp. —
Airtemp Div.

Ebco Mfg. Co.

Emerson Radio
Inc.

Fedders Corp.

Ford Motor Corp.
— Philco Corp.

Product Media
laundry magazines
total trade

Norge newspapers
refrigeration network tv
total

Norge newspapers
laundry magazines
network tv

total

York newspapers

air conditioning magazines
total

general promo newspapers
magazines

spot tv

total

total newspapers
total magazines

total network tv

total spot tv

total consumer media
totai trade

ranges newspapers

magazines
total consumer media
total trade

air conditioning newspapers

magazines

total consumer media

total trade
kitchens magazines
air conditioning newspapers
magazines

total consumer media
total trade

air conditioning magazines

total trade

air conditioning newspapers

magazines

total consumer media
total trade

air conditioning newspapers

magazines

total consumer media
total trade

refrigeration newspapers
magazines
total
laundry newspapers
magazines
network tv
total

ranges magazines

air conditioning newspapers
magazines
total
seneral promo newspapers
magazines
spot tv
total

total newspapers
total magazines

total network tv

total spot tv

total consumer media
total trade

Est. Dollars Spent
1964 1963 1958

29,900 _ _
8,700 6600 17,100
73,700 - 73,700
~ 30,200 -
73,700 36,200 73,700
43300 373,400 149,300
314800 415700 408,600

~ 56,600 o
358,100 845,700 557,900
181,800 63,900 71,100

- 118,400 79,100
181,800 182,300 150,200

15,700 _ 13,200
41,800 — b
27,500 25400 417,100
85,000 25400 430,300
314500 437,300 307,300
356,600  534.100 487.700

— 86,800 Z

27,500 25400 417,100
698,600 1,083,600 1,212,100
73,400 87,700  73.900
137,900 28,800 -

= 32,700 -

137,900 61,500 —
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