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Again this year, in Space 229 at the NAMM show

LOOK FOR DARING NEW IDEAS,

electronic years ahead!

A Micronic Ruby that plays both AM/FM bands . . .
another Micronic Ruby about the size of a golf ball . . .
and a tape recorder no bigger than a book!

Other innovations too top-secret to mention here . . . all
examples of STANDARD® micro-miniaturization and
precision engineering. All on a firm schedule of deliveries
from New York and L. A. warehouses.

And STANDARD policies protect your prices, your profits!

. “a1g,N
gl ' ";E :

ACTUAL SIZE. Model SR Q460F. The 9- ACTUAL SIZE. Model SR H35. The new Model F21T Tape Recorder. A precision
transistor, 2-band (AM, FM) Micronic world’s tiniest AM, just barely big enough tape recorder no bigger than a book,
Ruby now in quantity . . . with vernier tun- to cover four ordinary postage stamps. weighing a light 42 ounces. Operates open
ing and Sl-planar transistor. Same size What a way to demonstrate a Micronic or closed. One hour, 4 minutes on the
as pack of cigarettes. $49.95. Ruby. In good supply. $34.95. same tape. Capstan drive. Hot! $44.95.

Plan to spend time with us in Space 229, where you saw us at last year’'s NAMM show. Look for daring new ideas from

STANDARD RADIO CORP.

410 East 62nd Street, New York 10021 « 212 TE 8-4040 e 1300 West Olympic Blvd., Los Angeles - 213 DU 6-8770
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PRESSTIME

LJ OO0 ON THE INSIDE: Special section on consumer
electronics products at the Music Show begins......p.25
Icemakers in refrigerators: a trend developing......p.7
Inexpensive FM radios from Hong Kong.................. p.8
Hardlines paves way to discounter respectability..p.81

0000 Admiral’s color tube goal—600,000 tubes a
year by the end of 1966, just double the amount
planned earlier—was presented Friday by its presi-
dent, Ross Siragusa, before the New York Society of
Security Analysts. He said that construction of the
new tube plant is on schedule, and that the investment
in it will now be $18 million—$6 million more than
previously announced. When the plant is finished,
Admiral will be making its own masks and guns, and
25- and 19-inch rectangular tubes. “We hope to be
in pilot production in the fourth quarter, and in mass
production by mid-1966,” he said.

Describing the corporation’s health, Siragusa said
that 65% of Admiral’s consolidated sales were in elec-
tronics, 35% in appliances. The company has 85 dis-
tributors—15 of which are factory branches—and
about 30,000 dealers. Advertising has grown from
3.6 % sales ($6.2 million on sales of $170 million) in
1958 to an anticipated 5% ($13.8 million on $275
million) in 1965.

0000 Frank Freimann's romance with transistors:
The man who first went all-out with transistors in
stereo now has done it in tv. The new Magnavox tv
line includes 17 transistorized sets, starting with a
19-inch model at $189.50. The company also has six
new transistorized 24-inch consoles starting at $249.50,
four new 27-inch consoles starting at $298.50, and
three new 24-inch stereo theaters starting at $449.50.
Magnavox is not abandoning the vacuum tube in tv,
however. The new 19-inch leader hits at $129.90, and
the 23-inch table leader is priced at $159.90. In color,
Magnavox is going with its first 23-inch color at $625,
and showed two more 25-inch consoles; one at $695;
the other, with remote control, at $750. And there is
a 23-inch stereo theater at $329.90.

In stereo phonos, Magnavox dramatically altered its
price structure, bringing in its solid-state AM-FM
stereo console with 15 watts of music power at $215,
down from $279. The Astro-Sonic line comes in at a
new low of $279.50. For 100w merchandise, Magna-
vox starts at $595.

0000 Columbia reversed its field in the big excise
tax cut game, announcing reductions in list prices for
phonograph records. At the end of the week the com-
pany announced that it had reconsidered its earlier
stand (see p.7) and would rebate the amount of the
tax on current dealer inventories. Price cuts come to
19¢ on most Columbia lines and are retroactive to
June 22.

OO0ODO The decorator look goes compact. Norcold
will show a line of Decorator Series compact refrig-
erators with original hand-painted “picture” doors at
the National Housewares Show, which starts July 12.
The six models carry a suggested retail price of $99.95;
they will come in a range of scenes—Gay 90s bar,
sailing ships at sea, street scenes, bullfights, and con-

temporary abstracts. The cabinets of the units will
be finished in walnut and marketing plans call for
the new units to be available as custom items only,
with delivery within six weeks after orders are placed.

00 0O 0O Remington Rand will diversify into the electric
housewares field in July. The firm reportedly will in-
troduce a cordless knife that uses three nickel-cadmium
batteries and a Teflon gearing system. It will retail
for about $40.

0 0O 0O O Braun Electric is broadening its line of electric
housewares being imported into this country from
West Germany. Braun Electric of America will show
six new items at the housewares shows, all of which
carry through its concepts of keeping products com-
pact, and creating award-winning product designs,
though they result in high pricing. Braun’s new prod-
ucts: a purse-sized, all-purpose heater and hair dryer
in three versions, beginning at $19.95 retail; infra-
red heat lamp and sunlamp, under $60; 12v car-boat
version of its popular compact fan, not priced; more
compact version of its all-purpose food preparation
unit, at under $80; a coffee grinder at $29.95; and
its first room-size heater, at under $80. Braun also
is setting up 31 repair service stations in the U. S.

0 0O 0O O GE cut the price on its leader radio, a 6-tran-
sistor portable, from $8.95 to $7.95 last week. As GE
scrambled to set new post-excise-cut prices, the tag on
its personal and miniature FM-AM portable radios
fell from $29.95 to $27.95. Price on the company’s
21-inch color table model tv set was cut $30—from
$399.95 to $379.95. Other samples of price cuts in the
1966 line (see story on p.85) are: FM-AM wood-cab-
inet table model went from $54.95 to $49.95; a 21-inch
hardwood color tv console now lists at $499.95; a 25-
inch color console moves from $775 to open list.

0 0O 0O O The battle for tape cartridge standards is com-
ing to a head—with a decision possible by this fall.
RCA and Lear Jet Corp. officially announced their joint
effort to market an 8-track, stereo, cartridge tape
player for use in cars, at home, and as a portable unit.
Lear makes the player and cartridge, while RCA pro-
vides the recorded tape. RCA, and probably Motorola,
plan to have a Lear cartridge in a home player this
fall. Lear-RCA cartridges are going in Ford automo-
biles, also in the fall.

But Telepro Industries, which manufactures a mon-
aural tape player and cartridges, has placed an injunc-
tion against Lear Jet Corp. for making endless loop
tape cartridges.

“Telepro is the only company in the world that can
legally manufacture continuous tape cartridges with
an in-cartridge pinch roller or a flip-up pinch roller
in the deck or compatible cartridges to fit either sys-
tem,” said a Telepro spokesman.

Lear uses an in-cartridge pinch roller which the
company spent $100,000 developing. Telepro and Lear
lawyers are discussing the problem out of court. The
entire home electronics industry, which wants a single

.standard, is anxiously awaiting the outcome. In the

latest move, Telepro released a monaural tape cart-
ridge that is competitive with 45 rpm records.

PUBLISHED WEEKLY by McGrow-Hill Publications. Executive, Editorial, Circulation and Advertising Offices, 330 W. 42nd St., New York N.Y. 10036, Printed in Chicago, lll. Second-class postage at Chicago, NI, Sub-
scription price $3 o yeor. Copyright 1945 by McGraw-Hill, Inc. All rights reserved. POSTMASTER: Send Form 3579 to Fulfillment Monoqor. Merchandising Week, P.O. Box 430, Hightstown, New Jersey. 08520.
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3 ways to sell lots more

(Sell Hotpomt and you won't
need the firsttwo) %

|

'sUPER
pISCOUNT

WE UNDERSELL
EVERYBODY!

EASONAp

1. Cut your prices 2. Give away
to the bone. expensive premiums.

(You won't make much money, but (They come out of profit, too.
think of the volume.) Another good way to go broke.)

EEEEEEEEEEEEEEEEE



refrigerators:

CTF814F

CBF815F

3. Roll out a Hotpoint. Women find wheels
Irresistible. (And they don’t cost you a cent!

Show the lady how easily Hotpoint wheels let her clean behind the
refrigerator. Let her know that only Hotpoint has wheels at no
extra cost so there’s no need to shop around. You’ll make more
sales—and you’ll make more money on each sale—with Hotpoint
wheels going for you. 14 models on wheels—big ones, small ones,
top mounts, bottom mounts. Stop giving away money to make
the sale. Sell Hotpoint wheels instead. And don’t overlook the
other great Hotpoint features, like convenient No-Frost (coupled

with Hotpoint’s low operating cost), swing-out vegetable crisper,
temperature-controlled butter keeper, slide out porcelain meat
pan, and our new step-shelf for flexible storage. And most im-
portant—all these good things that help you sell so hard are
included in our 14 and 15 cu. ft. models; the volume sellers. With
Hotpoint, the hard-selling features like wheels—aren’t limited to
the top of the line. Why not get your sales rolling? Contact your
Hotpoint representative now.

first with the features women want most

€

HOTPOINT -

JUNE 28, 1965

A DIVISION OF GENERAL ELECTRIC COMPANY .

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

CHICAGO, ILLINOIS 60644



NORCOI.D scoops the market!

DELIVERY NOW FOR THE PEAK SELLING SEASON

World’s First

VAR )[H DUALVOLTAGE

Compact

|[IFIT(M compressor

INDOORS AND OUTDOORS Refrigerator

UNLIMITED IN
USE APPEAL!

UNLIMITED IN
VALUE APPEAL!

This revolutionary dual voltage Norcoid
will be an instantaneous success wher-
ever featured. Its superiority obsoletes
all other types. Operates with equal
efficiency at the flip of a lever on
house current or 12 V battery. An-
swers the need of hundreds of thou-
sands of campers and boat owners.
Requires minimum space, has big
capacity, low current consumption.
Features large freezer compartment,
patented compressor, ice cubes in a
jiffy, 5 position thermostat, door lock
and keys, 5 year warranty.

wm | 4999

MODEL E200: THE
VALUE LEADER

In White or Simulated Wainut
Wood Grain Finish

OPERATES ON

MODEL DE-250:
White or $imulated Walnut Grain Finish

The sales-sensation of the in-
dustry! Lowest in cost, highest
in profit. Feature for feature it
has no competition. Huge stor-
age capacity, makes ice cubes
in a jifty, low current consump-
tion, 5 position thermostat, Key
door lock. Just 42 Ibs. light
and only 18”"x20"x17”.

Can be promoted profitably for only

‘692>

Minimum Adv. Price 79.95

Walnut £-200: ~

Exact features as above
with attractive simulated
Walnut Wood grain finish.

Retail $10.00 Additional

MODEL
MRFT 614 12 VOLT DC-1i0 VOLT AC
COMPRESSOR
PORTABLE REFRIGERATOR-FREEZER

The versatility and flexibility of this new Norcold portable refrigerator/freezer offers
unlimited sales opportunities. Its elect gnetic compressor operation is vastly superior
to competitive absorption type models . . . “‘pulls down” many times faster for speedier
cooling. Holds up te 25 Ibs. of food and beverages. Operates with amazing efficiency on
110 volts AC or 12 volts DC . . . from a car’s cigarette lighter outlet. (DC cord equipped
with cigarette lighter plug). Maintains 0°* to 45° F in outside temperatures of HO F.,
operates efficiently in positions up to 30° of level, keeps constant temperature standing,
moving or rolling, Simple twist of the dial instantly changes unit from refrigerator to
freezer. Weighs only 44 Ibs.

See America’s No. | Compact Line

HOUSEWARES SHOW

McCORMICK PLACE, CHICAGO, ILL.

BOOTHS 3555-3557
JULY 12th to 15th

A.Iso on Magnificent decorator line featuring original hand painted doors
Display: in choice of 6 types.

REFRIGERATION IS OUR BUSINESS ... OUR ONLY BUSINESS.

NORCOLD,INC.(7[1]C T=W D

Svbsidiary of the Stelle Corp.
16200 South Maple Avenue, Dept.E29, Gardena, California « PH: FAculty 1-9300, area code 213
Warehouses in New York, Chicago, Los Angeles, Vancouver and Toronto

)

WASHINGTON

(0O President Johnson is sold on tax cuts as a
means of sustaining business expansion. Johnson is
so sold, in fact, that he is already considering another
one. Even as he signed the $4.6 billion excise tax cut bill
into law last week, the President was talking about
a new income tax slash—weighted to favor the lower
income brackets.

Prompting the President’s consideration of even
more tax cuts is the steadily shrinking budget deficit.
In the fiscal year that ends this week, the administra-
tive budget deficit will be about $3.8 billion—a drop
from the $4.9 billion forecast by Johnson in January,
and less than half the $8.2 billion deficit of the pre-
ceding fiscal year.

Johnson seems certain to call for a new tax cut in
time to keep the Federal government from taking in
more money than it pays out. A new tax reduction
message might go to Congress as early as next year—
with a suggested effective date of July 1, or even Jan-
uary 1, 1967—although the timetable could be set for
a year later.

[J ][0 CJ An FCC clamp-down on multiple ownership of
television stations in the top 50 markets is being con-
sidered by the commission. Last week, a rule proposed
by 4-to-3 commission vote would bar ownership of
more than three stations—one of which would have
to be UHF—in the richest areas.

Rule-making procedure will take time. For the pres-
ent, the Federal Communications Commission (FCC)
will hold hearings on applications that would push
ownership over the proposed limit. This relaxes FCC
policy, in effect since December, which set a tentative
ceiling of one VHF and one UHF station.

The FCC would not require present owners to get
rid of their holdings, and it would leave unchanged
its over-all rule limiting multiple ownership to seven
stations—not more than five of which can be VHF.

[ OO0 The new Consumer Advisory Council met less
than two weeks after being named by President John-
son. The 12-member group blocked out major areas
of study: Federal-state cooperation; consumer educa-
tion; standards and labeling; economic and legislative
policy ; effectiveness of existing Federal programs de-
signed to serve the consumer. Chief concern will be
conditions facing consumers in the marketplace, reports
council chairman Richard H. Holton.

(0O 0O O A further look at franchising is being asked of
the Supreme Court by the Justice Department. Justice
Department is asking that the high court hear a second
case next fall. Already scheduled for Supreme Court
hearing: the department’s contention that General
Motors Corp.’s campaign to keep autos out of the hands
of discounters violated the Sherman Anti-trust Act.
Justice is now asking the court to declare as a viola-
tion the franchise system under which mattress-maker
Sealy Inc. operates. Sealy licenses manufacturers to
make trademarked products for distribution in re-
stricted areas. To Justice, this is tantamount to manu-
facturers getting together to allocate markets. The anti-
trusters have had little luck in getting district court
agreement in either of the cases, but they usually fare
better before the nation’s highest tribunal.

MERCHANDISING WEEK



Ice makers: is the curtain
rising on new industry trend?

1966 could be the year the ice maker
cometh. This ingenious automatic
device—which has been in the wings
for over a decade, with little recog-
nition as a potent salesman for refrig-
erator-freezers—appears about ready
to step center stage into the indus-
try spotlight.

For an industry that has had a
saturation problem with its best-sell-
er for years (in 1950 the refrigera-
tor was a member of around 86%
of the wired homes in the country
and in 1964 the saturation figure
was an estimated 98.3%) little has
been done to promote the advantages
of refrigerators with this new fea-
ture.

It is apparent that not enough has
been done to hasten the obsolescence

of the millions of “iceboxes” in homes
around the country. Nevertheless,
sales of refrigerators have continued
at a high level. For example, in the
over-all record appliance year of
1964, sales of refrigerators reached
a highly respectable total of 4,545,-
000 units with retail value of $1,168,-
740,000. But in 1950, the industry
shipped a record 6.2 million units.
Certainly the market is ripe for new
sales, because it has been 15 years
—the average life span of a refrige-
rator—since that all-time sales rec-
ord was set.

Manufacturers are awakening to the
possibilities of the ice maker as a tool
that could help sell more refrigera-
tors. The signs point to an emerging

continued on p.83

Kelvinator scissors Originals:
will price cuts help sales?

Kelvinator’s much-talked-about line
of Originals will be the object of an
old industry sales panacea this week
—a price cut.

The company said that because of
“strong dealer and customer accep-
tance . . . accompanied by production
economies’ it has been able to reduce
dealer prices on the nine most pop-
ular designs in the line. None of the
other designs in the line are affected
by the price changes.

The retail price reductions range
from as much as $155 on the Food-
arama to $65 on 5-cu.-ft. undercoun-
ter refrigerators. These reductions,
effective July 1, include a previous
price drop that occurred when Kel-
vinator decided to absorb the manu-
facturer excise taxes on its line (Mw,
7 June, p.7; 14 Jun., p.3). Examples
of the cuts are: One-Eyed Jack and
Iron Horse, both 5-cu.-ft. undercoun-
ter refrigerators, now will be retail-
priced at $285, were $350; the top-

mount Trimwall model, now §550,
was $700; the bottom-mount Trim-
wall now $625, was $750; the Food-
arama now $795, was $950.

Designs included in the cuts: Delft,
French Provineial, Country Store,
Town and Country, Carriage Lamp,
and Hacienda. These designs are
available for three Trimwall refrig-
erator-freezers, the 22-cu.-ft. Food-
arama, and for 16-cu.-ft. top- or bot-
tom-mount models. Other designs
included in the cuts are Federal, for
top- or bottom-freezer refrigerators,
and for the two 5-cu.-ft. undercounter
models.

A rebate plan for retailers has also
been set up by Kelvinator. According
to one Originals retailer, the only
way a dealer will get a rebate for
models on his floor is by buying a
new unit. In other words, if he buys
a second model at the new price, he
will be given a rebate on the model
he already has on his floor.

Motorola presents phonos for '66

Motorola has sounded the fanfare for
its 1966 phono line. New for next
year: a complete tuner and its con-
trols mounted on the underside of the
cabinet lid is featured on 11 high-end
console models.

The new line, which includes seven
portables and 27 console models, is all
solid state. Motorola’s 1966 suggested
retail prices reflect the excise tax cut.

The console line opens at $149.95
with two 4-speaker stereo phono-
graphs. These two units are housed
in 42-inch cabinets of wood veneer
and hardwood solids.

With the exception of the two lead-
er models, all the new Motorola con-
sole phonos include AM-FM and FM
stereo radio. Opening model with this
feature will retail for $229.95. A con-
sole with six speakers comes in at
$259.95, and has a 54-inch cabinet.

High frequency exponential horn
tweeters with solid-state driver enter
the 1966 Motorola line at $379.95.

JUNE 28, 1965

This unit has a 72-inch Scandinavian
styled cabinet of walnut veneer and
hardwood solids.

A tape recorder is included on a Mo-
torola stereo console for the first
time in the 1966 line. The stereo
tape recorder and playback comes in
on a $599.95 console.

The new lid-mounted tuner first
appears in the 1966 line in a $429.95
Contemporary model with 60-inch
walnut veneer cabinet.

The portable phono line is all new;
it has been completely retooled for
1966. There is one monaural leader
model. The remaining six phonos are
stereo units, one with FM-AM and
FM stereo radio.

The leader model is priced at
$49.95. First of the six stereo units,
with two 5-inch speakers, will retail
for $69.95. At the top of the portable
line is the model with FM-AM and
FM stereo radio. Its suggested list
price is $249.95.

APPLIANCE-TV

U0 0 0 Norge has announced prices on its 1966 range
and home laundries lines (MW, 14 June, p.9). Its new
double-oven gas and electric ranges will sell for ap-
proximately $399.95 and $419.95, respectively. The
single-oven electric and gas models are priced respec-
tively at about $249.95 and $259.95. An optional hood
vent lists for $59.95; black-glass oven doors are $40
additional. Three new 15-lb.-capacity automatic wash-
ers begin at $229.95, step up to $249.95 and $269.95.
The two new 1966 electric dryers are priced at about
$169.95 and $199.95; the gas dryers list at approxi-
mately $199.95 and $229.95.

0000 Home appliance shipments will increase 5%
to 8% this year over 1964, predicted Norge president
A. B. Kight at the Summer International Home Fur-
nishings Market in Chicago last week. This means
about 1.4 million more units—worth approximately
$250 million—to make a total of 25 million refriger-
ators, ranges, air conditioners, washers and dryers—
will go to market this year, he said.

()00 O Post-excise prices on phonograph records:
RCA is talking; Capitol and Columbia are keeping
mum-—at least until their July conventions. Here are
RCA’s post-excise-tax prices: pop singles (45 rpm)
94 cents, were 98 cents; pop albums (mono) $3.79,
were $3.98; pop albums (stereo) $4.79, were $4.98;
Red Seal albums (mono) $4.79, were $4.98; Red Seal
albums (stereo) $5.79, were $5.98; Broadway show
and movie albums (mono) $4.79, were $4.98; Broad-
way show and movie albums (stereo) $5.79, were
$5.98; RCA Camden albums (mono) $1.89, were
$1.98; RCA Camden albums (stereo) $2.39, were
$2.49; RCA Victrola albums (mono) $2.39 were $2.50;
RCA Victrola albums (stereo) $2.89, were $3.

Capitol Records post-excise price reductions will be
made in July and be retroactive to July 1.

[0 O O Lower pricing on transistor tv: Matsushita has
cut the price on its new 9-inch solid-state tv set in
Japan to $110.56, the same price as its 9-inch tube-
type portable. The company hopes the $16.66 price cut
will stimulate transistor tv sales in Japan, reports
MecGraw-Hill World News in Tokyo. As for exports,
an earlier, and more expensive, 9-inch transistorized
unit will still be shipped to the U.S. until Matsushita
has completed conversion of its production lines.

(J 000 Muntz' market share of tv combos is 16% in
black-and-white and 5% in color, according to the
company. The 21-inch color combo leader carries a
post-excise-tax list of $379, down from $399.

0 0J O [0 Waters-Conley steps into tape recorders with
three solid-state, four-track, stereo units starting at
$229.95. The manufacturer plans to market these units
under its own label, Phonola-Magnecord. The four
models are: No. 9001, a front-speaker unit featuring
dual input, output and microphone jacks, at $229.95;
No. 9002, a vertical machine with four detachable
speakers, at $279.95; No. 9003, a component combina-
tion unit with AM-FM stereo radio, phonograph, and
four-track tape deck all packed into a wall mountable
walnut cabinet, at $449.95.



APPLIANCE-TV

OO 30 EIA is meeting in Chicago this week. More
than 50 business sessions will be held during the week
at this 41st annual convention of the Electronic Indus-
tries Assn. A meeting of EIA’s Consumer Products
Div. is scheduled to establish a position on FCC legis-
lation. A definition of “high fidelity” and the feasibil-
ity of stereophonic television also will be discussed at
the meeting. Social highlight of the convention—and a
feature of the Music Show—will be an All-Industry
Banquet and Show at the Conrad Hilton Hotel Tuesday
night. Chicago’s Second City Players will entertain at
the banquet.

0oa DE Ampex has a $1,095 video tape recorder—a
compact, one-speed (9.6 ips), table model—ready for
market. This machine is the leader in the new Ampex
line of home video recorders being shown this week at
the Music Show in Chicago.

A second table model video recorder operates at
either 9.6 ips or 4.8 ips and will retail for $1,295. Four
console systems, which include video recorder, televi-
sion camera, television receiver and related accessories,
are also available; they range in price from $1,795 to
$2,495.

Using special connection components, the recorders
can play back b&w programs through most home tv
receivers without any internal modification of the re-
ceiver’s circuitry. At 9.6 ips, the unit will record an
hour of television—both picture and sound—on a single
2,900-ft. reel of one-inch Ampex magnetic tape; at 4.8
ips, it will record for two hours. Cost for one 2,900-ft.
reel of tape, which is reusable, is $64.95.

0O O O[] NARDA has gone to bat for retailers by regis-
tering a strong protest against lowering the retail vol-
ume requirement—from $1 million to $250,000—that
determines which retailers fall within the Wage &
Hour provisions of the Fair Labor Standards Act. The
National Appliance & Radio-TV Dealers Assn. told the
House Subcommittee on Labor that ‘“every time we
raise the minimum wage and complicate the overtime
requirements, we put that many people out of work.
The little dealer can’t raise prices to offset these in-
creased costs; his prices are virtually set by Sears and
Montgomery Ward.”

0O O O [J More Magnavox Home Entertainment Centers
are being added—and by now may have reached 30
dealerships—although the company is no longer telling
the exact number. Latest addition to the roster is Kauf-
man Department Stores, in Louisville, Ky. Magnavox
Home Entertainment Centers will be opened in all
three Louisville stores in the Kaufman chain.

O 0O O More Hong Kong radios than ever—798,596
by the end of April—are being shipped to the U.S. this
year. There were 199,884 sets shipped in April, the
Commerce and Industry Dept. of Hong Kong reports.
The four-month average price is $3.38—down from the
average 1964 price of $4.10.

0 OO D Correction: Westinghouse trade advertising
expenditures for major appliances (MW, 14 June, p-16)
should read $152,100 in 1964, $69,300 in 1963, and

$125,000 in 1958.

Johnson writes tax cut score—
industry starts jazzing it up

Not all manufacturers and retailers
are playing the excise tax cut tune
in the same key. Some are playing it
by ear, and, in many instances, the
sounds seem either too muted or too
strident.

On the retail scene, McGraw-Hill
News Bureaus around the country
found that larger discounters and
promotionally minded department
stores were right on top of the situa-
tion; during the first part of last
week, when the bill was signed and
went into effect, they were breaking
ads; but then ad activity tailed off.

In Cleveland, for example, GE’s
Appliance Centers built up the im-
pending tax cut. On Saturday (June
19), a medium-sized ad said in large
type: “Prices will be slashed im-
mediately.” In smaller type was add-
ed, “When President Johnson signs
the bill and puts the law into effect.”
On Monday, a large ad, printed in
bold reverse, announced ‘“price cuts
from $5.30 to $60.10 tomorrow.”
Finally, a two-thirds page ad on
Tuesday announced, ‘“Excise taxes
are off.” Prices cut up to $60.10 on
refrigerators, freezers, air condi-
tioners, tv and stereo consoles.”

On the West Coast, large Los An-
geles retailers used ads to build to
a crescendo of ostensible price cuts
on merchandise, then muted the
blasts, while San Francisco and Seat-
tle retailers did little to trumpet the
tax cut news. There was not much ad
action in Chicago, but Polk’s ran a
full-page ad featuring prices less
excises, saying that these were Polk’s

lowest prices in 30 years; and the
Westinghouse Appliance Sales and
Service Co. ran an ad saying ‘“Hooray
—no more excise taxes,” but failed
to mention any prices or any model
numbers affected. Dallas appliance
retailers, with few exceptions, were
not hitting the tax cut theme hard.

Appliance-tv manufacturers general-
ly moved quickly in repricing. The
latest moves came from GE and Hot-
point. Both have reduced prices on
excise tax merchandise effective im-
mediately. GE sent a letter to its
distributors announcing that prices
were reduced by the exact amount of
the tax, and that inventory forms
could be filled out by dealers to be
submitted to their local distributors
for rebates.

Housewares manufacturers, for the
most part, are passing along the sav-
ings from the repeal. However, a
small group of producers have indi-
cated they will not pass along the
savings, but instead will raise their
base prices. They will do this, they
say, to compensate for rising costs
of raw materials and labor. There is
some question, however, as to whether
their price increases will stick.

Retail pressure is on. Macy's, for
example, last week ran a full-page
ad in New York City stating their
position ; the retailer noted the Presi-
dent’s appeal to manufacturers and
retailers to pass on to consumers the
benefits of the cut—and ended with
a reprint of a telegram that Macy’s
had sent to manufacturers that had
not reduced base prices.

It had to happen and it has:
low price FM from Hong Kong

The man said the 10-transistor FM-
AM portable could be promoted at
retail for $9.95. And he has a step-
up model at $10.95. The source of
these remarkable radio prices: Mi-
chael Cappon, of Hong Kong-based
Wireless Electronics, which is al-
ready shipping sets to the U.S.

And the company is ready to pro-
duce two more FM-AM sets, accord-
ing to Cappon, as soon as there is
space on the production line. Engi-
neering and tooling have already
been completed.

The key to the prices—at least in
part—is the fact that Wireless Elec-
tronics is making its own inexpen-
sive FM tuners and coils in Hong
Kong. Prices on Japanese FM tuners
are now around $2.50, but this com-
pany’s are cheaper. Coils from Japan
are about 12 cents apiece; Wireless
turns them out for 2.5 cents each.

“1’d like to stress the quality of
our sets,” Cappon said. “We've add-
ed $15,000 worth of U.S. test equip-
ment for each FM line. People un-
derestimated our engineering capa-
bilities for FM. We have the support
of some big Japanese transistor
manufacturers.”

Cappon estimates F.O.B. prices for
his FM radios are up to 15% under
anything Japan can offer.

Prices on sixes from Hong Kong

have slipped to the $2.70-$2.75 F.0.B.
range for single i-f sets. “There
seems to be no limit, no end to lower
prices,” he said. “I wouldn’t presume
to say we've reached the bottom.
If prices don’t stabilize, the six will
go the way of the 2-transistor set.”
Wireless is expanding. The company
449, owned by Cappon, 51% by
Amerex International—started with
one belt production line in October,
1963, now has eight lines, and is in
the process of adding three more.

Hong Kong FM-AM: $10.95 retatl
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The first practical, profitable approach to selling glamour in refrigerators.
Practical for you but pure excitement for your customers. Turn the page and see...




Here’s the excitement your customers will see...read...
want! A brilliant two page announcement in the
August issue of House and Garden. On sale July 20th.
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»w e R Something new is happening to kitchens

o NS —Amana’s Decorator Freezer-plus-Refrig-
erator. An exciting new custom look!
Created by Amana craftsmen to tie-in
with your colors, your plans as no other
refrigerator can. There are fresh, sunshiny
designs, bold designs, sleek sophisticates,
too. So many colors, textures and patterns
there has to be one for your kitchen.
There’s even an inexpensive Change-
Over kit that lets you change your Amana
if you should ever change your decora-
tive scheme.

And isn’t it wonderful to know that a
genuine Amana freezer is built into every
Decorator refrigerator? This means that
foods are frozen on contact in the freezer
section. And kept at perfect temperatures
in the big, beautifully organized refriger-
ator section. All without a crystal of frost.
You get the best of everything (inside and
out) when you choose an Amana Deco-
rator. Priced so afford-ably, you'll be
amazed.

i
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Backed by a century-old tradition
of fine craftsmanship

AMANA REFRIGERATION, INC., AMANA, IOWA
SUBSIDIARY OF RAYTHEON COMPANY
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Not every Amana dealer will have all 329
Decorator models, but they’ll all have this
book. It's Amana’s “Decorator Book,” and it
shows every design, every colorway in our
huge collection. Look it over at your leisure.
Discuss the colors and patterns with your
husband. Then pick the design you want for
your kitchen. You can even fit it in like a
built-in. And you’ll have it in almost no time.
No long months of waiting.

Shopping hint: Most models shown on these pages
are at your dealer’s today. And can be yours tomorrow.



You make nothing
but MONEY with

)41nana

Decorators...

Here’s why:

No Costly Inventory—You sell
from floor models AND The
Amana Decorator Book.

Amazing Flexibility—A choice of
329 patterns and colors. All in the
Amana Decorator Book.

Practical Prices—that make sense
to your customers. Sales and
profits for you.

Fast Delivery—Instead of months
of waiting, your customer gets
her Amana Decorator Refrigerator
immediately.

Minimum Investment—Max-
imum Profits—Put the Amana
Decorator Book and Decorator
models on your sales floor—
you're in business.

See your Amana distributor for
complete details of this fast mov-
ing, sales-making program.

Now you can sell customized
refrigerators without custom
cost ... to you, or to your
customers. By using the sen-
sational new Amana DECO-
RATOR BOOK you can show
329 patterns and colors. You
can sell each customeronthe
Amana Decorator keyed to
her interests, her decorating
plans. When she makes her
selection, you place your
order. Amana does the rest.
And does it in an incredibly
short time. Learn how prac-
tical, how profitable, it is to
sell glamour. With Amanal!

Backed by a century-old tradition
of fine craftsmanship

Amana

Decorator
Refrigerators

AMANA REFRIGERATION, INC.. AMANA, IOWA
SUBSIDIARY OF RAYTHEON COMPANY
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BUY 11 OF ONE MODEL AT REGULAR PRICE
GET THE 12th RADIO FOR JUST ONE CENT!

Arvin brings you a great new way to make more radio money.
Just One Cent brings you a profit of up to $39.95. That's right!
When you buy 11 radios of any one of the models shown below,
you get a 12th for just One Cent. It's like getting 12 radios for
the price of 11. Use your “bonus’ unit as a traffic builder, build
your own promotion around it or sell it at FULL PROFIT. You
also cash in with full mark-up on the 11 radios you buy at regular
price. Don't miss out on this Radio Profit First. Check with your
Arvin Distributor before this limited offer expires.

Order 11 of any one of these radios ... get the 12th for One Cent!

Arvin FM/AM Full Fea-
ture Clock Radio.
Arvin Model 46R07,
Oft White.

Suggested retail $39.95

NEW PERMANENT CHICAGO SHOWROOM :
Space 1477, The Merchandise Mart

Arvin FM/AM Radio in
High Styled Cabinet.
Arvin Model 36R07,
Oft White.

Suggested retail $29.95

See the complete line of Arvin Home
tntertainment Products at the MUSIC
SHOW, CONRAD HILTON HOTEL,
LOWER LEVEL, WEST HALL 205-209

Arvin 5 Tube Clock
Radio with Wake-to-
Music. Arvin Model
55R07, Oft White.

Suggested retail $17.95

For complete
information, write,
wire or call

FVvin.

Consumer Products Division, Dept. E-9 « Columbus, Indiana

Arvin Special Value
Radio with5 low-temp.
tubes. Arvin Model
12R27, White.

Suggested retail $13.95

ARVIN INDUSTRIES, INC.
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amplifier and speaker, and two VU
meters; it is priced at $149.95. No.
5200 has 4-track stereo or monaural
record, uses external amplifier and
speakers (not included), and also has
the features of model! no. 5150. No.
5250 is much the same as model no.
5200, except that it has built-in
speakers and amplifiers in a single
case, and tone controls are added;
At the NAMM Show: 1965 Wollensak tape recorders ffflff , Vlfhiﬁg?sgfim“:r 3,2%}01,3 (,:1};?1212
above, but has a walnut cabinet and
detachable wing speakers; it retails

Eight new Wollensak tape recorders feature all-transistor solid-state cir- at $219.95.

are being shown this week—five reel- cuitry, central control panel, ‘thin- No. 5300 has the features of the bookshelf installation. An additional

to-reel models in the 5000 series, line” styling, capacitor motor, key- units above, but adds separate mul- AM-FM tuner with MPX and AFC

and three automatic tape recorders board operation, and four tape tiple speaker systems, and walnut functions is available at an added

in the 7000 series. speeds. No. 5150 has 2-track mon- stvling for a retail price of $279.95. cost of $169.95, and it features same
In the 5000 series, all five models aural record and plavback, built-in It is designed for wall mounting or low-profile styvling, with walnut slid-

ing covers that are removable. The
unit plugs into the tape recorder,
using its amplifier and speakers. For
an additional $39.95, a matching low-
profile tape storage cabinet with wal-
nut doors is available. The design
concept behind the three units is one
of a self-contained home entertain-
ment center.

In the 7000 series, deck model
no. 7000 (shown above) is designed
for custom installation. It uses 315-
inch cartridges and can play uninter-
rupted for up to 15 hours. It records
in stereo or monaural at 17x ips.
Suggested retail price: $339.95. No.
7100 is like no. 7000, but has walnut
cabinetry and matching bookshelf
speakers, and retails for $459.95.
Revere-Mincom Div., 3M Co., 2501
Hudson Rd., St. Paul, Minn. 55119.

Channel Master antenna

Ghost-killing power for metropolitan
tv plus high gain on FM and FM-
stereo are achieved in the new Col-
oray antenna announced by Channel
Master. Reflected images in both
b&w and color tv reception are can-
celed out, according to the manufac-
turer, by electronic circuitry built
into the antenna itself. A trans-
posed phasing harness with an inpe-
dance-balancing power equalizer cir-
cuit kills ghost images and provides
higher front-to-back ratios than 10-
element vagis cut to each specific
channel.

The Coloray is compact, with a
cross arm of 23 inches and dipoles
which are much shorter than those
of most antennas designed for use
on channels 2 through 13. No exter-
nal power is required for its oper-
ation, and the antenna is matched
for direct connection to standard
300-ohm receiver input. All metal
clements are protected with Channel
Master's EPC golden coating. Chan-
nel Master Corp., Ellenville, N.Y.

Broan range hoods

Broan Mfg. Co. reports that its range
hoods are now available in a full
range of colors to match colors of all

Like nothing you have ever heard before, this KOYO transistorized radio major range and oven manufacturers.
is a precision instrument which recreates broadcast sound and tone com- Broan is introducing six new deco-
rator colors: sand, cinnamon, French
N EW parable to a fine hi-fi system. m Scrap those old-fashioned ideas about inex- | Provincial, Doeskin, Aztec Copper, and
i ; i . ; ; sandalwood. All the new colors are
pensive imported radios. This Is the NEW BREED — combining the engineering baked enamel finishes that are spe-
I skill of Japan’s finest technicians with rigid quality control of uniform parts. cifically formulated for durabilnftyl;]
. ® You simply must see KOYO to believe it! Look to KOYO and hear the NEW tti’; b‘i,r%rﬁgsr“"teed R
.................. BREED! It's a beautiful radio . . . with a market advantage. " In addition, Broan range hoods,

oven hoods, and chuck wagon hoods
SEE THE COMPLETE KOYO LINE AT THE CHICAGO MUSIC SHOW. JUNE 27-JULY 1. BOOTH 113 EAST HALL are available in stainless steel. The
HKOYO

chuck wagon hood can also be made
[Kety® ELECTRONICS, 330 Madison Avenue, New York 10017 of copper or brass. Broan Mfg. Co.

Inc., Hartford, Wis. 53027

MERCHANDISING WEEK

14



JUNE 28, 1965

US:

YOU:
US:

YOU:
US:

YOU:
US:

How can we claim to give you features the
housewife wants—but cost you little or nothing?

Good question. How?

Well, look at our Lift-Top feature. You get it for almost nothing,
but what a whale of a sales story it gives you! Every housewife in
the world wants a range that’s easy to keep clean. That’s what
the Lift-Top does.

Sunray’s the only range with a Lift-Top?

No, sir, but we were first with it, and we combine it with the Re-
cessed Top for convenient work height and the built-in look. In
both gas and electric. Your Easy Clean story is even better, be-
cause the Recessed Top holds spillovers. She likes the way it looks,
and she wants what it can do for her.

I don’t suppose Sunray would give me free oven windows and lights
and clocks, would they?

With these standard features, we’re competitive, and often lower.
But you'll find the big difference in our Visible Values. For in-
stance, the 25’7 depth. It lets our ranges fit perfectly with standard
counter tops.

Any more features?

How about our optional 110-volt broiler that goes into eye-level
gas ovens. No special 220 wiring needed. The plug that runs the
clock and lights runs the eye-level broiler. You’ll want to find out
more about us. The housewife will pay extra for our special fea-
tures, but they cost you little or nothing.

Hmmm. Guess I should talk to somebody.

Yes, sir! Write today or call George Wolfe, Vice President, Sales,
Sunray Stove Company, Delaware, Ohio. Yes, SIR!

15
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GE laundry line for 1966

Five basic models of washers and
dryvers appear in General Electric’s
1966 laundry line. Features avail-
able in the new washers include a
Mini-Wash system, a Wash 'N Wear
Cool Down cycle, a Filter-Flo sys-
tem, an extra wash cycle, a Jet Swirl
fabric-softener dispenser, an auto-
matic timed bleach-dispenser, and
“infinite” water level selection.

The washers can handle up to 14
Ibs. of mixed heavy fabrics. With
the Mini-Wash system, which is
available on several models, the wash-
ers use only 111> gallons of water.
Both the large wash basket and the
special Mini-Wash basket come in a
new aqua color.

The Wash 'N Wear Cool Down is
a cold water spray that reduces and
often eliminates spin-set wrinkles in
synthetic fabrics.

The extra wash cycle, which is
available on four models, is designed
for heavily soiled garments. It pro-
vides up to 20 minutes of washer
agitation in hot water.

The Jet Swirl fabric-softener dis-
penser stores, then automatically dis-
penses, a liquid fabric softener into
the rinse water. This accessory also
comes in the new aqua color.

The automatic timed bleach dis-
penser, available on two models, re-
leases liquid bleach into the recircu-
lating water during the latter part
of the wash period. The dispenser,
located under the lid, mixes and di-

Send today
for information on these
Freezers and
Freezer Combinations.

Extra profit dollars

by

FROSTI\/IAST
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Sold direct—factory to you!

Sizes to supplement your present lines.
No need to change present buying patterns

Foamed-in-place insulation, all models

A full line of chests, uprights and combinations

From a co