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4@ 000 The color camera is
zooming in on the richest season
of color programming in televi-
sion history. And this color ex-
plosion will lend a strong impetus
to booming fourth-quarter color
set sales. Here is what the net-
works have planned, and what
their plans can mean to your
color set sales..........cccoceeeenn. p.16
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AT PRESSTIME -

OO 0O 0O Air conditioner sales
slumped badly in July, reports
the National Electrical Manufac-
turers Assn. (NEMA). Total
July manufacturer shipments of
room air conditioners dropped
31.5% off the mark set in July
of last year. A total of 172,600
room air conditioners was
shipped this July, compared to
251,800 in July, 1964. The seven-
month picture is brighter, how-
ever. At the end of July, NEMA
reports, the industry was still
13.7% ahead of the seven-month
period in 1964, with total ship-
ments of 2,370,900 units, as com-
pared to 2,086,000 in 1964.
NEMA'’s latest figures con-
firmed the news the industry had
morbidly been expecting—that
1965 production had over-reached
demand and expectations. In
spite of this, 1965 will probably
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Yy SRS P2 Y still be a record year. But with
I AR L 2 l‘ PR R SO the latest news in hand, industry
B e OO et th marketing men are sure to start

paring their sales estimates as
they ponder mounting invento-
ries (MW, 30 Aug., p.8); for as
last-half figures are tallied, the
over-all irzrecse of 1965 over
1964 is sure to get even slimmer.

0 O O O The number one market
in the nation, New York City,
is virtually a wallflower in the
national Waltz Through Wash-
day home laundry campaign. But
last continued on p.3




THE GREAT ENTERTAINERS ARE HERE!

1

New: Continental Styling. The elegant
Spanish Provincial Sutton in a hand-
crafted pecan veneer cabinet. Solid-
State amplifier and FM Stereo tuner.
226 watts peak music power (113
watts EIA music power), super woof-
ers, super tweeters, and 1000 cycle
horns front mounted in acoustically
lined, enclosed speaker chambers.
(RC-7836BPN.)

2

New: Custom Tape Decorator. Provides
concert-hall realism plus fine furni-
ture styling. Solid-State 4-track, 3-
speed stereo recorder, two dynamic
microphones, easy selection controls.
Solid-State amplifier with 40 watts
peak music power (20 watts EIA mu-
sic power), two swing-out speakers.
(TC-5261BWD.)

GREAT NEW
SOUND AND STYLE
FOR STEREO

3

New: Stereo Mustang. Jet-styled com-
pact portable for the young crowd.
Twin 5%" speakers, remarkable sound.
Plays with speakers attached or ex-
tended. 4-speed automatic changer.
Hi-impact case has sleek chrome
touches, separate 45 RPM spindie.
(Model RP-2321BN), $69.95.* Also a
monaural model (RP-1836), $49.95.*

GENERAL @3 ELECTRIC

Audio Products Department, Decatur, Ilinois |
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4

New: Portable Components. The first
fine high-style components that reafty
pack up and go. Deluxe changer, turn-
table, tone arm. Solid-State Stereo am-
plifier. Each speaker component con-
tains one eight-inch and one three-
inch Dynapower speaker. Superbly
priced at $139.95* (RP-2346WD).

*Manufacturer’s suggested retail price.
Slightly higher West and South.
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AT PRESSTIME continued from p.1

week, the giant was prodded to pick up the beat. The
Electrical League of New York played host to many
of the key figures in the New York home laundry mar-
ket at a luncheon. Sales pitch at the get-together: New
York retailers are missing sales by almost completely
ignoring the $22-million campaign being waged by the
industry, they were told. A spokesman for Consolidated
Edison—New York’s giant utility—admitted that Con
Ed may join the Waltz in 1966. Con Ed supported a
local May-June dishwasher campaign; the figures just
in show that sales were up 43% in that period, com-
pared to a national average of 15%. Such results—
and the fact that automatic dryer saturation in New
York is only 119 —might well tempt Con Ed, and
retailers, to Waltz next year.

0O O 0 O Fedders unveiled its 1966 line of air-condi-
tioners last week for Philadelphia area retailers.
Samuel Jacobs Distributors showed the retailers 26
models, including 14 new ones, ranging from the low-
end 4,000-Btu unit at $94 to the top-of-the-line 27,000-
Btu model at $360. Due largely to the excise tax cut,
list prices on the new line are down even more than
last year. For example: the new 10,000-Btu unit, model
A100-E-3 is tagged at $180, while its predecessor
model was $190 after the excise tax repeal.

O 10 New head of Motorola consumer products di-
vision is Arthur L. Reese, who was named executive
vice president and general manager of Motorola Inc.
This is the first time Motorola has filled the title since
Edward Taylor left the post over a year ago. Ted Her-
kes, who had the title of vice president and general
manager, continues as vice president of marketing and
president of Motorola Consumer Products Inc., largest
of Motorola’s six operating divisions. Reese, a director
of the company, has served as general manager of the
Motorola communications division for the past 10 years.

[0 0O O3 Zenith's tv sales topped 2 million units for the
first 82 months of the year. These orders, all firm, set
a new industry record, according to the company. Both
b&w and color sets are included in the tally. Color sales,
according to Zenith Sales Corp. president, L.C. Trues-
dell, are more than double those for the same period
in 1964. In b&w, distributor sales were up 10%. This
is the seventh straight year the company has topped

the one million set mark, which it reached this year in
the first half. Truesdell said the proportion of rectan-
gular tubes in Zenith’s color mix should be higher than
for the industry as a whole.

0 0O O O Cookware sales are up 31% on the manufac-
turer level for the first seven months of 1965, compared
to the seven-month period last year, reports the Metal
Cookware Manufacturers Assn. (MCMA). The in-
dustry is aiming for a $500 million retail sales record
this year, and the prospects are brighter than ever.
Teflon-coated cookware leads the gains, but sales of un-
coated cookware—both stainless steel and aluminum—
also are reported to be running ahead of last year’s
pace. The MCMA will hold its annual fall conference
Sept. 19-21 at the Lake Lawn Lodge, in Delavan, Wis.

O [0 O O Closer ties between Westclox and Seth Thomas
divisions will result from the appointment of Forrest
W. Price to the newly created post of corporate vice
president for consumer marketing for General Time
Corp. Price will continue as general manager of the
Seth Thomas division. This is the first time a consumer
marketing executive has been included in General
Time’s corporate executive team.

O O O O Harman-Kardon will introduce two firsts at the
New York Hi-Fi Show, starting Sept. 28: its first com-
plete solid-state line; and its first complete home music
center : the Stratophonic-Compact. The Compact, which
consists of an AM-FM stereo-tuner /master-control
amplifier, automatic turn-table with magnetic cart-
ridge, and a pair of ultra-wide dispersion speaker sys-
tems, will sell for $399. Sharing the spotlight will be:
an AM-FM stereo receiver at $289; a hi-fi receiver at
$429; an integrated amplifier at $159; an FM stereo
tuner at $189; a receiver at $349; and a budget re-
ceiver at $259.

OO OO An appliance chain expands into hardware:
Wards Co. Inc., which operates five appliance-tv stores
in Richmond, Va., plus 19 leased departments, has ac-
quired Murmic Distributors, of Springfield, Mass.—a
leased department operator in hardware, housewares,
paints, and gifts. Murmic Distributors will be oper-
ated as a division of Wards, and key Murmic person-
nel will be retained.

Backstage at RCA: bigger roles for smaller sizes

RCA may have a new black-and-
white tv screen size—smaller than
11 inches—in the wings. And the
word is it will be introduced “soon.”
At RCA’s trade press outing in
New York City last week, W. Walter
Watts, RCA group executive vice
president, mentioned that he needed
a small-screen set for his limousine
and that he was not interested in a
Philco or Sony model. “I decided to
wait for our own,” he said, “which
will be out soon.” Another company
spokesman, while not willing to dis-
cuss details, did admit that such a
set was in the offing. It is fair to
assume that it will be solid state.
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Small-screen small talk dominated
the conversation at the RCA outing.
And B. S. (Buz) Durant, president
of the RCA Sales Corp., tipped his
hand enough to reveal that RCA
will introduce a special line of “bed-
room-oriented”—highly portable and
compact—products in May, probably
timed to make a splash at next year’s
Music Show in Chicago.

RCA has consistently talked big-
screen color; along these lines, Du-
rant took a swipe at GE’s 11-inch
color set. “Too small, premature,” he
said. But RCA’s upcoming 15-inch
color set shows it is not ignoring the
small-screen market.

rial, Circulation and Advertising Offices, 330 W. 42nd St., New Yor

Durant’s personal prediction for the
color tv market: “Estimates that
439 of the homes in the U.S. will
have color sets by 1970 are conserva-
tive,” he said. “I think more than
509 of the homes will have color
sets by 1970.” In talking about col-
or's future, Durant coined a new
word : tri-hybridization—tubes, tran-
sistors, and integrated circuits will
be increasingly mixed as color tech-
nology advances, he predicted.

RCA’s ad plans—the biggest cam-
paign in the history of the home
entertainment industry—were also
being touted by RCA last week. More
than $10 million has been allocated

to support the company’s fourth-
quarter and holiday buying pitch.
Starting Sept. 26, RCA will use all
major media to promote “RCA Vic-
tor Week.” Jack M. Williams, vice
president for advertising and sales
promotion, said RCA will make
greater use of television in this cam-
paign than in the past and will use
an “Action Crowd” theme to con-
tinue its appeal to the growing
youth market. In November the cor-
poration will run an eight-page, four-
color, pre-Christmas ‘“shopper’s
guide” in some 330 newspapers. RCA
estimates that 45 million families
will see the insert.

k, N.Y. 10036, Printed in Chicago, Ill. Second-class postage at Chicago, Ill. Sub-
d Form 3579 to Fulfillment Manager, Merchandising Week, P.O. Box 430, Hightstown, New Jersey. 08520.



ONLY ZENITH DEALERS

WILL HAVE 6 TOP SHOWS

ON ALL 3 NETWORKS

WORKING FOR THEM

T — THIS FALL

This top-rated air combat adventure program will showcase Zenith quality
products in full color in sales messages on Monday nights this fall on ABC.

est stars in some of the biggest and most popular movies ever made. The

and his exploits of derring-do. Millions are sure to be watching whenever
Zenith quality story will be seen in full color on CBS by millions of fans.

Zenith quality products appear in full color on Friday nights on NBC.

CBS THURSDAY NIGHT AT THE MOVIES will present Hollywood's great- NBC THE MAN FROM U.N.C.L.E. Suspense addicts love Robert Vaughn

ENITH

The quality goes in before the name goes on®




it. Tune in this fall on the NBC network Wednesday nights and see

NBC THE VIRGINIAN appeals to all outdoor action fans—top ratings prove
Zenith’s full color sales messages sell your customers coast-to-coast.

plus a famous host or hostess every week—will back up the full color sales

—jackie Gleason—will be helping you sell potential customers on
messages that Zenith will present Saturday nights on the ABC network.

Zenith quality products Saturday nights this fall on CBS in full color.

CBS THE JACKIE GLEASON SHOW. Everybody’s favorite funny-man ABC HOLLYWOOD PALACE. A procession of ever-changing variety acts—

PRE-SELLING FOR ZENITH DEALERS DURING THE PEAK SELLING SEASON: FULL-COLOR TV MESSAGES
PLUS FULL CAMPAIGN IN LIFE, TIME, NEWSWEEK, HOLIDAY, ESQUIRE AND MANY OTHERS!



Here Is The Best Appliance Truck
Money Can Buy Because Only The

tscort.

OFFERS YOU

EXCLUSIVELY THESE TWO FEATURES

ALL-STEEL RATCHET STRAP
TIGHTENER WITH AUTOMATIC
STRAP RECOIL!

: { This new ratchet quickly and easily tightens strap
PR \:\round load. When loosened, spring action auto-
Y otically rewinds the strap in a neat coil, out

for its next use. A real
ver! EXCLUSIVE ON

ROLLER o
s
D
you to roll the loaded yruck " i
up ond down stairs withia
minimum of fime and efforf: N &
A real bock saver! EX :
SIVE ON THE ESCORT! $
LS

WRITE, CALL OR WIRE
TODAY

For Full Details And

Descriptive Literature

STEVENS APPLIANCE
TRUCK CO.
DEPT. E BOX 897
AUGUSTA, GA.

ed

MODEL SRT

Rugged, All-Stes)
Construction

MODEL MRT

Magnesium Light!
Magnesium Strong!

APPLIANCE TRUCKS SOLD ON A MONEY-BACK GUARANTEE!

DOES A
COMPETITOR
HAVE HIS FOOT
IN YOUR
CUSTOMER'’S
DOOR?

i you can’t supply what your customer
wants—when he wants it—you’re vulnerable!

How many times do you lose a range hood sale (and perhaps a customer)
because you can’t furnish the size, color or style when it's needed? Your
solution to this problem is RANGEMASTER — not a larger inventory.
Rangemaster ships in three days any size (24" to 72 in }4* increments), any
color (all major appliance finishes), any type (ducted or non-ducted) in
every popular style. Can your present supplier do this?

Rangemaster quality and service can keep your competitor from getting his
foot in your customer’s door. Write us for more details and complete
catalog.

( 00oDs FANS
%’WMQ@ / Hvmnl./.nons
AUBREY MANUFACTURING, INC., UNION, ILLINOIS

4 ) —r
% ; RIS

WASHINGTON NEWS

L1 1) [J [J Marketing considerations are growing in the
Department of Commerce. High on the list of changes
Assistant Secretary Alexander Trowbridge wants to
make in the Business and Defense Services Adminis-
tration is a beefing up of the Marketing and Services
Office. He suggests a split to give marketing its own
office, similar to the individual offices of each primary
industrial group.

Among the first questions the marketing office would
tackle in its expanded form are “How does the choice
of distribution system affect price?” and “What is the
most eflicient kind of packaging?”

This beefing up would hopefully make the Depart-
ment of Commerce more helpful to distributors. Now
the Department, under Secretary John T. Connor, is
actively speaking out in the businessman’s behalf in
the inner circles of the Administration. It wants more
say, for instance, in labor legislation, and will soon
take a hard dollars-and-cents look at just what ex-
panded coverage of the minimum wage law would
mean to retailers.

L1000 CJ Scientific innovations may be available to
small businesses. A bill passed last week by Congress
would provide federal matching grants—eventually
$40 million a year—to states which establish technical
information centers to make new knowledge available
to businessmen.

Any business would be eligible to use the state infor-
mation centers. But small and medium-sized businesses
are expected to use them and profit from them most—
as opposed to big business, which is already in a posi-
tion to obtain this information, according to Repre-
sentative Oren D. Harris (D-Ark.).

(110 L] CATVers should keep hands off pro sports,
spokesmen for the pros told Congress, with the hopes
of preventing CATVers from picking up professional
football and baseball games and carrying them into
areas blacked out because of home games.

National Football League Commissioner Pete Ro-
zelle, American Football League Commissioner Joe
Foss, and a spokesman for Baseball Commissioner Ford
Frick urged a House judiciary subcommittee to write
protection for live sports events into the proposed omni-
bus copyright bill. In a joint offense, they charged
that CATVers threaten to slash the teams’ vital tv
revenues by making it impossible to guarantee exclu-
sive coverage, and to cut into live stadium attendance
by sending signals into blacked out areas.

Judiciary Committee Chairman Emanuel Celler
(D-N.Y.) said in a statement at the end of the three-
month hearings that he “cannot envision” the subcom-
mittee’s giving CATV an outright exemption from
copyright laws.

(] 00 O CJ Awards for private antitrust claimants would
be easier—and financial risks for price-fixers would
be multiplied—under a bill introduced last week by
Senator Philip A. Hart (D-Mich.). The bill would
make no contest pleas the equivalent of guilty pleas
as far as subsequent private suits are concerned. This
would allow the price-fixers’ customers to come into
court and demand damage payments without having
to prove the violations themselves.

MERCHANDISING WEEK



C.J. Gibson Jr. and W.C. Conley, Gibson's top men, show 1966 Designers

Gibson fashions its 1966 line,
offers decorator-styled models

The long expected has happened:
Gibson introduced designer-styled
fronts for its 1966 refrigerator-
freezers at its dealers convention, in
Puerto Rico, last week. Although
Gibson is a late starter in the decora-
tor door derby—Kelvinator and Ama-
na are already off and running
Gibson has devised a different ap-
proach: it is offering customers five
rolls of coordinated wall covering
with the purchase of the Designer
units.

Whether or not this difference will
slow the competition remains to be
seen; both Kelvinator and Amana
have healthy leads. It is no secret
in the industry that Kelvinator, run-
ning scared, hurried up the introduc-
tion of its Originals to beat Gibson
to the punch. Now Gibsen will have
to hustle to match the reams of free
publicity Kelvinator whipped up with
its high-stvle units.

Price may make the difference, how-
ever. The Gibson Designer models
including the 75 sq. ft. of wall cover-
ing—will sell for about $100 more
than standard models. Its new 18-cu.-
f1. bottom-mount refrigerator-freezer
will be tagged at about $349, which
means a comparable Designer model
will go for a highly competitive $449.
Without the coordinated wall cover-
ing. the Designer units will sell for
about $50 more than the standard
models.

The new Designer line is available
in six different designs on Gibson's
15-. 16-, and new 17- and 18-cu.-ft.
refrigerator-freezers. Seventeen dif-
ferent color variations are included.
Distributors are scheduled to receive
the complete Designer series for open
house showings following the con-
vention.

Designs in the new line include:
“Which Came First,” a chicken-and-
egy motif; “Mediterranean,” which
shows a peasant woman against a
background of cherry blossoms;
“Fleur Tile,” a Spanish tile design;
“Treasure Tree,” a Pennsylvania
Dutch pattern; “Happy Cooking,” a
copy of an ancient Chinese panel;
and “Trivets,” a heart-shaped design.

The new line-up of refrigerators in-
cludes, for the first time, 17- and 18-
cu.-ft. models. Gibson has stretched
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its refrigerator-freezer line to 12
models—an increase of four over
this year. Again in 1966 the entire
Gibson refrigerator-freezer line will
be Frost-Clear. In the 17-cu.-ft. top-
mount refrigerator-freezer and the
18-cu.-ft. bottom-mount model, auto-
matic ice makers will be available
for an additional $40 to 850 at retail.
All of the 1966 units have new canti-
levered shelves, including an adjust-
able sliding bottom shelf.

Decorator-front air conditioners are
another 1966 first for Gibson. The
optional designer-styled fronts are
available on its E and K series units,
which range from 6,500 Btu to 18,000
Btu. The seven front styles—from
Chinese Red to Modern Teak—will
add about $20 to the retail price of
the air conditioners.

Another no-frost freezer -a 17-cu.-
ft. upright unit—has been added to
the Gibson line for next year. Of the
eight upright freezers now in the
line, three are no-frost. In the com-
pany’s five-model! chest freezer line,
a flash defrost system is offered in a
19-cu.-ft. unit for the first time. This
freezer comes in white or coppertone
at no additional cost.

A new 16-Ib. washer to retail around
$219-229 leads the Easy laundry line
for 1966. The line, being introduced
by Gibson at the convention, includes
three washers and two dryers. The
top-of-the-line washer has three wash
cveles, two rinse cycles, and two
washing speeds. A fill selector button
allows it to handle 2-to-16-lb. loads
without additional attachments.

A new leader Lady Gibson range has
been added to the company’s line of
four 30-inch and two 40-inch ranges.
The new range, a two-level Lady
Gibson, will retail for about $300.
Gibson is making coppertone avail-
able on all its 1966 ranges at no ad-
ditional cost. i

New decorator-front air conditioner

APPLIANCE-TV NEWS

(0 [0 [0 [0 The dispute over post-excise record pricing
remains unresolved. President Johnson’s Council of
Economic Advisers (CEA), in its mid-July report,
said phonograph record prices were up 5% to 6%
despite the elimination of the 109% manufacturers’
excise tax. The Record Industry Assn. (RIAA) pro-
tested the CEA report, but the Council offered no apolo-
gies or corrections. The Council’s reply to RIAA, ac-
cording to RIAA executive secretary Henry Brief,
indicated only that CEA would issue a new report with-
in a few weeks to reflect phonograph record pricing
in mid-August.

(] [0 O [ Welbilt will enter the range hood field with a
line of ducted and ductless models designed by the
company’s air conditioning engineers. The hoods will
come in coppertone, white, pink, turquoise, yellow, and
chrome. Prices range from $29.95 to $49 for a ductless
model, and from $18 to $25 for the ducted hoods. For a
simple hood shell, the price range runs from $11.50
to $13.95.

[J 010 A total of 125 million gas appliances ease the
workload of 43 million U.S. families every day, reports
the American Gas Assn. Clothes dryers account for
4,475,000 of the total, cooking ranges for 36,450,000,
and water heaters for 29.2 million. The gas refrigera-
tor, now considered a rarity, still serves 1.8 million
homes.

[J O] [J CJ ITC has bolstered its cartridge tape line with
an order for 250,000 prerecorded 8-track cartridges
from Orrtronics. The Orrtronies cartridges will retail
at from $2.98 to $9.98; initial delivery of 38,000 cart-
ridges is scheduled for this week. International Tape
Cartridge supplies prerecorded tape for three different
cartridges: the 4-track TelePro Fidelipac cartridge;
the 8-track Lear cartridge, and now the 8-track Orr-
tronics cartridge.

ITC recently received a blanket order for Lear pre-
recorded cartridges from National Mercantile Co., of
Long Island, N.Y., according to ITC president Larry
Finley. National Mercantile plans to supply Ford deal-
ers with display racks that hold 36 Lear cartridges,
Finley reported.

(][] Sarkes Tarzian has a package deal tape pro-
motion for the fall. Retailers handling Sarkes Tarzian
tapes can offer three 7-inch 1,200-foot reels of acetate
tape and a 12-reel-capacity tape rack for $6.95. Each
reel of tape normally goes for between $2.25 to $2.50
and the rack retails for $2.

(1] [J ] 3M has added jazz to its stereo tape line for
the fall. Two new labels, Impulse and Limelight, have
been added to 3M’s gradually growing stereo library,
which now totals 338 albums, including the 40 albums
added this fall. 3M also added the primarily classical
Everest label.

[J [0 [ [J Panasonic has stocked a parts depot in Los
Angeles with a full line of parts to service in-warranty
repair needs throughout the Western U.S. The Matsu-
shita Electric Corp. of America depot is located at 569
S. San Pedro St., Los Angeles, Calif.



APPLIANCE-TV NEWS

DO O0OA Swiss firm is shooting for the U.S. market
with a versatile cartridge tape player for under $200.
However, Dube Electric SA, the Baden, Switzerland,
manufacturer, does not expect to bring its Mayacord
cartridge tape recorder and player into this country
before next January, according to firm president,
Werner Dube. Dube is currently in the U.S. negotiat-
ing contractual agreements with distributors and dis-
cussing the unit with certain U.S. consumer electronics
manufacturers.

The Mayacord is a 17-transistor, capstan-drive com-
bination recorder-player; it will be available in the
U.S. with an AM or AM-FM tuner, at an additional
cost of $6 and $10, respectively, Dube said. The unit
can be used for recording from its own radio, from
a phonograph, or by microphone. It can operate as a
portable on a $25 power pack made up of five dry-cell
batteries; in an automobile, it can be operated on a 6v
or 12v system, and, in the home, on AC ranging from
115v to 230v.

An endless loop cartridge is used in the Dube unit.
It contains No. 1444 four-track tape from 3M and can
play for 3 hours and 12 minutes at 3 ips. Cartridges
for the unit will be available with or without pre-
recorded music.

O0OO0OOYou can get anything you want—or almost
anything—from King Refrigerator Corp.’s new Re-
fresh-erator. The company’s model K48T includes a
one-piece stainless-steel countertop with sink and two-
burner range, an undercounter 5-cu.-ft. refrigerator,
a 5-cu.-ft. storage area, and a single lock and key for
all compartments. The unit comes with counter light
and appliance outlet and is set in an all-steel cabinet
in both Contemporary and Traditional styling. The Re-
fresh-erator is available in nine colors, as well as three
wood-tone finishes. The new unit carries a retail price
of $650.

U OO0 Japan is looking at rare earth phosphors.
Hitachi is now using rare earth materials—which pro-
vide a brighter color tv picture—in the picture tubes
of its 19-inch sets, reports McGraw-Hill World News
in Tokyo. Although the company is not yet using these
phosphors in other size sets or in picture tubes it sup-
plies to other manufacturers, a Hitachi spokesman
predicts that the entire Japanese television industry
will switch to the brighter phosphors in the near
future.

0 0 0O O Penney's expansion formula: over 660,000 sq.
ft. of added space from six new stores and six new
auto centers it will open this month in the states of
Alaska, Colorado, Georgia, Missouri, Oklahoma, and
Tennessee. The Alaska facility, with an area of 170,000
sq.ft., will be Alaska’s largest retail store, and replaces
the building destroyed in last year’s Good Friday earth-
quake.

0 O O O Hamilton will dedicate its new plant at Kos-
ciusko, Miss., next Friday. The $2.5-million plant occu-
pies 285,000 sq. ft. of manufacturing space for pro-
duction of components for the home laundry equipment
of Hamilton Manufacturing Co. About 200 people will
be employed at the new facility.

East meets West in Puerto Rico
as Japanese firm plans expansion

A quiet—and peaceful—invasion is
being made of the Western hemis-
phere. The newcomer is Matsushita
Electric—Japanese producer of Pan-
asonic products—which is operating
a clock-radio assembly plant in Puerto
Rico with the blessing and encour-
agement of the island’s government.
Matsushita will move into Mexico,
too, where it will join a local firm to
produce transistor radios.

The Puerto Rican enterprise is now
entering its third month of opera-
tion, reports MecGraw-Hill World
News from San Juan. Operating in
an 11,000-sq.-ft. building leased from
the Puerto Rico Industrial Develop-
ment Co., the plant opened for busi-
ness in July with an investment of
$15,800 and employment of 11 local
factory workers.

Clock-radios are presently assem-
bled at the plant with imported parts
and plastic cabinets, but plans are
under way to purchase cabinets from
a local cabinet-maker. Matsushita
vice president and general manager,
Kazuo Sato, announced that the com-
pany will try, whenever possible, to
purchase parts locally.

Employment has already been
upped to 24, with three Japanese ex-
ecutives heading the operation. Plans
are moving ahead for expansion to
other products; next month will see
the initiation of stereo set assembly,
using contemporary Japanese design
and solid walnut cabinets.

Television sets and electrical ap-
pliances are also under consideration
as possible items for future produc-
tion at the Puerto Rican plant.

To date, all merchandise is being

shipped to distribution outlets
throughout the U.S., but Sato stated
that eventually production will go
into items currently not being made
in Japan, and these will be for world-
wide export. He was reluctant to re-
veal production figures on the Pana-
sonic clock-radios, but anticipates
that when operations are going full-
swing, productivity will equal that of
the Osaka factory. He stressed the
fact that the same schedules and
production methods used in Osaka
are being used at the Puerto Rican
plant.

The interesting sidelight: employ-
ees at the plant are required to be
bilingual in order to overcome
the Japanese-Spanish-English lan-
guage problem and to communicate
with three Japanese executives who
train them.

Plans are going ahead for expan-
sion of the building “in the near fu-
ture.” This marks the company’s first
manufacturing venture in the West-
ern hemisphere, but if this pilot
project proves successful, this might
very well turn out to be the stepping-
stone to other areas in Latin Amer-
ica, Sato said.

The Mexican project is a good case
in point. Skirting the Mexican regu-
lations which forbid import of tran-
sistor radios from Japan, Matsu-
shita, together with a Mexican firm,
is forming a company to be known as
National Mexicana. The 150,000 to
200,000 National radios to be pro-
duced annually through the joint
venture will not be sold outside of
Mexico, reports McGraw-Hill World
News from Tokyo.

EEl draws the bow back for 1966,
aims a sales arrow at Mom’s heart

Romance for Mom and a big red “I
Love You” heart highlight the 1966
advertising plans of the Edison
Electric Institute (EEI). At a press
conference in New York City last
week, EEI outlined its $315-million
advertising campaign to promote to-
tal electric living in 1966.

During 1966, EEI estimates that
each of its 66 consumer ads on ranges,
dryers, water heaters, electric heat-
ing, and Gold Medallion Homes will
reach 75% of all U.S. households and
90% of all families with annual in-
comes of more than $5,000.

EEl's role in the promotion can be
partly defined by the very makeup
of the organization; it is an associ-
ation of 125 investor-owned utilities
that uses the “Live Better Electric-
ally” concept as its advertising ve-
hicle to sell more electricity through
the increased sale of electric home
heating and electric appliances.

Since 1959, EEI has invested al-
most $20 million in advertising the
“Live Better Electrically” theme.

Through its combined advertising
and promotional efforts, EEI hopes
to achieve, or perhaps even top, their
goal of 29 million electrically heated
homes by 1980.

EEl's ads for 1966 will stress a
new emotional appeal, according to

T. O. McQuiston, vice president of
Metropolitan Edison and chairman
of the 1966 program. The ads will
draw attention, McQuiston explained,
with headlines using the “Lady,
you'll just love . ..” flameless electric
cooking, drying, and heating themes.
And the ads will catch the eye with
an illustration of Mother painting a
big red heart on her appliance.

“The Live Better Electrically ap-
pliance ads are designed to start a
long-term romance between the
homemaker and her electric range,
dryer, and water heater,” McQuiston
said. “They’re designed to make
heroes of the electric appliances in
dealers’ showrooms.”

EEl has planned retailer tie-ins with
the over-all campaign and with its
consumer ads. Promotional materials
being made available include hang
tags, heart symbols for in-store and
ad use, package labels, streamers,
lapel buttons, and truck posters.

All four-color photos used in EEI’s
national ads will be available in black
and white for retailer use, as will
reprints of the ads for local mailings
and displays. Retailers can find out
more about retailer aids by writing:
Live Better Electrically, Edison Elec-
tric Institute, 750 Third Ave., New
York, N.Y. 10017.

MERCHANDISING WEEK
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Evelusive at MHidland
Imagine! A Push-Button
AM-FM Car Radio With AFC

fits all cars and can retail for only
$69.95 (with full margin)

catLint

Now, the car radio aftermarket is
really yours for the asking. Installs
"simple as 1-2-3" in any make and
model. Push-button switching from
clear AM to FM and driftless, static-
free FM-AFC. Sensitive, super-distant
reception with 17 semi-conductors including 11 transistors! Chrome-finished, custom trim
plates and easy in-dash mounting give original equipment styling in nearly all cars and
most trucks. Also with standard trim plate for under-dash mounting in unusual cases.
Best quality throughout. llluminated slide-rule dial with manual vernier tuning. Auto-
matic volume and gain controls, push-pull output, continuous tone control. Heavy-duty
speaker built into compact metal case with handsome die-cost front. Has adjustable
antenna trimmer and external speaker jack. For 6 or 12 volts, pos. or neg. ground.

13-120 Ercluscve at Hidland

Revolutionary 100 MW Walkie-Talkie With
Call-Signal System And Full Squelch

Another Midland First

Never before...a 100 mw walkie-talkie with a standby signal calling system that
operates with minimum battery drain. Like a telephone, you alert the receiving party
to a call with actual CW alert tone. Then switch to voice and begin communication
with normal push-to-talk system. No license needed. Solid state circuitry. 15 semi-
conductors including 11 specially selected transistors give up to 7 mile range!

This powerful, dual-purpose transmitter and extra-sensitive, superheterodyne receiver
has variable full squelch control to eliminate unwanted disturbances. Big, full fidelity
dynamic speaker, 52’ telescoping antenna, durable metal cabinet. Powered by 6
penlite batteries, or 110-volts by using optiona! AC cdaptor Complete with Channel 7
crystals (installed), private earphone, leather carrying case and shoulder strap.




puts confidence
back into
popular pricing

Incomparable Quality and Features Backed by
Trustworthy Service and Proven Parts Protection

10-430 Exclusive at Hidland

10 Transistor AM-FM Portable With Big Set Sound Can Retail
For Only $29.95 (with full margin)

16 semi-conductors including 10 specially selected transistors provide full, rich
sound on both FM and AM. 3 tuned IF circuits for excellent sensitivity and
selectivity. Black “/leather-finish’’ plastic cabinet with chrome die-cast front
and tuck-away handle makes this o handsome companion for indoor and
outdoor use. Weighs only 2 lbs. 6'4s” H x 42 W x 2%" D. Quality fea-
tures include full fidelity 3" dynamic speaker, switch-type full automatic
frequency control (AFC) for no-drift FM listening, built-in AGC, precision
vernier tuning, and large, built-in ferrite antenna. 7-section, 21’ tele-
scoping antenna, external speaker jack, log scale for precise tuning. Pow-
ered by 4 penlite batteries or 110-volts by using optional AC adaptor.
Complete with high quality earphone and batteries.

10-440 gxc&azwe at Mﬂc{ Dramatic 12-transistor AM-FM.

Truly @ gem among portables. An incomparable radio in a class by itself. Only 434
Ibs. and 534" H x 912" W x 3" D. Solid-state circvitry uses 16 hand-picked semi-
conductors to provide unmatched performance on both brilliant FM and ever-
popular AM. A few of this fine radio’s quality features are: extra-large, ferrite
bor antenna . . . continuous tone control . . . 8-section, 23" telescoping antenna

. large, concert quality 4" oval high-fidelity speaker . . . slide-rule vernier
tuning with log scale . . . and switch-type auvtomatic frequency control (AFC)
for drift-free FM listening.

All this plus built-in AGC, RF amplifier and 4 tuned IF circuits for outstanding
sensitivity and selectivity, and external speaker jack. Black “leather-finish’’ plastic
cabinet with all-metal die-cast front end tuck-away handle. Needs just 4 standard
“C" batteries or uses 110-volts with optional AC adaptor. Complete with private
earphone and batteries.

—

10-500 Ercluscue at IHidland

3-Band VHF/LW/BC Portable With 250 Mile Range
Can Retail For Only $79.95 (with full margin)

From one of the world’s leading manufacturers of aircraft
radio and electronic equipment comes superior quality and
range never before engineered into a 3-band portable radio!
Widely tested by veteron and student pilots for self-powered
emergency navigation and as a standby receiver where de-
pendability is a “must.”” Compass rose gives precision direction
finding. Selectivity and sensitivity are excellent with 12 beta-
matched transistors. VHF monitors entire aviotion band. LF
monitors FAA weather reports, aircraft and marine beacons.
BC band brings in clearly AM stations over 250 miles away!

Equipped with push-button panel light, quality heavy-duty
speaker, tuning marker, durable selection switch, continuous
tone control, standard ferrite rod built-in antenna, 6-section
telescoping antenna, external VHF antenna jack, and shatter-
resistant case. Powered by 6 standard D’ batteries (in-
cluded), or 110-volts by using optional AC adaptor. A per-
fect instrument for pilots, student pilots, sportsmen, marine
and travel use.

11-406 Excluscue at Hidland Solid-State
AM Table Radio with continuous tone control.
Only 134 lbs. and 5“ H x 11 W x 5" D. 2 IF tuned
circuits for finer selectivity and sensitivity. Extra-
large, ferrite antenna pulls in distant stations. Auto-
matic volume control (AVC) eliminates fading and
blasting. Large, heavy-duty speaker. Modern styl-
ing in warm gray and charcoal plastic cabinet
accented by chrome appointments. Operates on
4 easy-to-get penlite batteries (included), or on
110-volts using optional AC adaptor.

Write for free catalog and pricing on other fine Midland products.

CORPORATION

the world of quality in electronic products
1519-21 Atlantic Street ® North Kansas City, Missouri 64116



~ -
[ ———

¥ Por Ladies Only! Ever one A Winner!™

WY EASY TO ENTER! NOT: e--.

THE GREAT
ROLL-IT DERBY|

. n----n--.y-n-t-o---'-tnn-'-.-'-n---..-no-----n-'-----n--a........

Fr EXCIENENT R 5 000 I PhESH| -

B L ..............................n.n.nn............... wheTCHERYER

WHAT'S THE GREAT

e

. -

an oo

~+«GRAND PRIZE - | -

T I
LU

2| 2leunHotpoint = ;
ROLL-IT DERBY?| &1Cu.Ft. ? o AL
& 18 b s St s SIDE-BY-SIDE, NO-FROST .
sy Refrigerator-Freezer | ,,i:i

ON WHEELS -
e =

S e
a0 i -

MY waie e

PLUS 1 YEAR SUPPLY OF

V.4 Red L o

FROZEN FOODS

b

ROLL-IT DERBY | -+ 2nd PRIZE... | - 3rd PRIZE - | ~dth to Tth PRIZES — | =
RULES ARE EASY! | 15¢u.Ft. thutpoint | 12 Cu Ft Htotpoint |
l . g .. i Retrigerator- ! Refrigerator- 1YEAR |
B N Freezer | "1 Froezer | SUPPLY OF sl ‘
X O WHEELS | 0H WHEELS Red L = || .
B o o e B1 prus 1 vear I| oy FROZEN | | 1| b e
2- _ P5 SUPPLY OF [ su:P:v“o:R FOODS v } i et Swmad
3.0 | ReddL Red L | (&3 "»1 -
groe doik oy o0 W || FROZEN F00DS (P FROTLX FDOOS Resmmnd ==t Zd” ||

GRAND FINALS

STADIUM

~

Sat.. 0cl 16, 1965

duting hall-ume of the

N.Y. Jets- Oakland
FOOTBALL GAME

TINALS OFFICIATED BY
METROPOLITAN

A NEWBURGH N v "1- ! A'i 190
> OUEENS N T Tans Au( 241h
tmmun cm Thors , A-. mn

tusv rsur Ll tnn sul e
*HMMUS N l hus s,u L)

Sty [ PREE! Rea L mmmmmm‘mr TRAL ENTRANTS |

{ ; FREE souvanies || SEEEET
\__C *Q @ T0 ALL CHILOREN | T .
SHE A | min riasimiisinid . | o
DERBY TRIAL DATES AND LOCATIONS

tuoam MUIS'!CI N l-u Aeg IT5t

ALL DERBY TRIALS START 10 A M. SHARP!

Y

AT THE OERBY IRIALS' )

* HAMDEN Co.ﬂ ll:r' Stn! ‘Ixh
ﬁanSl!lD L l \ns Sepl ltn
tmm[ rlllN& N s "lun Sm 16t
* UNION, N ) 'lh SP'( ﬂll

# BROTALYN N Y Tuer Sept 23ed

A BROMX N.Y - Thurs Sept 30m
[l Aoy o

AATU

ENTER NOW AT THESE QUALITY HOTPOINT DEALERS. e | .7 .
PSS s Teers | WHILE THERE, PRACTICE ROLLING A HOTPOINT-ON-WHEELS. iy ~ = @

Hotpoint calls for contestants with circus-type posters and Hyers

Ladies use strong-arm approach
to win Hotpoint’s Roll-1t Derby

Twelve “little ladies” will take to the
foothall field Oct. 16. On that date,
Hotpoint’s Roll-It Derby finalists—
the fastest refrigerator pushers and
packers in three states—w’ll meet to
compete on the playing field of New
York’s Shea Stadium.

During the half-time of a New York
Jets-Oakland Raiders football game,
as some 40,000 football fans cheer
her on, one of the 12 will roll a Hot-
point refrigerator 24 feet to victory
and become undisputed queen of re-
frigerator rolling.

The Derby runs like this: each con-
testant rolls a Hotpoint refrigerator
over a prescribed 24-foot course;
this will play up the wheels being
featured on Hotpoint’s refrigerators.
Halfway down the course, the con-
testant packs the freezer with frozen
food and continues to the finish line.
The best time wins.

Twelve Derby trials, each in a dif-
ferent location, are being run. The
winner of each trial takes home $25
worth of Red L frozen foods, plus a
chance to compete for the grand
prize at Shea Stadium.

The Derby, a promotion created by
Hotpoint in cooperation with Red L
Foods and the New York Jets, start-
ed rolling Aug. 19 when the first
trial heats were run in Newburgh,
N.Y. Since then ladies from New
York, New Jersey, and Connecticut

SEPTEMBER 13, 1965

have been lining up to roll a Hotpoint
refrigerator—with the chance of
winning, as grand prize, a Hotpoint
refrigerator-freezer and a year’s
supply of Red L frozen foods.

Ladies may pick up free entry
blanks at any authorized Hotpoint
dealer—a stratagem to stimulate traf-
fic to the company’s 500 dealer stores
in the tri-state area.

Derby promotion works like this: a
special ad schedule plus co-op dealer
ads to billboard the event, have been
planned by Hotpoint. Bohack’s and
Grand Union grocery stores are fea-
turing “Derby Day Specials” in their
ads announcing the Roll-1t Derby, as
well as participating in an intensive
direct-mail campaign to over 500,000
homes. Refrigerators have bheen
placed in supermarkets at the twelve
Derby trial locations, and posters are
displayved in over 400 Grand Union
and Bohack’s units. Red L is planning
supermarket displays and ad support.

New York Jets football players are
scheduled to attend the events, meet
contestants, pose for pictures, and
sign autographs. All children at the
Derby trials receive free souvenirs,
every contestant gets frozen food
gift certificates.

Hotpoint is considering a schedule
of similar promotions throughout
the country, says Gordon Koppert,
Hotpoint district manager.

DLL 1T DERBY

FINISH LINE

2 .4
One of the 12 Hotpoint Roll-It Derby
finalists—Nancy Board, of Monroe,
N.Y.—receives her $25 gift certifi-
cate for Red L foods. Company repre-
sentatives from the left: Bob Davis,

- |
Hotpoint sales manager, Chicago;
Gordon Koppert, Hotpoint district
manager, New York; Chuck Griffin,
Hotpoint refrigeration manager, Chi-
cago; and Joe Palacio of Red L.
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APPLIANCE-TV

RCA unveils 1966 solid-state tape recorder line

RCA has added five capstan drive
reel-to-reel recorders, in addition to
offering three re-designed cartridge
models in its 1966 solid-state tape

recorder line. Included in the reel-to-
reel series are two battery-operated
portables—Tiros I, model YGSI11
(shown far left), and Tiros 11, model

YGS21. Each of the two-track mona-
ural portables plays and records at
two speeds: 334 ips and 174 ips. Fea-
tures include a calibrated reel win-
dow and a VU recording level me-
ter that doubles as a Dbattery
strength indicator.

The 5-lb. Tiros I is equipped with
four batteries, a 25+-inch speaker,
earphones, a 3-inch tape reel plus
a4 take-up reel, a microphone with
remote control switch, and a jack
for an optional 110v AC adaptor.
Suggested retail price is $49.95.

The deluxe version, Tiros II, has
six batteries, a 4-inch speaker, in-
puts for microphone and direct re-
cording from other recording
sources, outputs for separate speak-
er or earphones, and a separate tone

control in addition to the standard
controls. Included with the deluxe
model is a carrying case with shoul-
der strap, as well as the accessories
of Tiros I. The 4-lb. portable has a
suggested retail price of $65.00.

A third member of the reel-to-reel
series is model YGH31, a 7-inch 3-
speed unit designated Score I. The

four-track monophonic recorder is
highlighted by a safety control for
prevention of accidental erasure and
= Sy a Pause switch for simplification of
. — editing jobs, according to RCA. Oth-
er features include a PA switch, a
digital counter, VU recording level

: meter, hi-fi tape head, and a six-inch
speaker. Its gunmetal blue vinyl-cov-
ered wood case contains storage

- space for accessories including a mi-
c¢rophone and connecting cables. Sug-
ST ! rFE gested retail price is $139.95.

O
Fvin

For portuble stereo tape recording,
RCA has added a four-track reel re-

corder, Score II (shown directly
above), and a two-speed cartridge
model, Relay III (middle photo).

Each has four speakers enclosed in
two lift-off wings, as well as RCA’s
Sound-on-Sound feature for simul-
taneous recording. Also included are
a PA switch, stereo headphone jack,
dual input-output jacks, dual mike
inputs, automatic tape shut-off, and
stereo balance and tone controls.
The three-speed reel recorder,
Score I, also features a Pause
switch., The black vinyl-covered wood
cabinet may be closed without re-
moving the reels. Its storage space
holds two microphones, cables, and a
reel. Suggested retail price is $229.95.
The Relay III to retail at $199.95,
comes complete with two micro-
phones, tape cartridge, and cables.

In Hegant Nl Wood-Grain
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NEW ' BIG TONE;!QTE RADIO

NEW | TWIN SPEAKER POWER!

ARVIN SOLID STATE RADIO

Two monophonic models, Relay 1

in Walnut Wood-Grain Cabinet in Deluxe Walnut Wood- GramICabltneht - and Relay II, complete the series of

i is featuri in4* i r wi ", :
N e e iy e eseety ettt B | detrack cartridge recorders. Al two
instant play, cool operation. Large 4" Velvet Voice speaker, ¢n- qualhty transistors plus diode and silicon rectifier. Precision e spoeds each plays normal voice up to
off-volume control, buiit-in ferrite rod antenna. vern.ier tuning, automatic volume control, built-in antenna. i four hours and hi-fi music up to two
Arvin Model 16R28 T 31995 Arvin Model 16R68 sugo. retail 52295 §‘ hours on one cartridge. Pre-ampli-
' s fier response at 3%, ips is 50 to

15,000 c¢ps.

Features of the Relay I include
automatic tape shut-off, mike input-
5 output, and a mike with remote con-
! trol. Storage space is pravided for
A the accessories. Suggested retail

SALES
UILDERS

Here's a new line of Solid State Radios that lets you
offer your customers instant-play, cooler operation
and longer set life, elegantly styled in Walnut Wood-
Grain. All-transistor circuitry lets us pack more sales
appeal into the slimmest, trimmest cabinets, just

Radios, priced from $18.95 to $64.95

NF“” FULL FEATURE CLOCK!

ARVIN SOLID STATE CLOCK RADIO

in Deluxe Walnut Wood-Grain Cabinet
Arvin Solic State, AC powered 5 transistor radio chassis teamed
with precision full-feature clock. Includes every wanted con-
venience: '"Wake-to-Music,"” “Wake-to-Alarm,” Slumber Switch,
Doze Light, plus “Repeat-A-Cail” alarm, Precision vernier
tuning, 4 * Velvet Voice speaker, sensitive rod antenna.

Arvin Model 56R38
sugg. retail S2995

AI‘VII\®

Consumer Products Div., Dept. E-9, Columbus, Ind.

547 4 Pl

price is $99.95. The step-up model,
Relay II, has additional features of a
PA switch, digital counter, earphone,
automatic amplifier shut-off, and a
six-inch speaker with tone control.
Suggested retail price is $129.95.
For component systems, RCA of-
fers its uutlidge ape deck. Module
Mark I, and its 7-inch reel recorder,
Mark II, both \\1th Danish-styled
walnut veneers on selected hard-
woods. Mark I is a version of Relay
ITT without the speakers, tone con-
trol, stereo headphone jack, and stor-
age compartment. The four-track
tape deck has a full set of input-out-
put jacks plus connecting cables, two
mikes, and a cartridge. Its suggested
retail price is $169.95. Mark II's fea-

right for today’s more style-conscious radio buyers. o T P tures are similar to those of its por-
See these new radio Sales Builders—they represent ! table brother, Score I1. It comes com-
the big news in Arvin's complete line of Solid State AR ;i NDUSTRIES, INC. plete with two microphones, a 7-inch
¥

reel of tape, an empty reel, and con-
necting cables. Suggested retail price
is $199.95. RCA Sales Corp., 600 N.
Sherman Dr., Indianapolis, Ind.

MERCHANDISING WEEK



MERGORY 5 ON THE MOVE
ABAN/

voice activated Cordless tape recorder for under $100.00.

This time with six great new portables including the

RP 6000 Cordless Radio-Phono; AG 4230 Furniturized
Stereo Hi-Fi; three stereo phonographs (with automatic
changers) starting at less than $80.00; and a sensational

RP 6000 CORDLESS PORTABLE RADIO-PHONOGRAPH
sistorized combination has 4-speeds, plays all records—monaural
and stereo. Radio plays while being carried. Measures only 1115”

x 5” x 9”. Features diamond stylus; distortion-free 4” speaker;
balanced turntable; solid state circuitry; professional perform-
ance AM tuner; independent radio-phonograph switching; heat
free operation with drift and fade eliminated; and break resistant

case. Plays for months on 6 standard flashlight batteries. AC

adaptable. Retail $49.95

AG 4000: The Cordless,
1009, transistorized phono-
graph that plays all records,
anywhere, anytime. $39.95

MERCURY RECORD CORPORATION

SEPTEMBER 13, 1965

NOW 8

AG 4126: Deluxe 1009, tran-
sistorized Cordless phono
has big 7” ticonal speaker,
weighs only 8 lbs. AC
adaptable. $59.95

RP 5000: 1009, transistorized
Cordless radio-phono com-
bination plays all AM sta-
tions, all records, sizes and
speeds. ACadaptable. $59.95

~——

1009% tran-

That gives Mercury 12 fabulous portables for gift-giving
and for people on the move. And it gives you the fastest
selling, full line of portables in the business!

AG 4230 PORTABLE (FURNITURIZED STEREO HI-FI Wood
cabinet and speakers; automatic arm positioning; meter
type stereo balance indicator; separate balance, treble,

bass and volume controls; record changer; rumble and

scratch filter switches; diamond stylus and stereo cart-
ridge; aluminum turntable; removable spindle; head
phone output; tape recorder input and output; retract-

able carrying handle. Plays all records, sizes and speeds.
Weighs less than 24 lbs. Retail $229.95

TR 3300: Cordless. 1009,
transistorized recorder
plays while being carried.
Capstan drive, 2-speeds, 1
track recording, 314" reel.
AC adaptable. $59.95

TR 3500: Dual motors in cap-
stan drive, 2-speeds, %
track recording, remote
control stop-start switch, 5”
reel. 1009, transistorized.
AC adaptable. $89.95

AG 9125: Detachable twin
ticonal speakers, automatic
phasing, separate bass and
treble controls, fine wood
cabinet. Portable or per-
manent. $139.95

Home Entertainment Division ¢ 35 East Wacker Drive ¢ Chicago 60601
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APPLIANCE-TV

General Electric 1966 dishwashers

GE introduces its line of 1966 dish-
washers, consisting of six Mobile
Maid portables and three built-in
models.

At the high end of the convertible
portable Mobile Maid units is model
SC-800B (shown above) which fea-
tures a cherry wood countertop serv-
ing as a no-drip carving board, in ad-
dition to copper bronze trim on the
panel and metallic controls. Finger-
tip push buttons indicate the four
tvpes of eveles available: daily loads,
pots and pans, china-crystal, and
rinse and hold. A Faucet-Flo feature
provides an extra spigot so that wa-
ter can run freely for other uses
after the dishwasher has filled.

Another highlight is the four-level
wash action featuring a Silver Show-
er which provides special water ac-
tion for the silver basket. A swing-
down door and racks that glide out
all the way facilitate use of the dish-
washer, a unit with a capacity for 15
NEMA place settings.

The other top model of the three
convertible portables has a Textolite
countertop that looks like grass cloth
while providing additional work sur-
face. Both models are available in
white or dark coppertone.

Of the three built-in units, the top-
of-the-line model has a new golden
bronze control panel and a door latch
which moves with feather touch, ac-
cording to the manufacturer. Deluxe
features include four-cyele push-but-

14

Give her a choice. TEFLON* does the rest.

Plan plenty of display room for DuPont-
approved TEFLON coated gifts, and turn
your holiday shopper loose.

Chances are, she’s seen many of the
commercials in our stepped-up schedule
... and heard about the growing family of
housewares approved for the Du Pont Cer-
tification Mark+.

So: sisters, mothers, cousins, aunts. ..

everyone on her list will be a target for
TEFLON finished merchandise.

To make the most of the buying bo-
nanza—through the holidays, and into
1966 —be sure you display items with the
quality seal for TEFLON. Only manufac-
turers who submit their products to
Du Pont for continuing quality tests (and
pass) are permitted to use it.

*TEFLON is DuPont’s registered trademark
for its TFE non-stick finish.

1Thia registered Certification
Mark can only be displayed on
the products of licensees when
they apply TEFLON finish
in accordance with approved
atandards subject to con-
tinuous Du Pont surveillance.

fre s e 0k

Better Things for Better Living...through Chemistry

ton =election, Silver Shower, and
Rinse-Glo which automatically in-
jeets a liquid rinse agent into the
final rinse cycle.

All three undercounter models ac-
commodate 15 NEMA place settings.
Installation is simplified, says GE,
because the units may be connected
to right or left, adjacent to the sink.
General Electrie Co., Dishwasher
Dept., Louisville, Ky.

TV PICTURE TUBE———+

RADIO & STEREQ CONTROLS.
TV CONTROLS.

RECORD CHANGER.

Curtis Mathes for 1966

Curtis Mathes unveils its new home
entertainment line highlighted by an
anniversary special on the Welles, a
100-inch stereo console designed to
start at a suggested retail price of
£:399.95.

In a contemporary design of wal-
nut, the Welles, model 40M213W,
features AM-FM and FM multiplex
tuners, a stereo phono, and eight
speakers, The new unit, as model 40-
M268, is also available in solid state
with six speakers, and is to retail at
$499.95. Another 100-inch stereo
combo, the Lombardy, model 40M223,
is a French Provincial unit with
cherry veneer and solids designed to
retail at $439.95,

The high-end Spanish Provincial
25-inch color tv combo, the Madero,
model 656M142, includes a four-track
stereo tape deck, as well as a stereo-
hi-fi phono and an AM-FM FM mul-
tiplex tuner. Complete with tambour
doors, the Madero is 100 by 273,
by 2214, inches. Suggested retail
price is $1,338.95.

Completing the 1966 line are three
21-inch color tv sets, ten 21- and 25-
inch color tv-stereo-AM-FM combos,
and five stereo console units, all in
various period styling.

Spotlighted is La Semainier, a se-
ries of vertical combos composed of
stacked components and an addi-
tional detached speaker unit. Shown
above is a color tv combo.

Suggested retail prices for the 21-
inch color tv sets range from $:399.95
to $499.95, while those for the 21-
inch color tv c¢ombos range from
$599.95 to $739.95, and for the 25-
inch color tv combos: $799.95 to
$1,338.95. All models offered by Cur-
tis Mathes in its 1966 home enter-
tainment line are available with a
solid-state chassis for an additional
$100 retail. Curtis Mathes Manufae-
turing Co., Dallas, Teras.

Chemtronics color tuner cleaner

Chemtronies announces Color Lube, a
special chemical tuner cleaner for
use on color sets, formulated around
a new chemical product, TC-5. The
cleaner, says Chemtronices, will not
cause drift or frequency detuning
when used on a color tuner. Chem-
tronics Inc., Brooklyn, N.Y.
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Finally;
Perfected
-~ Color Ielevision.

' . Its as easy totune as
. black and white.

@ -

{ 1

1"y %
New Magic-Memory tuning.
We develo 3 new kind O

GENERAL &3 ELECTRIC

~ai®| ly easytotune. All you do s turn

The ad above will appear in full color in the October
issue of Better Homes & Gardens  on sale Seplember 14

How General Electric will tune in
17’/ million potential Color TV buyers

Studies among recent purchasers prove that more buyers of TV sets read Better Homes &
Gardens per unit of circulation than any other major magazine. That’s why General Electric
is running three full page four-color ads featuring Color TV in the October, November and
December issues of BH&G. Each month, 17'% million husbands and wives turn to BH&G
for ideas, inspiration and product information in all areas of family living, including home
entertainment. It’s the only big magazine dedicated to helping families live better, buy better
and buy more.

Plan now to tie-in with this action-generating General Electric Color TV campaign. Tell

these prospects you are the GE dealer to see!
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Color tv:

way out front

in the fourth-quarter stakes

The fourth-quarter share
of total sales: 1963 and 1964

Portable phonos Percent of year's total sales
1964 BR1:R-TX] 46.5

1963 1,374,986 40.3

Console phonos
1964 Hr+X %13 36.2
1963 596,750 36.8

Radios
1964 EENEDLR XS] 35.2
1963 3,358,758 337

B&w tv sets
YN 2 282,659 30.1

1963 2,070,192 2.7

16

In the 1965-66 tv season,
the networks will cram
more hours of color tv
into the broadcasting day

Source: NBC

A retailer—at the recent Institute of Man-
agement conducted by the National Appliance
& Radio-TV Dealers Assn., in Washington,
D.C.—telephoned his store at midweek to check
on sales. They were going well.

“I bought 300 color sets in the middle of
July and I had some in stock,” the retailer
explained, and added, in some amazement, “I
thought that would take me almost up to
Christmas, but the way sales are going, I'm
not going to get through September.”

All across the nation, other retailers were
experiencing the same giddy phenomenon:
spectacular consumer acceptance of high-end
big-ticket color tv. And it was no longer aston-
ishing that a retailer could report he sold 14
color tv sets on a single Saturday in July.

Now, with color sales hurtling along at a
record pace, retailers are preparing for the
key period of the year: the all-important
fourth quarter—with its Christmas selling
season—traditionally, the biggest sales period
of every consumer electronics year.

The figures tell the story-— not only for color
tv, but also for black-and-white tv, radio, and
portable and console phonographs (see bar
chart at left below).

The industry did about 309% of its total
year's b&w tv volume in the fourth quarters
of both 1963 and 1964. Fourth-quarter radio
percentages are even higher, and when it
comes to phonograph sales in the fourth quar-
ter, the numbers are even more spectacular.
In 1963 and 1964, sales of both portable pho-
nos and console phonos closed with such a rush
that the industry set records.

And there is every indication that the same
pattern will be repeated this year.

Sales of color tv should be spectacular. Color
pioneer RCA figures that the industry will
rack up 389% of this year’s color volume in
the fourth quarter, while working its way to
a record 2.35-million-unit year.

With demand for color tv sets at an all-time
high, the industry faces some shortages— but
not the kind that could cripple business. Un-
doubtedly, some specific models of 21-inch
color sets will be scarce. But the only real
scarcity will be in rectangular-tube models,
and most set makers believe that rectangular
color sets of all sizes will account for only
20% to 256% of the sales mix this year.

The biggest boost for color set sales this fall
and Christmas will be something no ene can
effectively measure: the dramatic increase in
the color program schedules of all three net-
works. For the first time, CBS will join NBC
in beaming a significant number of e¢olor
shows at the public. Combined with ABC's
stepped-up efforts, the networks will colorcast
almost 5,600 hours of programming during
the 1965-66 tv season. But hours alone do not
tell the complete story.

The psychological impact of all this color
programming will be invaluable in stimulating
color tv set sales. Day after day, night after
night, the American viewing public will be
bombarded with color shows. The NBC pea-
cock alone will be spreading its wings over
almost the entire prime-time schedule.

The effect of this weighty color schedule
on the more than 50 million American homes
watching television on black-and-white sets
may be hard to measure precisely in sales, but
the cumulative impact in whetting the con-
sumer’s appetite for color will be tremendous.

By Donald S. Rubin
Graphs by Joan Bacchus; schedule by Ron Wind
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Get with

Eureka...
and cash in on the

biggest daytime TV blitz
in floor care history!

Starting September 22, daytime television
viewers will watch a model by model
introduction of Eureha’s new line.

Hard hitting commercials on NBC

and CBS network shows like FRACTURED
PHRASES /| CONCENTRATION |/
MORNING STAR/POINT PARADISE /|
JEOPARDY/LET’'S PLAY POST OFFICE/

CBS NEWS /THE REAL MCCOYS/

I LOVE LUCY/ANDY OF MAYBERRY
and CALL MY BLUFF.

Get with the most exciting new features in the industry.

These TV viewers are seeing demonstrations of the profit-making Empress with Cordaway—
the automatic cord reel featured on 10 other Eureka models, priced as low as $37.95.

Other new features: bigger motors, Tool-Pak, Pet Groomer, Tote-Tray, power selectors, dual
nozzle, reverse flow motor, 12" floor and wall brush, decorator colors.

Get with the most complete line in the industry.
There are no holes in Kureka's big new line. I1’s solid from $19.95 to $129.95, with no
more than $10 separating most models. There’s a machine to fit every budget, a price

structure that makes upgrading easter than ever.

Get with the biggest trajfic building promotions in the industry.
Back to back, sometimes even overlapping, Fureka promotions keep business brisk.

Current and choice: A school-days promotion featuring the famous Replogel Globe and Atlas.
It sells everywhere for $11.95. You offer it free as a closer, or at a special $1.99 tie-in price.
Your Kureka representative has complete kit and details.

Get with the growing-est name in §floor care.
For four straight years, Eureka sales have grown faster than the industry’s in every

important category. Upright cleaners. Lightweights, Canisters, Polish-Scrubbers. For FACT

franchise information contact

R.C. Connell, Eureka Williams Company, Bloomington, Illinois.

Get With Eureka Eureka Williams Company, Division of National Union Electric Corporation.

SEPTEMBER 13, 1965
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KEY TO ABBREVIATIONS: UNDER CHASSIS WIRING: T-transformer or S-series, E-etched or H-hand wired: UNDER

MAN UFACTURERS' SPEC|F|CATIONS FOR LOCATION OF SPEAKERS: R-remote, F-front, S-side, W-wing, B-back; UNDER \'NOOD: HB-hardbcard, V-veneet, S

solid, M-metal, VC.vinyl covered; UNDER FINISH: N-natural, 8-blond, D-with distiess marks, W-white, E-ebony, O-
oiled, K-oak, F-fruitwood, MH-mahogany, MP-maple, WA-walnut, C-cherry, ANT W-antique white, S&, WA-swedish wal-
nut, CBMA-custom brown mahogany antique, CRA-custom fiuitwood, T-textured, PC-pecan, A-antiqued; UNDER STYLE:
M-modern, D-danish, C-contemporary, EA-early american, O-oriental, F-french, I-1tahian, P-provincial, T-traditional, S

A MERCHANDISING WEEK EXCLUSIVE spanish, R-renaissance, GC-grained color, AMP-antiqued mission pecan, BW-beechwood enamel, BOV-black oxford
vinyl, CH-champagne, BT-butternut, PW-polynesian walnut.
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| ’ | 932_,5% s . H | R CTORYA CABINETRY
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| x g & “Swk,2% < g 3 b= o | © « - = | > > &
= = © DZrzzEp L T w 2 5 2 w | o ] 1 w & | vd 2 Wy
w @ w - z -« S0D77ZU > o YU w N @ < I @ x * = 3
N E | “ w = <z|.l_“‘-UU°°<»—u.o o o o i3 o | < > | | w w SIS
“a 2 x v Be b YVSbwEoozsiYzo i w zS €2 4z = — 3 2" w | 4 " cua
z 5 2 | pEi¥ESzziiieds | EE | S =i e 3| 2, | 82| 2| 2 > | g5
wo o | 2 ‘ | % MEEINTE = ag x W Z*0 ° F3d 23 z "‘ sw3
w = 39 i 2 r-HAbewZouI2 oo wea ! D < Euxz 2 = L1 o = ol 2ux
& ] [ 83 = iw EdRaaarzeriany g5 Su w gz .2 % 3% | S 3 z = zZ8%
v b | xz I - I ve O ldhadhér & o 9 l S Je z% oaxZ ‘ a ] e | >a | = L Iy 5 | o
ADMIRAL —-Admiral Corp., 3800 W. Cortland St., Chicago, IlI.
o T —r e Ene) o 5 ] T og's . T T T T - o FA T -
21 | LG2200 GI1 Chassis Consolette TE T1,2,3,5 10 70 F 1-4x6 o 29297, 20, ,** 3ees 1 B,V [ F.wi M, | C.0 EA
series | ) | R . 16| araarmeos, | 17 T WA e -
23 | LGS300 G13 Chassis Consolette TE 1,2, 3, 4 (Optional} 5, 10 % F 1-3x501 1-6 29%x32x18%#* 3use 1 [HB.v | TF e, WP, C.D.EA, |
| series - N R B was | owpevpasy | | _L T TwAk [ Fes |
25 LG5500* G12 Chassis l Consolette TE ‘ 1,2, 3, 4 (Optional) 5, 9 (Some 90 F 1-6 29’ x367,x18%** kiddd ' 1 1 v WA, MP, F
Models) 10 29%x43%x20%4, |
*& LGS600 Series **]1st Line Minimum; 2nd Line Maximum *#+*5 Year Warranty on Etched Circuit Board
AIWA —_Selectron International Co., Inc., 4215 West 45th St., Chicago, Ill. - ) )
11 | 11704 T [ Potable | T T e |F 1 3+ ] 12x16%x9% [ %0 12 T N s 99.95
*Dynamic
AMC ——Aimcee Wholesale Corp., 1440 Broadway, Ne_w York, N.Y. N - o B ) -
2 [ cwrr2 | Console | ]g Y B 10 [T F ] 1axe 29x35%x20% . 12 [ 1 Tv.s [ wa c -
%5 | CLR75 | Console TE [, - 90 [ F [ 1ax6 | 29.38%a8% | 12 1 V.S cRA  |'F [
25 | CLR-76 Consale TE 1, 90 F 1-4x6 31"x38%x18% 12 1 [ v.s [ | EA
ANDREA —- Andrea Radio Corp., 27-01 Bridge Plaza North, L.I.C., N.Y. B B )
2 [ | Norwood ] Console | TEW | 1,2,3,59 ) no | E R N v 1 [ v [ Fwa c 649.00
a [ Tiveni | Console | 1,2,3,5 - 70 - 34x45x27"%, v F, WA, MH c 559.00
25* | Imperial | Imperial Chassis T [vz3asie 0| Tax6 | 21%,x28%x22%, ) ] D N 7T
25 Montrose | Console | | 1,2,3,59,10 1 1-6x9 BRI v TF e 1 essm
[ Leonado I N 1,2,3,5,10 ] 1T 30%x36x19% _ 1T FP [P 895.00
_ Beawvais | B N 1,2,3,510 31‘/,x36'/.x19' o | F _V | F o 895.00
Alexis 1,2,3,5,10 31%x36%x19 T WA c ~{ 8s0.00
*Color Chassis *%1-9x6, 1-6, 1-3%
CLAIRTONE -~ Clairtone Sound Corp., 100 Ronson Dr., Rexdale, Ont., Canado o - B
25 | 691 | Princess Color Theawe | Combo _E e, 3_, 5.7.9,10 90 F T B 1 v O, WA 995.00
25 | 692 “Visconte Color Theatre | Combo TE 1,2,3,5.7,9,10 90 F * 1’ 1 v ANT, W 1095.00
*2-10, 4-3%, 1-5
COMMODORE —— Commodore Import Corp., 507 Flushing Ave., Brooklyn, N.Y. S )
12 [ PTV-12 [ m-14-64-T+ | Portable [ SH [ 3,7 T 10 ] o] dase [ 12%aPsnn ) [ 0 ] 3 11 T | Prastic Ji | 79.508
*Certification Number **Lower Left Hand Corner ***W/Earphone Conn. (A} Handle 7%, Picture Tube 10" Width, 8" High #Can Be Sold Profitably at

DELMON!ICO ~—-Delmonico Internationol Corp., 50-35 56th Rd., Maspeth, N.Y.

a [ cetvaa | " [ Consolette | TE | 7 T T F [ ] 3ox32ux20r [ 90T 3 T Is Twa [ ¢ T 3995

*Plus 6" Cup **N.Y. Sv. Only
DUMONT ——Emerson Rodio Inc., 680 Fifth Ave., New York, N.Y. I R _ —
2 Daiton Console TEH 1,2,3,56,10 70 F 1-6x4 31x30x20% I 12 2 [v_ [w T ¢ T ss0.0
. 1 | I R - S 1 | S S | v |ow  [C 470.00
[ [ [ walden ) I N N O T T e | asearey, v, S mP EA | 480.00
Lyons S N S . N S S T6x8 31x3%x20%; 1 Tvs e T F ] 4%000
Cabt | S T T ey [ azxasixa0y v,s | mp EA 530.00
Dumas Il [ N A I 1 I G I G ) | smos20 | [ v ¢ IF | 53000
Paine Il v o, WA D.C | 53000
S (N (N (N (N I S N S— S A RN S — 10O : 00
Harrison . - o 111 | v L O, wA D.C 530.00
_Alden Y (SR ) G - fws [wM [ Er | 5300
| Combo | } 0 0} 000 — 10 | | 31x60%x20% 4+t Ly L f lOWA [ DC | 7950
- Combo | | 4 T | 31x60%x20% o 1 lec __1 F 795.00
i 1 sn [ Como [T 112356910 [ ¥ [ [ T20043% | 32%meeai ] MP EA | 895.00
[ Aswa " Console | | [ 1,2,358610 ] 10 [ 26xa,13% | 30xd0x18% 1 v io,ivﬂ N j D | ems.00
[ Monroe JED (N (S (S S Y (N N N S (S 1177 VA R Tvs Tw EA | 675.00
vwaie L L0 ey, [ L T Tws Je o TF 675.00
T T verona T 1 | | I B T ¥ ] somaoxis — v 0, WA Tl e1so0
Jackson 1-6x4, 1-3 31x34%x18% T \' T MH r T T 675.00
. N S S S - | o : — V. A 1T | 67500
Jutland TCmo [ | [ T23sesio | | | | | 2ioes | 3wewisy I v.s | ow ) 1050.00
Le Havre ] 1 N [ [ F | 1050.00
. - Tosca I § B Y S I R S R N S D, WA IP 1050.00
Andalusia Y 0, K ] 1050.00
ELECTROHOME --lnfernutuﬂn[gectvohome Inc., 23
21 ] Cambridge | Console T F T 1-5,1-3% | 33x32Ux20 12 T Jvs [wa C ] s69.50
25 | " [edghten | 1 1 D T 1717 L 1T 1 WA, SW, WA T 699.50
1_0 | Talisman ] ) [ 1ms e | oexadixasy | | T WA, sw, wa M [ 73500
Frontenac 1-5%, 1-3% 30%x38x20 1T T T T [wawms, [ F | 895.00
! I o rp [ ] | CRA S
| Salem 00| | T | . ME EA | 895.00
- | Lisbon B 3 | 30%x38x20 b WA K S | 89500
Calcutta 210, 43% 27x63%x19"%, WA, SW, WA, M 1195.00
I D N ] i Oiled Teak
Canton Ly ] 210,83 _»_}7}63‘0{19"‘. ! B E B 0 1295.00
Bonaventure FER | * 30%x65x19% L WAMHANT- | F 1595.00
L 1 g b [ wera R
T Nantuckett . T Far [+ I e | B | EA 1595.00
Barcelona F&R * 30%x65x19’, ¥ I y e T M *\”1—595.60 '
*2-10, 2-6, 2-3%; 2-5% T.V. Only “WA, MH, C.BM.A., Classic Oak
EMERSON ——Emerson Rodio Inc., 680 Fifth Ave., New
21 | 21703 B T Table ] TF 1,64 [ 2paxad% | 12 1 T MH,WA [ C ] Open
21C15 Consolette 3m31x20, HB MH Te ] 3sees
— ] 1| J4 1 ] HB | WA c 409.95
21C05 | 1 31x34%x20% (v wm c 450.00
j I o 1 - v WA c 460.00
4 —4 43 4 — - — 4 —— + 3 4 — — - —q
T 21012 - ' ] j T [ 31x3#%20% | 1= v Iowa | 470.00
L lacs [ | 1 T 31x3evxa0y 1 | Jves [we TEa [ 0.0
ERFCT “‘I' [ Console T J | | 31x33%x20% j o rj jt v ¢ 1F 470.00
25 | 25C01 ] 31x34%x18% ' K [0, wa c 600.00
[ [asce - T sweswing T T Tws Twe e | oo
1 25C03 ) | L ] Y 1 30x34%x18% 1 ] v, S C F 630.00
25C04 ' 2, 6x4 34x33%x18% T Tv  Twm jt c | 640.00
J—<> — — -q —~ ‘ . ‘ - -+ = _ 4 — — - WA o B é ) 650 m
o | zika | | Combo ] jt T 210,43 [ swe0Ga0h | [ [ _t“" [ o.wa c T 650.00
20 | 21K05 | 1T I T 77 /A R I I | | [ Towa ¢ | 70000
a jake [ [ ] 11 [ aweouxo% | [ j: I c TF T 7000
25 | 25K01 - ] | 1T | 31x60%x18% 1 1 ) O, WA c | 900.00
25 | 25K02 2-10, 4-3% 31x60%x18% ] ¥ 1% T'v Te F | 900.00
GENERAL ELECTRIC —General Electric Co., Electronics Park, Syrocuse, N.Y. o
21 | M920BWD | The Kimberley Table TE 3 T TF 1-4 22%4x324x27% T2 1 ] WA c -
" | [ mozoBwD | The Dewitt Console T v — B 1] I 1-7x5 30%x38%x27% ] HB WA c
) -,,+ M931BMD The Dewitt ] 1 T 13 T 17x5 31%x33"x26% | I Im T -
|| mesceme The Dewitt 1 [ 4 i L3, 10 - | 17x5 l 31%x33%x26% 1] 1T 117 Twe EA |
M340BWD | The Edgewater | | N U B O 32x34x27% T WA N
| moa1BMP l The Edgewater | I | R 1.7x5 T 32x34x27", ) Twe Tea
M942BCL | The Edgewater ] 1,3, 10 1-7x5 | 32x3a%x27, j T T e T P
M950BWD The Beverly Wills | | I BV S R T l 1-9x6 30%x307x27% T 17 Tv wa T
M951 BMP The Bevetly Hills | 1,310 1-9x6 | 30%x3a%x2ry I T T MP TEa T
M52BCL | The Beverly Hills 4 [ 1T Tuswo N Ty i 1.9x6 29x35%x27% ;J _— +_c — - 2 o
25 | M950BWD »w'_iherﬂk Avenve | 1123910 % 1-7x5 31Tx36%x27Y [ r" — 1 't?nf j'o N -
_gs_i M961BCD The Park Avenue Y 1,2,3,9,10 - 90 1 1-7x5 31%x36x25 jr ) 1 EA |
11 | M213BWD | Porta-Color table SE 1,10 1-3 13x17x16% N f* “Plas. fvm ) 1 T
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" Oneofthese"best el
will soon hit the 45 million mark

(if you dont know which,turn the page )

SEPTEMBER 13, 1965

23



=~ i\
Advertising Supplement to 7
Pour Netvspaper
September 26, 1965
W
i - - ‘ 'VJ ﬁ'J./
& N\ M SIS ; ] L
b AL
- . .
- [
[ A
i} ‘

€ CO OO

& hah ik SR el

=< N
e 7 NS
)
. » y
5 == ’
< - oA
/"/ = == g il . il
RS S

Hereitis. The best seller

MERCHANDISING WEEK



(A} The elgM ond sound of besuty o1z cagtured n the siegant
Madhierranes | Solamance Soia SAate smpi ts w120 wants

A% power Bwa 157 0va) Gua <one wpeskers tea T oval -
MU0 14nGe SDmINENN four 30 tmeeters Sohd State FM AU Fut

" (- 001 0 Il i Mo CORCErt N hoss the rbmlevatiy Dure  Studes STHODE 10 838ute SLs Ble ket Fotation sompiete
g 2 P 120 OF e CAmUODeNIO A 10D a1 DRas pOwEr SN0 § M AV 8nd bunl n £ Showre Solod State 1ot ACH SOt
Sl 4y ler 8l hed Weakers (mcIding ban 1000 15 8us - o Coppe: Cocuts bor beker pedtormmnce. seene Gepencabirty
WIS w07 Oval M range and tour I e tmeriers) Dracon Mark 1 Soscwus record 310npe & mareate WrYriOus 800 108G Laut)
SNOIMAL C30Ger 1th EEainer ACHON e Am 8 mumTRIRD  uendue e Gesgn = Dse ah Aty o f meahos

Stene €C07d viorage Readphone (acs

| UL SN Wi S

models

BCA victos Wk veue
Sorive Spaxial 459 e

0 wortd ik -
ntasisres ACA & T coma loase Won 13han
e o o 10 They qragoe betler
ettty 1o e 2TV
nce 9 2 von chewws
D owertui New Vit 25100 ¥R €
neagucnes Bomertul NES T o mona 4480 801

ama

ty toom any eagle The

Mo wuivel medsi 3 < DaBT '
o mvea ool e
e Cotar Puber RE93 COWK

1 Noows VinTA CHAVSD

he Beautort 21
i i Fronch Prowncaal
18 ph ¥ e e Franch furtura and 1he

(€ Loan ot the vaiue Look &
nand

anvemt

woni-arar

y Aty
i aty Eaty A

maric an

. rtw tt fout
4uo cone 1peenes G0

e Woes Foslbelt
eact imencas Tv Game vt B8 ST

e nen victor Seate: 4ur8
Lo, cxbrapens o cop

e wiomaton packed -pege posk et

o o
O rons v G0 hoeda R
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It 1076 square inches of solid sell. And youd better
be braced for the year's biggest buying spree when

this 8-page, full-color blockbuster explodes in |
45 million homes on September 26tb, BOOM! %
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KEY TO ABBREVIATIONS: UNDER CHASSIS WIRING: T-transformer o S-senies, E-etched or H-hand wired; UNDER
LOCATION OF SPEAKERS: R-remote, F-front, S-side, W-wing, B-back; UNDER WOOD: HB-hardboard V-veneer, S-
sohid, M-metal, VC-vinyl covered; UNDER FINISH: N-natwal, B-blond, D-with distress marks, W-white, E-ebony, O-
oiled, K-oak, F-fruitwood, MH-mahogany, MP-maple, WA-walnut, C-cherry, ANT /W-antique white, SW 'WA-swedish wal-
nut, CBMA-custom brown mahogany antique, CRA-custom fruitwood, T-textured, PC-pecan, A-antiqued; UNDER STYLE:
M-modern, D-danish, C-contemporary, EA-early american, O-oniental, F-french, I-itahan, P-provincial, T-wracitional, S-
spanish, R-renaissance, GC-grained color, AMP-antiqued mission pecan, BW-beechwood enamel, BOV-tlack oxford

MANUFACTURERS’ SPECIFICATIONS FOR

1966 COLOR TV

A MERCHANDISING WEEK EXCLUSIVE
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o« ¢ Z 2 [ ‘ FACT ’ v
LgE%, B o « ¥ WARRANTY CABINETRY
" SzwPge>> 5 ¢ U E o S T 1 T L
w Wwozhkogng g £ 03 = a o = = H

- £ ¢ | Ssfyzeii iE 3 ;8 s B s | g : 5 b
w @ w - Z e F03%5%2z0 > 3 W w = a < = iy x >3 = 5
~N F 3 « 11:._ UU°°<:||.° w W (=] “w “ < S = x m - S
" 2 -3 F “‘U<"wEUU§;“~Uzn ww z~ e x%) ST n - o z w W w Gw:
z z © =3 wa L o alrUrEA0nE 8% on x 380y z @ cuw - ) 3 <5
w = . B S« Quwi--Su-Xwo w e Wy 2x5 ] Twn » < = w2
w o Ww w & woawEZppaYsoak w < 0% eZyy " (=44 x2 o E3 ] Sou<
] S o3 5 u EoUSEIssaer5a93 o gu £ wyLE - zo <5 S E4 = 282
2 g e < Se O ZdAdAIN o o o FE Se 2% 05xz2 3 N > 2 z 3 i2x

I | I l | | { 1 | 1
HOFFMAN —— Hoffman Electronics, 5550 Harbor Ave., City of Commerce, Calif. A
23 | wso02 [ Console | TE 1.2,3,57 10 [ e | F ] exa T 29x32x22%, [ 90 12 1 [ vs WA D | $599.95
| sPso03 ] ‘ =] | 1 1 | | BT ] mp | EA | 62495
1P5001 I 1 | i [ | )| 29x33'x22%, ] ] 1 F I | 63495

| FPs004 , | 29x33 22, ] [ F [ _F 649.95

| ws310 | ] 2.6, 2.4 | 29xasx22 = | WA c | 72500

| sps3an | = ] ) ) 29x44%x22 ) | j MP | _EA | 75000

| ws320 | 1 1235790 » | B ] . ] WA c 850.00

| mss3z2 | | | | 1723757.9.10 | [ , | ! 1K s | 8s0.00

MAGNAVYOX -~ The Magnavox Co., 2131 Beuter Rd., Fort Wayne, Ind.

21 | 1-Ts09 ] | console T TE 2,3 | F 1-4x6 | w2l [ %0 |12 |1 [ Vs | NwA |G 379.90

| 2-US0s I | ] | 310 | | 1-4x6 327x31x19%, 1 ) N, WA, MH c | 399.90
2-U506 | 1310 1-4x6 32%x31x19% = | ] mP EA | 449.50
1-T512 Cosmopolitan ] L L2310 . 1-6x9 | 30x32x19% | 1 1 , WA oM 479.50
2RTS1S | Cosmopolitan Remote | 123410 - 1-6x9 | 30x32x19, ] | ] N, WA | oM | 52500
27514 | Toulon | 12,310 | 1-6x9 | 30x32x19Y _ ‘ ! oC FP 479.50

| 2-T550 Montclare 1 1 2-6x9 o 32x3%x19%, 1 | N, WA C o, 498.50
2536 1 13, 16x9 | 30x38%x20 FLWAMH__ | 1P 525.00
2-T544 | | o 2-6x9 | 32x29%x19%, Ant./w, DC* FP 525.00
1-T548 _ Williamsburg 1.2,3,9,10 ] 2.3, 2.6x9 40°x30%4x19%, ] | MP, DC EA | 550.00

11881 | Sewilte 1,2,3,10 \ 23,2609 | 30pdonx1ey, || ] PC ) 550.00
[ 1-RT552 Seville-Remote 1,2,3,4,10 _ L 23,26x9 | 30%xd0°x19% ]| I PC M | 595.00
23 | 17520 | __Botnholm 12,310 %0 1-3, 1-6x9 30x34%x20% _ | [ Nwa oM 625.00
1-T523 Cherbourg ) 70 1T T 30x32x25% ] ] S.HB | DC [P 625.00
1 1-T524 Manroe v L 1] 30x32x19", S.HB | € EA 625.00
| 1-T521 | Corsican | 3 9% 11— _29%x37x20', ] vV.,s | F.wADC | P 1 65000
) 1-RTS22 Corsican-Remote 1,2, 34,10 | | Q‘/,x_ﬂ_uo% F, WA, DC IP 695.00
25 1-RT585 Stanhope-Remote 30%x43x21% N, WA c 750.00
5 2-RT583 Lorraine-Remote 23, 2:6x9 30%x43x21% CRA, Ant.W FP T 195.00
DC
2-RTS87 _Granada-Remote _ ] 23,269 | 30x4420 o, PC Med. | 795.00
2-RT589 | Remote Monticello ) 23, 2-6x9 31x447x20 s MP EA | 795.00
21 1-T564 Singapore Combo 1,310 2-5, 2-10 29x56x20 V.S Dk. WA, MH, oc 725.00*
| E 695.00
1-T565 Nantucket 1,3, 10 2 Horns 31x60x19% Ant /W, DC FP | 75000
| 1-T566 Elsinore 13,10 |7 FEnd | 2H, 212 | 30x57x20 ] N, WA c | 750,00

1-T567 LeHavie 1,23, 10 | F 2 Horns 30x57x20 ¥ oC P 750.00
2-T561 1.2,3 10 F End 2-12, 2Hons 3]x551.xl?’5 S N, WA [ 750.00
1-T568 Valencia 1.2,3,10 30%x58'%x20% DK, PC, PC Med. | 850.00
1-RT578 Vaiencia-Remote 1,2,3,4, 10 PC Med. 895.00
1-T569 Providence 1,2,3,10 1 DC, MP EA 850.00

25 1-RT574 Brocton-Remote 1,2.3,4, 10 Z-IiZHmns N, WA c ] 995.00
1-RT575 £1 Dorado-Remote 1,2,3,4,10 2-12, 2Horns 30%x62%x20% PC Med. 995.00
1-RT576 Remote Mt. Vetnon 1,2,3,4,10 2152Homs | 30%x62%x20% oC, MP EA | 995.00
2.RTS560 1.3,4,10 I j 1 | 30x68x19 | 11 N, WA, E oc _1095.00

| 2RTs62 | 1.2,3,4,10 N I I 29x64%x20% | | F, WA P 1195.00

[ 1-RTS73 | Rheimes-Remote | | 12,3410 | | | | 3ix6ax2l’, | | [ | | CRAAmtWw | FP | 1195.00

* Ebony

MOTOROLA -- Motorola Consumer Products Div., Inc., 9401 W. Grand Ave., Franklin Pk., 1lI1. ) o ) )

23 | 23cT3108 Compact Cabinet Series |  Table | TH 123510 92 | F | 14 ;_18’/.126’/.117'/.1 1 1 12 | 1 [ M | Tan | 479.95
23CT3118 Consolette 30%x26%x17%* | M Cov. WA, MH (c) 499.95

- - + 4 - CIAT 4 b

| 23CU305BM ) | Console | . | | . 30'x29%x18%* | | v.§ WA(c) | C 529.95

|| 23cu3oeB | ] [ 11 302y | ) I | MP@) EA £49.95

| 23cuzors | | v | [ 32%x29%x18%* i | WHwAc) | ¢© 569.95

| 23cL3198 ] 1,2,3.5,9,10 , 1= | 32321+ | YD) | ¢ 599.95

| 23cL3z08 [ | 1.2,3,59.10 , [ 1] | 333521 [ [ — Cle) EA 99.95
23CL325B | Stim Silhouette Series 1,235,710 | ! 246 | 30%xdlyxioes | | 0, WA | ¢c 625.00
23CL326B 11 | ] 1-5 |30 ,x34%x18%** | I ) MED, MH P 650.00
23CL3278 | | ] 1-5 30x35x19%* ] | I FP, F FP 650.00
23CL328B | " _ | Y | 15 A AT | M | EA | 650.00
23CD347B Drexel Declaration 1,2,3,5,7,9, 10 1-4,1-5, 3Ix43'4x 194+ N Drexel WA c 775.00

} Styling | ! ] . ] oo }'5%‘_7:‘ | il N q ¢ ]

| 23CD348B | ODrexel Triune Styling | 1,2,3,5,7,9,10 Same | 30T ] 1 Drexel MH P 800.00
23CD3498 Drexel Touraine Styling 1,2,357.9 10 1-4, 1-5, 307, x477,x21;** | w FP 850.00

| | | 1-5%x7% | | 825.00

23CD350B | Drex. Esperanto Styling 3 1,2.3,5.7,10 15 30 x35x19%* | 11T ] | 1 s 725.00

[ | 2akaiB | | Stereo Comb. | |_1,2.3.57,10 2-5',(a) 28x62x18%* ) I N R I N, WA c 850.00
23LKa138 ] ‘ 1,235,710 1 [ 2-5%(a) IR6IXIB | | Calif. MP EA | 875.00_

| 2Lksus | 1,2.3,57.9,10 1 ] | 28x8(b) | 30 x67%x1gyee | N, WA 1095.00

| 23LK4158 | | | | 12,357,910 2.4x8(b) |30 x67%x19% ! | | FPF | FP | 1085.00

;| 23LKaeB | | 1,2,3,5,7.9,10 | 2esm) |30 6Tx19% | ] MH s 1095.00

25 I 25CL250B | | Console | 1,235 7,_]_ ] 90 | 1-5 3_1‘:,:35',;;(19 S ) MH, N, WA c 699.95

25 | 2scL2s1B | | Console | | 1,235,710 % | s | 37x35%x19Y%** | ] [ | 1 MP | EA | 699.95

* Add 3, to depth for tube cap; ** Add 2%, to depth for tube cap, (a) Stereo, 2-10, 2-5Y%, 2-3%;  (b) Stereo, 2-Horn Tweeters, 1-12, 2-5", (c) Applied grains

OLYMPIC —- Olympic Radio & TV Div. of Lear Siegler, Inc., 34.01 38th Ave., L.1.C., N.Y. ) . .

21 | cc3zs [ Rodin [ Consote TE 1,3.57.10 0| F | 146 | assisy | l 12 [ 1 ] we WA c

| cca2 | Vermeer | [ ] 31%x31x26", | ‘ [ { | HB | MH, WA c
CC335 | Kungsholm | | | | 31%x32%ix26Y% | ) ) v 0, WA , D

| CC336 Hermitage | ] | | { | 33%x31',x26 | | ;v | MP | EA |

23 €C3337 | Rubens AN 90 | 1412y | 29x374x22 = HB | MH, WA c

] | CD3338 | Johannsen | | 1357910 ] i 1-5 Coax | 29'/.1361@1. | v 0, WA D
CD3339 Adirondack 1,357,910 1-5 Coax 30%x36x23', LV | MmP EA

| CC3340 | Majorca | | 1,357, 10 J | 1-4,1-2%4 | 28x39x21% A ) v PC |

21 | cKst Fowler Coribo ‘ | . 0 ] Fs 26,246 | 31x46%x26'; 4 [ ] . HB | MH, WA G
CK352 | Shenandoah | | L RS | 26,286 | 32%xa6%xasl | [ | HB MP EA
CK3s6 | Celtini ) 4 ! i F 2-6x9,26° | 31%4x48Y%x26, [ vV | oW c

| cK366 Michelangelo | | I LF | 26ex9,4240 30%x58"%x26% | ) v | 0,wa c

23| CK3354 | Mitlet 1,357 [ 90 F.RS | 26x982% 1-5¢ | 29%x53x22 | | | ne MH, WA €

23| cK33ss Kolding Q3,57 . F 26x9,42% | 23%x61%x22, , | v 0, WA )

25 CK5367 Hutchinson 1,357 ] | 212,624 | 31x64%x22, = ] 0, WA , D
CK5370 Provence 1,3,5,7,9.10 | l | 31x68%x25°, | | | I c | F

| CKs3ni | MNiagara | 32'x68%x25% | | MP EA

| CKsyn2 Arendal i | 31x68"x24", [ = 0, WA J) |

| CKs373 | _Mandalay | | | | | | 31%x68%x28% | { 1 | E Y {
* Coax

PACKARD BELL -~ Packard Bell Electronics Corp., 12333 W. Olympic Blvd., Los Angeles, Calif. )

21 T 21C7-9 | Aspen | Table TH 1,3,510 0 | F | 14 | 23x3x20 [ 12 17 | HB WA c 379.95
21CT-9L Aspen Consolette | | | | 31x32x20 | HB WA € Open
21CT9-B9 | Laguna | Console | | | | 32x32x20 { | . HB | WA (o] 399.95
216C-15 Greenwich Consolette o ] | ] | , t A MH T 449.95

i 2ICC-15 . San Moritz | Consolette i | | | | WA c 419.95

| 216c15 | Adtington Consolette | | [ | [ | | _ | MP EA 459.95

i 21CC15-B15 | Newport Console | | ‘ | | WA c 479.85

‘ 21CC15-B15 Valencia ! | | | | WA R 179.95

| 21CCISBIS | Burlington | | L | , | ’ Mp EA 189.95

| 21cC-186 [ s I ] | | | | | 24 31x36x21 | | | | 0, WA . D | 549.95
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Admiral Color'TV

with execlusive Tilt-Out Control Center!

Sell Admiral...the line that
dolivers the rectangular screen sizes!?



You can count on Admiral Col r TV...
For sales “Exclusives*™ that offer your customer

GREATESNT EASE OF TUNING !

Exclusive Admiral Tilt-Out Control
Center (pat. pend.) tilts out so vour customers
can tune Color TV standing up. casily and natu-

rally . .. no bending, stooping or fumbling.
Then tilt in. .. vour customer sees just the

beauty look of Admiral fine-furniture cabinetry
and the Admiral quality picture ... noknobs show!
I’s the most demonstrable sales feature on

any Color TV .., and the most convineing. And
only Admiral Color TV has it!

For a scientifie background that offers your customer

LONG. TROUBLE-FREE USE!?

\amiral long-time engineering. pioneering in television, and pre-
cision-quality control mean vour customer can count on Admiral
Color TV to out-last and out-perform previous sets by vears.

Continual Admiral research and experimentation . . . its insist-
ence on precision-crafted quality every step of the wav ... and its
use of <pace-age scientific equipment ... have eliminated over 300

potential trouble <pots. It's one more reason Admiral can assure
utimost (14‘|wndul)i|il_\ in Color TV!

The famous Admiral 26.000-volt horizontal color chassis is an ex-
cellent example of what precision-craftsmanship van achieve, Uni-
form in quality thronghout. with only the finest components, it is
engineered and precision-bwlt for greater dependability and per-

formance. proved in thousands of homes.,

For sales “Exclusives™ that offer your customer

CONSISNTENT ( OLOR QUALITY!

Exclusive Admiral Color Fidelity Control (pat. pend.) Exclusive Admiral Automatic Degausser totally correets the effects of
lets vour customer dial in color just as he likes it! Colors magnetic interference from any source, works every time the set is turned on
become richer, more lifelike. even black-and-white cen be (after being off for a few minutes). No buttons to push. no dials to turn. the
controlled from lighter cool shades to warmer tones! \n \dmiral Degausser works automatically!

amazing demonstrable sales feature!



The TYLER. Model LG5301. Con-
temporary styling in walnut grain finish
on hardboard. 23" sereen.

The BRISTOL, Model LG5335. Early
American styling in genuine maple
veneers and hardwood solids. 23" sereen,

The ADANO. Model LG5381. Italian
Provineial styling in genuine walnut
veneers and haréwood solids. 23” screen.

The MALDEN, Model LG3311. Danish
Maodern styling in genuine walnut veneers
and hardwood solids. 23" sereen.

The LENNOX. Model LG5351. Danish
Modern styling, walnut veneers. + qual-
ity speahers, 23" screen.

The CORDOVA, Model LG5363.
Spanish Provincial styling, oak veneers.
4 quality speakers, 23" screen.

The CUANNING, Model LGS5511.

Danish Modern styling in genuine walnut
veneers and hardwood solids. 25" screen.

The LANSFORD, Model LG5515.
Early American styling in genuine maple
veneers and hardwood solids. 25" screen.

The FRONTENAC, Model LG5619.
French Provincial styling with tambour
doors. Cherrywood veneers. 25" screen.

All screen sizes overall dizgonal measurement

In faet. every Admiral ColorTV
offers your customers
every one of these quality features:

26.000 Volts of Picture Power
Automatic Color Cut-Off Circuitry
Automatic Color Intensity Circuitry
All-new Electronie Color Balancer
Super-Scope Tuner with Pre-Set Fine
Tuning

2.8peed Transistorized UHE Taner
Solid-State Silicon Rectifiers

8. Automatic Circuit Breaker

9. Exclusive Admiral Color Fidelity Control
10. Admiral Automatic Degaussing Circuit
11. Front-Mounted Video Peaking Selector
12. Lighted Channel Selectors

13. Tint Control
14. Tone Control

Add these outstanding features that are on every
Admiral Color TV to the exclusive Admiral Tilt-
Out Control Center and vou have a great selling
edge over all other brands. Sell the sets . . . sell
the “"Exelusives” ... sell the features ... and
vou’'ll make more and more sales and profits on

Admiral Color TV!

And to help make your selling even easier . . . | >



Weelk after week. Admiral

sells Color TV for you on
NBC-TV...in Color...to over

45,000,000 viewers!?

Week after week, Admiral Color TV will be advertised on
NBC-TV...5 night-time network shows, all in color!

Monday Night: DR. KILDARE! Tuesday Night at the Movies!
Wednesday Night: THE VIRGINIAN! Thursday Night: DEAN
MARTIN! Saturday Night at the Movies!

Time after time, new Admiral Color TV and the Admiral
“Exclusives” will be demonstrated, reaching a total of
over 600,000,000 viewers, during the peak Fall selling season.

And all this will be backed up with powerful ads selling
Admiral for you in such national magazines as LIFE, GOOD

HOUSEKEEPING, TV GUIDE and others!
ADMIRAL OFFERS YOUR CUSTOMERS the Color TV . ..

the “Exclusives” . .. the features they want. Plus a choice
of new rectangular 25-and 23-inch picture tubes . . .in new
slimmed-down, trimmer, fine-furniture cabinet styles.

So get set for the biggest selling year in Color TV history. To
tell the Admiral Color TV story is to sell it!

Call your Admiral Distributor for full details of the new
money-making package.

KFor the ultimate in fine home entertainment.
here are two superb Admiral Color Stereophonic Theatres'

The CONCORD, Model SMG5311. Danish Modern The ROCHELLE, Model SMG3619. French Pro-

styling, walnut veneers. 23" screen. 80-watt solid- vincial styling, cherrywood veneers. 25” screen. 80-

state stereo with 6 quality speakers, record storage. watt solid-state stereo with 8 speakers, record storage. s 1
FM /AM, FM stereo multiplex radio. FM /AM, FM stereo multiplex radio.

1*M Admiral

Admiral Color

\2ekbr MARK OF QUALITY THROUGHOUT THE WORLD



MANUFACTURERS’ SPECIFICATIONS FOR

1966 COLOR TV

A MERCHANDISING WEEK EXCLUSIVE

KEY TO ABBREVIATIONS: UNDER CHASSIS WIRING: T-transformer or S-series, E-etched or H-hand wired; UNDER
LOCATION OF SPEAKERS: R-remote, F-fiont, S-side, W-wing, B-back; UNDER WOooD: HB-hardboard, V-veneer S-
solid, M-metal, VC-vinyl covered; UNDER FINISH: N-natural, B-blond, D-with distress marks, W-white, E-ebony, O-
otled, K-oak, F-fruitwood, MH-mahogany, MP-maple, WA-walnut, C-cheny ANT/W-antique white, SW/WA-swedish wal-
nut, CBMA-custom brown mahogany antique, CRA-custom fruitwood, T-textured, PC-pecan, A-antiqued; UNDER STYLE:
M-modern, D-danish, C-contemporary, EA-early american, O-oniental, F-french, l-italian, P-prowmcial T-traditional, S-
spanish, R-renaissance, GC-grained color, AMP-antiqued mission pecan, BW-beechwood enamel, BOV-black oxford

vinyl, CH-champagne, BT-butternut, Pw-polynesmn walnut.
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PACKARD BELL ——{Continued)
2 | 21cc16 [ Jamestown 1,3,5,10 70 F 2-4 | 33x39x22 v, S MP EA $ 569.95
23 23¢C-1 Balboa 1,2,3,4(0pt.) 5,10 1-4 | 31x31x20 | WA c 599.95
23CC-1 Provincetown 33x31x20 ) MP EA 619.95
23cC-2 Narvik 1 | 29x31x20 0, WA [ 679.95
7: 23¢C-2 Williamsburg ) 31x34x20 MP EA 689.95
23CC-2 | Patazzo T 30s3ax20 CRA P 699.95
y | 2scc2 | corinth T 30x34x20 w P 699.95
25 25CC-3 Copenhagen 1-6x4,14 | 29x36x20 0, WA D 750.00
25CC-3 Vermont 1-6x4, 1-4 31x38x20 MP EA 750.00
25CC-4 Yorktown ¥ 1-4 32x33x23 MP EA 825.00
25CD-1 Denmark 1,2,3,4(0pt) 5,9, 10 2-9x6, 2-4 29x48x21 0, WA 0 850.00
25CD-2 Barcelona i 2:9x6,2-4 | 29x54x22 K s 895.00
25CK-1 Bergen 2-12, 4-4 31x68x22 0, WA 1] 1295.00
25CK-1 Castille 212, 4-4 32x68x22 K s 1295.00
25CK-1 Napoli | 212,44 31x67x21 CRA P 1295.00
PANASONIC--Mo'sushHo Electric Corp. of America, 200 Park Ave., New York, N.Y.
19 CT-66 3,7,10 Eavphone Jack* [ 1-3x6 21x26%x19% WA c 429.95
*Earphone Supplied
PHILCO —- Philco Corp., C& Tioga Sts. . Phila. 34, Pa.
19 5300WA 19" Portable 1,3,5, 7, 10, 14, Stand (a) | 1-5xa WA c
21 | 5232BK 21" Table 1.3, 5, 10, Stand (Opt.) 22%x28"4,x25%%, T 369.95
| s23amB 21" Table 1, 3, 5, 10, Stand (Opt.) 224x28" 4,x25%%, MH j 399.95
| S234WA 21" Table 1, 3, 5, 10, Stand (Opt.) 22%x28" 4, x25%, WA 399.95
| sasomB 21" Console 1,3,5,10 | 33%x334,%27%, MH T 439.95
5450WA 1,3,5 10 33x3Fx27'4, WA DM 439.95
5454WA 1.3,5 10 337x33%,x27%, WA DM 489.95
| sas25M8 1,3,5, 10, Swivel Base 31%x2%x26 MH c 469.95_
5452SWA 1,35, 1. Swivel Base 31%x29%x26 WA DM 469.95
5452SMA 13,5, 10, Swivel Base 30%x29%x26 MP EA 479.95
5456WA 1,3,5,10 | 3aa31%x27 WA DM 469.95
5459PC 31%,x35'%4x26%%, PC 4 519.95
5460MA ¥ 3274,x33%44X27%, MP EA 519.95
| sag2wA 1-5x3, 1-6x4 31%x38744x27 WA oM 539.95
| sapamA 1-5x3,16x4 | 33%x38%,x26% MP EA 539.95
5466MB 1-5x3 31%x36%x26% MH [ 509.95
S466WA [ } 1-5x3 31%x36%x26% WA C 519.95
5920 Home Entermt. Center F.$ 4x6* 294, x50%x 264, WA DM 725.00
5922WA Home Theatie Comb. F, 8 5-6%* 31%x64x28%4, WA DM 875.00
| 5922MA Home Theatre Combo b ¥ [ 8 56% 32%x64x27", MP EA 895.00
23 6000WA 23" Console | 135710 9: F | 56 28'4x35"x22% WA Y]
25 6404WA 25" Console 1,2,3,5,7,10 2-5x3 31%x38x23%, WA DM 675.00
| sa0sPC 25" Console 1,2,3,5.7, 10 2-5x3 31%,,x38%,x23'4, PC R 700.00
6404CH 25" Console T1,2,3,57.10 _253 31%,X38%,x23'4s c FP 725.00
5404MA 25" Console |_1.2,357.10 | 25x3 34%38'%44x22" %4 MP EA 725.00
6406LCH 25 Console 1,2,3,5,7, 10, Casters | 2-5Y% 32%4,4x46'4,x23% C] EA 825.00
6406SP 25" Console 1,2,3,5,7,10, Casters 2-5x3, 5% 30',x46'%,,x23%, PC 5 850.00
| G900WA Home Theatre 1,2,3,5,7,9,10 9-5x3+*+ 31%x67% % 24" N, WA ] 1150.00
6904PC Home Theatre 1,2,357.9. 1 9-5x3%+x 277,x6644x25' Y, PC SP 1195.00
(a) Dipole Ant. *Hi-Fi has 2-8 **Hi-Fi has 2-10 & 2-4
RCA VICTOR ——RCA Sales Corp., 600 North Sherman Dr., Indianapolis, Ind.
21 FG-545 Landis [ 1.2,3,5 [ 14 23%x30%x26% M | oW 349.95
FG-551 Wayne | 1,2,3,4,510 [ 14 23%x30%x26% M MH, WA, K** 369.95
GG-577 Fraser | 1,2,3510 1-4 31%x30%x26% M 1 MH, WA 399.95
GG-589 Harper | 1.2,3,4,510 |16 30%x32%x27Y% v MH, WA, K 439.95
GG-601 Crafton | 1,2,3,510 |16 | 3a%xa1vxaey ‘ MH, WA 449.95
| 6G-607 Albright | 1,2,3,4,510 | 16 31%x37%x26% MH, WA 469.95
GG-631 Chattietd 1,2,3,4,5.10 2-6 30%x37%x26% MH, WA Open
GG-637 Farrell 1,2,3,5,10 1-6 30%x32x26% | wH, wa 499.95
GG-643 Belfiord 1,2,3,4,5,10 [ 30%x33%x27% | WA 479.95
GG-649 Suffolk 31%x32%x26% | AMP 479.95
GG-661 Merano 30%x32%x26% A/MH,A WA, 479.95
ANT/W
GG-667 _| Bergerac Y 29 x33%x26Y, AC, AF FP 479.95
GG-679 Bentley 1,2,3,510 26 3¢ x30%x26% MH, WA [ 529.95
GG-681 Lynnhaven 26 34%x32Yx26% A/MH, A/MP T-EA Open
GG-715 Winfield 2.7 30%x424x26% MH, WA c 549.95
GG-721 Lundberg 29%x43%x26% WA D 599.95
GG-727 Gloucester 32x42'/,1264 A, MP EA 599.95
GG-733 Beaufort 29%x45%26% A/C, A/F*** FP 599.95
GG-739 Marchena 27%x44x26'%, AMP S 599.95
GG-745 Mandalay 29%x43%4x26% E 0 599.95
HG-755 Wayland 2-8, 2-3% 31%x57%x26"% MH, WA C] 650.00
HG-759 Wayland 28, 23" 31%x57%x26% MH, WA ¢ 675.00
T He-781 Nordholm 2.8, 43} 304x57%x26% WA o 725.00
N } | “HG-765 | Roanoke Y 2-8,4-3% 31%x57%x26% A, MP EA 725.00
25 | _GG8ll Whitby 1,2,3,4,5,10 26 31x39%x22% MH, WA c 650.00
GG-835 Cheltenham 1,2,3,51 2-9 29/ x42%x22% MH, WA c 695.00
GG-839 Narvik 1,2,3.4,5,10 304xa2%x22% WA D 725.00
GG-843 Quincy 1,2,3,4,5,10 29%x45%x22% A/C,A/MP EA 725.00
GG-846 Vincennes 1,2,3,5,10 30%x46"x22'% A/C, A/F, FP 725.00
ANT W
GG-847 Segov-a 28%4x46%x22% AMP S 725.00
1 He-8rs “Branshield 28, 4-3% 31X57%x22 MH, WA c 799.95
HG-881 _ Trondheim 212, 634 31%261%x25 WA D 899.95
HG-883 Shenandoah 30%x62x 24" A, MP EA 899.95
HG-885 Francesca 30%x62%x25 A-MH, A /WA, IP 899.95
ANT/W
" HG-887 Abbeville \ 30%x61%,x24Y, A/F,ANTW FP 899.95
| He-889 Royal Dane . 29',x69%x25% WA D 1200.00
HG-891 Sanlucar . 29'4x66%x25% AMP S 1200.00
| Ho-893 Aimoire , . | 62Yx35%x26% A, M1 T 1400.00
*Console **BOV **s*Antique White +Upright Combination
SETCHELL CARLSON UNIT-1ZED TV, Setchell nc., New Brighton, St. Paul 12, Minn.
23 3CM66-23 1,2,3,510 1-5 36x26x21 WA C 579.00%
| 3CMe6-23EA | ' 37x26x21 mP EA 595.50
| 3c66-23 34x31x22 WA, FC, MR c 610.75
| 3c66-23EA | 34x31x22 MP EA 639.75
| | 3C66-23FP [ 36x31x22 FC FP 656.50
3CL66-23 I- 34x35x22 WA c 639.75
3CL66-23EA [ 1-6 34x35x22 MP EA 669.75
3CL66-23FP | 16 34x35x22 FC FP 689.00
25 | 3C66-25 Y | 15 34x31x22% WA, FC, MH c 669.75
|
1 { A
o N *All Prices Quoted are FOB Factory at St. Paul, Minn. Prices Subject to Change Without Notice.
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MANUFACTURERS’ SPECIFICATIONS FOR

1966 COLOR TV

KEY TO ABBREVIATIONS: UNDER CHASSIS WIRING: T-transformes or S-series, E-etched or H-hand wited; UNDER
LOCATION OF SPEAKERS: R-remote, F-front, S-side, W-wing, B-back; UNDER WOOD: HB-hardboad, \#veneet S
solid, M-metal, VC-vinyl covered; UNDER FINISH: N-natural, B-blond, D-with distress marks, W-white, E~ebony, 0-
oiled, K-oak, F-hultwood MH-mahogany, MP-maple, WA-waInut C-cheny, ANT ‘W-antique white, SW VIA-swedlsh wal-
nut, CBMA-custom brown mahogany antique, CRA-custom frultwood T-textwed, PC-pecan, A-antiqued; UNDER STYLE:
M-modern, D-danish, C-contemporary, EA-eatly american, O-oriental, F-french, I-italian, P-provincial, T-traditional, S

A MERCHANDISING WEEK EXCLUSIVE :f:;\llsréﬂi-? ranalssanceBTC:C-malned :8'0: II\MP a:}l::le:m pecan, BW-b enamel, BOV-black oxford
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SETCHELL-CARLSON UNIT-1ZED TV ——(Continued) )
25 | 3C66-25EA Console TH [ 1.2,3,510 1-5 36x31x22% T 1 MP EA ['s 699.001
- 3C66-25FP Console T 1-5 34x31x22Y, | | FC FP 719.50
3CL66-25 Lowboy 1-6 | 34x35x22% | WA [ 699.00
T 3cues-2sea |16 34x35x22% ] MP | Ea 734.50
3CLE6-25FP ] 1-6 | 3ax3sx22y, I FC FP 749.00
3L6600-25 . 1 2-3, 2-12 | 3ax71x25 WA e 1089.50
— |~ 3Le600-25EA x 24, 2-12 34x71x25 1 B MA EA | 1149.00
| 3L6600-25FP * 24, 2-12 3ax71x25 | Fc FP [ 1168.00
SONORA ——Sonora Corp. of America, 130 Cedar St., New York, N.Y. *Home Entertainment Centers Al prices quoted are FOB Factory at St. Paul, Minn, Prices subject to change without notice,
21 | seskcao | Console TE | 3,56, 10 [ F 1 30%x34%x25Y% 3 1 [ HB | wA c 499.95
SYLVANIA ——Sylvania Electric Products, Inc., Entertainment Products Div., 730 Third Ave., N.Y., N.Y.
19 | 19TCn Portable TSE | 1,235, 8 (Optional), 10 T %0 F L7 18x24x19 I 12 1 o | cn [ ¢ 369.50
19 | 197CI12 Portable TSE 1,2, 3,5, 8 (Optional), 10 90 1.7 18x24x19 ] T |+ M | C.Er 399.50
WA | a09.50
MP ‘ 419.50
T21 | 217Ch0 Table TE 1 (UMF), 3,5, 6, 10 70 16 23/x30%x19%, ] T ] M £ c 349.50
21717 Console [ 30%x30%x19% | ] * MH C.EA 379.50
WA [ 383.50
MP 399.50
1T 2ecesT T ] 30%,x31%x204, | T ] HB C, EA 409.50
419.50
- ) ] 429.50
21LC33 30'%,x31%x20% v, s C.EA 449.50
459.50
469.50
e | 30%,X31%x20'%, i wA c | 469.50
21LC35 X 2321y, | ] MH c 489.50
WA | 499.50
1T 21uess 29%x37x18% ] l ] MP, D EA 509.50
1 2wes | 2agina0y, | | ] BT, D I 519.50
¥ | aics I : ¥ y | 290, | 1 1 [¢c F | sx9s0
25 | 25LC10 1,2,3,57,10 9 17 29%x37x18% MH C,EA 599.50
WA | 609.50
MP, D I 619.50
25LC19 | | | 29 4x37x18%, ] ) I BT, D I 629.50
|| esrc2 29Yx37x18% 1 I ] lc F | 639.50
25LC24 7 29%x38%¢x19% | PW ) 639.50
25LCa2 26 30x46%,x17'%, ] WA c 729.50
_ 25LC44 26 30x48x18%, c.D ' 729.50
_ | _2stess : 26 30x48x18% C. WD F 729.50
—| T 2sLces Academy 1,2,3,5,7,9,10 29 2974, x48% x21% c.o F 819.50
|~ stew 29%xa6%x19, | PW o 819.50
| 2sLces _ 29"4,x48x20''4, I = P, D s 819.50
25L.C49 \ 29%x48'4,x20'%, y MP, D EA 819.50
TELEFUNKEN —— American Elite, Inc., 48-50 34th $1., L.1.C., N.Y. Sl S
19 1959 Comet Portable [ Tn [ 1,356 F Oval 12 [ 1 T m wer M 159.95
19 | 1969 Explores Portable THS 1,3,56 Oval =] | [ ™ WA*s M 169.95
19 | 1979 Gemini Portable THS 1,3,56 | oval M| wase M 179.95
21| 2000 Oslo Consolette | TH 1,3,5,7,10 | | 15| 31x304x19y ] 1 w8 | wa I m 389.95
|l 2100 Copenhagen Console | 15, 1-8 4 31x40%x20% I LS . J— 549.95
| 21 Williamsburg | ' | 31xa04x20% 1 [ | v T w EA 549.95
Y 2102 Marquis | | 31x40%x20% | [ ] J | ¢ FP 549.95
25+ | 2500 Stockholm [ | . | | [ ‘ [ [vs | w ) 749.95
WESTINGHOUSE ——Westinghouse Elecfri'c Corp., TVY/Radio Div. + Metuchen, N.Y. *Rect. F*Vinyl
21| CTe500 Table TE 3,5, 10 70 RF | 14 | 223219, [ 12 1 T m Char. c [ 359.95
) CK6530 o Console 3,5,10(a) F 1-4x6 30%¢x31%x20%, ‘ | ] HB, S WA c : 449.95
CK6531 3% X32% 21 HB,S | D, C | ¢ | 47995
| ckesaz — 30/x354,x20% v, s D.C FP 499.95
] CK6533 ] 3 31%x32'%,x21% v,s MP EA 499.95
o CK6520 0 1-5x7 30%xa174,x20%, HB,S | WA c 499.95
Y | CKesz3 ] 0 Y 30%4x43*%,x21% HB,S | MP EA 549.95
2 CK7000A 10 (@) 9% 32%4x37%x19'%, v, s 0, WA c | 625.00
. CK7001A 31%x37%x20%, A D, PC Medit. 675.00
o CK7003A 31"% x36%x19%, 3 D, C EA | 675.00
CK7003LA 3% x36%x19%, v,$ C. mp EA | 675.00
25 | CK7020 I 26x9,2-3 | 31%x50%x19%, 25 0, WA n.C 699.95
25 | ckr022 7 ¥ [ 2:6x9,2:3 | 31%xs1%x20% | V.S b.C | FP | a5
21 | CCel50 Stereo Combination Combo | I 70 F.S 16 | 30x62%x20% 1 = 1 A 0, WA | © | 995.95
21 | CC61s3 Stereo Combination Combo | 70 [ Fos ™ | 1eee | 30%61%x20% | | l Y | vs | w [ EA 1 995.95
zsmm -—Zenith Sales Corp., 1900 N. Austin Ave., Chicago, IIl. SRR G {a} Instant-On SO, OO
2 | saLu | The westbury [ Table ] TH [ 2,37 [ 70 ) F [ 13 24%x30x19%* 12 [ T ] Beige [ | 34995
| 5304RU The Glencove [ ’ [ 237 I ] | | = 1 M | Maroon 1 359.95
| s3o6wu | The Lombard _ . 2,3,7 | [ | j M, VC | GWAC | 369.95
6306YU The Kempton ‘ ] 2,3,4,7 | 7 i M [ € [
5315WU | The Oak Park Consofe [ 1(vHF), 2,3,7,10 1 31x32%x20'* I | i | He | GwAc c ‘
| S31SRU_ | The Oak Park ] | 31320204 ] 1 I HB | GMHC c |
| s317Wu The Pemberton ] | | | | 32x33’/.120‘/.‘ | | | | HB | wac c | 44995
| 5317RU | The Pemberton ] i IR A 1T T w8 7 ommc P | 459.95
| S317HU | The Pemberton | 31%x33%x20%* = 1] 1 we | ecFc J | 459.95
| s3tomu The Roswell | | 33%x33%x20"4,* 1] T HB | owmpeC T EA | 469.95
5320WU The Benson ¥ [ 31%x33x20°4,* j = T Vs | wa oM 479.95
| | sezow The Nordic [ | 1,2,37,10 1-4x6 31%,x36%x20'%;,* | 1 ) | owa oM 499.95
5424R The Verona | 1-ax6 3x36%x20%* | ] | L e | 499.95
| 5424M The Verona 1-4x6 31x36%x20%" [ 1 [ ] CF P ! 499.95
5425M The Amhurst | 1-4x6 1 33%x36%x20%% [ T I | I MP [ EA 499.95
5426W | The Bartiet ] | ) | [ 157, 1466 | 3lxamx0s® | I L | OWA [ ¢ | 529.95
| 5427m The Seine | | ] _ ‘ | | 1-4x6 L I CF [ Fp | 529.95
[ saz7x | The Seine I ] 1 3 ] | 146 | avpaerpaone | 1 [ N [ | s49.95
| sazeW The Westmorland ' | | 1.2,3,4,7,10 ; | 157,146 | 31x3mx20% : [ ] ] [ owa I [ 629.95
| 642mh | The Vincennes | | | 1,2,3,4,7,10 ‘ ¥ ] | 1-4x | 31%x36%x20%* ] 1 1 1T | cF I Fp | 629.95
25 | 830w | The Albany | ‘ 1,2 (two), 3, 7, 10 % 1-5x7 A T T HB | awac | ¢ | 625.00
1 | ss20r [ The Atbany I [ ) 1 I | 1507 1 30%x38Yx 180 I j T HB | oMMC T ¢ 625.00
8322w The Prentiss I I 1 1-6x9 T aasmokes | T T v.s T owa [ jl
J ] ‘ | 1 Bxigh e | 1 | v | [ < | 650.00
_| | s3zam The Devon I [ | | | j 32/x36%x19% ) ] 1w EA 675.00
| T s3zem The Piedmont | I | 3ixaegxigyes | , | T 1 Ter e 675.00
8328H The Bordeaux \ ] | [ | 31x35%x19%** ! i i | cF | FP 675.00
| ssaw | e Bornholm ‘ ‘ | [ | | | 269,19 | aeeawie | | I T Towa T oM mse0
| 93a2m || The Broderick 1, 2(two), 3, 4, 7, 10 26x9,13% | 32pxadlxlgher | I I T T we T EA 825.00
9345H | The Marseille | I | 1.2(two), 3,4,7,10 2-6x9, 1-3% WS | i T T Ter ~ G 7 825.00
Y | 9351 The Florentine 1,2(two), 3,4, 7,9, 10 3 | 16x9 BRIV VA | T 1 CF T 850.00
21| 7050W | The Rosemont "1 Combo ] [ 1,2,3,7,10 [IRL | 2:10,2-4x6 32x59x21%* | | ] OWA 1 cm 750.00
25 | 9600w |_The Dorchester , | 1, 2(two), 3, 7, 10 | %0 | 212,63 j 32x68Yx197,* | | T 1 T 1 T owa DM | 950,00
25| 9610M | The Princeton [ | | 1,2(two), 3,7, 10 | 90 | 212,63 32x68'%,x19%,** ] T T wma | EA | 950.00
25 | 95104 | The Emperor | | | 1,2(tw0)3,4,7, 9,10 | 90 | [ 212,69% | v | | I f CF I e I
*Plus Tube Cap, 6%, “Plus Tube Cap, 3% :
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Independent Testing Company Certifies:

‘Regina Brush 'n Beat
cleans as clean as

leading uprights tested,

with less effort. Yet it

weighs about half as much!

]

without lugging...carry upstairs without tugging.
Now you can show your customer the modern

Nationwide Consumer Testing Institute, America’s
foremost testing company, evaluated Regina’s new
Power Brush 'n Beat against leading upright
vacuum cleaners*. Here's their conclusion.

The Regina, which only weighs about half as much
as others, actually cleans as clean, with less effort.

Furthermore, in the vital *'Cleaning Effectiveness
Test"’, Nationwide certified that “the Regina and demand a demonstration. You've got to see it
maintains its peak cleaning power for a longer to believe it. Then sell it to every woman who's
cleaning time than other uprights tested"'. - had it up to here with monster uprights.

Now you can show your customers a full- The Regina Corp., Rahway, N.J.
featured upright that's really designed with the Compattvely priced vacuum cleansr model

housewife in mind. Powerful enough to do a REGINAdh
thorough cleaning job. Yet light enough to lift

SEPTEMBER 13, 1965 33

way, the light way, the right way to vacuum. With
the incredible new Regina Power Brush 'n Beat.
Most significant development in upright vacuum
cleanersin 30 years!

Call your Regina Representative or Distributor
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Clear & Vivid Color TV as never before!

INTRODUCING

(wtor\Virvial 7}

With Emerson’s New Micromatic
Triple-Alignment & Convergence
Process that gives you the big
difference you can demonstrate

Delivers True Color Instantly...Stays True Color...

GLOSES COLOR SALES LIKE NEVER BEFORE!

Emerson engineering has increased specification standards to insure complete
reliability . . . purified the picture . . . and refined the color image so exactingly
that little or no further adjustment is needed, once the set leaves the factory.

5 | TM210 base

Model 25K02~French Provincial 25-inch Color TV Stereo FM/AM

Phonoradio custom-crafted of genuine Cherry veneers and solids \ Model 21T03—Contemporary 21-Inch Color TV
Table Model in grained Mahogany or Walnut finish

V-7 exclusive in Emerson Golden Anmversary Line

All Emerson color sets have: ® New Aluminized
Bonded Shield reflection-free Color Picture Tube

. with rare-earth phosphors . . . to bring in
brighter, more realistic color with truer reds ®
Magic Color Monitor . . . that purifies color image
by automatic degaussing, even if set is moved ®
Factory-adjusted Noise-immune Color Circuit that
eliminates color from black and white reception
m Color Magic Contrast . . . that sharpens picture
and contrast both in color and black and white m
Advanced Color-Scope Full Power Transformer
Chassis for peak performance even.in fringe areas

21" viewable area — 265 sq. In. 25" viewable area — 296 sq. In.

Model 21C12—Italian Provincial 21-Inch Model 25C02—Early American 25-Inch
) Color TV Console custom-crafted of ¥ Color TV Console custom-crafted
genuine distressed Walnut veneers and solids - of genuine Maple veneers and solids

&8 ) frmerson

680 FIFTH AVENUE, NEW YORK 10019

THE NAME THAT S MEANT BUSINESS FOR 50 YEARS
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There’s nothing newer, or more appeal-
ing, in sound. Just think, a tape recorder
even easier to play than an automatic
record changer, the unmatched fidelity
of sound-on-tape, and beautiful teak and
walnut living room styling to boot! So
tell your customers what’s new — the
quality instrument that threads, plays,

et e

o e T
P
s

e g e s

changes tapes automatically. Simply
stack the unique tape cartridges, touch
a button, and sit back for up to 15 hours
of completely unattended stereo. Over
3000 pre-recorded music selections to
choose from. Or record your own from
any sound source. (It's FM multiplex-
ready.) More carefree, the Wollensak

THE WOLLENSAK
AUTOMATIC:
EASIER TO PLAY
THAN AN
AUTOMATIC
RECORD CHANGER

ARBRERE N

When a customer asks, “What’s new?”
Show him the world’s only self-changing tape system

Automatic is the ideal friend-maker and
profit-maker for you. Get all the details
about the exciting new full line of 1966

Wollensak Tape Re-
corders from your m
Wollensak salesman. -

Why not do it today? COMPANY
WHAT YOU WANT IS A WOLLENSAK!

Papirest

[epapih hphsbhohplsiarer
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tinyvision

“Well, you can take that old tv magnifier back
into the storeroom where you found it ...”
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“...er...you might have to recharge the batteries—
I've sort of been using it in the truck ...”

“Well, that's the appliance business—
tn 1949 I was getting rich selling small screen tv,
and now I'm making peanuts on them ...”
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“It started out as a session on pushing tinyvision
about two hours ago.”
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[DONT BE Chanep
T0 YOUR LIVING RDM Ty

TAKE A TINYVISION
- ANYWHERE .’
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“I figure with that sign up there
nobody will take offense at the chain.”

MERCHANDISING WEEK



As any independent TV serviceman knows, a TV
set with plastic printed circuit boards causes more

headaches than one that’s Handcrafted.

A simple tube failure in a circuit board set can
cause a major circuit breakdown...a breakdown
that may require replacement of not only the entire
circuit board, but many expensive parts as well.

That's why there are no printed circuits, no produc-

tion shortcuts in Zenith Handcrafted TV. Every

This plastic
TV printed circuit
board can cost

’50 when
it fails

part in a Zenith is firmly fastened to a rugged steel
chassis, then carefully hand-wired for greater de-
pendability and fewer service problems.

Sure, we could save a lot of money by using plastic
printed circuit boards. But we don’t believe in
building service headaches into TV.

Maybe that’s why Zenith Handcrafted TV is
Americas largest selling TV. At Zenith, the quality
goes In before the name goes on.*

SEPTEMBER 13, 1965
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APPLIANCE-TV

Delmonico stereo-tv combo

In its new line of home entertain-

ment combinations,
included a

Delmonico has
72-inch Mediterranean-

styled stereo-tv console highlighted

by a built-in

bar complete with

glasses.
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The new unit, model CBTV-472,
is equipped with a 23-inch tv, stereo
phono, and AM-FM FM multiplex
radio. In addition, the combination
includes 28 tubes, six diodes, ad-
jacent channel traps, a cascode tuner,
and a diamond stylus.

Separate audio systems, three
stages of picture IF, a hand-wired
chassis, an auxiliary connection for
tape recorder input and output, and
eight speakers—four 3Vs-inch twee-
ters, two 8-inch round, and two 4-
by 6-inch oval speakers-—complete
the list of additional features incor-
porated in the new combo.

In oiled walnut, the unit has a
suggested retail price of $379.95.
Delmonico International Corp., 50-35
56th Rd., Maspeth, N.Y.

Olympic 21-inch color tv combo

With a new 2I-inch color tv-radio-
phono combination, the Austin,
Olympic extends its 1966 color line
to 20 models.

The Austin, model CK353, features
Olympic’s simultaneous control of
the tv, radio, and phono for playing
in separate rooms. The all-channel

‘B

AMERICA’S LEADING LINES FEATURE

DEPENDABLE BSR

BRITAIN’'S FINEST ... WORLD'S FAVORITE

In England, where fine hi-fi was born, 3 out of 4 changers sold are BSR. Around the world,
BSR leads all changers in sales year after year. When you find BSR in the hi-fi you sell, tell your

to sell more
fine phonographs
and

tape recorders. . .

specify BSR!

customers it's the world's leading record changer ... first in sales because it has been proved
most trouble-free by the world’s greatest hi-fi manufacturers!

And in leading tape recorders too, you'll find BSR selected for precision and dependability! The
new BSR TD10 tape deck provides instant change of speed or action ... without stopping the
motor, and without tape break or spill! Supplied with 4-track stereo or 2-track monaural
heads, the TDIO plays 3 speeds, holds 7" reels. Maintains constant speeds for top fidelity.

PRECISION-CRAFTED IN GREAT BRITAIN
BY BSR LIMITED—DISTRIBUTED IN U. S. BY

BSR (USA) LIMITED :Goodtousseing
COLLEGE POINT 56, L. 1., NEW YORK

IN CANADA: MUSIMART LTD., 970 McEACHRAN AVENUE, MONTREAL 8

R PERFORMANGE
"yﬁ‘ * ‘ff,‘.%

.
iy, CMmEES «
EnT o agruno 10

color tv includes an automatic color
purifier, a picture tube with an
etched reflection-free face, and a
power transformer chassis, as well
as a Color-On light to indicate if a
black-and-white program is actually
being broadcast in color.

With an automatic shut-off con-
trol, the 11-inch stereo phono plays
at four speeds. The 20w AM-FM FM
stereo radio features solid-state afe,
a stereo signal light, dual loudness
controls, and separate bass and treble
controls. Available in walnut or ma-
hogany, the Austin is priced at open
list. Olympic Radio & Tv Div., Lear
Siegler Inc., 34-01 38th Ave., Long
Island City, N.Y.

Tap King beer bar and soda fountain

A portable home soda fountain, beer
bar, and various combinations of
hoth are revealed by Tap King Corp.,
who both manufacture and distrib-
ute the portable units.

Seven models are available rang-
ing in retail price from $199.95 to
$499.95. Shown is model TK-T00,
a combination beer bar housing !,
keg of beer and soda fountain with
an ice cream compartment. Other
models include two versions of the
I'i-keg beer bar, a '4-keg beer bar,
soda fountain containing svrup jars
with Vs-ounce dispensing pumps, a
soda fountain with a 315-gallon ice
cream compartment, and the com-
bination of all three- model TK-700.
Also offered is an optional soda foun-
tain accessory, a crushed fruit bank
accommodating three fruit jars and
ladles for making sundaes and spe-
cial soft drinks. The soda fountain
makes its own carbonated water hy
means of a CO-2 tank connected to
a 2's-gallon stainless steel water
container.

The beer bar will keep beer fresh
for three months, according to Tap
King. A 30- to 32-degree tempera-
ture range is pre-set at the factory
and  maintained by a regulator,
gauge, and steel innerliner.

Each unit features a baked en-
amel coppertone finish, a Danish wal-
nut Formica top. and four casters.
Uniform depth of the units is 24
inches, while their heights vary from
36 to 42 inches, and their widths,
from 24 to 36 inches. Each plugs
into any 110v outlet. Tap King Corp.,
2820 N. Main St., Los Angeies, Calif.

Broan range hood catalog

Broan offers a 6-page catalog with
complete specifications and accom-
panying illustrations for 5oth the
18-inch and the 24-inch high hoods.
Broan Mfg. Co. Inc., Hartford, Wis.

MERCHANDISING WEEK
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oeT AGTION oN PROFITS WITH A
CORDLESS CORNER IN YOUR STORE!
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What is a “Cordless Comer"? It's a section of your store
where you can display, demonstrate and sell all the wonder-
fully new, wonderfully profitabie cordless products. It's a
corner that helps you sell more, make more profits, stir up
more store excitement...a magnet that attracts shoppers.

Fitl your “Cordless Corner” with cordless clocks, radios,
TV sets, toothbrushes, carving knives, kitchen mixers, tape
recorders and all the other up-to-the-minute conveniences

LOOK TO THE LEADER IN CORDLESS POWER—"“EVEREADY” BATTERIES...WITH POWER TO SPARE!

""EVEREADY" is a registered trade mark of UNION CARBIDE CORPORATION.

SEPTEMBER 13, 1965

that use dependable, portable battery power.

To meet your customers’ growing battery needs, stock and
display a full line of dependable “"EVEREADY" Batteries...
America’s best-selling brand. Take your choice from a wide
variety of attractive merchandisers, designed to fit every store
location and build impulse sales.

Build a “Cordless Corner" in your store and make sure you
order enough “Eveready"” Batteries to meet rising sales.
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Delmonico AM-FM clock radio

Delmonico introduces an AM-FM
clock radio at a suggested retail price
of $29.95, to highlight its new line
of table radios.

Features of the new unit, model
FC-726 (shown above), include six
tubes, a four-inch hi-fi speaker, afc
control, a ferrite antenna, and Ver-
nier slide-rule tuning.

The unit is housed in a gray and
white plastic cabinet with swirl sil-
ver dial faces and black knobs. Del-
monico International Corp., 50-35
56th Rd., Maspeth, N.Y.

Snyder UHF-VHF color indoor antennas

Snyder has developed a line of in-
door UHF-VHF combination anten-
nas for use with both color and
black-and-white tv sets.

Features of the line include two
lead-in cables-—one white and one
brown—for simultaneous UHF and
VHF reception, and a double set of
chrome phasing bars, one for UHF
reflection and the other for VHF and
color reception. Each model is also
equipped with Snyder’s 12-position
Directronic Dial to bring in specific
channels more clearly.

Model 3-DX-2 (shown above) is
set on a gray square base holding
the Directronic Dial. It has a sug-
gested price of $9.95.

At a suggested retail price of $6.95
is model S-3D-2, with a white enamel
Directronic switch and chrome trim.

The low-end antenna, model 3D-2,
has a suggested retail price of $4.95.
Snyder Mfg. Co., 22nd & Ontario
Sts., Philadelphia, Pa.

KEY MOVES

Admiral-—Four sales mgr promotions
are announced: Joseph J. Casale is
named sales mgr for color tv; Austin
J. White for radio; Donald W. Prin-
cipe for the Chicago region; Wesley
H. Wood for distributors in the
Jacksonville-Tampa-Miami region.

Andrea-Radio—Homer Boyle is ap-
pointed vp-engineering.

Concord Electronics-—Ronald M.
Klowden is named district sales rep
for tape recorders in northern Illi-
nois.
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Ross radio sunglasses

Unique sunglasses with a transis-
sub-miniature radio built
right into the frames are Ross Elec-
tronics’ newest device.

Weighing three ounces, the sun-
tinted glasses (shown at left) hold a
transistorized radio complete with
volume control and station selector.
They are also equipped with a Mal-
lory mercury battery that will last
from 80 to 160 hours, according to
the manufacturer. For prescription
lenses, the glasses may be ground by
an optometrist.

Suggested retail price of the sun-
glasses is $16.95. Ross Electronics
Corp., 589 E. Illinois St., Chicago,
Ill. 60611.

A free-riding

NY.

If you've seen a
better portable
typewriter ad than
this, youve peeked
at the rest of our
Fall campaign!

Our Fall advertising program is going to have
people talking about Smith-Corona*“ typewrit-
ers . .. and the talking's going to be done
across your counter. These ads don’t fool
around —they sell! They deliver a point-by-
point sales talk that nobody else can match.

That's the key to Smith-Corona’s whole Fall
program: to deliver pre-sold ready-to-buy
customers to your store.

We’ll be bigger in Life, Look, Time, News-

week, U.S. News & World Report, and many
other major publications, including those di-
rected at students. All in all, our Falt magazine
campaignwill reach millions more people than
ever before.

More people buy Smith-Corona portables
than any other kind. And that lead over the
rest of the league is going to grow larger than
ever. So make sure you get your share. Go
with the leader — sell Smith-Corona!

SMITH-CORONA PORTABLES gﬂﬂ

MERCHANDISING WEEK

Stanton dust-removing cartridge

A dust-removing device, built into
the stylus of the new Stanton 581
Calibration Standard cartridge se-
ries, is introduced by Stanton.

long-haired brush
extending from the front of the plas-
tic stylus V-guard hinders any col-
lection of lint or dust on the stylus
tip, according to Stanton. The series
is designed for two uses: i
recording studios for calibration pur-
poses, and the other in record libra-
ries. Model 581A is designed for the
first, while model 581EL with ellip-
tical stylus and model 581AA with
conical stylus are for the second use.
Stanton Magnetics Inc., Plainview,




21-inch color:
a comparative look
at Motorola’s tube

To give everyone a clearer idea of
the new 2l1-inch color tube’s place
in the sun, Motorola arranged this
side-by-side lineup of three color sets
using (from left to right) 19-, 21-,
and 23-inch tubes.

The 19-inch tube offers 180 square
inches of viewing area. Motorola’s
new 92-degree, rectangular, 21-inch
tube offers 221 square inches, while
the 23 has 274 square inches of view-
ing area.

The new tube, which will be used

by Matorola and Admiral, is about
as deep as the 23-inch tube (19.1
inches for the 21 vs. 19.8 inches for
the 23).

Motorola will build its own 21-inch
color tubes in its new plant, which
is currently under construction in

Franklin Park, Ill. Concrete finors
were being poured last week for the
production area. Engineering and
lab portions of the plant are already
compleie. National Video will build
the 21 for Admiral-—and anyone else
who wants to buy them.
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KEY MOVES

Delmonico —Victor Lulla is appointed
sales rep for upper New York State.

Electrohome- Leo F. Fitzpatrick,
general sales mgr for consumer prod-
ucts in Canada, assumes added duties
as marketing director for the U.S.;
Ian J. Main is named national sales
mgr in the U.S.; Robert Moore has
resigned effective Aug. 1 to estab-
lish his own distribution organiza-
tion for Electrohome in 11 Mid-
western states.

Fedders-—-Norman Skier is promoted
to field sales director for room air
conditioning and major appliances;
Chick Bigelow is promoted to field
sales director for central air condi-
tioning and heating products.

Frigidaire—L. B. Allen is named to
the newly created post of sales per-
sonnel development mgr: Richard F.
Zoellner, sales mgr of the Dayton
Sales Zone, succeeds Allen as head
of the Denver Sales Zone.

General Electric—Richard B. Mec-
Manus is promoted to mgr of dealer
sales for the New England district
of GE’s major appliance div.: A. H.
Johannesmeyer is appointed mgr-op-
erations for the appliance division’s
New England district.

Jerrold Electronics  Tom Shea is
named sales mgr of the distributor
sales div.; Sidney Brandt is named
general mgr of Jerrold International.

Kelly and Cohen—Hervert H. Schiff
is elected chairman of the board, af-
ter resigning as president; Frank J.
Pizzuto is elected president to suc-
ceed Schiff.

Magnavox—Robert J. Ramsey is
named field service engineer for the
company’s Dallas, Tex., sales zone;
Ramsey succeeds Dave Stegall, who
has been promoted to regional sales
mgr in the Beaumont, Tex., region.

Master Appliance Corp.—Ward Allen
joins the corporation as district field
sales mgr.

Maytag-Regional mgr assignments
in the company’s new Denver branch
are announced : Lorne A. Armstrong,
for parts of Montana and Wyoming;
Doyle L. Lammey, for parts of Mon-
tana, North Dakota, South Dakota:
Carlton O. Shields, for western Ari-
zona; Fred O. Jones, for the Denver
metropolitan area: Ivan K. Fields,
for eastern Arizona; Don M. Harris,
for parts of Wyoming, South Da-
kota, and Nebraska . Joseph A. HyDbl,
for southeastern Colorado: Clarence
(Cy) Krisher, for parts of Colorado,
Ctah, and Wyoming: Ira Rupp Jr.,
for northwestern and central New
Mexico: and Eugene N. Wiechmann,
for parts of New Mexico and Texas.
Jerome L. Maualone is promoted to
regional mgr with Maytag Chicago
Co., succeeding R. G. Susnik, who
moves to Maytag New York Co. Inc.
as a regional mgr.

Mercury Records—Alan Woodman is
appointed staff engineer and Mike
Kawahara 1is named purchasing
agent—Dboth for the home entertain-
ment products division.

Nautilus Industries Inc.—George Mor-
rison resigns as vp-sales to open his
own manufacturer’s rep agency in
New York City.

Pilot Radio Jack Berquist is named
director of consumer acceptance.
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K & S edger-trimmer

A new gasoline-powered grass edger-
trimmer heads K & S Manufacturing
Co.’s new line of edger-trimmers for
1966, consisting of 22 different mod-
els.

The new trimmer, model KS-295,
is equipped with a two hp, four-cycle
engine with a recoil starter. An ad-
ditional new feature on the top-of-
the-line grass edger-trimmer is a
patented automatic curb attachment.

Suggested retail price of the all-
steel constructed edger-trimmer, to
be displayed at the Hardware Show
starting next week, is under $80.
K & S Manufacturing Co. Inc., 6240
Jacksboro Highway, Fort Worth,
Teras.

Imported Fine Products ware

Imported Fine Products offers a Nor-
wegian-styled set of dinnerware, a

teak serving board with handle, and
a4 line of copperwuare from Denmark.

A wide yellow border rims each
earthenware item in the 24-piece set
of dinnerware (shown at

ed together in the center design.

right).
Yellows, blues, and greens are blend-

Included in each 24-piece set are
serving dishes and casseroles, said by
the company to be flame-proof. A
five-piece place setting is offered at
a suggested retail price of $4.50.

Also offered by IFP is a teak serv-
ing tray set (shown at left) with
either two or three Emalox acid-
resistant bowls.

The copperware items consist of
several types of cookware—a nine-
inch dumpling pan and two sizes of
saucepans—as well as two types of
mugs—three sizes of hunter mugs
and three sizes of beer mugs —and
five sizes of dipper ladles. Each item
is made of heavy gauge copper and
has a tin lining. Imported Fine Prod-
wets, 3219 San Fernando Rd., Bur-
buank, Calif.

and that’s nbt all that’s burnt up!

She needs a new toaster. So she’ll be looking in the Yellow Pages.
The chances are 9 in 10 she’ll then take action. Will she see your ad?

When she—and her toast—cool off,
this housewife is going to join the
6.8 million people who turn to the
small appliance headings of the
Yellow Pages every year. (That’s
19% of the entire market!)

When she does look in the Yellow
Pages, chances are 9 in 10 she’ll
follow it up with either a call, a let-
ter, or a visit. (Every 100 references
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Moe Light outdoor fixtures

A five-piece line of Moe Light out-
door fixtures, said to be reminiscent
of the rugged wrought iron styling
of Colonial New England, is intro-
duced by Thomuas Industries, Inc.

Constructed of heavy cast alumi-
num witk weathered black finish and
textured amber glass panels. the line
includes a post lantern, a 291.-inch
and a 20's-inch wall bracket, a
chain-hung lantern, and a wall lan-
tern with 22-inch extending scroll
arms (shown above). Each fixture ix
topped with the traditional acorn
design, except for the chain-hung
model. Residential Lighting Div.,
Thomas Industries Ine., 207 E. Broad-
way, Louisville, Ky.

Melnor oscillating sprinkler

New to Melnor's 1966 line of garden
tools is an oscillating water sprinkler,
as well as three other items. All will
be shown at the National Hardware
Show next week.

The new Sprinkler-with-a-Brain,
model 590, features an Oscillator-
w.th-Water timer o provide a me-
tered flow of water and automatic
shut-off. The unit is able to water
up to 2,200 sq.ft., according to the
manufacturer. Its suggested retail
price is under $10.

Melnor’s other offers include two
hose valves—a Fan Hand spray and
a hose Shut-Off, and a hose hanger.
Melnor's entire line of oseillating
sprinklers has been re-engineered to
provide increased area coverage, The
Triple-Tube Oscillator, model K80
Oscillztor, model 720  Oscillator,
model 610 Oscillator, and model 525
Oscillator are the improved units.
Melnor Industries, Ine., Movnachie,
N.J.

to the small appliance headings of
the Yellow Pages bring 94 calls,
letters, or visits!)

That’s action! Yellow Pages ads
bring that action...a recent exten-
sive national usage study-— consist-
ing of over 19,000 interviews —
proved it.

Call your Yellow Pages man.
He’ll show you what this study

learned about your business. And
he’ll be glad to help you plan your
own Yellow Pages program. You’ll
find him in the Yellow Pages under
“Advertising — Directory & Guide.”

Advertise for action... || Yellow Pages

e EMPLOYMENT
OPPORTUNITIES

SALES REPS & DISTRIBUTORS

An experienced regional manutaciurer of room heiters
with AAA-1 rating is now expanding Natiorally and
i looking for able, sales ropre entat:ves and agpgres
shely-minded distributors to caeey a complete, sound-
Iy supported iine of competitively priced gas amd oil
fired units. P'rotected territorie  and liberal evmmis
sions. Write in confidence, giving a resams. Many
exeellent territories are still opon,

RW7439 Merchandising Week,
645 N. Michigan Ave.. E€hiecago, Vil. bUGI
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Aatwa %o

gy '\j (X
- e
Z. '(ﬁ.\\\ PN

After One Million

P

Mapagine Tope Secorder
apapin T .
e

IERE L TRV PPN VOL LR

/
‘«\ e 12w

'
|
R/ ’

e

Pictured—TP-707 AIWA's latest cartridge-type tape recorder.

AIWA has really arrived

The lid is off . . . off the 1,000,000th tape
recorder manufactured and sold by AIWA.
Today AIWA quality designers and engineers are
working toward many new products that will
offer you what you want to give your customers
—THE VERY BEST THAT MONEY CAN BUY.
Yet Aiwa keeps you in mind and each model

is priced right, the profit is always right.

So why not look ahead and GO AIWA,

OVER 1,000,000 people have and

we're just beginning.

TP-703 The professional sound that will give your
customer hundreds of hours of enjoyment. It’s
our least expensive popular model 3%-inch
tape recorder. (Complete W/AC jack)

TP-704 Here’s a good looking rugged machine with
longer recording Time & AC/DC Operation.
5 inch Tape Recorder.

TP-706 Carry it anywhere, it’s really light, slim and
compact—a 3%-inch Tape Recorder complete
with W/AC jack.

TP-708 A little machine with BIG OUTPUT & TWO-

WAY OPERATION (AC/DC) 4-inch
tape recorder.

TP-703 TP-704
S AN
o,
Qo -

TP-706 TP-708

—AIWA

SELECTRON INTERNATIONAL CO.

4215 WEST 45TH STREET - CHICAGO, ILLINOIS 60632
TWX: 910-221-2709 . CABLE: SELECTINTL - AREA CODE 312 254-7900

SEPTEMBER 13, 1965
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STEREO
L

|
THIS IS |
CROSS FIELD!

EXCLUSIVE
from |
ROBERTS

TAPE
RECORDERS

Cross Field plays the new
LP Stereo Speed of Tomorrow
174 ips. It helps you sell the
full Roberts line.

Fair traded for FULL PROFIT.
[

ROBERTS

a division of Rheem Manufacturing,
an international company
with 75 plants around the worid.

Roberts
Tape
Recorders
from
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LOOKING FOR

EXTRA

PROFITS?

MODEL 670 — Deluxe Aluminum Head

New Home Sewing Machines
Offer You A PROFIT
MAKING OPPORTUNITY.

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

MODEL 556 — Automatic Zig-Zag Model

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

MODEL 170 — Budget Mode!

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

THE

NEW HOME
SEWING MACHINE
COMPANY

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

HOUSEWARES

Ariens introduces new tractor and four attachments

A six hp tractor and four attach-
ments for year-round grounds main-
tenance are the newest additions to
Ariens’ line of Trac-Team outdoor
power equipment.

The self-propelled tractor unit has
four forward speeds plus reverse. A
differential permits sharp turning
without scuffing, according to the
manufacturer.

Attachments include a two-stage
snow thrower (shown at right), a
30-inch reel mower, a 26-inch rotary
mower, and a lawn vacuum.

Through a 240-degree revolving
snow chute, the snow thrower dis-
charges snow a distance of three to
30 ft. and clears a 24-inch path. The
unit is equipped with an adjustable
deflector shield for controlling the
height and distance of the discharge,
and a separate throw-out cluteh to
stop the auger impeller.

The 30-inch reel mower attach-
ment hax five blades, a separate reel
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clutech, and a clipping discharge

changeable from front to rear. With
a side clipping discharge, the 26-
inch rotary mower has an adjustable
cutting height from 1'% to 3%
inches. Included on the attachment is
a safety discharge chute.

The lawn vacuum attachment, with
a 30-inch nose cone and 9 cu.ft. re-
fuse bag, is designed for picking up
grass clippings, leaves, and other
vard litter. Ariens Co., Brillion, Wis.

Corning offers new beverage serving set and roaster

Three new Pyrex beverage serving
sets—each with a carafe, matching
mugs, and a candle-warmer—a roast-
er, and a three-piece saucepan set
are Corning’s newest offers.

Two of the beverage serving sets
include eight-cup carafes and four
10-ounce muygs. Each is available in
either a gold or blue Foulard design,
and has a suggested retail price of
$£6.95.

With an Early American motif,
the third set (shown at right) con-
sists of a 12-cup carafe and six 10-
ounce mugs, as well as a candle-
warmer. Its suggested retail price is
$8.95.

New to Corning’s cookware line is
a five-quart 15-inch roaster in the
blue cornflower pattern. The ceramic
dish, with a depth of 21, inches, can
be used for both baking and broil-
ing, according to the manufacturer.
Features include a two - section
chrome rack and wide rim. The
roaster is to retail at $10.95.

Corning’s three-piece saucepan set
is being offered during a special fall
promotion from September 13 to Oc-
tober 10 at a special retail price of
$12.88.

The set consists of 1-, 11.- and
13)-quart ceramic saucepans with
one clear glass cover and knob. Fea-
tured with each saucepan of the set,
which ordinarily retails at $14.95,
are a chrome cradle and detachable
handle. Corning Glass Works, Corn-
ing, N.Y.

Antique styling highlights gift items from Westclox

As special gift items, Westclox is
offering two antique-styled keyvwound
alarm clocks and two fashion acces-
sory watches.

The filigree-framed alarm clock
(shown at right) features a dial
with black hands and Roman nu-
merals, and a white metal case and
platform. Its suggested retail price
s $7.98.

The second alarm is encased in
brass filigree complemented by a gold
satin foil dial with black Roman nu-
merals. The short brass legs and a
brass loop on top accent the antique
styling of the clock to make it a
suitable boudoir model, according to
Westclox. The kevwound alarm re-
tails for $8.98.

Both antique-styled watches, de-
signed as fashion accessories, fea-
ture embossed scroll pattern dials
with black Roman numerals. One
model is a swinging fob watch on a
filigreed loop chain. Its case is gold-
colored. The other watch is a clip-on
pocket model which can be worn
from a belt. Its clip also snaps back
to make an easel, allowing use of the
watch on a desk or table. Each watch
will retail for $6.98.

In conjunction with these new gift

items, Westclox is offering a counter
display highlighting the new gift
line assortment of antique clocks and
watches. The assortment (No. 19125),
with which the free display is of-
fered, consists of six antique-styvled
clocks and watches. Westelox Div.,
General Time Corp., LaSalle, 111,

MERCHANDISING WEEK
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Model LME 460-0 \—

This Model LME 460-0 RCcA WHIRLPOOL automatic dryer always
was a great value . . . and now at only $128.88 it’s unbeatable. It
comes complete with 4 cycles to dry any fabric just right . . . 3 heat
selections . . . DAMP DRY setting . . . built-in lint screen . . . lots more.
And matching washer is available at a terrific price, too. How’s that
for a profit-making deal for you?

But that’s not all! You can now step up to bigger profits with the
lowest priced RCA WHIRLPOOL automatic washer with MAGIC CLEAN®
filter and SUPER WASH . . . the lowest priced automatic dryer with
MOISTURE MINDER® control and S heat selections. Don’t tarry! Get
your RCA WHIRLPOOL distributor on the phone right now.

It’s easier to sell an
RCA WHIRLPOOL than sell against it!

RCA WHIRLPOOL Appliances are Products of Whirlpoo! Corporation, Benton Harbor, Michigan
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Who ever heard of
an RCA WHIRLPOOL
automatic dryer with
4 cycles and 3 heats
nationally priced at

ONLY $4 S Q88

Price optional with dealer

You just did!

|
[

Model LPE /I 560-0-1

Model LPA 560-0

k) ~atilpool

HOME APPLIANCES

Trademarks &8 and RCA used by authority of trademark owner, Radio Corporation of America.
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There are 26 different brands of
electric Knives you can buy, but;

a cordiess electric knite that carves twice as
long between charges as any other cordiess
electric knife. it's SUPER CHARGED!

hold...slender, more compact, easier to use.
s SUPER SLIM/ s

It you could try them all, you'd choose
lona. S0 would your customers.

QUALITY YOU CAN TRUST VALUE YOU CAN RECOGNIZE

a cord electric knife with the handie you can m

THE lONA MANUFACTURING COMPANY, INC.

MANCHESTER . CONNECTICUT

MERCHANDISING WEEK



The 1965 Christmas catalogs:
more luxury and more profits

Department stores and resident buy-
ing groups and syndicates are play-
ing it safe—and aiming for more
profit—when it comes to selecting
and pricing electric housewares for
their Christmas catalogs. Most
chains and groups are now putting
the final touches on their Christmas
books.

Emphasis in electric housewares,
more than ever, will be on private-
label merchandise and on name-
brand lines that provide price pro-
tection or on which there is limited
price-cutting. Some items in the cat-
alogs will appear without prices—to
qualify for co-op funds even though
the selling price is below the manu-
facturer’s minimum co-op price—but
this will occur less frequently than
in past seasons.

One major reason is that buyers
now have more price-protected lines
that can be shown with prices—
without fear of undercutting by the
competition. “A catalog is no place
to show leaders,” one buyer com-
mented. “We'll save those for news-
paper ads.”

Plenty of co-op ad funds have been
authorized for this year’s Christmas
catalogs. In a number of cases, buy-
ers reported they could be more
choosy in selecting merchandise for
their catalogs; generally, they had
offers of more co-op money than they
needed.

The proportion of pages devoted
to housewares, compared to other
merchandise categories, in this
year’s books generally will remain
the same as last year. In cases where
more housewares pages have been
added, the over-all catalog size has
been increased.

Wider use of full color will be fea-
tured in many of the Yule catalogs
this year. In many books, bath shop
merchandise and Teflon-coated cook-
ware and electrics have been sched-

uled for full-color illustration. One
buyer reported surprise at the num-
ber of manufacturers who sought to
have their products shown in color.

In general, coverage of bath shop
items and Teflon-coated products has
been greatly expanded in this year’s
catalogs. Electric slicing knives, too,
are getting a bigger play, but not
on the same scale as bath shop items
and Teflon-coateds, principally be-
cause of price-footballing complica-
tions.

The catalogs will play up two
themes in addition to the wusual
Christmas gift angle; they will give
heavy play to home entertaining and
also to sprucing up the home for
the holiday season. The latter theme
will be used especially to promote
bath shop merchandise and manual
and electric home floor care products.

More attention to men and the male
gift market is also emphasized in
the new Christmas catalogs: in basic
housewares, electric housewares, and
hardware. In power tools, many of
the books will play up drill kits in
order to avoid the price competition
of the 14-inch drill.

Imported copper items will be
stressed in the gift housewares sec-
tions of many catalogs. Bar goods,
too, will be featured—often as part
of the entertaining-at-home theme.
Tray-table promotions will center on
high-end merchandise. A wider as-
sortment of woodenware, to extend
beyond salad bowls, will be offered.
And condiment sets will give spice
racks a run for space in the new
Christmas catalogs.

More bill stuffers will be used by
larger retailers to merchandise house-
wares this Christmas, in addition to
the catalogs, newspaper supplements,
and regular newspaper advertising.
Teflon-coated cookware should prove
a particularly popular subject for
stuffers going to charge accounts.

KEY MOVES

Lawn Boy James M. Felker joins
the firm as district sales mgr for
Texas, Louisiana, and New Mexico.

Corning—Mary N. Alexander is
named mgr of Corning’s home eco-
nomics department and test kitchen;
Miss Alexander succeeds Dr. Lucy
M. Maltby, founder of the depart-
ment who retired. Armand R. Bob-
rick adds Oregon to Washington as
housewares products sales rep.

Mirro—Jerry Strebel is named sales
rep in northwestern New York State.
He succeeds Douglas Rife, who trans-
fers to Minneapolis.

NHMA-—Richard S. Hockman joins
the National Housewares Manufac-
turers Assn. as public relations mgr,
succeeding Frank Ullrey, who re-
signed because of illness.

Hamilton Beach-  Two new district
sales reps are appointed—Donald D.
Reed, who is based in San Francisco,
and Thomas C. Sanger, for Los An-
geles. Robert A. Ackerman II joins
Hamilton Beach as mgr in the newly
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created position of planning for con-
sumer products. Dean Terry is named
merchandise mgr in the advertising
department.

Shetland—Charles W. “Chuck”
Holmes is appointed divisional sales
mgr for the Midwest. Robert K. Mil-
ler is named vp for manufacturing.

Hamilton Cosco—Albert R. Said is
named vp and general mgr of the
household products division.

Globe Rubber -Jacob Labe III is
named product planner and designer.

Broan—Jack Broan, formerly vp-
sales, is elevated to executive vp.

Oster—Gilbert R. Arnold is named
assistant mgr for advertising and
sales promotion.

Ingraham—Three sales rep agencies
are named to handle the firm’s bat-
tery-operated, decorator clock line:
Myers & Co., of Akron, O.; Sid Sa-
ville Assoc., of Pittsburgh: and Cal
Lewis Assoc., of Menlo Park, Calif.

HOUSEWARES NEWS

O O O O New York City’s housewares pricing drama has
moved out of Act I and well into Act II; but the real
clincher—Act III—is yet to come. Housewares price
cutting, especially on electrics, has been stirred up in
Act II by Alexander’s grand opening on the east side
of Manhattan, next to Bloomingdale’s. Act I occurred
earlier this year when May’s ventured from its Brook-
lyn base onto Manhattan’s 14th Street to take on
Klein’s. Act III comes early in 1967, when Korvette
opens between Macy’s and Gimbels at Herald Square.

A hot fight for consumer attention—and traffic—
already has developed among the three key retailing
areas in Manhattan, and all signs indicate that it is
bound to become even hotter.

There is a personality twist in the Act II drama, too.
Alexander’s hard goods campaign is being engineered
by Jerry Germaine, who left Klein’s to go with Alex-
ander’s. Klein’s hard goods are being merchandised by
Emmanuel Asher, who left Bloomingdale’s to succeed
Germaine at Klein’s.

Slicing knives have been hit especially hard by the
increased competition among retailers. Alexander’s
priced a closeout Universal knife at $6.99. It also of-
fered a Ronson knife at $9.99, which reportedly upset
Ronson officials. Comparison shoppers have been busy
checking prices all over town, and buyers have been
adjusting their prices to meet the “going price.” Even
Bloomingdale’s, which has never been very price com-
petitive, has begun meeting Alexander’s pricing on du-
plicated merchandise. Bloomingdale’s can take heart in
the success of its sister Federated Store, Abraham &
Straus, which has been quite successful in competing
—and turning a good profit to boot—with E.J. Kor-
vette and May’s on Fulton Street in downtown Brooklyn.

0 0O O [ Support for NEMA’s housewares promotion is
growing as additional utilities get behind the October
promotion for electric housewares. The utilities are
working closely with distributors and retailers in their
areas to set up local editions of the Holiday of a Life-
time promotion being offered by the electric house-
wares section of the National Electrical Manufac-
turers Assn. (MW, 30 Aug., p.18).

The Electric League of Rhode Island, Philadelphia
Electric Co., and Mississippi Power & Light are the
latest organizations to promise full support. NEMA
also has received inquiries from additional utilities,
which are expected to join the list.

In addition, many utilities are expected to step up
their promotional activities for electric housewares
during the Christmas gift season. In aiming for in-
creased utility support for the housewares industry,
NEMA has been stressing the fact that electric house-
wares are now the No. 1 residential load builders.

OO OO Norelco imported three out of four shavers
brought into the U.S. during the first half of 1965.
Total value of all imported shavers during the period
reached $2.01 million, of which the Netherlands’ share
was $1.51, million. Practically all shavers imported
from the Netherlands are marketed by Norelco. A total
of 575,796 shavers were imported during the first half,
of which 441,328 came from the Netherlands. The fig-
ures were compiled by U.S. Customs.
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HOUSEWARES NEWS

U1 [J [ [J Variety chain buyers will be busy in New York
City next week: at the National Hardware Show at
the Coliseum, and at the Variety Merchandise Fair,
at the Trade Show Building. Some housewares-hard-
ware exhibitors will be showing at both places.

Variety chains are expected to step up their promo-
tional activity for electric housewares this fall, hitting
with sharp pricing on private-label items—particu-
larly in one-price promotions—while aiming for profits
with price-protected name-brand lines.

The Variety Fair gets a one-day jump on the Hard-
ware Show by opening on Sunday—=Sept. 19. A third
show—an “overflow” from the Hardware Show—also
opens Sunday, at the Henry Hudson Hotel, around the
corner from the Coliseum.

(] 0 0 [ The first Corning Ware covered casserole will
be available at retail beginning in November. This is
the first covered baking dish primarily designed for
top-of-range use in the Pyroceram-brand glass-ceramic
line of Corning Ware. The 1%-quart dish is oblong-
shaped, designed especially for use with frozen foods.
The casserole, with clear glass cover, will be fair-
traded at $4.50.

(J 0 J OJ Hamilton Beach has six fair-trade states set
for its Convertible (battery and plug-in combination)
electric knife and its deluxe electric knives. Intentions
to fair-trade the two models were announced at the
July Housewares Shows (MW 19 Jul., p.35). The Con-
vertible has been priced out at $59.95; the deluxe unit
will be fair-traded at $29.95 list. At present, the pro-
gram will be limited to California, Illinois, Massachu-
setts, New Jersey, New York, and Wisconsin.

[J 0O The spy who came in for hot coffee: Berkay
Industries, which makes the Insta-Brewer coffeemaker,
and Universal Pictures Co. are offering retailers a
promotional tie-in between the coffeemaker and the
highly acclaimed spy thriller, The Ipcress File. In the
film’s opening three-minute sequence, Michael Caine,
a spy with a gourmet touch, is shown brewing his
morning coffee with an Insta-Brewer. The Insta-
Brewer/Ipcress promotion starts this month in major
markets. It will be built around radio, tv, and news-
paper ads, consumer contests, and in-store display ma-
terials for retailers.

(1 000 New York openings: General Electric Co. has
relocated its Brooklyn Servicenter at 38 Bond St., and
it is now open for business. Eureka Williams Co. has
moved to expanded quarters at 404 Park Ave. South;
Dorian Hull is Eastern sales manager.

GE, meanwhile, plans three additional new Servi-
center openings: one in Bridgeport, Conn., in late fall;
a relocation in Cleveland in December; and a new cen-
ter in Reading, Mass., for next month.

0O O O O Clarification: Westinghouse’s $3 consumer re-
fund offer—which ties in with the National Electrical
Manufacturers Assn. Holiday promotion—applies to
four Royal Lady models and six regular-line electric
housewares. A report in these pages (Mw, 30 Aug.,
p.19) gave the erroneous impression that the offer was
limited to Royal Lady items.
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Wunamaker's training seminar: getting to the head of the class in sales

Wanamaker’s training seminar:
paying off at the cash register

Housewares clerks headed back to
school recently for a postgraduate
course in selling. The site was Phila-
delphia’s plush Presidential Hotel;
the school was the Second Annual
Sales Training Seminar, staged
jointly by John Wanamaker, the
giant department store chain, and
its key distributor, Everybody’s Sup-
ply Co.

“Every manufacturer who partici-
pated last year had at least a 199
sales increase over the year before,”
noted Wanamaker's housewares mer-
chandise manager, Art Smith. And
this, no doubt, was the reason that
none of the 23 manufacturers who
participated in last year’s seminar
dropped out of this year’s program.
“It was a question of holding down
the number of participants,” said
Samuel Fingrutd, Everybody’s pres-
ident.

This year, 32 lines from 28 manu-
facturers were displayed and ex-
plained to the entire housewares
sales force of Wanamaker’s seven
stores.

Clerk attendance was up this vear,
primarily because Wanamaker’s has
added a new store—in King of Prus-
sia, Pa.—since last year. Nearly 140
clerks, including part-time workers,
attended the mandatory seminar “on
company time.” Buses and Wana-
maker automobiles transported sales
personnel to both the morning and
evening sessions.

Both sessions were divided into 13
classes of 15-minute duration. From
three to five clerks attended the
classes of the manufacturers whose
products they sold

Cost of the seminar was divided
equally among participating manu-
facturers. “Under $100 for each com-
pany,” declared Fingrutd. “That’s
less than a dollar per clerk for the
manufacturer to give his sales pitch.”

Administration of the seminar was
the sole responsibility of Every-
body’s Supply Co., even though it
handles only nine of the 32 lines rep-
resented. “It is a service to our ac-
count,” Fingrutd explained.

Manufacturers were particularly
pleased about reaching the entire
staff of a large account in one day.
“Store hours are approaching the
supermarket level, remarked a rep-
resentative of bath shop producer
Joseph A. Kaplan & Sons. “I'm lucky

if I get to see one-fourth of the
housewares people when I visit the
department. And look at Wanamak-
er's—they’ve got seven stores.”

Timing of the seminar is planned to
bring clerks up-to-date on the new
fall lines. Attendance was not limited
to clerks, however; numerous Wana-
maker executives (including pres-
ident Richard Bond), advertising
personnel, and decorators attended.

Staff reaction to the seminar was
enthusiastic. Said one veteran sales-
woman, “This is a good time of the
year to learn about all the new prod-
ucts. I'm told about the new fea-
tures and their selling points.”

“We get a chance to see the full
lines,” another saleswoman added.
“Then we can tell the buyers what
our department needs or is lacking.
Customers think it is just ridiculous
when Wanamaker’s doesn’t have a
well-known product.”

How much training is retained by
the clerks who attend was a question
raised by the representative of one
manufacturer. Fingrutd's reply: “If
the girls remember 509 of what they
see and hear, we’ll be happy.”

“The results speak for themselves
in the greater confidence on the part
of the clerks,” said Everybody’s sales
and promotion manager, Ed Wolf.
“That confidence is reflected when
they discuss merchandise with their
custamers.”

Wider use of the sales seminar is
the hope of several manufacturers.
“I wish more stores across the coun-
try would do the same thing,” said
Gene Ruffing, sales manager of Club
Aluminum.

“Wanamaker’s biggest problem is
educating sales people,” said Art
Smith. The sales training seminar
may well be part of the answer to
Wanamaker’'s—and other retailers’—
problem.

Participating manufacturers were:
Dominion, General Electrie, Oster,
Proctor-Silex, Sunbeam, Shetland,
Waring, Bissell, Hagerty, Quickie,
Dennis Mitchell, Heritage House,
Lou Ehrlich, Corning, Oneida, Robe-
son, Revere, Rubbermaid, Wearever,
Hamilton Cosco, Salton, Magicolor,
West Bend, Joseph A. Kaplan & Sons,
Frohoch-Stewart, Lenox, Club Alu-
minum, and Frederick Wholesale,
which distributes Atkins private
label. Robert C. Rowe
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SUSTAIN
SUSTAIN
SUSTAIN
SUSTAIN
oSUSTAIN
SUSTAIN
SUSTAIN
SUSTAIN
SUSTAIN
SUSTAIN
SUSTAIN
SUSTAIN
SUSTAIN
SUSTAI N in Merchandising Week!
SUSTAIN
SUSTAIN
SUSTAIN
SUSTAIN
SUSTAIN
SUSTAIN

Getting attention is great... keeping it is even

greater because this business thrives and strives

the year 'round. Sustain interest...maintain
momentum...tell your story big, bold and often 1n
Merchandising Week. Most powerful. Most penetrating.
Zeroed-in retail coverage that picks the bone clean.
Monday-morning impact again and again, week after
week. Sustain where? In Merchandising Week!

MEA’CH/I/VD/SM/%[[K

The Interpretive News Weekly
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Retailers tapping profits with

Drinking water, too, has its ups and
downs: as the nation’s supply of
good-tasting water dwindles, the
marketing potential for portable wa-
ter treatment products increases.

In many areas of the country,
drinking water is heavily chlorinated
for purification and, consequently,
often unpalatable. And the worst is
vet to come: with ever-increasing
water shortages, both the local and
federal governments are looking to
desalinization of seawater and purifi-
cation of now-polluted river water as
solutions. At the same time, the in-
crease of poor-tasting water has led

portable water purifier

Aquaspring:

water purifiers

major retailers, such as Sears,
Ward’s, and Macy’s, to increase their
lines of water treatment products.

There are four basic categories of
water treatment products: softeners,
purifiers, filters, and demineralizers.
Despite the vague but widespread
feeling that these products are essen-
tially plumbing products, portable
water treatment items are readily
adapted to housewares-hardware and
bath shop merchandising.

Tie-ins built around appliances—
steam irons and refrigerators, for
example-—are being used to promote
water treatment products. Demineral-

here are
a couple
of pointers
on {

Two pointers,

PROF IT

s, to be precise. The Lady Vanity

i Electric Kmfe (EK-1), complete with Wall
| Table Storage Rack and the new Lady
Vanity Cordless (EK-5), complete with Re-

the Point?

charger and Storage Rack. Both are promo-
tionally priced and both allow you to meet
any competition while still giving you a re-
spectable margin of profit. Handsome, pow-
erful and performance proven, both come
with Merit’s exclusive full-year, over-the-
counter replacement guarantee. Nearly half
a million were sold in 1964—profitably. Get

product

[ [ady Vanity

Electric Knives + Hair Dryers
Coffeemakers » Skillets - Defrosters
Ranges ¢ Ice Cream Makers

50

L L L T )4
EREPLACEMENT GUARANTEED =;

= if defective within one year
290009990999000999009900099909999999
MERIT ENTERPRISES INC., BROOKLYN, N.Y. 11208

izers are a natural add-on sale with
steam irons; the full markup on de-
mineralizers helps boost profits on
the irons, which generally carry
lower margins. And filters, which can
be used with ice cube trays, are an
easy add-on sale with refrigerators.
On an installment plan, the increase
in payments caused by adding a filter
is minimal.

A portable water softener that hooks
up directly to the sink tap is avail-
able under the Wantz label of Illinois
Water Treatment Co. The unit is
promoted primarily for use in wash-
ing hair and washing lingerie. The
unit softens about 30 gallons of wa-
ter (of average hardness) before
requiring regeneration with table
salt. Suggested list price is $9.95.

A home water purifier called Aqua-
spring (shown above, left) is made
by the American Machine & Foundry
Co. Aquaspring is actually a distil-
ling device: vapor condenses on a
cool area of the unit, then runs into
a flat-sided two-quart bottle. Aqua-
spring, which runs on electricity,
can purify up to six quarts of water
per day: suggested list price is
$:34.95.

A countertop water filter—Eaton’s
IF19—connects by hose ta a diverter
valve that screws into the tap in
place of the aerator. Eaton claims
that disposable charcoal filter re-
moves “objectionable taste, odor, dis-
coloration, chlorine, sulphur, rust,
scale, metallies, and algae,” and that
it lasts from six to eight months of
normal use.

Hammacher-Schlemmer, the fash-
ionable New York City housewares
specialty store, reportedly has done
a good job with the Eaton filter at
$19.95 list. Other major New York
stores also have taken on the item.

A number of demineralizers are also
on the market; most of them operate
on the same principle: each contains
resin beads that remove the minerals
from the water. Since most water
contains minerals that clog steam
irons, demineralized water generally
will prolong the life of the iron.

DEEM is the demineralizer manu-
factured by Chrystal Laboratories,
of East Hartford, Conn.: it retails
for 98¢. It consists of a polvethylene
bottle and a connecting filter. Water
is squeezed through the filter.

SSS-T  demineralizer, made by
Fast Chemical Co., in Yonkers, N.Y.,
comes in three sizes: 8-, 18-, and
26-0z. All three sizes retail for under
$1, refills for under 50¢.

Wantz also has a demineralizer.
The filter has a two-to-three-gallon
capacity. The complete unit retails
for 98¢ and replacement filters are
two for 98¢.

Another demineralizer, a 26-oz.
model produced by Northwest Fac-
tery Service, in West Hempstead,
N.Y ., retails for 99¢: refills are 49¢.

Culligan is competing with both
demineralizers and water softeners.
Culligan has two portable demineral-
izers: a 6-gallon-capacity unit at a
suggested retail price of $3, and a
12-gallon-capacity model with a sug-
gested retail price of $4.60; neither
unit takes refill filters.

Sales of water treatment products
reached a respectable $250 million
last year, according to the Water
Conditioning  Foundation figures.
Housewares retailers, who now ac-
count for a trickle of <hat trade.
have an opportunity to turn on sales
in this growing market.

MERCHANDISING WEEK
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OFFICE OF THE PUBLISHER

August 23, 1965

On October 18th...

MERCHANDISING WEEK will publish a MAJOR APPLIANCE
MARKETING ISSUE which will supply the industry with
marketing/merchandising information never before
published.
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This issue will represent several months' planning
and preparation, including a depth survey with a
sample of 6000 retailers throughout the country for
a clear, current picture of the marketplace. All
major appliance product categories will be covered
in detail...refrigerators, freezers, home laundry,
ranges, ovens, room air conditioners, humidifiers,
dehumidifiers, central air conditioning, dishwashers
and disposers.
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Retailers will find this fact-packed issue useful for
complete marketing information, merchandising ideas
and the buying guides they need to plan with confi-
dence. New insights on co-op buying groups, industry
promotions, service and product features are just a
few of the many subjects covered.

Cordially,

K/’Scwu

Dale R. Bauer

A Mc BRAW-HILL PUBLICATION 330 WEST 42nd STREET NEW YORK, NEW YORK 10036

SEPTEMBER 13, 1965 51



N OI e dea I el s An up-to-the-minute tabulation of estimated industry shipments of 18 key products.
New figures this week in bold-face type.
[ | date 1965 1964 % change
FLOOR CARE PRODUCTS
floor polishers July 66,958 10,077 - 445
T Months 648,644 646,061 4+ 40
vacuum cleaners July 329,170 294,871 + 11.63
1 Months 2,723,308 2,461,949 + 10.62
HOME LAUNDRY
dryers, clothes, elec. July 85,581 86,765 - 1.3
1 Months 570,103 504,687 + 1296
dryers, clothes, gas July 42,156 39,306 + 125
T Months 286,774 273,439 + 4.88
washers, auto. & semi-auto. July 311,756 298,259 + 453
7 Months 2,053,978 1,924,564 + 672
wringer & spinner July 44,334 53,367 - 16.93
7 Months 339,207 377,431 - 10.13
OTHER MAJOR APPLIANCES
air conditioners, room June 335,900 366,600 - 83
6 Months 2,198,300 1,834,200 + 19.85
dehumidifiers July 22,300 32,700 - 31.80
1 Months 178,600 168,400 + 6.06
dishwashers, portable July 19,000 15,300 + 2418
T Months 191,700 152,100 + 26.04
dishwashers, under-counter, etc. July 59,700 58,300 + 240
T Months 445,800 392,600 + 1355
disposers, food waste july 115,600 102,000 + 13.33
7 Months 743,600 725,300 + 252
freezers, chest July 60,100 41,500 + 44.82
T Months 264,500 261,800 4+ 1.03
4 N . freezers, upright July 711,200 69,100 + 11.72
1 Months 398,100 402,900 - 119
ranges, elec., free-standing July 87,700 18,200 + 1215
1 Months 713,200 653,000 + 922
ranges, elec., built-in July 40,800 64,500 - 514
T Months 446,000 468,500 — 4.80
ranges, gas, total July 155,500* 159,600 - 257
1 Months 1,229,800 1,230,500 - .06
refrigerators July 439,100 444,300 - 117
T Months 2,775,700 2,651,500 + 4.68
water heaters, elec. (storage) July 85,700 73,500 <+ 16.80
1 Months 622,300 579,800 + 1.3
’ water heaters, gas (storage) July 217,930 216,430 + .69
Don't go off the deep end on 7 Mouths 1502730 14622460 - 738
. ’y:
your fall selling plans 'til you CONSUMER ELECTRONICS
see the new Norge Room Air phonos, mfrs. ship., port.-table June 321,945 310742 4+ 341
g 6 Months 1,427,422 1,047,190 + 3631
Conditioners at your Norge distributor sales June 14299 1M - 1.3
6 Months 1,250,973 989,010 + 2649
. . y
Distributor’s Open House (Oct. phonos, mfrs. ship., console June 171,25 153027 4 1191
] ] 6 Months 681,538 656,819 + 4.68
10-17). Big news on far-out trips, distributor sales e AN 12606 — 1163
. . 6 Months 610,988 658,335 -1
gl’eat new pl’Od UCtS, traffIC'pUIHng radio production (ex. auto) August 130 258,114 + 22.94
. w 34 Weeks 8,660,374 6,382,751 + 35.68
promotions...you name it! distributor sales June 100575 868247+ 11.54
6 Months 5112,766 4,019,448 + 21.20
b&w television production August 154,660 140,315 + 10.22
34 Weeks 5,032,511 4,885,508 + 3.0
distributor sales June 533,123 613,124 — 13.05
N O R G E b Months 3386935 34430713  — 163
color television production June 714,405 711,785 + 3
6 Months 3,962,334 3,893,456 + 11
appliah:c"e‘: BURG WARNER l‘;luzlnyo f:)ef:lininclsl;ci(::e:f)SzzDMion;eHn'Li;nAa| f\;’ée}:;angi;z‘;anz;z:. 14,200 high-oven models, 21,203 bailt-ins, and
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To Company Presidents:

Isthere any way to make certain
all your up-and-coming executives
read this publication regularly?

\=\

Sure!
Clip this ad and route it to everyone.

You can’t take the time to tell everybody in your organization everything that’s
going on in our industry. And you don’t have to.That’s our job. What are your
competitors doing? What are your customers thinking? What is, what was, what
will be? It’s all here on our editorial and advertising pages —reported as fast as it
happens, exactly as it happens, plus what’s likely to happen asa result. If you take
the time to read this publication regularly, your executives should be doing the
same.Tell them how you feel. In a nice way, of course. Send along this ad.They’ll
get the message and your company will reap the benefits.
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WHAT MAKES MAYTAG DEPENDABLE

Nothing gels under our skin

Strip a Maytag down to bare metal and you've still got superior pro-
tection against rust and corrosion. Every Maytag cabinet is made of
zinc-coated steel. Not just an ordinary brushed or blown-on coat, but
a bonded zinc coating on the basic steel. On top of all this the prime
coat on every Maytag is the same type epoxy finish used on boat hulls
for protection against water damage.

One more reason why Maytag dependability is based on fact not
fancy. The Maytag Company, Newton, lowa.

MAYTAG

the dependable automatics
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