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4@ 0O 0O O Distribution dilemma:
The profitable path from the
manufacturer to the consumer
winds through a maze of forces
and counter-forces. Is the best

e route through direct, branch, or

e independent distribution—and

: inllem_.,,mn ; manufacturer where do retailers fit into the
nt 'distnhutnr puzzle? For a map of the near
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OOOCOA $7.40 AM-FM radio
from Taiwan should sharpen
price competition on imported
radios. This low f.0.b. price comes

.
N
]
A
B from Dah Seng Hong, largest
N
q
&

producer of transistor radios in
Taiwan. McGraw-Hill World
News in Taipei reports that Dah
< Seng Hong completed 10,000 of
the 9-transistor AM-FM sets for
shipment to the U.S. at the end
of November, and it has a U.S.
order to build 50,000 more of the
sets by the end of March. The
price is expected to drop to $6.50
f.o.b. by the middle of next year.
Total Dah Seng Hong production
this year will total about 420,000
sets; estimated production for
next year is about 600,000 sets.
Dah Seng Hong is presently
building the sets for Shin-shira-
suna Manufacturing Co. of Ja-
= pan, but next year the Taiwan
(S ‘Q “ company plans to take some
NgmpmuuE ~.------= orders itself, rather than only
§ T doing subcontract assembling for

“ r's Japanese companies.
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0‘ 00O O Color tv troubles: As
! | color booms at home, U.S. manu-
| |
¢

facturers are running into in-
creasing problems abroad. U.S.

) tv equipment manufacturers and
i ‘ - government representatives have
manufacturer ,‘ - 4 launched a last ditch effort in
aivect Latin America to save some for-
niahdTaitrer | manutacturer.- eign color tv markets for the U.S.
"’"’Yﬁf‘ NTSC system. Only Japan and
Canada continued on p.3
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SOLID STATE

rvin STEREO |
ST

Line with the

Arv’n Solid State CLOCK RADIO
-
in Deluxe Walnut Wood-Grain Cabinet

The Solid Profit

TICKET
1G RS

Arvin Solid State, AC powered 5 transistor
radio chassis teamed with precision full-fea-
ture clock. Includes every wanted conven-
ience: '‘Wake-to-Music," ‘“Wake-to-Alarm,"
Slumber Switch, Doze Light, plus "Repeat-A-
Call’” alarm. Precision vernier tuning, 4* Velvet
Voice speaker, sensitive rod antenna.

Arvin Model 56R38 Sugg. retail $29.95

New extra length Solid State Stereo
Phonographs with FM/AM/FM radio in
Genuine Walnut Veneer Cabinets

Arvin gives you more to offer your big-
ticket console customers! Two new top
of the line Stereo combinations with
quality performance at a price which is
T e e realistic for them—and more profitable
Fine furniture styling and detail in a mag- i X
nificent 58° cabinet of genuine Walnut for you! With Arvin you can offer luxury-
veneer and selected hardwoods. length cabinets of genuine Walnut ve-
Arvin Model 86P58  Sugg. retail $359.95 .
neerand selected hardwoods; acoustic-
ally balanced 6-speaker sound system;
advanced solid state circuitry for instant
play, cooler operation; 4-speed deluxe
automatic changer with Diamond need-
le; six separate controls including bass,
treble, volume, and stereo-balance for
personalized tuning—PLUS superb FM/
AM/FM Stereo radio.

Arvin Solid State Stereo Phonograph

Arv:n SOLID STATE HI-FI
TAPE RECORDER AND PLAYER
Best buy under $50! Weighs only 5 Ibs., re

Here are the outstanding models in an

entire line of Arvin all wood Walnut cords and plays back at 3% or 1% ips. Tran-

veneer Stereo Consoles, priced from sistorized Solid State chassis for instant play,

$94.95 to $359.95. Step up to Arvin cool operation. Capstan drive foraccurate tape

- N . speed, utmost fidelity. High impact black plas-

Arvin Solid State Stereo Phonograph Stereo . . . your big-ticket line to solid tic case. Comes complete with microphone,
with FM/AM/FM Stereo Radio profits. 225 ft. tape, two 3" reels, 1 roll splicing tape.

An exciting concept in contemporary styl-
ing, a 52* cabinet of genuine Walnut ve- Arvin Model 86L19 Sugg. retail $49.95
neer and selected hardwoods.

Arvin Model 86P48 Sugg. retail $329.95
For complete

information, write,
wire or call .
Visit these permanent show spaces:

Chicago, Merchandise Mart—1477

New York, 230 Fifth Ave.—612 v. ®

San Francisco, Merchandise Mart ! .

Hollywood, 1025 N. Highland Ave. 3 pias Y ARVIN INDUSTRIES, INC.
541 Arvin Sales Dept., Columbus, Ind. * A Consumer Products Div., Dept. E-9, Columbus, Ind

®
AI'VII" Solid State FM-AM RADIO

in Deluxe Walnut Wood-Grain Finish

A delight to demonstrate! Powerful 11 tran-
sistor Solid State instant play chassis, AC
powered for finest AM and FM reception,
Special push-pull output tor extra power. Var-
able tone control. Switchable AFC. Lighted
slide rule dial. Big 5" speaker. Shim line molded
plastic cabinet.

39 sq. in. picture 172 sq. in. picture

-y

Arv’n SOLID STATE 9" TV

Plays Anywhere—On battery or AC

®

= AI'VII'\ 19” ALL-CHANNEL PORTABLE TV
d .g Sell TV's newest portable market. This new ARVIN all-
£

Big screen portable TV at its best. Keyed AGC for steady
picture. One time VHF ““memory tuner’. Front facing 5°
Velvet Voice speaker. 3-stage high gain IF amplification
for sparkling clear pictures even from hard-to-get stations,
Stim, clean lined on-the-go styling in Two Tone Beige
with Gold Trim,

Arvin Model 66K48 Sugg. retail $139.95

channel TV goes anywhere, plays anywhere. Operates
on rechargeable battery pack (optional) or regular AC
power. Weighs only 11} Ibs. Super-bright picture locked
n with AGC. High gain IF amplification for top fringe area
reception. In Wood Grain firish.

Arvin Model 66K18 Sugg. retail $139.95

Arvin Model 36R48 Sugg. retail $54.95
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now use NTSC. Although Brazil is considering NTSC,
Argentina is already tentatively committed to the
French system.

The French and West German systems are gaining
an edge in Europe, too. The U.S. decision, after govern-
ment and industry collaboration to find a solution: send
technical help and information to Latin American na-
tions, particularly Argentina, Chile, and Venezuela—
all key markets—and name a group to study the world
market with an eye to drawing markets away from the
French and West German systems.

0O O O O MARTA has strengthened its position with a
more stringent system of billing, to be inaugurated
at the first of the year. Under the new system, MARTA
will assess its dealer-members when they buy outside
the co-op. Previously, MARTA members handled all
aspects of transactions outside the co-op as individ-
uals; now they will be required to submit copies of in-
voices for their non-MARTA transactions.

MARTA'’s action is designed to strengthen the posi-
tion of suppliers who sell the co-op as a group, by put-
ting billing assessments on a more equal basis; before,
MARTA had assessed members only for group trans-
actions—those in which MARTA handled the billing
of its members.

Just last month (Mw, Nov. 8, p.3), Zenith’s New
York factory branch decided to stop selling to New
York buying co-ops. (Zenith still sells MARTA New
Jersey.) MARTA New York is now splitting its Zenith
spending—a $5 million buying volume—among other
manufacturers—who deal with MARTA as a co-op.

0O O O O Frigidaire's St. Louis zone has cut prices on
some refrigerator models. The reductions range from
$10 to $43. Only a few weeks ago, Frigidaire instituted
similar cuts in the highly competitive Chicago market.

OO 00 A new string of Originals will be introduced
by Kelvinator at the winter market in Chicago. The
new Originals—all decorator-front refrigerators—
will not replace or delete the existing line of design-
oriented refrigerators. About 90% of Kelvinator’s up-
coming line will feature new designs; the remainder

will feature variations of current designs adapted to
units in new sizes. Prices will be about the same as
those of the current Originals line.

In recent weeks, a number of companies have intro-
duced refrigerators with textured fronts—not “deco-
rated” in the strictest sense, as are Kelvinator’s. (Gib-
son and Amana, however, do have units incorporating
color and design.) Those offering units with wood-
grained fronts include Frigidaire, Philco, and Sears,
Roebuck.

OO0 0O The costs of a New York show for the home
electronics industry are being explored by the major
tv manufacturers as an alternative to the 1967 Music
Show, now set for Chicago’s McCormick Place. Set
makers are unhappy with the National Assn. of Music
Merchants decision to move the Show to McCormick
Place.

0O O O O Sylvania policies will not change; this pro-
nouncement was made by John Morgan at his first
press conference as president of Sylvania Home En-
tertainment Products Corp. Morgan succeeded Robert
J. Theis, who left Sylvania for a vice presidency at
ITT.

OO 00 The tv industry is sweating out a strike at
Phelps-Dodge Copper’s Inca Manufacturing Division,
one of the major suppliers of copper wire for color tv
deflection tubes. The strike, which began Dec. 1, has
already shut down the color yoke production lines at
Advance Ross Electronics Corp. RCA and F. W. Sick-
les, also suppliers of yokes, reportedly have a 30-day
supply of wire on hand. At the weekend, negotiations
to settle the strike had resumed as the industry hoped
for an early settlement.

OO0 O An electric window washer from Eureka-Wil-
liams? The company last week denied that it was plan-
ning to be the first manufacturer into the field next
month at the Housewares Show. R. C. Connell, vice
president for sales, said the firm would not introduce
an electric window washer in “January or February.”
Beyond that, he would not commit himself.

Industry toasts 1965, predicts more cheer in 1966

If appliance-tv retailers, distribu-
tors, and manufacturers are joyous
this Christmas week, they should be
even happier next year at this same
time.

The reason: predictions of continued
sales prosperity. The National Elec-
trical Manufacturers Assn. forecasts
that industry shipments of major
electric appliances are expected to
vault over the magic 2 billion mark
in 1966. The gas industry is also
predicting another record sales year
(see p.8).

EIA prognosticates another boom-
ing sales year in consumer elec-
tronics. The Electronic Industries
Assn.’s 1966 outlook: b&w tv, 6.1
million sets; color tv, 4.3 million
sets; radio, 14.7 million home units;
phonographs, 1.9 million consoles
and 3.6 million portables; tape re-
corders, 560,000 units.
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NEMA predicts a 4.29, increase in
dollar value of majors shipped in
1966, from an estimated 1965 total
of $1,974,247,000 to $2,057,026,000.
NEMA expects unit shipments in
seven of eight products categories to
rack up gains in the coming year
(see chart at right for details).

On a percentage basis, automatic
dishwashers should lead the appli-
ance group in 1966, according to
NEMA, with shipments expected to
increase 10.1%, and portable models
leading the way. But the volume
pace-setter will be the old sales stal-
wart, the refrigerator, which is ex-
pected to break through the 5 million
unit barrier for the first time.

Shipments of room air conditioners
are also expected to reach new highs
in 1966, with an anticipated rise of
6.1% sending this product category
over the three million mark.

Number of Units (add 000) Percent Change

PRODUCT 1964 1965 1966 65/64  66/65
{Forecast)

Refrigerators 4545 4870 5015 + 7.2% + 3.0%
Food Freezers I

Chest 435 450 455 + 3.49% + 1.1%

Upright 675 690 710 + 2.2% + 2.9%

Total 1,110 1,140 1,165 + 2.7% + 2.2%
Ranges (over 214, kw) ) - -

Free-standing 1,150 1,295 1,350 +126% + 4.2%

Built-in 815 780 795 — 4.3% + 1.9%

Total 1,965 2,075 2,145 + 5.6% + 3.49%
Storage Water Heaters 1,000 1, 100 1,116 +10.0% + 0.9%
Dishwashers T

Portable 340 470 525 +38.2% +11.7%

Built-in 710 820 895 +1559% 4 9.19%

Total - 1050 1,290 1,420 +22.9% +10.1%
Food Waste Disposers 1,300 1,355 1 410 + 42% + 4.1%
Dehumidifiers 205 205 205 0 -0
Room Air Conditioners 2,755 2,960 3,140 + 74% + 6.1%'
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BECAUSE CLEANABILITY SELLS MORE RANGES TODAY...

—otpoint ranges
clean easier
O ways tor 60!

CLEAN-WIPE CONTROL PANEL has tough,
baked-on porcelain finish; control knobs
detach to make cleaning even easier.

RECESSED SPILL-PROOF TOP puts cooking
surface below countertop; protects counter
and range front from messy spills.

REMOVABLE DRIP PANS and trim rings slip
from hinged, self-cleaning surface units and
clean quickly in the kitchen sink.

MERCHANDISING WEEK

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




HOTPOINT RANGES FOR '66 ARE ALL-NEW, ALL TOTAL-CLEAN.

Hotpoint knows.. YOU know. . that the big pain-in-the-neck about
ranges has always been cleaning them. Your customers know it, too.
They want ranges that clean easy, all over.

So Hotpoint gives ‘'em what they want! We were very successtul
with easy cleaning in 1965, with our slide-out, sponge-off, Teflon-
coated ovenwalls. Butthat's just the beginning. Now we ve re-designed
our entire line from top to bottom, for
quick, easy TOTAL-CLEAN. Llook at the
features on this page. You'll see how
TOTAL-CLEAN can help you sell!

What's more...besides the easy-
tell easy-sell TOTAL-CLEAN story...
Hotpoint gives you the best-looking
ranges ever. Packed with teatures.
Yet still priced for the mass market.

Anybody can afford em. ..
everybody will want 'em...

Hotpoint TOTAL-CLEAN
ranges for 1966

REMOVABLE OVEN DOOR lifts up and off TEFLON-COATED OVEN WALLS slide out REMOVABLE STORAGE DRAWER detaches
with one easy motion for easier cleaning. and sponge clean. Burnt-on grease and completely. Cleaning under range is easier
spatter wipe off. No scouring ever! because there's no floor-level cross-brace.

o . :
first with the ranges women want most

HOTPOINT * A DIVISION OF GENERAL ELECTRIC COMPANY * CHICAGO, ILLINDIS 680644
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Norge is about to take the wraps off the
hottest news in appliances. Why not get in
on the unveiling at your Norge distributor's?
You'll get the good word on an introductory
promotion second to none plus a chance for
volume sales and profits you haven't seen the
likes of in a decade. Look for the Norge Man
sporting a red plaid vest. He's Good News!

NORGE

— .
appliantee Bnns/ WARNER

WASHINGTON NEWS

0 0 0 O The adjourned hearing on import labeling will
be resumed on Jan. 5 by the Federal Trade Commis-
sion. The FTC continued the Dec. 6 hearing—on the
labeling of radios, tv sets, phonographs, and tape re-
corders made up of imported components—simply be-
cause all interested parties did not have time to testify.

Key charge at the first session: board chairman Rob-
ert C. Sprague of Sprague Electric Co., of North Ad-
ams, Mass., said U.S. producers of finished items often
accept components from foreign suppliers that they
would reject as inferior from U.S. suppliers. He said
price is the major factor.

Sprague represented the parts, tube, and semicon-
ductor divisions of the Electronic Industries Assn.
(EIA). Vice president Armin E. Allen of Phileo Corp.,
representing EIA’s consumer products division, said
Sprague’s statement “is not true.” But the commission-
ers seemed intrigued by Sprague’s charge; the case
could hinge on its validity.

Sprague submitted a survey purporting to show that
U.S. consumers prefer to buy end products made in this
country. He urged the FTC to require some label—such
as “manufactured in the United States using some se-
lected imported components”—on those items that in-
clude imported parts. It would not be necessary, he
added, to identify the imported components or their
country of origin. Allen argued that any labeling is
unnecessary, that U.S. manufacturers stand behind
their products regardless of component origin.

0 000 Volume of appliance sales for new housing ex-
pected in the coming year is uncertain—mostly because
the volume of new housing starts is uncertain.

The Commerce Department expects single-family
housing starts to increase slightly in 1966, with virtu-
ally no increase in multi-unit starts. But the Commerce
survey was taken before the Federal Reserve Board
increased its discount rate—raising from 4% to 4.5%
the interest rate banks pay for borrowing money from
the Federal Reserve System.

News of the Board’s interest rate hike spread quickly
through the entire lending community. Usually, the
first result of such action is to put a damper on the
housing construction industry, which operates almost
entirely on borrowed money. Another result: increased
cost of doing business for appliance manufacturers,
distributors, and retailers who use borrowed funds.

0O 0O 00O A clarification of franchise operations should
be coming from the Supreme Court in the next few
months. The Court has accepted for review four cases
that will go a long way toward determining how closely
a manufacturer can control a distribution system based
on independent dealers.

The Court already has heard oral arguments in the
government’s contention that General Motors violated
antitrust laws by trying to keep Chevrolets out of the
hands of Los Angeles discounters. The decision in this
case could apply to appliance sales to home builders
with the proviso that builders keep excess stock out
of normal trade channels.

The latest franchise case involves the alleged effort
of Arnold Schwinn & Co. to restrict bicycle distribution
sales to franchised dealers in specific territories.

MERCHANDISING WEEK




Westinghouse entry in '66 side-by-side sweepstakes; retail price: $550

R : it

Westinghouse lands with Jet Set
and swings in with side-by-side

Westinghouse came up with winners
at December drop-in time. In brown
goods, the company expanded its Jet
Set portable tv line—the sets with
the black glass fronts—to include a
12-inch set and a new 19-inch leader
model for 1966. In white goods,
Westinghouse whipped the wraps off
its long-expected side-by-side refrig-
erator.

The new Jet Sets extend Westing-
house’s black-glass tv receiver line
to six models, including a 23-inch
console. The 12-inch portable fea-
tures Instant-On reception and will
retail for approximately $130. The
new 19-inch Jet Set is priced at
about $170, a drop of $10 from the
previous leader price.

A new standard 19-inch b&w port-
able with solid-state power supply
and 5-inch front-mounted speaker

will retail for about $120. A new
Instant-On 23-inch color tv receiver
with optional legs will sell for ap-
proximately $480. A new stereo con-
sole with a 60-inch walnut cabinet
will retail for less than $200.

The new side-by-side unit—a no-
frost refrigerator-freezer combina-
tion (shown above) made to West-
inghouse specifications by Amana—
has an 8-cu.-ft. freezer (283 lbs.),
14-cu.-ft. refrigerator section, and
will fit into a 36-inch-wide kitchen
space. The RSH22 will retail for
about $550.

Westinghouse also added an 18-
cu.-ft., top-mount, refrigerator-freez-
er to the 1966 line. This unit (RJIG-
89) features an automatic ice-maker,
is mounted on polystyrene casters so
it can be rolled out for cleaning pur-
poses, and will retail for $450.

The 1966 NARDA Convention Schedule at San Francisco

THURSDAY, February 17th

9:00 o.m.—President’s oddress: Billy S. Yafes.

9:30 a.m.—Keynote speech: Upton R. Ziesler, Manito-
woc, Wis.

10:00 a.m.—"Incentive Capitalism—the Free Mon’s
Way,”" Robert E. Gros, vice president, Pacific Gos &
Elec. Co.

10:45 a.m.—"'Meeting Competitive Pressures,”” ponel
chairmon Eorl T. Holst, Des Moines, lo.; “'The True
Strength of the Independent Dealer,”” George Johnston,
Minneapolis; “'National Bronds vs. Private Label Sell-
ing,” R. 0. Fickes, president, Philco Corp.; *Coopera-
tive Answer to the Refailer’s Dilemma,” S. M. Boyd,
Springfield, Mass.; “‘Opportunities in the Marketploce,”
Edmund B. Barnes, vice president and generol manager,
Kelvinator.

1:00 p.m.—Luncheon. “‘Imagineering Con Keep You
Competitive,”” Richord Tappan, president, The Tappan
Co.: “Creative Advertising Award,” George Wallace,
director, trade relotions, “‘Reoder’s Digest.””

2:30 p.m.—Manufacturer Relotions Committee meets.
FRIDAY, February 18th

9:00 a.m.—Boord of Directors elections.

9:30 a.m.—"‘Government Regulations and Your Busi-
ness,” Poul Rand Dixon, chairmon, Federal Trade Com-
mission.

10:15 a.m.—"Service—Our Big Asset,’” panel chair-
man Tilmon F. Babb, Dallas; “‘The Brood View of the
Service Problem,” Beyce S. Duront, president, RCA
Sales Corp.; “‘Tackling the Serviceman Shortoge,”
John Blackwood, Bokersfield, Calif.; **A Manufacturer’s
View of Worranties,”” Horry M. Kane, vice president
and general manager, Westinghouse; "My Service /Sales
Partnership,”” Harold A. Withom, Bakersfield, Colif.
12:30 p.m.—Lluncheon. ‘‘Customers Are People Too,”
S. B. Rymer Jr., president, Magic Chef.

2:00 p.m.—"Care, Feeding, ond Cultivation of Person.
nel,”" panel chairmon Jock Rice, Conton, Ohio; “'Dealer
Development Progroms Are for You,”" Jack D. Sparks,
vice president, Whirlpool Corp.; “‘Retoil Monogement
and Unionization,”” Deon Reed Richardson, University
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of Utah; “‘Facing the Personnel Turnover Problem,”
Lester Bachman, Chicago.

3:45 p.m.—'Care, Feeding, ond Cultivation of Cus-
tomers,”” panel chairman ). C. Mauldin, Columbus,
Miss.; “‘Watch Your Soles Monners,” J. Jack Riggs,
vice president, Hamilton Mfg. Co.; “There's More
Profit ot the Top,”” R. W. Jones Jr., president, Fried-
rich Refrigeration Co.; “‘Keeping Customers Hoppy,”
Stanley Michelsen, San Froncisco.

SATURDAY, February 19th

9:00 a.m.—"'Getting Our Shore of the Consumer’s Dis-
cretionary 3, ponel choirman H. H. Bloxom, Hampton,
Vo.; “How Big Is the Pie,” Bud Jones, merchandising
manager, “Life’” magazine; “‘After the Color-Tv Short-
age,” Walter Fisher, executive vice president, Zenith
Sales Corp; “*Why | Don't Always Cooperate,”” Thomas
Connors, Denver; “‘Relearning the Lost Art of Sales-
manship,”* S. R. Herkes, president, Motorola Consumer
Prod.

10:45 a.m.—"Here's What We Expect of You,” ponel
choirman William Sharpe, Atlonta; “‘The Price of My
Loyalty os a Dealer,” Vernon T. Clork, Rochester,
Minn.; “‘Are You Doing Enough for Yourself,” George
Fezell, soles manager, Magnavex Co.; “‘Fronchise lnsur-
once,”’ Roy Klein, president, Caloric Sales Corp.
12:00 noon—Luncheon. ‘*A Candid Look at Your Sales-
men,’’ Jomes Sweeney, vice president, Compbell-
Mithun, Inc.; “Creative Solesmon-of-Year Award,”" Jack
Adoms, editor, “‘Mort’’ magazine.

2:00 p.m.—"Lifting the Curtain on Our Future,” panel
chairman C. W. Conn Jr., Beoumont, Tex., “‘How Mony
Dealers Are Enough,’ John T. Morgan, president, Syl-
vanio; “Around the White Goods Corner,”” Edward
Stehle, manoger, distribution soles operation, Generol
Electric; *'My Five-Yeor Store Plon,”" Harold Wright,
Shreveport, Llo.; ‘“‘Chonging Marketing Patterns,”
W. C. Conley, president, Gibson Refrigeration Co.
5:00 p.m.—Cocktail party.

7:30 p.m.—NARDA benquet. ““A-R-Tv Retail Ethics,””
Earl Lifshey, columnist. Principal speaker: Walloce F.
Bennett, U.S. Senator (D-Utoh), “‘Man-of-Yeor Award.”

APPLIANCE-TV NEWS

0O 00 O O The pressure is on Packard Bell to put a tran-
sistorized, small-screen b&w tv set on the market, says
Dr. Wendell B. Sell, president of the company. “I
would like to be in the small-screen market today, and
want to be in it by next June,” he said. The sets will
be made by a Japanese firm—probably to Packard
Bell’s own design—and will be sold in the U.S. under
the Packard Bell label. Dr. Sell, who recently returned
from a trip to the Far East, also said the firm is con-
sidering importing color tv sets or cathode ray tubes
from Japan. He said he had arranged to have transis-
torized b&w sets shipped in from several Japanese
manufacturers for evaluation and had also ordered two
19-inch color tv models. He declined to name any of the
manufacturers. It is also possible that Packard Bell
may build an assembly plant in a duty-free port now
being set up in Taiwan, Sell added.

0O O O O Whirlpool copped the laurels from 28 other
manufacturers when it was chosen Brand Name Manu-
facturer of the Year by 50 department stores.

0O O O O Kelvinator plans no production cutback at its
Grand Rapids, Mich., plant as a result of the 13-day
suspension of production at American Motors’ automo-
tive plants in Wisconsin. Although Kelvinator makes
several automotive parts, no reduction in its over-all
work force is anticipated. Employees affected by the
Wisconsin suspension will be absorbed into the appli-
ance manufacturing work force, which is working
on an overtime basis to fill October and November
backorders.

OO0 00O Inside GE's Porta-Color: The 11-inch tube
used in the set incorporates a new electron-gun ar-
rangement. The three electron guns are positioned in
a straight line, instead of in the triangular arrange-
ment, of conventional tubes. This “in-line” arrange-
ment, says GE, reduces problems of convergence in the
picture tube, and, in turn, simplifies the associated
circuitry. A convergence yoke is eliminated by incor-
porating the remaining convergence control into the
deflection yoke. The set uses only 13 tubes, and 10 of
these are multi-function compactrons. Other features:
lower voltage operation (15kv as compared to 25kv in
conventional color sets), and a 70-degree picture tube
with rare-earth phosphors.

OO 00O Sony is now marketing its low cost VIR in
Japan, reports McGraw-Hill World News from Tokyo.
The $550 video tape recorder, which Sony introduced
last year (MW, 23 Nov.” 64,p.7), can be used with a
matching 19-inch tv receiver ($193.89) and a match-
ing Tele-Lookie tv camera ($108.33) which are now on
the Japanese market. Other compatible Sony accesso-
ries now on sale: a 12-inch monitor for $177.78, and a
video camera kit for $244.44. In the next six months,
Sony expects gross sales of professional and home video
tape recorders to hit $4 million.

0O 0O OO A merger of ABC and ITT has been approved
by the boards of directors of the two giant communica-
tions companies. Consummation of the arrangement is
now subject to Federal Communications Commission
approval.




HOUSEWARES NEWS

0 000 1966 gas appliance sales will flare, according
to a poll conducted by the Gas Appliance Manufactur-
ers Assn. Predictions say high-oven and set-in gas
ranges will sell 24.6% and 10.7% more, respectively,
over this year’s totals. Gas clothes dryers will gain
4.7% in sales and gas ranges will climb 2.39% . Unit
heaters are also expected to mount the 1966 sales
charts. The strong forecast is due, the poll says, to
strong closing gas appliance sales in 1965, plus gas
industry support and expansion. By the end of this
year, the poll estimates, 2,210,900 gas ranges, 680,200
clothes dryers and 38,100 household incinerators will
have been marketed.

0 0 O O The lowest priced video tape recorder to come
out of Japan yet has been introduced by Shiba Electric
Co., reports McGraw-Hill World News from Tokyo.
Two versions of the transistorized unit will hit Ameri-
can and Japanese markets next spring. The SV-1000,
with three fixed recording heads will sell for about
$300 in the U. S. and for $276.39 in Japan; the SV-
700, with two rotary heads, will be around $500 in
the U. S. and $430.56 in Japan. U. S. distribution will
be handled by Shibaden Corp. in New York.

Substantial initial production (1,000 units of each
model) and the relative technical simplicity of using
fixed heads make the low price possible. The SV-1000
uses a Y inch tape running at 60 ips, while the SV-700
uses 7-inch tape running at 7.5 ips. Also set for spring
marketing: the HV-50, a home tv camera, at $250 in
the U. S. and $233.33 in Japan.

L OO0 Sylvania's first small-screen portable tv will
hit the market next month. Limited quantities of the
12-inch, solid-state b&w set are already being shipped
to distributors and dealers for sale at $139.50. Optional
extras include a private listening earphone and acces-
sory power cord for hook-up into a car cigarette lighter,
boat chart-light socket, or rechargeable battery. A bat-
tery pack with built-in recharger will be available in
February at $49.50.

(O OO A “Federal Tax Manual for Retailers” is avail-
able from the National Retail Merchants Assn. The
three-volume guide, which NRMA says is the first pre-
pared especially for retailers, covers such subjects as
the installment method of reporting income, deprecia-
tion deductions, retail leases, inventory valuation, in-
stallment financing. Each volume is $7; the set is
$17.50.

OO0 News from the cartridge arena: Motorola’s
Consumer Products Div. will come out with a player
for the car after-market toward the end of 1966 and
is thinking seriously about a home unit. . . . Ampex
may make a 4-track version of the 8-track Orrtronics
player, and Orrtronics will have a car unit capable of
playing both 4- and 8-track in the next few months.
... In the duplicating field—four Motown Record Co.
labels are now available on Lear cartridges, with plans
to release the same labels on Fidelipac cartridges with-
in a year. . .. And International Tape Cartridge Corp.
(ITCC) has relinquished its duplicating duties and a
20% stock interest to Stereo Devices Inc., a subsidiary
of Audio Devices Inc. ITCC will handle sales.

Admiral drops in four icemakers,
more color, portable b&w, radio

Admiral has broadened its color tv
and b&w portable lines, and added
four icemaker refrigerators, and
other drop-ins for 1966. The details:

The 23-inch color line now has The
Nielson, which has Danish styling in
walnut veneer, a bonded rectangular
tube, a 26,000v chassis, and a $589.95
suggested list price. Two other 23-
inch color sets have the same fea-
tures and the same list: The Floren-
tine (Italian Provincial) ; The Whit-
ney (Early American).

Five new 25-inch color sets all
have tilt-out controls, automatic de-
gaussing, a color fidelity control,
26,000v chassis: The Saxony (Con-
temporary styling, open list); The
Halversen (Danish cabinetry, $725
suggested list) ; The Verona (Italian
Provincial, $725); The Dantesque
(Spanish Provincial, $725); The
Deauville (French Provincial, $725).

There are four new 25-inch color
tv stereo theaters: The Muir, a con-
temporary lowboy in walnut, $795;
The Alexander, Danish modern, solid-
state amplifier, and 6 speakers, $875;
The Lancaster, Early American in
maple, $875; and The Finlandia,
Danish modern, 80w solid-state am-
plifier, 8 speakers, $1,000.

The portable tv line has a new
9-inch, Playmate 9 in three colors,
$79.95. A step-up in walnut grain
plastic has an open list. A new 13-
inch Playmate 13 comes in four col-
ors, one list: $89.95. The 15-inch
Wilshire is $99.95; the step-up Nau-

tical, in black or white, is $109.95.
The 15-inch Syracuse has more fea-
tures, and a $119.95 list.

Three new 17-inch models are The
Windsor in beige, $109.95; The Surf
in black or white, $119.95; and The
Oxford in walnut, $129.95.

Seven 19-inch sets lead with The
Seton (front-firing speaker, $119.95).
They step to The Metro (walnut,
open list), The Barry (green or
ivory, $129.95), The Spaulding (wal-
nut, open list), The Geneva (slide-
rule tuning, open list), The Drake
(remote control, $169.95) and back
to The Wilson (beige or walnut,
$159.95).

Six 21-inch models start with The
Cambridge ($159.95), through The
Canterbury ($169.95), The Meredith
($179.95), to The Lindsey and The
Aberdeen (both with open list).

The new refrigerators all have auto-
matic ice cube makers, two doors,
and the no-defrosting feature. Two
have the freezer on the top; one is
15.2 cu.ft. with a 126-1b. freezer: one
18 17.3 cu.ft. with a 125.5-1b. freezer.
Two have the freezer on the bottom;
one is 15 cu.ft. with a 15-lb. freezer;
one 16.9 cu.ft. with a 197-1b. freezer.

The console stereo line has seven
new models ranging from $159.95 to
$299.95 with open list stops along the
way. There are also seven new tran-
sistor portable radios, including one
multi-band unit, and an AM-FM
clock radio. Suggested lists range
from $9.95 to $29.95.

Philco pumps in more dollars
to push color tube production

Philco will plow about $24 million
into expansion next year, announced
Robert O. Fickes, president of the
corporation. This sum brings to more
than $100 million the total capital
expenditures announced by Philco
since last October.

The major portion of the new allo-
cation—$20 million—will be used to
build and equip a new color tv tube
plant in Lansdale, Pa.

An expansion of the company’s
microelectronics division, also in
Lansdale, will take another $2 mil-
lion.

And $2 million will be spent to es-
tablish a development test center at
Philco’s Palo Alto, Calif., complex.

The new color tube plant will be in
operation early in 1967. By the end
of that year, Fickes stated, it will be
producing color tubes at an annual
rate of 200,000 units. The plant’s
eventual capacity will be 500,000
tubes a year, he added.

The new 300,000-sq.-ft. plant will
have the capacity to manufacture rec-
tangular tubes in all sizes from 15
to 25 inches, Fickes said. (At pres-
ent, the Lansdale tube operation is
turning out about 2,000 picture tubes
a week—a total of 34,000 in 1965—
in 21-inch round and 19-inch rec-
tangular sizes.)

“Initially we expect to produce 19-
inch and 25-inch tubes—both 90-de-
gree rectangular,” explained Michael

W. Newell, Philco vice president and
general manager at Lansdale. “We'll
continue to make 21-inch round tubes
indefinitely in the present factory
and also plan to continue mono-
chrome production in present facili-
ties. However, provisions are being
made for the manufacture of black-
and-white picture tubes in the new
plant, should we so desire.”

The reason for the new plant was
made clear in Fickes’ forecast for
the next four vears. “We expect con-
sumer electronics to grow 31% by
1970,” he said. “Total sales in this
market in 1965 were $3.3 billion. We
expect this to grow to $3.6 billion
in 1966 and to $4.3 billion in 1970.

“In the vital consumer products
area, for which we have committed
the lion’s share of our investment
capital, we expect significant growth
next year. The leader will be color
television with a gain of up to 75%
over 1965, depending on availability
of tubes. Sales of color tv in 1966
will range up to 4.5 million sets.”

Fickes commented further: “Be-
ginning with June, we have been in
the black every month, and we have
every intention of keeping it that
way.”

However, he added, the consumer
electronics division of the company
is still in the red. But Fickes expects
it to show a profit in 1967 and to
come close in 1966.
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ZENITH DEALERS:
& ollag!

See the exciting new Zenith
products...new merchandising plans...
new Dealer Dividend programs...

Make 1966 your best
year ever!

PLACE:

At your Zenith
Distributor’s.

TIME:

Very soon.
Get the show dates
from your Distributor.

PRODUCTS:

Brilliant new
performers in

Color TV, B&W TV,
Radio and Stereo.

i”l’” The quality goes in before the name goes on"
’ ' ®
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This stunning new12’
fully transistorized,b&w,

priced-right, AC-DC TV
has a built-in extra.

The profit program behind it.

Meet the GT12%. Just the kind of product you’d expect Sylvania making Sylvania television performance the talk of the industry.

to enter the small-screen field with. Offers a high-styled new look. You can look for yourself at the Sylvania business meetings be-
And fits beautifully into the 1966 Profit Line. ginning December 26.
The GT12 makes sense. It brings the Sylvania franchised dealer You’ll see an example of the combination of outstanding product

an exciting new addition to a product line tailored for PRODUCT and policy that have made Sylvania the only High-
maximum sales mix and profits. It’s a new small-screen [ eouer ) Yield Dealer Profit Line in the industry. And that’s

personal portable with the big-set features that are Sylvania’s biggest extra. Predictable profit.
12" diog meos., 75 sq. in.ove

SYTNVANLN

SUBSIDIARY OF ~N
GENERALTELEPHONE & ELECTRONICS GFF&L

rall viewing orea
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The
changing
patterns

of
distribution

by Wallis E. Wood

Why
they are changing

Between the end of the appliance
or tv production line and the retail
floor is a costly no-man’s land. This
battle-scarred ground is where a new
war is being fought.

Distributing a product often costs
more than the raw materials used to
make the product. Manufacturers are
down to the point. where they can
save only pennies in production pro-
cedures, sales, marketing, and adver-
tising. They can not scrap their sales,
marketing, or advertising plans, so
further cost cuts must come from
distribution.

Private label appliances and tele-
vision from the chains and catalog
houses are the threat. Sears Roebuck,
with its huge share of the market,
provides the focus. A Kenmore washer
that leaves Whirlpool’s assembly line
costs Sears slightly more than a com-
parable washer costs Whirlpool. But
by the time the two washers reach
the market, the Kenmore generally
sells for less.

Why ? Because Sears does not have
distributors and their costs. It has a
few warehouses, not dozens. It does
not have many merchandising costs
brand-name manufacturers have. To
compete with Sears and the other
private labels, manufacturers will
bring down the costs of distribution.

The way they will do it can take
many forms. They may drop inde-
pendent distributors and go to fac-
tory branches. They may sell direct
to retailers. Retailers may form co-op
buying groups. Manufacturers or dis-
tributors may set up their own stores.

Color television has put more money
into retailers’ and distributors’ pock-
ets than they have had in a long
time. Color tv profits and the grow-
ing volume of appliance business may
have obscured some of the industry’s
problems temporarily. But the prob-
lems will return, and this article,
then, is a map of no-man’s land for
the battles ahead.

How
they are changing

Direct selling

Direct selling works for Magnavox,
Maytag, Sylvania, Curtis-Mathis and
others. With it, these companies
maintain generally higher profit mar-
gins for their retailers than com-
panies with two-step distribution.
This is an end all manufacturers
would like, but will direct selling
work for everyone?

Magnavox has been one of the most
successful companies to use direct
selling, and here is the way its pro-
gram works.

The company strictly limits its
franchise and takes the franchise
away from a retailer who cuts price.
Because the franchises are limited
and the line price protected, Magna-
vox has been able to attract and hold
high-volume accounts in metropolitan
areas.

The Magnavox factory salesman
deals only with a few accounts and
is therefore able to give the accounts
much more attention than the aver-
age distributor salesman. He is also
generally better paid than the aver-
age distributor salesman. Because he
has time to spend with the accounts,
he can police the line, assist in dis-

plays, help with ordering, and do all
of the little things most distributor
salesmen know they should do but do
not have the time to do.

Magnavox ships the merchandise
from the factory to a branch ware-
house, then ships a retailer’s order
from the branch warehouse in a Mag-
navox truck. Sales training special-
ists visit each market twice a year
to train retail salesmen. Magnavox
franchises a service company in each
market to service the merchandise.

The advantages of Magnavox’s sys-
tem are: there is no distributor prof-
it, warehousing is consolidated, serv-
ice and sales training are performed
by specialists, the salesmen have
time to merchandise and promote to
retailers and help retailers merchan-
dise and promote to their customers.
Because there are some real savings
in the system, Magnavox is able to
pay its salesmen well, keep retail
prices in line, and maintain profit
margins.

The disadvantages are: distribu-
tion is limited to volume accounts—
those accounts that produce enough
volume to make them worth the sales-
man’s time. Accounts cannot be wide-
ly scattered or the salesman is not
able to spend enough time on them.
Because there are relatively few ac-
counts, Magnavox loses some expo-
sure; the customer may have to travel
some distance to buy a Magnavox
product.

Magnavox depends on its retailers
to increase its market penetration—
unlike some manufacturers who give
this responsibility to their distribu-
tors. The retailer depends on Mag-
navox to give him the products he
can sell and to set prices competi-
tively.

One chance a company takes when
it limits its franchise to a few large
accounts is that public demand will
not falter. The larger the retailer,
the less patient he is with slow-mov-
ing merchandise and the more likely
to drop the line. Smaller retailers who
have identified themselves to the
public with the brand will try to ride
out a bad year—if the year isn’t too
bad.

Because a company that sells direct
cannot easily get true national dis-
tribution (that is, every village and
town in the U.S.), perhaps one an-
swer is a combination of direct sell-
ing in metropolitan areas and branch
or independent distributorships else-
where. A company that uses this sys-
tem also can compare the costs and
efficiency of the two systems to see
which actually is better.

Factory branches

In a branch, the three major func-
tions of distribution are under one
roof. These functions are selling, ad-
ministering, and warehousing.

The selling function is clear.

The distributor administers when
he processes papers from the manu-
facturer, processes invoices to re-
tailers, arranges for funds, finances
inventories, develops sales analyses
and statistics.

The branch maintains an inventory
—warehouses—to ship retailers what
they want when they want it.

Even though many branch distrib-
utorships are organized the same as
an independent distributorship, there
is no reason why they have to be.
William R. Davidson, professor of
marketing at Ohio State University,
argues that there are several func-
tions—selling, administering, and
warehousing, among others—involv-
ed in distributing goods. He feels
a manufacturer can readily shift
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these functions from one place in
the distribution chain to another.
For example, advertising and point-
of-purchase material might replace
the retail salesman. Or, by building
regional warehouses, the manufac-
turer could remove warehousing from
the local distributors.

Davidson says that, where there
are no unnatural restraints, the per-
son who ends up performing a func-
tion is the one who can do it most
efficiently. This means that not only
will a manufacturer shift the ware-
housing from his distributors to him-
self, but will also shift, say, service
away from the chain to service spe-
cialists.

Some will argue with Davidson,
saving it is not as easy to shift
functions as he seems to feel. For
example, manufacturers ~of auto-
matic washers might indeed want to
merchandise through advertising and
point-of-purchase displays and for-
get about the retail salesman, his
sales training, and all the expenses
that come with person-to-person sell-
ing. But manufacturers will not be
able to shift this function in the near
future because the product costs too
much to sell impersonally. For a
while at least no one will success-
fully be able to sell appliances and
television sets like detergent and
cans of peas.

A manufacturer who has factory
branches can, however, shift funec-
tions more easily than a manufac-
turer who sells to independent dis-
tributors. He can experiment to see
whether it is more efficient, say, for
the headquarters computer to control
inventories, or whether it is more
efficient for the branches to control
their own.

S. R. (Ted) Herkes, president of
Motorola Consumer Products Inc.,
says there will be a trend to replac-
ing factory branches with independ-
ent distributorships. He points out
that a company’s headquarters must
supervise branches closely, and to set
up a branch, a company makes a “tre-
mendous investment, with little if
any opportunity to receive an ade-
quate return on this cash outlay.”

But virtually every other manufac-
turer MERCHANDISING WEEK spoke
with felt the trend will be to fac-
tory-branch distributorships for the
same reasons. Because a man must
make a tremendous investment to set
up an independent distributorship
and because the return is so small,
few men will be willing to do so in
the future.

Finally-—as one former independ-
ent distributor pointed out—the man-
ufacturer can operate his branches at
the break-even point or at a slight
loss. “There is no way in the world,”
this independent said, “for an inde-
pendent who has to make a profit to
compete with a branch that loses
money.”

Independent distributors

The independent distributor, of
course, works for himself. He has
a vested interest in his company, is
often a well known figure in the com-
munity. He is not just serving time,
is not angling for a promotion, is
not afraid to work nights and week-
ends if this extra effort will help his
business.

Unfortunately, there are inde-
pendent distributors who do nothing
for the community, who are just
serving time, and who would not
work an evening if the warehouse
burned down. These men are doomed.
It is only a matter of time before

competition puts them out of busi-
ness.

Morris Schwab, vice nresident and
treasurer of D&H Distributing Co.,
in Harrisburg, Pa., says an inde-
pendent distributor is a “regional
marketing organization.” He sells,
warehouses, administers. And, to
survive, he must perform these func-
tions better than anyone else.

Schwab says that to do business,
dealers need the right merchandise
at the right time, and distributors,
to do business, have to help the dealer
sell. The distributor is doing many
things today he did not do 25 years
ago. He gives floor planning, retail
credit financing, advertising layvout
help, service training, product train-
ing, and in some cases business man-
agement training.

Few manufacturers or retailers,
feel there is much difference between
a branch and an independent. One
manufacturer said: “We have good
branches and we have poor branches,
and we have good independents and
we have poor independents.” Most
agree, however, that while a good
independent is better than a good
branch, a good branch is better than
a poor independent.

One retailer said, “We deal with
both branches and with independent
distributors, and as far as the way
they do business goes, it doesn’t make
much difference. What makes the dif-
ference is the people staffing them.
Our business, after all, is people.”

And another manufacturer added,
“It is a truism that good distributors
make good dealers. We have both
branches and independents, and we
find that where we have a good retail
organization is where we have a good
distributor. So we are working very
hard to help our distributors, to train
them, to make them good. We do not
stand over the branch manager and
tell him how to run the branch. We
give him the authority and the tools
to run the branch.”

Independent distributors are in
much the same boat as independent
appliance retailers—the strong ones
will get stronger, the weak will go
under. The two major weaknesses of
independent distributors are the
weakness of many independent re-
tailers: there is no one to take over
the business when the principal re-
tires or dies, and theyv are under-
capitalized. Also, the independent dis-
tributor has felt the profit squeeze
at least as strongly as retailers.

Herkes has said, “In fact, if the
profit trend that exists at the whole-
saler and dealer level is not only
halted, but reversed, the entire sys-
tem of distribution of consumer
products may be subject to a drastic
change that no independent distrib-
utor or dealer would welcome . . .
a change that would necessitate the
manufacturer establishing captive
regional warehousing and retailing
similar to a Sears or Wards com-
plex.”

Wholesaler and dealer profits have
suffered, says Herkes, because man-
ufacturers produced more than the
public could absorb, because they
sacrificed profits for volume, because
they attempted to do business with
independent retailers while wooing
mass merchandisers, and because
they ignored the profits of their dis-
tributors and retailers.

They were also, and still are, re-
acting to the growth of Sears, Wards,
and others. But whether the squeeze
on profits can be reversed remains
to be seen. Things to consider in the
future of distribution are pressures
from the consumer, data processing,
transportation, and service.

Projecting
1965’s
pressures
against
1970

What

the pressures are,
and

why they exist

The changing consumer

To understand what is happening
to distribution, one must understand
what is happening to the consumer.
The consumer and her buying habits
will determine what form of distri-
bution, and which retailers, survive.

Simply: there will be more con-
sumers in the future; they will have
more money, education, leisure, and
mobility than ever. What does this
mean for retailers and distributors?

The total population will continue
to grow, and—more significant for
home goods retailers—the number of
households will grow faster. Arno
H. Johnson, a senior economist with
J. Walter Thompson, recently said
there were 56% more households
formed between March 1964 and
March 1965 than in the same period
the year before. “In the next five
vears,” said Johnson, ‘“recent pro-
jections indicate an increase of about
6.6 million households—or an annual
growth of more than 1.3 million.”
These households will need refrig-
erators, ranges, and television.

McGraw-Hill’'s Department of Eco-
nomics estimates the median incom
in 1965 is $7,000, will grow t
$7,850 by 1970, to $8,000 by 1975.
A couple hundred dollars a year may
not sound like much, but when one
considers the millions of families in-
volved the amount becomes very sig-
nificant.

As the median rises, the percent-
age of families earning less than
$5,000 will shrink. McGraw-Hill es-
timates over 359% of today’s popu-
lation earns less than $5,000; by
1980, less than 209% will earn so
little.

Johnson feels these increases will
not be wiped out by inflation. Discre-
tionary spending power—the money
a family has after it pays for food,
clothing, and shelter—has grown
dramatically and will continue to
grow. Johnson says that, based on a
1950 standard of living, discretion-
ary spending power grew 202% be-
tween 1950 and 1965. He feels it
could grow another 35% by 1970—
or by 1975 a whopping 78% over
1965—*"if we reach our minimum
production opportunity of $1,000 |
billion, and succeed in keeping con-
sumer prices reasonably near the
present range.”

More Americans will have more
education than ever. Johnson says
that by 1974, 60% of the adult popu-
lation, about 82 million people, will
be high school graduates. And the
number of college graduates, 8.1 mil-
lion in 1960, will grow to nearly
12.5 million in 1974.

As educational levels rise, incomes
also rise. These rises may influ-
ence the future of private labels.
A study by the Opinion Research
Corp. (ORC), of Princeton, N. J,,
says that women who buy private-
label merchandise are generally 21
to 49 years old, are from upper in-
come families, and are better edu- 4
cated than the women who buy
brand-name products. The ORC says
a woman who is self-confident, se-
cure, and sure of her ability to shop
is more receptive to a private brand
than a woman who is not as sure 1
of her ability. The ORC studied
women'’s attitudes and found feelings




that may help private-label growth.
For example, 50% said they were
price shoppers; 409% said a brand’s
popularity is of little concern to
them: 43% said they trv new prod-
ucts they see in stores.

The work week is growing shorter
and shorter: more and more men
are retiring before 65. In the future,
more people will have more leisure
time than ever. How theyv fill it
should be of concern to retailers.

Furthermore, people are on the
move. Between March 1962 and
March 1963, Johnson reports, over
36 million people moved—20%% of the
population. “The greatest mobility
was among young adults of 20-24
years-—44% of these moved place of
residence within the year,” he says.
With the population shifting, he
argues, advertised brands, quickly
identified, are important.

He might also have argued that
mobility helps national chains. The
woman who shops Sears in Colum-
bus, Ohio, probably knows she can
shop Sears in Columbus, Georgia. At
the same time, she may not be in-
terested in buying a private label
appliance for which there is no na-
tional service.

Johnson thinks people generally
are going to live better. He points
to “the rapid increase in the number
of families: a higher percentage of
the population being married; mar-
riages at an earlier age . . . the rapid
increase in home ownership and in
axpenditures for activities of home
life; in a movement of population to
the suburbs; and in the rapid growth
of shopping centers and self-service
distribution.” These factors, John-
son feels, will result in higher living
standards.

Sears Roebuck knows the consumer
is changing and there is a connection
between buying habits and living
habits. H. K. Duffield, a Sears vice
president, said last year, “Americans
are slowly changing their traditional
living patterns under the stress of
a burgeoning population. They are
living differently. They are searching
for new ideas, new things. Today’s
retailer understands that it is his
job to find out about and know these
Americans . . . to respond to their
wants, needs, and demands, and to
do it in less time than ever before.”

Today’s retailer, said Duffield—
and he was obviously talking about
Sears-—wants to be able to shorten
the time it takes to fill a customer’s
demands: “in fact, he would like
to be able to fill those demands be-
fore the customer even articulates
them.”

Sears has looked at its customers
and has seen a rising level of good
taste. Today’s housewife,” said Duf-
field, “is more mature. She has more
time to study, more money to do it
with. She no longer wants to copy,
she wants to experiment, to create.
She wants to be herself . . .”

Today’s customer does not have
time, for example, to assemble a
power mower from its carton, *‘so
stores are providing merchandise
which is ready to be used,” said
Duffield, “even to a full tank of gaso-
line in a power mower.” Presumably,
customers will want even more serv-
ice in the future.

Duflield said that today’s customer
wants, and gets, one-stop shopping.
She does not want to visit a store,
a bank, a plumbing shop, and a car-
penter to buy and install a major
appliance.

Customers, said Duffield, are every-
where. Just because a merchant
could not sell in the city’s center
five years ago, does not mean he can

not today. “Urban renewal and the
private refurbishing of old brown-
stones and row houses has meant a
tremendous market in all kinds of
appliances, building materials and
home furnishings for the merchant
who has recognized it.”

To stay on top of the trends, re-
tailers and, implicitly, wholesalers
and manufacturers, “must know the
general patterns of living to help
them plan long term commitments
for dollars and raw materials,” said
Duffield. “They are also turning to
motivational research to tell them
what customers really want to buy,
and they are finding out, for ex-
ample, that what customers say they
want to buy is not what they really
do buy.”

Electronic data processing

Electronic data processed (EDP)
is revolutionizing American life, and
it is only a matter of time until most
retailers benefit personally from the
revolution.

B. S. (Buz) Durant of RCA talked
about EDP at last summer’s Insti-
tute of Management at American
University in Washington, D. C.
“Imagine putting punched cards into
a black box on your desk every night.
The black box is connected to your
distributor’s computer, and the cards
are sales records, inventory cards,
payroll records, and other informa-
tion. When vou come back in the
morning the black box has given you
a complete sales report, inventory
report, profit and loss statement, and
any other special reports you want.”

It may be some time before re-
tailers have black boxes on their
desks, but it will not be long before
most retailers are using EDP. One
EDP service bureau executive com-
pares the computer business to the
earlv dayvs of electric power. When
electric power was first developed,
only the largest establishments could
afford their own power plants. Soon,
however, central power plants were
built and the small establishments
bought their power at a rate com-
petitive with the large users.

Only the largest retailers can af-
ford a computer today, but central
computer operations are being built.
Small users will be able to buy time
from a central computer at a rate
low enough for them to afford it.
Once smaller retailers can afford
EDP, thev will have regained a com-
petitive edge now held by large re-
tailers who use EDP.

EDP means a retailer can tell
within a few days after a month
has ended what brand sold best,
what product, which salesmen; he
can tell his gross margin on each
sale, on each product, on each line;
he knows what is left in inventory.
EDP can prepare his payroll, his
profit and loss sheet, and his operat-
ing statistics. With his EDP statis-
tics, a retailer can intelligently plan
his buying . . . and his selling.

There are disadvantages to EDP.
Like any tool, it has been misused.
Some retailers have become bogged
down with too much information—
with reports that are marginally use-
ful. Also, the reports a retailer re-
ceives from the machine are only
as accurate as the information the
retailer has fed the machine.

Retailers may be able to buy data
processing from one of three sources
soon. Independent service bureaus
are springing up like wildflowers in
the spring. Some distributors are
installing a computer for their deal-
ers. And the National Appliance &
Radio-TV Dealers Assn. is on the

verge of offering its members data
processing.

A retatler may not want to give
his distributor sales figures for fear
the distributor will use the figures
against him. The distributor recog-
nizes this and promises he will treat
the figures confidentiallv. And, as one
dealer said, “If vou don’t trust your
distributor’s word, vou shouldn’t be
doing business with him anyway.”

The distributor, whether he is an
independent or a branch, and the
manufacturer want their dealers as
strong as possible. They also want
to know what is selling and what
is not. The quicker a manufacturer
knows, the better he can schedule
production. More efficient production
means more profit all along the dis-
tribution chain.

Changes in transportation

American business is playing a
game called “Inventory, inventory,
who's got the inventory?” The idea
is not to get caught with it. One
way to avoid this is to ship goods
directly from the production line to
the retail floor where they are sold.
But this requires faster, more re-
liable service from airlines, rail-
roads, and truckers.

This service is on its way, accord-
ing to one observer, and when it does
arrive, the way appliances are dis-
tributed will be affected. For exam-
ple, manufacturers want the airlines
to reduce their rates and fly regu-
larly to more cities. When—and if—
rates drop, manufacturers will use
the airlines more than they do now.
“Ford Motor Company, among oth-
ers, would review its entire parts
distribution system, centralizing it,
and shipping by air exactly when
parts are needed.” said this observer.
An economical move for Ford may
well be economical for appliance
manufacturers. Frigidaire, for ex-
ample has been consolidating its
parts warehousing, and others may
follow.

Manufacturers want computerized
operations from the railroads. This
would mean that a department store
buyer could call a railroad’s com-
puter and find out exactly where his
order is and when it will arrive.
Railroads will also be developing
more special cars: for example, the
car for shipping refrigerators re-
ported in MERCHANDISING WEEK,
29Nov.,p.10.

Manufacturers want special equip-
ment, better reliability, and auto-
mated terminals from truckers. Such
terminals will mean faster loading
and unloading times and cheaper,
more efficient handling of small ship-
ments, which will lead to overnight
service on shipments moving within
a 350-mile radius of a terminal.

These improvements will come
without higher rates: indeed, rates
will probably come down. It has been
pointed out that when a salesman
sells $100 worth of merchandise he
puts about $10 into the profit column.
But when a purchasing agent or
traffic manager cuts costs by $100, he
carries the whole $100 into the profit
column. The same is true when the
manufacturer or distributor is able
to do business on smaller inventories.

There are, after all, inventory
costs, not only the obvious ones of
unloading and reshipping, but the
costs of shrinkage, warehouse dam-
ages, shipping damages, obsolescence,
and the capital needed to maintain
the inventory. As transportation im-
proves, inventories will shrink, and
both distributors and retailers will
be able to do business on less money.

Changes in service

Manufacturers have come to realize
that they are responsible for the way
their product performs in the cus-
tomer’s home, and that if they ignore
this responsibility, they risk losing
future sales.

When something goes wrong, the
customer first turns to the retailer
for help. But when the retailer will
not—or cannot—help her, she goes
to the distributor and manufacturer.
She may resent the store that re-
fuses to help, but she also resents
the manufacturer who does not
stand behind his merchandise.

Both major appliances and con-
sumer electronics are growing more
complex. A color television, for ex-
ample, is more complex than a black-
and-white set. A refrigerator that
has the no-frost feature and an ice-
maker is more complex than one
without them. A range that has a
rotisserie, cook-and-hold, and a self-
cleaning oven is more complex than
one that does not have these features.

At the same time, appliances and
television sets are generally becom-
ing more and more trouble-free.
Warranties are growing longer and
longer. Service companies say their
business is not growing as fast as
the rest of the industry (but it is not
shrinking because more and more ap-
pliances are being sold).

The situation may be compared to
the automobile industry: while cars
generally need less service than in
the past, they need a specialist’s
knowledge when something does go
wrong. The average appliance re-
tailer will find it harder and harder
to train and maintain a service de-
partment. In the future, service
specialists will be doing more and
more service.

“Factory service, of course, is the
great leveler,” one manufacturer
told MERCHANDISING WEEK. “It puts
all retailers in the same boat as far
as their ability to offer service. Also,
if the service done on our merchan-
dise is done by our factory repre-
sentatives, it’s hard for the smaller
guy to justify the higher price he
puts on the product.”

This man said, “Our product is a
complex piece of equipment —cer-
tainly more complex than it was five
years ago. We don’t want some guy
with a wrench trying to figure out
whats’ wrong with it when it breaks
down. We want to keep our cus-
tomers happy, and we think that in
the bigger markets the way to do
this is with factory service.”

Service has been one of the dis-
tributor’s functions. He stocked
parts, gave service training, took
over when there was a problem the
servicing dealer could not handle. A
manufacturer who establishes a fac-
tory service organization takes away
one reason for the distributor’s ex-
istence, and one source, however
small, of profit. Factory service is a
leveler in more ways than one.

How
the pressures are
felt at retail




Retailers benefit—or suffer—from
every change a manufacturer makes
in the way he distributes his line.
And the manufacturer must do two
things: keep the production line mov-
ing, and maintain a strong retail
organization.

But what is a strong retail organi-
zation? Should a manufacturer sell
small independents or large chains,
department stores or mass merchan-
disers, buying groups or utilities,
one-line or multi-line stores? Here
are the pressures and prospects at
retail.

Independent dealers

“You hear many comments about the
disappearance of small stores,” said
Morris Schwab, “that the big dealers
are eventually going to take over the
world; that the mass merchant is
going to take over the world; that
the little dealer will disappear. Well,
I agree—1I really do. I don’t think
there’s going to be a place in our
economy for the amatewr little dealer,
or the amateur big dealer for that
matter. But I do think there is a
tremendous place for the professional
dealer in our market place—and the
small dealer can be professional.”

Appliance dealers are losing some
ground according to MERCHANDISING
WEEK'S research department and the
Electronic Industry Assn. For exam-
ple, appliance stores had 29% of the
electric range business in 1960; 25%
in 1964. They had 35% of the dish-
washer business in 1960, 31% in
1964 ; 33% of the refrigerator busi-
ness in 1960, 289 in 1964 ; 49.99% of
the tv business in 1960; 46.9% in
1964.

Small retailers should not, how-
ever, toss in the sponge. Two authori-
ties—Professor Davidson and Pro-
fessor Alton F. Doody—wrote an
article for the Harvard Business Re-
view titled “Growing Strength in
Small Retailing.” There are, the pro-
fessors say, several reasons why
small retailers can be optimistic.

Small retailers, through volunta-
ries and cooperatives, have gradually
gained economic advantages once
available only to the larger, fully
integrated companies, say the profes-
sors. Franchises are getting better.
Caloric, for example, has begun a
franchise program for its dealers in
which it pledges liberal margins, 90-
day price protection on inventory, re-
stricted distribution, prepaid freight,
direct shipments, and published
prices.

Large retailers have their prob-
lems, said Davidson and Doody. Their
people often lack incentive, have diffi-
culty communicating, and work under
restrictive union contracts. A large
retailer having these problems—and
they usually come with size- cannot
operate as effectively as a small re-
tailer who is able to motivate his
employees, make them understand
what he wants, and keep the unions
out of the store.

Finally, the professors said, that
the consumer market, “characterized
today by diversity as much as by
uniformity,” gives an aggressive
small retailer a chance to serve one
segment of the market efficiently.
The small retailer who is in trouble
is the one who wants the whole
market.

There is another reason why a
small or a medium-size appliance re-
tailer can survive: manufacturers
need him. Most companies want a
balanced retail organization: one or
two volume accounts and a number
of smaller accounts. The manufac-
turer who puts all his eggs into one

retailer’s basket risks losing the mar-
ket entirely if the retailer drops the
basket.

Finally, as a distributor said—
perhaps unfairly—‘“If the manufac-
turers had to depend on Silo, Kor-
vette, White Front, and the other big
chains, there would be no color tele-
vision today.” He feels that the vol-
ume accounts sell only the fast-mov-
ing merchandise: they seldom take
chances on a new product. “You need
the independents to display and sell
the new products, to take a chance.”

Certainly the number of small ap-
pliance stores will shrink. Manufac-
turers and distributors are going to
weed out unprofitable accounts. Frig-
idaire, for example, has circulated a
letter in some markets telling dealers
they must sell at least 100 pieces a
yvear to keep the Frigidaire franchise.

Department stores

“The share of the appliance-tv busi-
ness done by department stores is
not going to grow or shrink sig-
nificantly in the next five years,” said
one man close to the field.

Their share has not grown or
shrunk significantly in the past five
vears according to MW figures, which
include mass merchandisers. In 1961,
they had 20.1% of the tv business;
by 1964 they had 21.8%. They had
189% of the refrigerator business in
1960, 21 in 1964 ; dishwashers, 5%
in 1960, 7% in 1964, electric ranges,
9% in 1960, 10% in 1964.

“There is not enough profit in ma-
jor appliances and consumer elec-
tronics. Stores make more money per
square foot from soft goods and gift-
ware than from appliances; why
would they try to increase their share
of the business?”’ said one man.

Why do they stay in business at
all? “Because they want to maintain
the fiction that they have everything
under one roof, that they are one-
stop shopping centers. They are will-
ing to sacrifice some profit for the
sake of maintaining appliance and tv
departments.”

Department stores will do what-
ever they can to improve the situa-
tion. They have been cutting back the
number of lines they carry, concen-
trating on one or two main lines.
They are working closely with sup-
pliers to get as much co-op ad money,
promotion aids, and volume allow-
ances as they can.

Mass merchandisers

Mass merchandisers have learned at
least one thing: major appliances
and big-ticket consumer electronics
cannot be “mass merchandised.” That
is, they cannot put a refrigerator on
the floor the way they can put a box
of detergent on a shelf and let it sell
itself. A salesman must sell big-ticket
merchandise.

Schwab distinguishes between spe-
cialty products—Iike hi-fi compo-
nents, the Americana refrigerator,
and color television-——and commodity
products—portable television, tran-
sistor radios, automatic washers, and
refrigerators. The specialty product
customer asks himself, “Shall I buy
the product?” The commodity prod-
uct customer asks himself, “Which
brand shall I buy—and from whom ?”’

It requires more effort, time, and
training to sell a specialty product,
and the turnover is slow. Commodity
products require less time, effort, and
training to sell; profit per unit is
lower than for a specialty product,
but volume is higher.

These distinctions are important
because produets change—color tv is

now changing from a specialty prod-
uct to a commodity product--and be-
cause retailers must know what they
are selling to sell it effectively.

Mass merchandisers usually sell
commodity products best—but still
must use salesmen. And once a store
hires salesmen, arranges for financ-
ing, delivery, and service, its costs
approach those of the department
store and the independent dealer.
When its costs are the same, its
prices cannot be much different.

There are at least three things the
department stores and mass mer-
chandisers may do to improve their
appliance-tv business:

(1) They may go into private-
label merchandise. E. J. Korvette's
Leonard-Korvair line is a first halt-
ing step in this direction. The private
label cannot be shopped, and many
mass merchandisers are strong
enough to buy a line. Private labels
bring problems, however, among
which are increased ad expenses, in-
ventory costs, sales training, and
service.

(2) Manufacturers may make de-
rivative models for volume accounts.
The derivative models cannot be
shopped, and they are brand names.
The automobile industry has taken a
similar route, and the appliance in-
dustry is toving with the idea. RCA
Victor’s custom line introduced last
May, for example, had eight 21-inch
color tv sets, a 25-inch color console,
a 25-inch three-way combination, five
23-inch black-and-white sets, nine
19-inch portables, two 12-inch tran-
sistorized sets, nine stereo consoles,
three portable phonos, and seven
table radios.

(3) They may turn the appliance-
tv department over to a specialist.
The mass merchandiser loses some
control when he gives the department
to a lessee, but he also loses the prob-
lems of buying, warehousing, sales
training, promoting, and servicing.
The lessee loses some independence,
but he gains the mass merchandiser’s
traffic.

Mass merchadisers will stay in the
appliance-tv business for the same
reason department stores stay in; to
maintain their one-stop shopping
image.

Buying groups

“Rotten distributors make buying
groups,” said one industry figure.

“That’s true as far as it goes,” a
group member added, ‘“but good dis-
tributors can’t stop a group from
being formed.”

“A co-op buying group,” said an
independent distributor, “is the only
way the little guys in a market can
protect themselves from a poor dis-
tributor. When times are good—all
right-—everybody gets the same price.
But when times get bad, and the dis-
tributor has 300 pieces he’s got to
get rid of, he’'ll go to his big account
and say, ‘Listen, take this stuff and
I'll toss in a $10 bill.’ The little guy
never sees a deal like that because
he couldn’t take 300 pieces in a vear.”

Dealers have not formed any new
groups this yvear, said a dealer, be-
cause business is good. “You only
get groups when things get tight.”
Since things will probably get tight
again someday, new groups will be
formed.

“The best group is one in which
the members are scared,” said a
dealer. “Then they don’'t ask ques-
tions about the buying committee’s
decisions, and they don't ask ques-
tions about the prices they’re given.
Unfortunately, some group members
don’t really participate.”

A distributor said the groups have
not done what they said they were
going to do in the first place- act as
a warehouse to release the member’s
capital so they could open new stores.
Had they done so, the groups might
have become a strong retailing
force,” and we would have to take
another look at our policy of not sell-
ing groups.”

A manufacturer said the buying
groups will not grow stronger be-
cause the better members will realize
the group does not do anything for
them and will drop out. He cited
Hampton Sales, which recently
dropped out of MARTA.

“Groups won’t go because they
carry the seeds of their own destruc-
tion,” said a former distributor. “As
long as the members think they are
independent, the group can’t function
successfully. With color television
going so strong, members are likely
to act opportunistically and drop
out.”

Some feel the groups will eventu-
ally take the form of today’s food
cooperatives. In such a form, the
group would buy for the members,
warehouse, keep the books, prepare
the ads, train salesmen, deliver and
service the merchandise, set up dis-
plays, organize promotions, and
finance the inventory. Members would
have almost the same relation to the
group that, in a chain, branch stores
have to management.

Utilities

Gas utilities are again going to mer-
chandise gas appliances—this is a
goal the new American Gas Assn.
president has given members.

The gas utilities are in a bind.
They do not get as much new load
as electric utilities, and they must
keep the load they have now. Few
retailers have any lovalty to either
gas or electric appliances, but the
woman who considers replacing her
gas range often thinks electric.

Utilities who do merchandise must
tred a narrow path. They cannot com-
pete too aggressively with dealers in
the market. If they do, and other
retailers sell away from gas appli-
ances, the net result to the gas com-
pany is a loss.

Gas utility executives and gas ap-
pliance manufacturers are afraid gas
appliances do not get enough expo-
sure. Most appliances, after all, are
electric. But even among utility peo-
ple there is disagreement whether
the best way to get exposure is to
start merchandising or to help retail-
ers promote.

Most retailers feel they can live
with utility competition. They say
the utilities do not cut price, do not
aggressively advertise, and do not
carry full lines.

Appliance centers

The GE Appliance Centers were
started in northeast Ohio a year and
a half ago. They have spread to Hous-
ton, Texas, Grand Rapids, Mich., and
beyvond. Will they spread elsewhere,
and will other manufacturers follow
GE?

Ed Stehle, manager of GE’s Dis-
tribution Sales Operation, argues
that there have been appliance cen-
ters for 20 years, that the new cen-
ters are only a small variation on the
theme of one-line retailing.

There are, indeed, any number of
one-line stores around the country.
Hugh Hannah in Chattanooga sells
nothing but RCA Vietor and Whirl-
pool products. The question is not
therefore, “Are the GE Appliance




Jenters going to spread?” but is,

‘Will one-line retailing spread?”

George Johnston, of “Johnston’s in
Minneapolis, says that, in single-
srand selling, a retailer requires

less risk capital, usually smaller

averhead; store identification is
rasier; service is simplified ; more of
»ne manufacturer’s merchandise can
se displayed; most every retail prob-
2m is less complex ; sales training is
:asier; enthusiastie, evangelical type
of selling more apt to be generated;
less business controversy, less con-
flict; and more efficiency, less waste
of time.”

There are reasons why a dealer
should handle more than one brand,
however, and Johnston outlined them.
The defensive reasons are: ‘“‘manu-
facturers change . . . and sometimes
i conditions change and manufacturers
don’t keep step. Manufacturers can
quit, be struck, or change their dis-
tributors or branch people.” They can
' come up with a “lemon,” an expen-
' sive mistake for the dealer.

The positive reasons for carrying
multiple brands, said Johnston, are:
“Every manufacturer has a consumer
following for one or more of its prod-

2ts . . . No one manufacturer has a
ronopoly on new ideas, on new in-

:ntions.” The dealer who carries

veral lines can get the best avail-

de. “You get more help from sev-
al suppliers” by making the laws
* competition work for you. The
ulti-line dealer is better able to
atisfy his customers, and “a mul-
pple-brand store attracts customers
more easily, and closes the sale more
quickly.”

These are the arguments; what of
the future? Single line selling will
probably grow because there are
rpressures from above (most manu-

facturers admit they would like stores
to carry only their line) and pres-
sures from below. Who, after all, is
going into appliance retailing today?
Generally the new stores are opened
by servicemen who see a chance for
profit in selling, salesmen who have
saved some money, and former part-
ners who have split up. Because, as
Johnston points out, a single-line
store requires less risk capital and
overhead, many people who enter ap-
pliance retailing will begin as single-
line dealers.
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specialty chains

The healthiest appliance retailers are
.he appliance chains: Polk Bros.,
Kelly & Cohen, Price’s, Forest City
Materials, White Front, Wards TV,
and others. They have the advantages
of a buying group—they buy carload
lots, have a central warehouse—with-
out the disadvantages. A store man-
ager goes in the direction manage-
ment points him.

Not only will these chains grow
within their own markets, they will
expand into other markets. Pitts-
burgh-based Kelly & Cohen, for ex-
ample, recently opened a store in
Youngstown, Ohio, has stores in
Rochester, N.Y. How far and how
fast any one chain will grow is any-
one’s guess. It is certain, however,
that they will grow.

What

to
expect

1970

. =« from
Distributors

“Things are changing,” said Ed
Rosen, Raymond Rosen & Co., a
Philadelphia distributor.“Some func-
tions, like advertising and promot-
ing, are tending to go from the re-
tailer to the distributor. Others, like
service, are tending to go from the
distributor to the factory.”

At Philco, the warehousing func-
tion is moving from the distributor
to the factory. “We are establishing
10 regional warehouses,” said Carl
Lantz, vice president and general
manager of Philco’s sales and dis-
tribution division. “They will do all
the product handling. This will free
our distributors to work with our
customers, to sell, to help with ad-
vertising and promotion, to counsel.”

Most executives agree there will
be fewer independent distributors by
1970. Those who leave the scene of
battle will do so because there is no
one to continue the business, or be-
cause they are undercapitalized, or
because they are too small to operate
efficiently.

But Motorola’s Herkes does not go
along with the majority. “It’s always
hard to find distributors; it takes
time and effort,” he admits. “But if
a manufacturer has trouble getting
distributors, why is it? It’s because
there is no profit in the line.”

“There has to be a distributor at
the local level,” says Harry Kane,
vice president and general manager
of Westinghouse Appliance Sales and
Service Co. “We at headquarters
can’t run a merchandising program
in a local market. We need someone
in the market who knows it.”

But will independent distributors
be able to weather the competition
from factory branches and direct
selling? A former independent said
no. Unless manufacturers are willing
to subsidize the independent, he is
on his way out. “The factory doesn’t
mind running a branch at the break-
even point as long as they’re getting
penetration,” he said.

It is also true that a factory will
not replace an independent with a
branch as long as the independent
is getting penetration.

.=« from
Retailers

By 1970, the big will be bigger and
there will be fewer small dealers.
The retailers who remain in the ap-
pliance-tv business will be those who
are important to somebody.

The national volume of appliances
and television is going to grow, and
this increase will be felt locally no
matter what the market is like. It
must move through a retailer some-
where, somehow ; it must be sold.

There are many ways to retail be-
sides the traditional ones: GE’s Ap-
pliance Centers and display-delivery,
the Magnavox Home Entertainment
Centers, leased departments in dis-
count stores operated by independent
appliance retailers, and leased de-
partments operated by independent
distributors. Manufacturers are mov-
ing into retailing ; huge retailers are
moving into manufacturing.

Someone has said that, in the fu-
ture, the private label will set the
industry’s pace. Many see the GE
Appliance Centers in northeast Ohio
as a way the factory branch can meet

Sears. Sears, secure in its success,
can say:

“Today’s retailer is not just con-
cerned about merchandise, even
though his merchandise is finer and
better than ever before. He is also
concerned about people . . . about
what they do, what they like, and
how they think. The merchant is con-
cerned about reacting faster to their
demands than he has ever reacted
before, and that seems to me to
be the principal trend of the decade.”

.« « from
Consumers

“It’s the customers who are going
to decide whether the big dealers
and mass merchants are going to
take over the world,” said Morris
Schwab, “or whether there is going
to continue to be an important place
for the small professional dealer in
this business.”

There are, he said, many kinds
of customer, and each kind wants
different things. The price customer
is willing to forego some services
and partially sell herself to get the
best price. The customer who has a
trade-in will be served best by a
dealer who can handle trade-ins.
Some customers want technical in-
formation, will not be satisfied with
superficial sales talks. And there is
the customer who wants personal
recognition and attention, who is
dissatisfied with the growing deper-
sonalization of American life, and
who will patronize the store that
recognizes him as an individual.

Which is the best way to reach
the consumer? There are many best
ways. What works for one company
will not necessarily work for another.
But both consumers and retailers are
growing more and more sophisticat-
ed. They are going to demand prod-
ucts quicker and quicker, and the
distributor—and the manufacturer
—who thrives, will be the one who
gets his products to market faster
and cheaper than anyone else.

The day may come, said Professor
Davidson, when the appliance re-
tailer can offer a prospect any model
in a manufacturer’s line. The cus-
tomer can choose any color and com-
bination of optional features. The
retailer can offer delivery the next
morning, even though he has no in-
vestment in inventory other than
display models.

The day may not be here by 1970,
but this is the direction in which
appliance-tv distribution is heading.
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RCA’s newgroundrule
for the drop-in game:
more for the money

RCA sharpened the price points in
its color line as it introduced new
21- and 25-inch leaders. The new 21-
inch leader, in a black metal cabinet,
comes in at the familiar $349.95.
This new model has a degausser and
bonded tube, features that were pre-
viously included only in models start-
ing at $399.95.

The company cut $50 off the start-
ing price of 25-inch color models by
introducing a pair of consolettes at
$599.95.

RCA’'s pitch was aimed at conso-
lettes because of what the company
calls the “compact household” mar-
ket. To meet the trend, the company
also added two 19-inch consolettes in
wood cabinets starting at $449.95.

The compact look also showed up
in the black-and-white Iine where
RCA dropped in three 21-inch con-
solettes. The lead 21-inch consolette
in hardwood veneers and solids kicks
off at $179.95, $20 less than previous
RCA consolettes. The 23-inch b&w line
opens with a black metal table model
at $169.95; 19-inch portables start
at $129.95.

RCA’s Victrola line has gone com-
pletely solid state with the introduec-
tion of a new portable phono at
$19.95. The company also dropped

RCA’s 19-inch color set: 27 lbs. lighter, 40% smaller, than its 21-incher

in its cheapest AM-FM stereo phono
combo at $218.88.
In radio, RCA added an $11.98
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AM table model, a clock model at
$18.98, and an 8-transistor portable
for $19.95.

Delmonico dives into
the color tv market
with an 11-model line

Delmonico has moved into the color
tv market with an 1l-model line,
ranging from $299.95 for a 16-inch
color portable to $599.95 for a 21-
inch color combo with built-in bar.

Nine of the new color sets will be
built for Delmonico in Japan. Two
21-inch round tube color combos, to
be introduced in January, will be
made in the U.S. by Hoffman Prod-
ucts using Delmonico’s own cabinets.
Herbert Kabat, executive vice presi-
dent of Delmonico, said that 21-inch
picture tubes, which Delmonico buys
from Sylvania, will be available only
in the first half of 1966. Starting in
the second half of the year, Kabat
hopes to go with 25-inch combos.

Delmonico is not naming numbers,
but, with an exclusive allocation con-
tract with Victor Nippon in Japan,
the company claims availability of
sets will be relatively good. Delmon-
ico expects its factory sales to in-
crease $8-$10 million with the addi-
tion of color next year.

The 16-inch portable color set and
another 19-inch portable will be in-
cluded in the line beginning in the
second-quarter of next year. Intro-
duction of these sets depends upon
production of a new compact chassis.
Seven other color sets—a 16-inch
consolette, three 19-inch combos, and
three 19-inch consoles—will move into
the market during the first quarter
of 1966.

The top-of-the-line console, in a 72-
inch cabinet, includes a 21-inch re-
ceiver, AM-FM stereo radio, stereo
phono, and eight speakers.

Delmonico 19-inch color comsolette
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HOUSEWARES MERCHANDISING

Christmas Countdown: This is the
third of four retail sales surveys by
MERCHANDISING WEEK in cooperation
with McGraw-Hill World News.

Retail sales report: the pleasant problems of prosperity

With housewares volume ranging from 10%
to 20% ahead of last year for most retailers,
and with profits generally up from 1% to
3%, buyers need something to complain about.
And that ‘“something” is delivery delays and
shortages. It is a nice problem, though.

‘‘Our inventory is at its lowest level. The man-
ufacturers did very badly this year on deliver-
ies. . . We are not living on what we have,”
reported one Cleveland mass merchandiser.

“I ordered 15 items from a distributor the
other day and only got three of them,” a sub-
urban Cleveland appliance store owner said.

“The only difficulty is shortages,” said a
Milwaukee buyer.

How serious is the problem of delivery de-
lays and shortages? This is a highly debat-
able question in the trade. Some buyers say
the problem has been overplayed. Others blame
the shortages for keeping their sales records
from going even higher.

Shortages are cropping up in the most un-
expected places. Buyers would not be surprised
if shortages were confined to slicing knives
and to Teflon-coated electrics and cookware;
but the shortages extend to irons, percolators,
blenders, shavers, hair dryers, low-end can
openers, salon-type and bonnet-type hair dry-
ers, mixers, and ‘“even cornpoppers and meat
grinders,” as one buyer put it.

‘‘Everything is hot,”” said a New York City
buyer. “Every item we have been advertising
is a winner, from blenders to warming trays.
When everything is hot, there are bound to
be shortages.”

Most stores have been able to switch em-
phasis to other items and have avoided losing
many sales because they are out of stock.
“Right now, I'll take any iron I can get,” said
a New York buyer.

“Profits are up 29% to 3%,"” reported a
Cleveland department store buyer. “There are
more lines protecting the retailer these days.
GE has a minimum co-op plan that has
helped.” This buyer talked about improved
profits, and said that price-footballing had in-
creased, especially on low-end slicing knives.

A second reason for improved profits is the
strong trade-up trend that keeps getting
stronger. “People want better quality mer-
chandise and they have the money. They are
spending more money. It's all tied up with
keeping up with the Joneses, and now they
really do,” a Chicago buyer said.

“We're doing a good job on trading up on
blenders,” said a Cleveland department store
buyer. “We're trading up on Oster from the
$18.88 blender to the $49.95 job.” Although
buyers generally singled out blenders as one
of the strongest product areas for trade-ups,
the trend to better goods was noted through-
out the electric housewares industry.

“In all product categories, it is the higher

The top 10 electrics

Slicing knives: a three-way race
Irons: basically strong and short
Mixers: food preparation is gaining
Teflon-coated electrics

Percolators; and party percs, too
Toasters, especially 4-slice models
Blenders: promotions are paying off
Hair dryers: salon and bonnet types
Toothbrushes: drugs are cutting
Broilers: still open-style models

COPNIOAWN-
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priced item that’s really selling well,” a De-
troit distributor reported.

“We're selling larger warming trays,” a
buyer for a key New York City department
store reported. He reported bigger sizes mov-
ing in both the Salton and Cornwall lines.

Trade-ups also are strong in electric knives.
Consumers continue to look for models with
deluxe trays and storage cases, although pro-
motional models also are selling well. In knives,
it is a three-way race among General Electric,
Hamilton Beach, and Sunbeam. Opinion on

-which lines are selling best varies.

Hamilton Beach is reported in a better posi-
tion to deliver knives than is GE, and this
could put the firm on top. Right now, Sun-
beam is being hampered the most by delivery
delays and shortages in slicing knives. Among
the promotional firms, Roto-Broil and Merit
Lady Vanity are holding their own.

At a number of key retail outlets, the word
has gone out to sales staffs to push other
brands—particularly, Dominion, Rival, and
Robeson, and, of course, the private labels.

Teflon-coated electrics are hot—from irons
to waffle-baker/sandwich-grills—and are re-
ported in short supply. Toothbrushes also

Pop art prop: Carson’s, in Chicago, promotes
its Carving Clinic with a giant-sized knife—
“the one with the hole in the handle.”

have perked up, but some housewares buyers
report the first-floor drug departments are
getting the bulk of the sales.

Television is playing a key role this Christ-
mas in boosting retail volume in housewares,
especially in electric housewares. Buyer after
buyer mentioned how thoroughly manufactur-
ers have saturated their area with tv spots.

“Tv is bringing them into the stores,” said
a New York chain buyer. One Midwest buyer
reported that business is so strong he is con-
sidering cancelling some planned late adver-
tising, because he does not know if he will
have enough merchandise to back up the spe-
cific products advertised.

One New York City trade source said he
believed manufacturers may have underesti-
mated the power of television. “They all in-
creased their use of tv, but they didn’t adjust
their product schedules accordingly.”

Distributors are enjoying a record season,
too. Most report record sales and slightly im-
proved profits. However, as one Midwest dis-
tributor pointed out: ‘“Retailers are accenting
profit margins much harder this year and so
are putting the pinch on the distributor. They
are driving a harder bargain and are putting
the screws to the distributors. We are forced
to sacrifice profit on some items just to keep
the basic line in the stores. If you have enough
good specials in enough supply, you can make
a profit.”

In basic housewares categories, Teflon-
coated cookware remains hot, but with some
slackoff reported, especially on sets. Bar goods
are strong sellers among “gift housewares,”
and woodenware and metal serving accessories
also are doing well. Stainless-steel serving
pieces have come on big, rivaling copper in
some stores.

Heater volume has perked up considerably
for some retailers, especially in the North-
west and the Midwest. A few buyers reported
they sold out on heaters.

Business is so good it has become difficult
to single out the best-sellers, since, as one
buyer put it, “Everything is hot.”

“We're breaking all types of records,” a
New York buyer commented.

“Business keeps getting better every day,”
reported a Chicago retailer.

“The Christmas season started early and
hasn’t let up,” another buyer enthused.

“Next week will be the one to watch,” the Chi-
cago buyer added. But judging from reports
so far, Christmas 1966 is in the bag already—
wrapped up in record sales and record profits.

(This sales survey is based on interviews with
key retailers and distributors in New York
City, Cleveland, Chicago, Seattle, Los Angeles,
San Francisco, Detroit, Dallas, Washington,
D.C., and Atlanta.)

New UL polisher standards: no answer to stagnant sales

“A floor polisher isn't even as dan-
gerous as a radio,” sighed one manu-
facturer. “Now, because of Under-
writer Laboratory’s edict on wiring
changes [Mw, 11 Oct.,p.3], people are
going to be scared of electric floor
polishers.”

Another producer complained that
the new requirement creates an un-
warranted fear of floor polishers,
even though they had no record of
causing serious injury under the old
requirements. “It is a ridiculous rul-
ing, but we'll just have to live with
it.”

DECEMBER 20, 1965

Postponement has been ruled out.
“January 1 is the definite dead-
line,” said Richard Bogue, UL senior
project engineer.

The new UL requirement of equip-
ping all polishers and wet scrubbers
with a grounding or double-insula-
tion system forces manufacturers to
either absorb the increased cost or
raise prices at a time when sales
are off.

The UL change in approval require-
ments is viewed as just one more
unhappy note in an already dismal
year. Floor polisher unit sales for

the first 10 months of this year are
1.459% lower than for the same pe-
riod in 1964, while vac sales for the
first 10 months are up nearly 11%,
according to statistics from the Vac-
uum Cleaner Manufacturers Assn.

Producers are hard-pressed to hold
the price line, even though they are
loathe to raise prices. Eureka-Wil-
liams, Regina, and Shetland concede
they could be forced into raising
prices; Hoover and General Electric
report they have no plans to change
present prices, and Westinghouse is
remaining close-mouthed.

“Pricing on polishers has been so
low, I don’t know how increases can
be avoided,” said R. C. Connell, vice
president of sales for Eureka-Wil-
liams.

“We hope any increase in prices
is minimal,” said Regina’s market-
ing vice president, Earl Seitz.

“We're fighting to hold down
prices,” remarked a spokesman for
Shetland, indicating that price hikes
are likely.

But GE and Hoover appear un-
daunted. “Hoover will convert easi-
ly,” a company official said.
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. .. me and my MA GLINER lightweight

delivery truck ramp! Now, put your deliveries on a
low-cost, one-man basis. Make a Magliner the helper on your
trucks . . . climinate double load handling  make more stops at
lowercost. Lightand tough, Maglinersarccasily handled and posi-
tioned by one man. Sclf-cleaning traction walkway assures safe,
sure footing in rain, snow, slcet, etc. Flanking deck area is smooth
for casy wheeling. Guard rails prevent
truck run-offs. Load capacities to 1,500
Ibs. Standard lengths, 7 to 16 ft.

WRITE FOR BULLETIN
ON DELIVERY TRUCK RAMPS MAGNESIUM

Magline Inc., P.O. Box 2712, Pinconning, Mich
Canadian Factory: Magline of Canada Limited, Renfrew, Ontario
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SEARCHLIGHT SECTION

GENERAL OFFICE: 28 N. FRANKLIN ST., CHICAGO, ILLINOIS 60606

LIFSCHULTZ FAST FREIGHT

Fastest between the Middle West and Both Coasts

ARROW-LIFSCHULTZ FREIGHT FORWARDERS
FASTEST COAST-TO-COAST

TRANS-AIR SYSTEM

Domestic and International Air Freight Forwarders

NEW YORK « CHICAGO « PHILADELPHIA « BOSTON « HOLYOKE « BALTIMORE « NEW HAVEN

BLOOMFIELD, N. J. « PROVIDENCE « MILWAUKEE - LOS ANGELES « SAN FRANCISCO

HOUSEWARES NEWS

O O O O GE’s campaign promise: “Homemaking Made
Easier . . . Because General Electric Cares.” GE’s
housewares division will use this adaption of the cor-
porate “GE Cares” slogan, for its first-quarter con-
sumer advertising campaign. Ten products will be fea-
tured in the ad campaign that includes 15 magazine
and tv commercials on three NBC shows and one CBS
special.

0 0O O O Westinghouse is offering a free home trial on
its two high-end Converto-Vac vacuum cleaners: models
VU-10 and VU-30. Westinghouse will promote the no-
risk offer in its first-quarter consumer advertising.
Westinghouse claims a 43 % sales increase in vacs since
revamping its line last January.

00O 00O GE's new sunlamp and heatlamp kits include
deluxe models of each packaged in polyethylene travel-
ing cases. The deluxe kits will retail at $16.95 for the
sunlamp and $9.95 for the heatlamp. Without case,
the sunlamp kit retails at $12.95, and the heatlamp kit
retails at $5.95. Sunlamps with holders retail at $9.95
and heatlamps with holders retail at $2.95.

0 0O 0O O Ronson named William O'Brien as marketing
vice president, to succeed William Gassaway. O’Brien
was formerly vice president in charge of its Flame
Products Division. His appointment is effective im-
mediately. Gassaway resigned earlier this month.

0 00O Two new jobs for Mirro's Ziemer: Charles W.
Ziemer has been named vice president for marketing
at Mirro following the announced retirement of G. C.
Kubitz as senior vice president for marketing, effective
Dec. 31. Ziemer, who has been vice president for sales,
now gets added marketing responsibilities. Kubitz, a
former president of the National Housewares Manu-
facturers Assn., is retiring after 40 years with Mirro.
In another Mirro shift, Frank C. Prescott moves up to
general sales manager.

Ziemer’s second new job comes with his election as
vice chairman of the electric housewares section of the
National Electrical Manufacturers Assn. R. B. Hall,
of Westinghouse, is the new chairman, succeeding R.
O. Lockman of West Bend. Art J. Gilissen, of Cory, is
the new chairman of the section’s general engineering
committee, and Forrest W. Stone, of Knapp-Monarch,
heads the sales promotion committee.

0 0O O O Hudson's Arthur Malone will be honored on his
retirement as merchandise manager of housewares by
the Housewares Club of Michigan. Malone has been
with the Detroit department store for 46 years. A
Housewares Club dinner in his honor is scheduled for
Dec. 28 at Detroit’s Harmonie Club.

0 0O 0 0O Aqua Tec Corp. has named Roy E. Douglas as
general sales manager. Douglas, former sales manager
for Toastmaster, will direct an expanded sales staff for
Aqua Tec’s Water Pik home oral hygiene appliance.

0 O O O Harry Roehm resigns from Cory. Roehm, vice-
president of Cory’s consumer products division, said
the parting was on a friendly basis. Roehm said he has
not yet finalized his plans for the future.
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You needed ‘'em by the carload

...and Lady V
the good

ity delivered
(as usual).

Lady Vanity Cordless

with five ® energy cells for man-size cutting
... power your customers demand!

Five cells mean not only more power, but more trouble-free
operation. Proof: our full year's replacement guarantee. We
know our knives won't need replacing. That's how we can

afford the guarantee! You'll love Lady Vanity. And we can
think of at least half a million good reasons why (that's how
many Lady Vanity model EK-1's were sold last year)!

Electric Knives ¢« Hair Dryers g
Coffeemakers ¢+ Skillets + Defrosters
Ranges * Ice Cream Makers

MERIT ENTERPRISES
BROOKLYN, N.Y. 11208

REPLACEMENT GUARANTEED

if defective within one year

N

DIVISION OF

ATLAS CORPORATION
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Does hand-washing

—otpoints

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

fransistorized

LW/Q5

washer

The American “laundry basket” has
changed. And is continuing to change
radically and rapidly.

Today, over half the fabrics in the aver-
age home are made with man-made
fibers. And most of these fabrics require
hand-washing!

New man-made fibers and fabric treat-
ments are constantly being developed and
introduced. These are adding a steady
stream of new items to the housewife's
hand-wash load.

This challenge must be met. And con-
ventional multi-speed automatic washers
are simply not geared for it.

That'swhy Hotpoint developed IW795.
LW795 utilizes transistorized circuitry and
solid-state controls!

HOTPOINT * A DIVISION OF GENERAL ELECTRIC COMPANY -

DECEMBER 20, 1965
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Tunes Like a Radio

LW795 machine-washes and rinses any
garment or fabric that can be washed
satisfactorily by hand—and does it better.
Controlled by two easy-to-use dials,
it tunes like a radio, providing "infinite”
motion control in the washing, rinsing,
and spin-dry cycles. Not just two, three,
four, or even six speeds—but an “infinite”
number! Its newly developed motor can
be controlled to simulate the slow, gentle
movement of human hands. It's the auto-
matic washer with the “human touch.”

Practically Infinite—Infinitely Practical
LW795 is perfect for synthetic blends,
glass fiber, washable woolens, durable-
press, exotic fabrics, fine lingerie, even
expensive cashmere!

Tests at Hotpoint's Home Economics
Institute show that, in every case, a “hand-
washable” garment done in the LW795
retains a store-fresh appearance...shrink-
age is so slight as to be unnoticeable...

CHICAGO,

and the item feels as good as lif not better
than) the same item washed by hand.

And LW795 is tailor-made for bulky
articles like draperies and bedspreads;
because it delivers constant agitation [no
slow-downs, as with conventional ma-
chines) they come out smoother and more
wrinkle-free.

LW795 also does 16 Ibs. of regular fam-
ily wash. lts big 17 gallon tub, ¥2 horse-
powermotorand rugged commercial-type
transmission are specially engineered
to handle big loads. Other customer-
pleasing features include: “Infinite” Water
Level Control with “water saver button”
fills tub to desired level every time. Water
Temperature Control with five settings
assures proper wash and rinse tempera-
ture for all fabrics. Fountain Filter Washing
Action with wide arc spiral agitation gets
all clothes really clean. Porcelain Finish
...Inside and Out resists rust, scratches
and stains. Dual Lint Filter traps and re-
moves all types of lint.

IW795 will retail at about $360—
with better-than-average, top-of-the-line
profits. It will be introduced to your cus-
tomers with one of the biggest campaigns
in Hotpoint history—full-color ads in Life,
McCall's, Better Homes & Gardens and
Sunset Magazines, TV commercials on
The Tonight Show, plus a complete point-
of-purchase and display program.

Call your Hotpoint representative for
full details, today!

first with the features women want most

ILLINOIS 606844
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NOW “FLAME SET”
REPLAGEMENT KITS!

They're hot from Uni-Line...the hottest line in gas re-
placement controls! And they've got universatility: ..—
versatile and universal applications for alt types of ranges
that need a burner with a reliable Robertshaw brain!

o Most popular with
your customers!

Easy to install!
No cali-backs!

Fast service on
your orders!

Top or rear outlet
models!

Robortshaw

- : -
Uni-Line
CONTROLS
See your Uni-Line wholesaler, or write:

ROBERTSHAW CONTROLS COMPANY, Uni-Line Division
16072 Gothard St., Huntington Beach, Calif. 92647

growth

Merchandising Week serves America’s number one growth indus-
try. In the next fifteen years appliance sales will be well over 709%
of automobile passenger car sales compared with a 1960 figure
of 50%.

source: “Resources for the Future”—in cooperation with the Ford Foundation.
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GE goes International: high-end decorator clocks with a foreign flavor

GE is ‘up’ on toothbrushes,
apprehensive on clothes brushes

General Electric Co. is brushing up
(and down, too) on its toothbrush
action by introducing two new cord-
less models that feature up-and-
down brushing action. GE, which
formerly sided with the back-and-
forth school of dental hygiene, now
becomes the first toothbrush manu-
facturer to offer consumers a choice
of brushing actions.

GE's biggest news is no news, at
least to the trade. GE officially will
introduce its rechargeable, cordless
electric clothes brush at the House-
wares Show in Chicago next month.
Earlier this year, GE test-marketed
the brush, using a mail-order tech-
nique. GE is known to be a little
apprehensive about the suggested
retail price—$14.98, with a $12.80
minimum on co-op ad eligibility—it
has been forced to put on the product.

GE's new action on toothbrushes—
production of up-and-down models—
follows six years of research on that
brushing technique, GE claims. Un-
like GE’s back-and-forth models, the
new toothbrushes will not carry the
recognition of the American Dental
Assn.’s Council on Dental Thera-
peutics. GE is now compiling data
with the view of obtaining the
ADA’s endorsement of the new
toothbrushes. .

GE’s major competitors in tooth-
brushes, particularly Sunbeam Corp.,
have been playing heavily on the up-
and-down brushing action of their
units. Squibb’s Broxodent toothbrush
also features up-and-down action.
Sunbeam this month earned ADA’s
Class B endorsement (compared to
GE’s and Squibb’s Class A endorse-
ment), along with Westinghouse and
Johnson & Johnson’s Tek Automatic.
Westinghouse, whose unit features
multi-action brushing, makes the
Tek model.

GE’s two new up-and-down tooth-
brushes are: model 5108, with a sug-
gested retail price of $18.98, mini-
mum co-op price of $13.80; and pro-
motional model 5109, with a sug-
gested retail price of $15.98 no
minimum co-op. The units are priced
81 less than comparable GE back-
and-forth toothbrushes.

GE's other new products for Janu-
ary include:

A line of high-end cordless wall
clocks, which has been dubbed the
International Collection of Cordless

Decorator Clocks. Each of the six
models carries a $35 suggested retail
price. Minimum co-op pricing on
GE’s new clock line is the same as
list pricing. The new collection rep-
resents styling of six countries:
Mexico, Spain, France, Italy, Japan,
and Scandinavia.

The Permatel (easy-clean) coffee-
maker formerly marketed by Landers,
Frary & Clark moves into the GE
line—the only Universal product to
make it into GE’s regular line. It
carries a $39.95 suggested retail price
and a $33.80 minimum co-op price.

GE has added two new toasters
with up-front controls. The 4-slice
model, T-126, carries a $26.98 sug-
gested retail price and a $22.88 min-
imum co-op price. Two-slice model
T-142, is priced at $21.25 suggested
retail, with the co-op minimum
pegged at $17.80.

GE is adding a new iron: a white-
handled version of the F-70. The
F-T0W carries a $14.50 suggested
retail and a $12.80 minimum co-op
price.

A new Universal-by-GE product
is a Tefloncoated griddle-waffle-
baker, which moves into the fair-
traded line at $21.80.

GE has lowered pricing on three
irons and a vacuum cleaner. The F-54
and F-64 irons are now priced at
$9.98 retail, and the F-54W at
$10.98. The price cuts amounted to
less than $1 at list. The C-11 canister
vac has been reduced from a $69.95
to a $59.95 list.

GE's marketing program for the
first quarter includes three specials,
two consumer premium offers, one
consumer refund offer, one limited-
time offer, a dealer promotion con-
test, three new displays, and a retail
salesperson ownership plan on tooth-
brushes. Specials include: C-188
swivel-top vac at $34.98 list: FP-
105 floorpolisher at $22.98, and M-17
hand mixer at $10.50. Premiums in-
clude a free book with any of the
new International clocks and a free
Baby Set with any GE Heat 'N
Serve Baby Dish. A $2 consumer
refund will be made on any GE slic-
ing knife purchased between Feb. 1
and Mar. 31. For retailers, GE is
offering: a 7-for-6 deal on heating
pads; a contest for displaying and
promoting the International clocks,
with dealer prizes totaling $28,500.
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In Chicago you can reach 36.4%
of all homes with @

In Washington-Baltimore you can reach
46.3 7% of all homes
with ‘Q/};

LIFE

In Detroit ‘you can reach 39.6 %

of all homes
ISPOY
with @

T ,
m— LIFE
-

DECEMBER 20, 1965

And in all 20 top markets
where SPOT LIFE is
available, it reaches
40.3% of all homes.

That beats any weekly
network TV show.
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1. Portable
2. Plugable
. Rechargeable

Leading manufacturers of radios, tape recorders and other portable devices
have recognized the trend that is sweeping the country. This year’s consumer
wants the truly versatile product . . . made possible by the Dynamic System.
Obsolete products that are only portable . . . or only portable and AC adapt-
able . . . fall short of the mark. Dynamic equipped products offer the THIRD
big feature — rechargeability using ordinary dry cell batteries, a unique con-
cept pioneered and perfected by Dynamic.

Think of it! A radio or tape recorder that plays for two years on the same
set of ordinary dry cell batteries.

Skeptical? Don’t take just our word for it. Send elewcts THE @ SYSTEM

for your free copies of “Dry Cell Batteries Are

Rechargeable”, a 7-page editorial article which re- el =
cently appeared in PRODUCT ENGINEERING,
one of McGraw-Hill’s top engineering publica-

[l

tions; and ‘Recharging Accessory Improves B- ,
Cordless Devices” an editorial article from PRODUCT 1
ELECTRONIC PRODUCTS magazine. ENGINEERING

(

e
@ INSTRUMENT CORP. = [

Dept. EM-12 115 E. Bethpage Road, Plainview, L. I., New York
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