MERCHAND/S/IN,

EDITED FOR THE APPLIANCE, CONSUMER ELECTRONICS, AND HOUSEWARES INDUSTRIES

A McGRAW-HILL PUBLICATION/50 CENTS/VOL. 98 NO. 6/FEBRUARY 7, 1966

]

L LS PO T

il

= 145

!
!

GEEHEN O U

HABKES T v SERY & 8L
HALDY RD
WESTBROCK HATUE
9-64

(7748

48 000 The search for hetter
retail training has the industrv
burning the midnight oil. M - au-
facturers are looking for new
ways to satisfy the : .ing de-
mand for training. For 2 report
on what retailers think of the
training they now receive, and
what manufacturers ate doing to
change matters, see.............. p.16

AT PRESSTIME 5

0000 More stereo FM sta-
tions are going on the air, ac-
cording to the National Assn. of
Broadcasters. Last October, there
were 370 stations beaming stereo
broadcasts (Mw, 25 Oct. 65, p.7).
In January, the total had risen
to 396 stations—and included
stations in every state of the
Union. California, with 44 stereo
F'M stations, is the leader in
stereo broadcasting.

U O O O With a tiny chip of sili-
con, RCA launched one of the
biggest public flaps in tv since
the coming of color. What RCA
revealed last week was its plan
to use integrated circuits—about
the size of a matchhead—in some
of its color and black-&-white
tv sets this year.

The first receivers using inte-
grated circuits will show up in
RCA’s March introduction ; more
units will come with the major
new line introduction in May.
The integrated circuits, which
can perform the functions of as
many as 26 current components,
will first be used in the audio
circuits. The new RCA models
will actually be hybrids, combin-
ing not only the new solid-state
devices, but vacuum tubes as
well.

RCA’s announcement pin-
pointed the turmoil going on in
the industry over the use of
solid-state continued on p.3



EMERSON RADIO AND PHONOGRAPH CORPORATION
680 FIFTH AVENUE
NEW YORK, N. Y. 10019

Office of
BENJAMIN ABRAMS
CHATRMAN OF THE BOARD

A LETTER ADDRESSED TO ALL EMERSON

CUSTOMERS AND SUPPLIERS

You are no doubt aware that the Abrams family has sold substantially
all of its interest in Emerson to National Union Electric Corp. An
announcement to this effect was made the early part of June 1965.
This step was taken in order to diversify our interests and to a cer-
tain extent ease our responsibilities. Under the circumstances, my
brother Max and I have decided to retire from the operations of this
company, effective February 16th of this year. Although this deci-
sion to retire was contemplated at the time we entered into the
agreement to sell our interests, the exact date was unresolved until
a few days ago.

The fifty years which my brother and I spent in this enterprise have
been a source of great satisfaction, particularly in the many friends
we have made and the contribution made by Emerson towards the
progress of this dynamic industry. In my opinion there are tremen-
dous unexplored possibilities for its future, which I shall watch with
great interest. I sincerely hope that you and your company may
fully capitalize on the vast potential which lies ahead.

It is therefore with much regret that I make this announcement on
behalf of Max Abrams and myself and to express to you our sincere
appreciation for the splendid cooperation we have received from you ;
and the very pleasant business relationship which we have enjoyed.
Although a new Chairman of the Board and President will be elected +
following our stockholders' meeting, which will take place on
February 16th, it is expected that in every other respect the Emerson
organization will remain intact and will continue to serve you as in
the past.

relationship.

Sincerely yours,

Y/ 22

I BA:MF Benjamin Abrams g

l
1

] My brother Max and I will always have fond memories of our
1
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AT PR ESSTI M Econtinued from p.1

devices in tv (MW, 24 Jan., p.13) ever since executives
learned that Admiral was planning to use integrated
circuits in color later this year (Mw, 1 Nov. 65, p.1).

RCA pointed out that the integrated circuit will not
only eliminate dozens of components, but “with the
eventual elimination of most wiring, external connec-
tions—a major cause of equipment failure—will be
reduced as much as tenfold.”

Although the public reaction of rival setmakers to
RCA’s announcement was muted—*“We’re studying
it” was a typical response—Zenith, that handerafted
colossus, took strong exception to the entire idea.

Zenith president Joseph Wright pointed out that his
company was not only the first to use integrated cir-
cuits in a consumer product (two years ago in hearing
alds), but probably knows more about their use in the
consumer area than anyone else in the industry.

“We’re not convinced that they are ready for use on
any significant scale in radio and tv receivers,” Wright
said. “Zenith will use them in tv and radio when we
feel they represent a real advantage for both manu-
facturers and the consumer, rather than a promo-
tional or experimental gimmick.”

0 0 O O Whirlpool will extend permanent press cycles
to most of its 1967 washer and dryer line, which is
slated for May introduction. All but one washer and
all dryers, both gas and electric, will carry the feature.

(J 0O O O Culligan is test marketing two new units. One
is a small kitchen appliance that produces three to five
gallons of conditioned water a day; it works on the
principle of reverse osmosis. This unit will be given
to Culligan dealers in November. The other unit is a
fully automatic conditioner that regenerates as water
1s used. Current automatic units regenerate their resin
on a timed cycle without regard to the amount of water
that has been conditioned. Culligan is field-testing 400
of these units. Culligan, which has almost 30% of the
market, is a leading manufacturer of home water con-
ditioning equipment.

0 O 0O O Ampex will market 8-track tape cartridges that
are compatible with both the Lear and the Orrtronics
tape players now in automobiles. Pricing will be com-
petitive on the prerecorded cartridges, which are sched-
uled to reach dealers’ shelves in the spring. E. Peter
Larmer, manager of Ampex stereo tapes, believes the
cartridges will not interfere with Ampex’s line of
reel-to-reel tapes because, “The sound quality of an
8-track cartridge is acceptable for automobile listen-
ing, but is well below that required in more precise
home systems.”

For the time being, Ampex will not duplicate 4-track
cartridges. “The 4-track market doesn’t seem to be
growing as fast as the 8-track,” explained Larmer,
“and there seems to be a lot more music available for
4-track players than there is for 8.” Earlier, Ampex
had agreed to manufacture home versions of the
Orrtronics cartridge player (Mw 25 Oct. 65, p.3), but
no production date has been scheduled.

00O 0O Ekco is planning some price hikes. The in-
creases will not be across the board, but will instead

be based on how much selling prices of selected items
are affected by increased costs. Adjustments will range
from a few cents on gadgets to $1-or-more on certain
cookware items.

0 00 0O O W. H. Eutzy moves to the top post in Westing-
house’s portable appliance division after 18 years with
the consumer electronics division. Eutzy succeeds E. A.
Uber as general manager of the division.

0 0O O 0 Decorator fronts for Amana's side-by-sides:
stainless steel, wood grains, mirror glass, even fur and
carpeting, will be available on Amana’s new line of
side-by-side refrigerator-freezers within a month or
two. But, meanwhile, the specially engineered panels
will be available on three new drop-ins Amana is in-
troducing. The three drop-ins—15.4-, 16.4-, and 17-
cu.-ft. models, are no-frost units with bottom-mount
freezers equipped with automatic icemakers. In addi-
tion to the custom panels, Amana is offering the new
models in white, two-tone copper, or in any of Amana’s
current 329 pattern and fabric coverings.

00 0 O O Retailers can expect promotional support from
U.S. Steel for its May air conditioner push (Mw, 17
Jan., p.8) in these 15 key markets: Atlanta, Boston,
Chicago, Cincinnati, Cleveland, Dallas, Houston, Los
Angeles, Miami, Minneapolis, New Orleans, Philadel-
phia, St. Louis, Sacramento, and Washington, D.C.
As usual U.S. Steel will produce a newspaper service,
which it will send to some 4,000 papers. U.S. Steel
will place full-page kick-off ads in 15 locally edited
Sunday roto magazines, and will follow up with 2,200
lines of two-color advertising run-of-paper in the
same publications. In addition, local action committees
will be organized in each key market. Last year, mem-
bers of NEMA’s air conditioner section took strong
exception to the selection of Spokane, San Jose, and
Salt Lake City as key markets. Those cities have been
replaced by Sacramento, New Orleans, and Dallas.

000 O NEMA's final figures for 1965 manufacturer
shipments show increases in all eight categories. Dish-
washers lead the plus parade with an increase of 20%
over 1964. Refrigerators registered a healthy 8.5%
gain; room air conditioners rack up a 6.9% increase
and fell short of the anticipated industry goal of 3
million units, which would have been a new high.
NEMA'’s product-by-product breakdown:

Total 1965 Change

Product category unit sales from 1964
Refrigerators 4,930,000 + 856%
Water heaters 1,095,000 + 959%
Food waste disposers 1,360,000 + 4.6%
Dehumidifiers 210,000 + 249
Room air conditioners 2,945,000 + 6.9%
Chest freezers 455,000 + 4.69%
Upright freezers 705,000 + 449

Total freezers 1,160,000 + 4.5%
Free-standing ranges 1,285,000 +11.7%
Built-in ranges 780,000 4.3%

Total ranges 2,065,000 + 5.1%
Portable dishwashers 445,000 +30.9%
Undercounter & other dishwashers 815,000 +14.89%

Total dishwashers 1,260,000 +20.0%
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Admircal offers Solid
- Fine-Furnitur:

r

PDanish Modern

Contemporary smartness! The DARIEN. Model
YH8171. Danish modern lowbov in genuine walnut ve-
neers and selected hardwoods. A masterpiece 727 cabinel
authentically stvled by Admiral furniture design consultants
Dual control centers. six speakers. Vari-Gram tone arm.

FM AM. FM stereo multiplex radio.

Spanish Provincial

The Spanish influence has arrived! The VALENCIA
Model YG8153. offers a distinetive new look to vour line. In
Spanish Provincial. genuine oak veneers and hardwoods.
Finish is carefully ereated by proper staining for richness
and long-lasting beauty. 80 watts. eight speakers. FM AN,
FM stereo multiplex radio. Vari-Gram tone arm.

b\ [ J
Early American
Colonial charm. The PUTMAN. Model YH8185. This
Farlv American lowboy blends with the beauty of your maple
furnishings. Genuine maple veneers and hardwoods. Six
speakers: two 127 woofers. four 355" tweeters. FNTL AN M
stereo multiplex radio. Two-gram tone arm with floating

-

styvlus protects records from damage if accidentally bumped.

Like how Admiral handerafted quality pleases the eve? Just wateh how
\dmiral precision-crafted stereo thrills .
vour customer’s ear! Up to 8 speakers. C\{PC( ‘&—. QF?HQ //;
360 watts of peak power. remarkable sep- \ - P Vo
aration. breathtaking sound realism!
Many Admiral models now use the amazing new
\dmiral SM-1 solid-state cartridge. A remarkable semi-
conductor modulates a strong current from the

*S.yesr warranty: Admiral warrants each new solid-state stereophonic instrument 1o be free from defects in factory wi
cartridge element are so warranted for 5 years. Admiral obligation 15 fimited to supplying suitable replacement parts  Warranty

amplifier. doesn’t depend on record grooves
to generate power!

Result: nearly limitless sound range,
less record wear. Admiral Vari-Gram tone
arm adjusts. 0 to 4 grams. Owner sets exactly the right pressure. Re-
tracts il bumped: can’t serateh records! Here's the look of beauty. the

sound of beautv. the most beautiful sales and profits. And every model
*

18 guaranteed five vears!

orkmanship of materials under normal use for 90 days after date of sale 1o consumer; the FM/AM stereo multiples redio tuner, pre-amplifier, amolifier and SM-1 phonograph
cfiective only i the instrument s reaistered with Admiral within 10 days after date of sale to consumer. Admiral, Chicago. Admiral Canada, Ontario,




Slale Silereo with

Sales Appeal!

° ° o
Italian Provineial
Elegant period design. The TRIESTE. Model YG8121.
puts ltalian Provincial beauty into vour stereo line to attract
the most particular furniture connoisseur. Genuine antiqued
walnut veneers and selected hardwoods, 80 watts of power.
professional record changer. Vari-Gram tone arm, FMAM,
FA stereo multiplex radio. six quality speakers.

v ® ®
French Provineial
Another Continental classic. The MARSEILLES.
Model YG8229. is a T5-inch cabinet with exquisite fine-grain
finish of cherrvwood veneers and hardwood <olids. 360 watts
of power! New SM-1 solid-state stereo cartridge. profes-
sional changer with Vari-Gram tone arm. FNAM. KM
stereo multiplex radio. 8 speakers. pushbutton  controls.
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.. Contemporary

: °

o Styled for tomorrow. The CRANDON. Model YH8191.
combines the most fashionable contemporary look with
highest quality  solid-state sound, at an amazingly  low
price. Genuine walnut veneers and hardwoods. shding speaker
doors. Vari-Gram tone arm, FM/AM, FM stereo multiplex
L radio, eight speakers. pushbutton control center.
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TEh;ﬂerprise EMPRESS

The Double-Oven Range that cooks
meals fit for an emperor . . . puts
you in profits . . . royally

No oriental potentate ever had it so
good. The Double Oven enables the little
woman to bring everything to serving
temperature—roast, bread, casserole—
at the time the meal is ready to be
served.

And you never had it so good either. Who else
but ENTERPRISE brings you all these quality
features in a moderate priced double-oven range:

® Big 21” wide upper oven with 3,276 cubic
inch cooking area

® V-Scope Control Panel that makes oven con-
trol automagic.

® Condiment Cupboard for storage of spices,
sauces, condiments, built right into back-
panel on 36" Series

® ‘‘Hi-Rise’’ area between cooking surface and
upper oven permits use of large cooking uten-
sils on back surface units.

@ (Available in both 30 Series and 36” Series).
It takes ENTERPRISE to build the EMPRESS.

The double oven range that cooks meals fit
for an emperor . . . that treats you royally.

PHILLIPS & BUTTORFF CORPORATION

Nashville, Tennessee

WASHINGTON NEWS

O O 0O O A general tax increase could be requested by
President Johnson later in the year, despite the im-
pression he is projecting that one will not be necessary.
The problem is inflation. With Vietnam buying adding
pressures to an economy already running at near full
tilt, economists see a real danger of price rises getting
out of hand.

For the public record, White House aides predict
that the value of the dollar will erode less than 2%
this year, about the same as in 1965. But private
economists, and even some within the Administration,
see price indexes rising much more. If this happens,
some sort of a brake on the economy will be needed—
and tax increases on individuals and corporations may
be the answer.

O 0O O O Truth-in-packaging legislation, which has
failed to get anywhere in previous sessions of Con-
gress, will have more White House support this year.
Sen. Philip Hart (D-Mich.) has been pushing such a
bill for years. He has had nominal support from Presi-
dents Kennedy and Johnson; but neither has gone all-
out, neither has given him the full support he needs to
get the bill through Congress.

That kind of support has been promised this year by
the White House. Word has gone out that the Com-
merce Dept. and the Budget Bureau are to lend their
full aid to Hart in this battle.

Whether this will turn the tide still is an open ques-
tion, however. Hart’s support in Congress is pretty
apathetic; opposition is vigorous. The best bet seems
to be that the bill will fall by the wayside again this
year, even with the added White House support.

O O 0O O State taxation of interstate firms is the sub-
ject of considerable controversy in Congress these
days. A lot of opposition has developed to a bill that
would give the Internal Revenue Service some control
over state income, use, and sales taxes—to prevent a
piling up of taxes on a company doing business in a
number of states.

The bill was worked out after four years of study
by the staff of a special House Commerce subcom-
mittee. It has the whole-hearted support of wholesalers
and distributors. But it has run into strong opposition
from states and various state organizations, and from
some manufacturing groups. Congressional approval
this year is doubtful.

O 00O 0O A higher minimum wage—probably $1.50 an
hour to replace the present $1.25—will win the sup-
port of President Johnson this year; this support he
declined to give to the bill in 1965. He also is expected
to support a move to extend the minimum wage to
some 5 million workers not now covered.

The presidential support will help the bill win Con-
gressional approval this year. But organized labor’s
legislative goals will not fare as well. The move to
repeal Taft-Hartley’s section 14-B, which permits state
“right-to-work” laws, seems dead. So does a drive to
apply uniform federal standards to unemployment
compensation benefits. On top of it all, serious con-
sideration now is being given to legislation to curb
strikes that might do “irreparable” harm to the na-
tional interest—such as the New York transit strike.

MERCHANDISING WEEK
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Japanese gathering steam for
assault on U.S. color tv market

The sirens’ song of the soaring U. S.
color television market is catching
the ear of more and more Japanese
manufacturers. Since MERCHANDIS-
ING WEEK's last report on the Japa-
nese color tv market (MW, 24 Jan.,
p.4), plans for exporting color tv to
the U. S. already have been stepped
up. The following is a rundown of
the situation from McGraw-Hill
World News in Tokyo.

Japanese tv manufacturers are gath-
ering momentum for a major export
offensive against the booming U. S.
color tv market.

Whereas only one Japanese com-
pany--—Toshiba—was shipping color
sets to the U. S. (Sears) at this time
last year, two additional companies
have just entered the market and
five more firms are preparing to do
so this year.

This would mean that at least
eight of Japan’s 12 color tv manufac-
turers will be shipping their prod-
ucts to the U. S. during 1966.

Export targets individually set by
these eight companies would total
some 300,000 units to the U. S. for
1966, seven times more than the esti-
mated total of 45,000 units shipped
in 1965.

Likewise, Japanese manufacturers
are planning major expansion of
production this year. Production
goals set by the 12 companies would
amount to 570,000 color television
sets this year.

However, forecasts made by the
government and industry associa-
tions differ sharply from these goals.
Both the Ministry of International
Trade and Industry and the Elec-
tronics Industries Assn. of Japan
predict this year’s production will
scarcely exceed 250,000 units and
that exports will reach only 170,000
or 180,000 units.

The difference between these offi-
cial forecasts and the producers’ tar-
gets stems mainly from a confused
production outlook for color tv pic-
ture tubes. With all the seven exist-
ing tube producers planning expan-
sion of production and one other
company entering the field, total
production is still undetermined.
Some suggest a level of 500,000
units, while some others are much
less optimistic.

Production and U. S. export plans
of all 12 Japanese color tv manufac-
turers follow:

Toshiba—production: 140,000
units; exports: 60,000 units.

Matsushita—production: 54,000
units; exports: “several thousand
units.”

Victor Co. of Japan—production:
70,000 units; exports: talking with
Delmonico about shipping and dis-
tribution arrangements.

Hayakawa—production: 65,000
units; exports: 50,000 units. Haya-
kawa had said earlier that it would
produce about 75,000 units this year
and export 65,000 units to the U. S.
(Mw, 24 Jan., p.3).

Sanyo—production: about 45,000
units; exports: 10,000 units.

Hitachi—production : 36,000 units;
exports: plans to enter the U. S.
market following the Music Show in
Chicago this summer.

Mitsubishi—production: 48,000
units; exports: plans not yet deter-
mined.

Nippon Columbia—production:
10,000 units; no export plans.

Yaou Electric—production: 10,000
units; no export plans.

Sony-—production: 2,400 units; no
export plans.

Nippon Electric—production:
about 18,000 units; no export plans.

Fuji Electric—no definite plans to
expand production or export.

Home color video tape recorder
tops Sony’s new import plans

A home color video tape recorder—
to sell for under $2,000—is ready
from Sony, reports McGraw-Hill
World News in Tokyo.

Sony says it will market the new
color recorder in Japan shortly after
the fall of 1967, but marketing in
the U.S. may begin ‘“even before
sales on the Japanese domestic mar-
ket.”

Using the same Y,-inch video tape
as is used for the Sony black-and-
white video tape recorder, the color
equipment is designed to record color
telecasts from any existing make of
color tv receiver, says Sony. A Sony
b&w recorder can be adapted for
color for about $1,000, roughly the
equivalent of its original retail price.
Sony is now working on a color
vidicon camera for the home con-
sumer market.

Sony told World News that it has
sold 1,500 units of its b&w video tape
recorder in the U.S. since they were
introduced to the market last August.

Sony’'s new color video demonstra-
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tor (Mw, 24 Jan., p.3), part of
which is pictured below, is another
product the company expects to sell
in the U.S. before introducing it to
the Japanese market. The device is
designed to pick up color images
with a vidicon camera from life or
from color negatives or transparen-
cies. Still color pictures are recorded
on a special magnetic disc and the
image may then be projected on the
picture tube of a color television
receiver.

Sony’s color slide converter

\

APPLIANCE-TV NEWS

0 0 00O Gas tallies its best year in a decade: 1965 gas
range sales of 2,250,500 units surpassed the sales of
every year since 1955, when 2,334,800 units were
shipped, according to the final year-end report of the
Gas Appliances Manufacturers Assn. The industry’s
December, 1965, shipments were the highest since
December, 1950. Eye-level oven range sales boomed in
1965 when the sales total of 217,400 units was 45.5%
higher than the 1964 total of 149,400 units. December,
1965, sales of 22,100 eye-level units were up 51.4%
from the 14,600 units sold in December, 1964. Free-
standing range sales of 1,554,900 units in 1965 repre-
sented a rise of 5.3% from the 1964 total of 1,477,200.
December, 1965, sales of 142,000 units in this category
show an increase of 20.3% over the 118,000 units sold
in December, 1964. Over-all, gas range sales rose 3.7%
despite percentage dips of 5.9% for set-ins and 15.6%
for built-ins.

0 0O O O Magic Chef's first big tv network promotion
of four NBC color spectaculars this year will be co-
sponsored with the American Gas Assn. Magic Chef
will promote its line of gas ranges and emphasize its
close ties with the gas industry while the Gas Assn.
will polish its modern, progressive image. Total audi-
ence of the four shows is expected to top 150 million
viewers.

00O 0O O Fedders' new ‘“high capacity’” unit, a new
33,000-Btu room air conditioner, will enter the market
in April.

Fedders says that the new unit can cool a home with
an open floor plan, as well as a small commercial area.
The unit is 27 inches wide and is available in 208v
and 230v models with air directional control. The new
air conditioner carries a New York fair-trade price
of $459.95.

U 0O 0O 0O Emerson Radio’s sales climbed about 9% for
the fiscal year ending Oct. 31, 1965, hitting $74,185,895.
Board chairman Benjamin Abrams also revealed that
color tv accounted for almost 209% of the net sales
while the black-and-white set sales declined. If Emer-
son’s average factory selling price of color matched the
industry’s $330 average, the company moved about
45,000 color sets in fiscal 1965.

0O O O O NBC bought a CATV system in Kingston, N.Y.
Reportedly, this is the first move by a major network
into the CATYV field. According to Walter Scott, presi-
dent of NBC, the network ‘“wants to learn more about
the potentials and implications of CATV and how it
can best serve the public. We believe the most effective
way of developing this working knowledge is through
direct operating experience in CATV.”

0 0O O OO UHF penetration in the New York metropoli-
tan area at the end of December—21 months after the
UHF law went into effect and 7 months after New
York’s first commercial UHF station went on the air—
is estimated at 28% by the station, WNJU-TV. This
represents some 1,538,000 sets, a number the station
feels is the minimum possible; the station also reports
that “every other authoritative source has a higher
estimate.”




APPLIANCE-TV NEWS

0O 0O 0O O The color tv shortage will continue through
the first half of 1966, says B.S. Durant, president of
RCA Sales Corp. “We now are operating with the
greatest backlog in our history,” Durant said. “The
record-breaking holiday sales period placed most dis-
tributors in a bare-shelf inventory position and we ex-
pect to continue filling Christmas orders at the retail
level throughout the first quarter.” Durant said that
industry color tv sales are expected to exceed 4.5 mil-
lion units this year, compared with the record 2.7 mil-
lion receivers sold in 1965 and the 1.4 million sold in
1964. (RCA says it sold a total of more than 2 million
tv sets last year).

O O 0O O General Electric has cut prices by 3¥%2% on
motors used in home laundry equipment, dishwashers,
and disposers. GE sources said that despite the current
copper shortage (Mw, 31 Jan., p.12), prices were cut
to meet the competition in motor production. Westing-
house simultaneously announced that motors used in
its laundry equipment would be the only units exempt
from a 3% price increase on fractional-hp motors.
Westinghouse refused to comment on the effect of the
copper shortage.

O O O O Philco’s new Cleveland distribution center will
be in operation by June. The new $750,000 building,
which will serve district dealers in northeastern Ohio,
will be six times the size of Philco’s present facilities
in Cleveland.

0O 0O 00O Sony's sales picture: a $10 million increase
is predicted for this year by Akio Morita, president of
Sony Corp. of America. Morita says this will represent
a 30% increase over 1965, which indicates last year’s
sales topped the $33 million mark. At least part of this
increase will probably hinge on Sony’s home video tape
recorder—1,500 of which were sold in the U.S. last
year—and on its new color home video tape recorder,
which may come to the U.S. in 1966 (see story p.7).
Morita says Sony plans to have ‘“a very substantial
quantity” of home video tape recorders available dur-
ing 1966. In another move, Sony is building a new $1.5
million warehouse and office in Long Island City, N.Y.
The new building will triple Sony’s facilities in the
New York metropolitan area.

Ct O O O Westinghouse will take over distribution of its
major appliance and home entertainment products in
the Kansas City area. Continental Electrie, the Kansas
City distributor of Westinghouse consumer products
until the recent change, will continue to handle the cor-
poration’s non-consumer products.

CI OO O Winegard's second major expansion in six
months will add 35,000 sq.ft. of factory space to its
antenna parts facilities. The tv and FM antenna manu-
facturer bought the added factory space in Burling-
ton, Iowa, to keep pace with the rising demand for
antennas for color tv sets and the replacement market.

Ci Cr O C Mayfair salesmen will cruise the Bahamas this
summer. Reps who meet their quotas for Mayfair tape
recorders will make the 10-day windjammer cruise
aboard the Artic Import Co.’s ship, the Polynesia.

Solid-state in major appliances:
an industry picks up the pace

Barriers are falling fast as the ma-
jor appliance industry rushes into
its own solid-state race. The pace is
picking up as the industry thinks
about an area once considered un-
thinkable and impractical.

The first impetus came when Whirl-
pool began testing washers with
solid-state controls. That was a few
years ago. But the recent entry of
Hotpoint with its production line
LW795-—a model with a solid-state
control made by parent company
General Electric—is creating a mar-
keting and research whir in industry
conference rooms.

The latest ripple came when Mont-
gomery Ward introduced its new
catalog. In it, the firm unveiled a
16-1b. solid-state washer for $339.95
that incorporated the GE solid-state
device for infinite control. The Ward
unit is made by Norge (which does
not have a solid-state unit or a 16-1b.
unit now) and undercuts the Hot-
point price by at least $10, and more
in some markets.

A solid-state dryer is in the works
at Hamilton, according to J. J. Riggs,
vice president, appliance products.
Plans call for spring testing of the
unit, which will contain solid-state
applications for temperature settings
on the control panel. Hamilton al-
ready has an electronic moisture-

sensing device in its line. The new
solid-state model is scheduled to top
the 1967 line.

Riggs vetoed the solid-state route
for Hamilton washers. “We are try-
ing to solve the problem of infinite
controls through the transmission,
not through solid state,” he said.

The first range with solid state is
expected this month, when Sears in-
troduces a top-of-the-line unit with
a device developed by the Wilcolater
Co., a subsidiary of Ranco Inc. The
device (shown below) is about the
size of a pack of cards and works
like this: a push-button or thrown
switch energizes the electronic mod-
ule and produces a gas-igniting
spark. The price of the electronic
materials will add about $10 to pro-
duction costs.

Self-cleaning oven, new stirrer
top Westinghouse 66 range line

Westinghouse unwrapped its newest
arrival—a self-cleaning oven—and so
closed ranks with GE and Frigidaire
in the self-cleaning oven parade.
Westinghouse is featuring the in-
novation on one model in its 1966
line of free-standing ranges. In addi-
tion to the self-cleaning oven, the
new line boasts an industry “first:”
an automatic stirrer that is featured
on three models. A free-standing
range carrying both new features
will retail at under $400.

The new stirring device (shown
below) stirs mixtures of various
consistencies. Its two rotating arms
operate on the principle of magnetic
attraction; there is no connection
between the stirring arms and the
range itself. A motor-driven rotating
magnet is hidden under the center
of the front element on the range.
A similar magnet in the base of the
stirrer locks in with the rotating
magnet and follows its revolutions.
“It practically eliminates the chance
of food scorching or sticking,” says
C. J. Vondran, Westinghouse range
marketing manager.

The stirrer will operate in contain-
ers made of aluminum, glass, ceram-
ic, and non-magnetic stainless steel.
It is available in two diameters: a
6-inch unit for small saucepans and
an 8-inch model for larger containers.

The new self-cleaning oven operates
on the intense-heat principle, reach-
ing a maximum temperature of 1,000
F.; cleaning time is two hours.
Westinghouse says that all the house-
wife need do is set the oven selector

at “clean” and latch the oven door.
The cost of cleaning the oven with
the new method is about 6¢ for elec-
tric power, Westinghouse estimates.
The entire range line has 18 mod-
els; nine 30-inchers; eight 40-inchers;
and one apartment-size 21-incher.
Eight models in the new line feature
Westinghouse’s No Turn Speed Broil
system, introduced last year. Its
twin heating elements broil both
sides at once. Other line features are
cook-and-hold, an automatic shutoff
element, removable chrome oven
panels, automatic timer and electric
clock, and removable elements.

New Westinghouse automatic stirrer

—
F a

Magnet-operated stirrer in action

MERCHANDISING WEEK




The entire RCA Victor line

uses RCA Solid Copper Circuits

Why?

RCA Solid Copper Circuits won't come loose.

Wont short circuit. Won't go haywire.They're the
Space Age advance over old-fashioned hand wiring’

.
.

The Most Trusted Name in Electronics
Tmi(s)




RONSON

INTRODUGES A
NEW KIND OF
KITGHEN
APPLIANCE

THE RONSON

COOK’N'STIR

BLENDER

IT BLENDS! ITCOOKS! IT STIRS!...IT EVEN CRUSHES ICE!

For the first time . . . blend and cook raw foods to a finished meal in one container!

ll Cooks and stirs soups and sauces without attention . . . without fear of scorching! [} Boils
and whips potatoes! | Even crushes whole trays full of ice without attachments! Timesaver

. . . worksaver . . . eliminates extra pots, pans, and serving pieces.




e
THE RONSON.COOK''N! STIR

The first and only blender that cooks . . . with all these exclusive Ronson features
INDICATOR LIGHTS tell when Hot/Cold Selector is turned to “‘Hot’’ and when selected temperature has been reached.

SPECIAL STIRRING RANGE of speeds makes succulent sauces and gravies without fear of scorching . . . the Ronson
COOK 'N' STIR does the heating and the stirring unattended!

HANDY THERMOSTAT DIAL selects temperatures to 350°! Cooks whole meals, such as stews, casserole dishes, meat
pies, etc., using only the blender’s own food container. No additional pots, pans or serving pieces needed!

TURN SELECTOR TO *‘COLD'’; makes delicious cold dishes, such as salads, cold soups, dips and spreads, in seconds!
TEN SEPARATE OPERATING SPEEDS, five in “‘Blend'" range, five in “‘Stir’’ range, give complete texture control!

ALSO FEATURES: Dual-purpose stopper . . . shows suggested blending speeds and has a 2 0z. measuring cup to
add ingredients while blender is operating. Container doubles as handsome serving carafe. Large Recipe Book . . .
includes scores of kitchen-tested recipes. ’

Combination of:

e REVOLUTIONARY, SELF-
FEEDING, WIDE-BOTTOM
FOOD CONTAINER DESIGN

e POWERFUL MOTOR

o EXTRA LARGE BLADES

Assures faster, more uniform

results, without need for spat-

Takes whole CRUSHES ICE
fruits and whole trays full
vegetables at a time,

i without without

* I’ pre-slicing or attachments!

ulas, etc.!

MAKES COOKED BABY EVEN MAKES POPCORN! CHOPS, BLENDS AND COOKS EASY TO CLEAN! Giant-
FOODS from canned or fresh Stirring while heating raw meats, vegetables, etc. capacity ovenware-glass
meats, fruits and vegetables produces fluffier, ~ to make entire carafe doubles as a serving

at a fraction of the cost of more thoroughly- %%
commercially-prepared baby popped popcorn! /

; BOILS AND WHIPS
POTATOES fiuffy
in half the time!

meals, such 4=
as stews, etc.
without extra
pots and
pans.

piece . . . disassembles for
easy cleaning and storage!

Step your customers up to the blender that cooks. Build new profits with this revolutionary new type of appliance.
Perfect for demonstration!

STOCK AND SELL THE COMPLETE LINE OF RONSON BLENDERS

RONSON “CARAFE" RONSON “DELUXE" RONSON COOK ’'N' STIR

2-SPEED BLENDER S5-SPEED BLENDER 10-SPEED BLENDER
Famous Ronson features at The first real advance in The only blender that pONSON )
a budget price, the food blender design cooks while it blends!

: automatically benero
greatest blender value ever! in 25 years! Ronson Corp., 1 Ronson Rosd, Woodbridge, New Jersey. Also available in Canada
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Rangaire hood and garage light

Rangaire introduces a new canopy
range hood with brushed chrome
front panel and control switches.

The unit features a two-speed,
twin squirrel-cage design exhaust
unit, aluminum filter, recessed glass-
covered lighting, and an indicator
light. It is also available in colors
or stainless steel. Rangaire Corp.,
Robert Manufacturing Division, P.O.
Box 177, Cleburne, Tex.

Also being introduced is a garage
light fixture that takes a standard
fluorescent tube. The fixture comes
in white baked enamel. Rangaire
Corp., Harris FElectric Division,
Itasca, Tex.

Commodore radios, walkie-talkies

Commodore is offering a line of
transistor radios and walkie-talkies
from Japan.

The transistor radio line begins at
$7.95 for 8-transistor model 850,
which comes complete with earphone,
batteries, and carrying case. Model
1050, a 10-transistor set, will retail
for $8.95. A 12-transistor unit
(model 1250) complete with ear-
phone, batteries, and carrying case
will sell for $9.95. At the top of the
line is model 1450 (shown), a 14-
transistor set with earphone, bat-
teries, and carrying case for $10.95.

The walkie-talkie line opens at
$24.95 for model 2004. This unit in-
cludes two 4-transistor transceivers
with volume control pushbutton
“talk” control. It operates on a 9v
battery or AC adapter. Next in the
line is a 6-transistor set (model
2006) that comes complete with
telescopic antennas, 9v battery, ear-
phone, and carrying case. AC or
battery-operated, the set will retail
for $39.95. At the top of the trans-
ceiver line is model 2009, which also
includes antennas, carrying case,
earphone, and 9v batteries, for
$59.95. Commodore Import Corp.,
507 Flushing Ave., Brooklyn, N.Y.
11205.

Conar utility tv camera

Conar introduces a new model 800
tv camera in kit form at a retail
price of $209.50 and factory-assem-
bled at $259.50.

The unit features an 1.9 lens and
equivalent 12-tube circuit. Optional
accessories are wide angle and tele-
photo lens, and tripod. Conar, 3939
Wisconsin Ave., Washington, D.C.
20016.
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Empire designs new speaker

Empire has a new speaker system,
the 8400 Convertible Grenadier,
which features louvered front panels
and a walnut finish. The unit is de-

signed for standard shelf placement
or may be used with a special bench.
The system retails for $205; the op-
tional bench is $20. Empire Scientific
Corp., 845 Stewart Ave., Garden
City, L. 1., N. Y.

Audiotex portable tv inverter

Audiotex introduces a solid-state tv
inverter to retail at $49.95.

The inverter (30-602) handles
185w and equips a set to operate on
batteries in automobiles and boats.
Also being introduced are solid-state
modules for burglar alarms, guitars,
and PA system amplifiers. Audiotex
Home Electronics Co., 400 S. Wyman
St., Rockford, Ill.

Viking adds tape recorder

Viking’s newest tape recorder is the
880, a reel-to-reel portable stereo in
a leatherette vinyl case. The recorder
carries a retail price of $439.95.

The 4-track tape recorder is
equipped with a solid-state 10w
stereo power amplifier with head-
phone jack. The two-way detachable
speaker systems contain 5-inch
woofers and 2ls-inch tweeters with
electrical crossover. Other features
of the 880 portable stereo are a re-
movable front cover for reel storage;
three hyperbolic heads for erase,
record, and playback; and pause con-
trol. Viking of Minneapolis, 9600
Aldrich Awve., Minneapolis, Minn.
55420.
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APPLIANCE-TV

Ampex has new audio products

Ampex adds three new products to
its audio line: a stereo tape record-
ing/playing system, a portable audio
tape recorder, and a stereo headset.

Included in the model 2061 stereo
system, which sells for $549, is a
model 2060 stereo tape recorder
(regularly $509); two model 2013
speakers, and two model 2001 micro-
phones. Preamplifiers and power
amplifiers are included with the tape
recorder, which loads automatically,
reverses electronically, and plays in
both directions. Each speaker is an
infinitely baffled enclosure contain-
ing one 6-inch woofer and one 3-inch
tweeter. Response ranges from 50 to
15,000 cps. Each 2001 microphone
is a high impedance, omnidirec-
tional, dynamic response microphone
with frequency response from 50 to
15,000 cps. Martching bases are in-
cluded.

The model 840 portable audio tape

recorder comes with two built-in
speakers for $299.95. The recorder
includes two 701 microphones and
features three speeds, dual capstan
drive, solid-state power amplifier ca-
pable of producing 8w continuous
RMS per channel, top-mounted
microphone inputs, and fold-down
carrying handle,

Ampex makes its debut in the
headset field with model 140 head-
sets for $36.95. Each earpiece con-
tains a 33v3-inch dynamic repro-
ducer. The sets include molded
sponge plastic ear and head cush-
ions, and a two-wayv jack and ac-
cessory cord for connecting to either
single or double stereo outputs.
Ampex Corp., 401 Broadway, Red-
wood City, Calif.
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PREMIUM TRANSISTOR BATTERIES

the year over 100 million people find out abhout
long-lasting DURACELL batteries?

Are you ready for 2 to 4 times
more profit?

Now, there's a battery that delivers more
profit...It's the Duracell battery, the long
distance power cell that lasts too long to
be called just a battery. Duracell batteries
take no more shelf space than ordinary zinc-
carbon batteries but they deliver up to four
times more profit, and give you satisfied
customers to boot.

®Registered trademark of P. R. Mallory & Co. Inc.

FEBRUARY 7, 1966

This year over 100 million people are going
to discover Duracell batteries through ads
in Reader’s Digest, Modern Photography,
Popular Photography and local newspaper
and radio.

Duracell batteries move fast. They come in
all sizes for all purposes...backed up by a
variety of merchandising displays and point-
of-sale aids that provide instant recognition
and fast turnover.

It's good business to do business with Mallory M A LLO RY

No more worry about selling customers a
half-dead battery —Duracell batteries keep
their operating power up to two years be-
fore use.

For information on Duracell batteries and
the latest Duracell displays, contact your
local Mallory distributor, or write Mallory
Battery Company, a division of P. R. Mallory
& Co. Inc., S. Broadway, Tarrytown, N.Y.
10591. Telephone: 914-591-7000

Columbia has 10 new phonos

Columbia introduces 10 new solid-
state phonographs for its 1966 line.
Low-end model 1902 is a manually
aperated monaural phono with power
transformer, steel turntable, tone
control, and turnover cartridge. The
model comes with five 45rpm records
and retails at $28.95.

Battery or AC-operated model
1903 sells for $39.95. The automatic
monaural set includes 3-way switch,
4-inch speaker, steel turntable, and
power transformer. The optional en-
ergy pack retails for $12.95. Model
1904A (shown) is the same set but
comes in blue formed luggage.

Models 1906A, 1907, and 1908 are
stereo models which contain custom
mobile stands and are priced from
$57.95 to $99.95 with full dealer dis-
counts. Stereo model 1912, at
$129.95, features a Garrard changer,
4-pole motor, ceramic cartridge,
separate bass and treble controls,
and 4 speakers. Component-type
portable model 2016 includes a hand-
wired circuit, Garrard changer,
Pickering cartridge, pre-amp stage
and 30w output. The unit, which
comes in Oxford grey Samsonite lug-
gage, sells for $199.50. Model 2017
is the same as model 2016, except
for the addition of a solid-state
AM-FJM-FM Multiplex tuner. Selling
price is $392.50.

Three new packaged component
audio systems include model 4596
(shown), a solid-state unit with
AM-FM-FM DMultiplex, for $225.
Models 4610 and 4660 come in solid
walnut cabinets with tambour en-
closures and slanted control panels.
Model 4660, with AM-FM-FM Multi-
plex tuner is $379.50. Model 4610
sells for $250. Columbia Records
Inc., 799 Seventh Ave., New York
City.

In-Sink-Erator has new model

In-Sink-Erator introduces a newly
designed model 77 garbage disposer
that includes a stainless-steel grind-
ing chamber.

The redesigned unit features a
lifetime corrosion guarantee, a back-
splash baffle, new shredding blades,
an automatic reversing switch, a
new drain-disposer connection, and a
s-hp motor. In-Sink-Erator Manu-
facturing Co., 4700 21st St., Racine
Wisconsin.
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Memo to the manufacturer: the costs behind a $100 price tag

For appliance and radio-tv manufacturers who
want a brief guide to average production costs
in their industries, MERCHANDISING WEEK ap-
plied the findings of a Dept. of Commerce in-
put-output study to the industry retail sales
forecasts in the 1966 Statistical Report.

In September, 1965, the Office of Business
Economics of the U.S. Dept. of Commerce-
in its monthly Survey of Current Business—
published a breakdown of a Commerce Dept.
input-output study conducted in 1958. The re-
sults give one indication of how much indus-
try spends for primary materials and serv-
ices to produce each $100 (retail value) of
appliances, radios, and tv sets.

An example: for every $100 appliance sale
at retail, the manufacturer has, on the aver-
age, invested $7.64 for iron and steel, but
only 18¢ for glass products. In the appliance
industry, total cost averages $39.11 per $100
of appliances produced. In radios, tv sets, and
communications equipment, the cost 1s $30.96
per $100 of retail value produced.

To calculate total 1965 supplier sales to the
industries, MERCHANDISING WEEK projected the
survey’s costs-per-$100 against total 1965 in-
dustry sales, as detailed in the 1966 Statis-
tical Report published last week.

Appliance industry Radio-tv industry
Manufocturer cost
Total 1965 per $100 (retail) Total 1965

Manufacturer cost supplier sales of radio-tv and supplier sales
Primary materials & services sold to per $100 {retail) to the industry communications to the industry
the oppliance ond rodio-tv industries of upphunce output® {add 000) equip. output® {add 000)
primary iron & steel $ 7.64 $534,800 § .92 $36,800
primary non-ferrous metals 4.25 297,500 1.94 77,600
plastics & synthetic materials .30 2,100 .69 27,600
rubber & misc. plastic products 3.27 228,900 .98 39,200
glass & glass products .18 12,600 .45 18,000
stampings, bolts, screw machine prods. 5.36 375,200 1.85 74,000
heating, plumbing, structural metal prods. 1.58 110,600 .06 24,000
other fabricated metal products 3.31 231,700 1.19 47,600
service industry machines 2.90 203,000 .06 24,000
electrical industrial equip. & apparatus 4.16 291,200 1.66 66,400
electric lighting & wiring equipment .78 54,600 1.14 45,600
electronic components & accessories o e 17.99 719,600
scientific & controlling instruments 3.02 211,400 .55 22,000
stone & clay products .78 54,600 311 12,400
transportation & warehousing 1.58 110.600 1.17 46,800
total $39.11 $2,718,800 $30.96 $1,218,600
* Source: U.S. Dept. of Commerce, Off. of Business Economics, Survey of Current Business, Sept., 1965
** Less thon $.01 per $100

A tip on selling UHF converters: tomorrow is too late

“In the next five to 10 years, 500
UHF stations will spring up all over
the country, and a lot of smart re-
tailers will be cashing in on convert-
er sales,” predicts Richard B. Hel-
hoski, director of marketing for
Blonder-Tongue Laboratories Inc.

Helhoski was describing how his
company encourages dealers to take
advantage of potential converter
sales. “What we have to remember
is that no one wants to buy a con-
verter,” Helhoski said. ‘“People buy
programming. So we concentrate on
telling people about the new station
in town and then advise them to see
their tv dealer to find out how to
get it.”

The formula seems to be working
successfully. “In Philadelphia alone,
retailers sold 40,000 Blonder-Tongue
converters since we started pushing
the three new stations there five
months ago.” savs Jerry Balash, dis-
tributor products manager for Blond-
er-Tongue.

“But now is the time to make
vour profits,” savs Balash. “It's a
one-shot deal -a 90-day to six-month
market- for most retailers in new
UHF areas. And in about two-and-a-

half vears, when all-channel sets have
replaced the old VHFSs, there won’t
be any market at all.”

The exact size of the market is dif-
ficult to determine accurately. Blond-
er-Tongue, which claims a 609 share
of the converter market, estimates
its converter sales for the past 12
vears at a 41% million units.

The U.S. Dept. of Commerce esti-
mates that last August, 23.7% of
all the tv sets in the U.S. were equip-
ped to receive UHF, and of those,
only 2.8% used converters.

The promotional appeal developed
by Blonder-Tongue to exploit what-
ever market exists is aimed at re-
tailers and consumers alike. “We
start by picking the station,” ex-
plains Balash. “If there’s no need
for that station in that area, we
won’t touch it.”

“Specialization seems to be the
secret of UHF success,” says Balash.
“New York’s Channel 47 is doing
well with its Spanish-language broad-
casts, and the all-sports Kaiser sta-
tion in Detroit is golden. It's the
stations that do second-hand or car-
bon-copy material that run into trou-
ble.”

In the markets where there are
only one or two stations, the net-
works can move in. For instance.
says Balash, “When Channel 17 opens
in Jacksonville, Fla., on Feb. 9, re-
tailers will have a simple story to
tell: ‘ABC is coming to town.””

Two weeks before the debut of a
new UHF channel, Blonder-Tongue
distributors hold a dealer meeting.
“It's important to wait until the last
minute to kick off a promotion,” says
Balash, “because then, when the sta-
tion hits the airwaves, dealer inter-
est is still at a peak.”

The meetings usually begin with
an open discussion of all the prob-
lems and disappointments retailers
have encountered with UHF in the
past. “We try to describe how the
situation has changed, savs Balash,
“and how the 1964 all-channel law
encouraged new investments in UHF.
“We try to dispel the feeling that
UHF is a second-best means of
transmission.” Because of the alti-
tude of the UHF signal, Balash ex-
plains, UHF reception is better in
some areas than VHF signals.

The key to profit, Blonder-Tongue
tells retailers, is full support of the

local station. The programming
makes the sale in most cases, but
UHF gives retailers other sales aids
as well. A retailer can sell the obso-
lescence of a VHF-only set, the re-
sale value of sets equipped with a
converter Blonder-Tongue execu-
tives estimate that 20% to 30% of
converter sales are for the resale
market), or he can make a new set
or a color set sale.

“We encourage dealers to send out
mailers and to visit the men’s clubs
in town,” sayvs Balash.

“In any market. one or two re-
tailers do all the business,” savs
Balash. “In Detroit, for example, one
dealer did good business with one
day of house-to-house canvassing.
He'd leave the converter at the house,
and when he came back, people didn’t
want him to take it off the televi-
sion set.”

Department stores do poorly with
UHF in many cases, according to
Balash, because thev tend to hide
the converters in their service de-
partments, rather than demonstrat-
ing them on the floor. “So far this
market belongs to the independent
dealer,” Balash savs.

newest idea in home protection =g
Arvun automatic door alarm

Here s your opportunity to introduce this remarkable new
protective device to your customers! Cash in on the
= growing demand for effective warning systems for the
homeowner. The Arvin Automat<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>