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4@ 000 Men with a mission:
these leaders in the room air
conditioner industry are deter-
mined to increase retail sales this
spring. For how U.S. Steel’s
“melting man” promotion will
help, plus weather maps, a cool-
ing-load estimate chart, and line-
comparison specifications, see the
story beginning on............... p.13

AT PRESSTIME -

] OJ LI CJ No color tv build-up of
inventory has occurred as set
sales have maintained strength
into 1966. At the end of Janu-
ary, the industry’s color inven-
tory was about 160,000 sets; this
compares to the 130,000 sets at
the end of December. Electronic
Industries Assn. says in the first
four weeks of January, distribu-
tors sold about 224,000 sets to
dealers; this compares to 146, -
000 sales in the same 1965 pe-
riod. Sales of combinations are
up about 127% over last Janu-
ary’s sales.

0000 GM makes its move.
General Motors looks like it is
headed for the 8-track corner;
GM, the last of the “big three”
auto manufacturers to make the
move, 1s climbing into the cart-
ridge tape player arena. A
spokesman for GM’s Delco Divi-
sient dropped the bomb the indus-
try has been waiting for: Delco
Div. is developing a cartridge
player compatible with the 8-
track Lear-RCA cartridge. “The
unit is a hybrid,” explained the
spokesman. “We want to offer a
two-year warranty with the prod-
uct. Since we couldn’t find a play-
er on the market that would hold
up well enough for that period
of time in all kinds of weather,
we went ahead and made our own
player. We're working with en-
gineers continued on p.3




|Gabeza de Vaca!

Never, never argue furniture styles
with a woman. Just grit your teeth,
smile, and show her Packard Bell.
Mediterranean, Early American,
Traditional, Provincial and Contem-
porary styles. Authentic, original
styles. Made out of solid hardwoods.
Handcrafted, handrubbed and made
like the fine furniture it is. Ole!

You call (nis Spanisn?

Some exclusive profit-protected franchises are still open—in the
East, Midwest and South. Send coupon for complete details.
Mr. Paul Bryant » Packard Bell Sales ‘

1933 South Bundy Drive |

Los Angeles, California 90025
Prone: (Aren Code 213) 2126141 Packard Ben [H
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AT P R ESST' M Econtinued from p.1

at GM’s auto divisions. Although nothing is definite
yet, chances are that the player will be in some 1967
model GM cars.”

The player, which will be mounted in the instru-
ment panel of the car, will probably be both dealer-
and factory-installed.

0O 0O 0O O The bigger they are the better they sell ac-
cording to the 1965 report on total refrigerator sales
by capacities compiled by the National Electrical Man-
ufacturers Assn. Models with 15-cu.-ft.-and-over ca-
pacities accounted for 26.2% of sales in 1965—a rise
of 10.4% over their 1964 share of total sales. In me-
dium-size refrigerators, 13-cu.-ft. were hardest hit
by a slump, registering a sizable decline of 5.8%. Sales
in the 10-cu.-ft.-and-under category, meanwhile, inched
up 1.1%, with these units accounting for 11.5% of
1965 sales.

In freezers, units with 16- to 19-cu.-ft. capacities
were slightly more popular than last year, with models
of 20-cu.-ft.-and-over accounting for 19.1% of total
sales—a 1.29% rise over their 1964 share.

0O O 0O O More than 4.5 million transistor radios were
exported from Hong Kong to the U.S. last year, says
the Commerce and Industry Dept. of Hong Kong. The
final 12-month figure was 4,507,133, a 114.44% in-
crease over 1964. Average price of the radios during
1965 was $3.23, down $.66 from the 1964 average
price. In December of last year, 903,145 transistor
radios left Hong Kong at an average price of $2.93.
The December total tops by 275,519 units the previous
monthly high for 1965, which was set in October.

[0 O O O Hardware-housewares wholesale sales gained
10% on the average in January, 1966, over the aver-
age level reported in January, 1965, according to the
National Wholesale Hardware Assn. (NWHA). The
NWHA survey showed the 10% gain as a consistent
indicator of wholesale gains in all parts of the nation.

[J O O O Montgomery Ward will have 19-inch color on
the market within the next couple of months. The sets
will come from Hayakawa in Japan and Hoffman Prod-
ucts, both of which make b&w sets for Ward’s. There
have been no indications of price, but presumably the

sets will be competitive with Sears’ 19-inch sets: a con-
solette for $329.95, and a portable for $399.95.

0 O O O Nearly 10 million homes will have color tv sets
by the end of 1966, predicts Hugh M. Beville Jr., plan-
ning vice president at NBC. According to NBC esti-
mates, the total number of U.S. households with color
tv sets reached 5.22 million as of Jan. 1, 1966—a gain
of more than 85% over the figure as of Jan. 1, 1965.
Of all households owning tv sets, the percentage of
those owning color sets as of Jan. 1, 1966, had climbed
to 9.6 % of the total from the 5.3% owning color sets
as of Jan. 1, 1965.

0O O O O EDP seminars for department stores have been
scheduled by the National Retail Merchants Assn.,
Smaller Stores Division. The seminars will be held
in San Francisco, Feb. 28-Mar. 1; Los Angeles, Mar.
3-4; Dallas, Mar. 21-22; Atlanta, Mar. 24-25; Chicago,
Apr. 11-12; St. Louis, Apr. 14-15; Washington, D.C,,
Apr. 25-26; and Boston, May 2-3. The seminars ex-
plain how a store can get started in electronic data
processing, and covers the problems of using various
EDP systems.

0O 00O A decade of growth in consumer electronics
is pointed up by the latest figures from the Electronics
Industries Assn. (EIA). The total in the table below
include imports:

Product 1965 1955 Change
category unit sales unit sales from 1955
Television sets 11.6 million 7.76 million + 49.59%
Radios (includes car) 41.0 million 14.0 million +192.9%
Phonographs 6.5 million 3.0 million +116.79%
Tape recorders 4.0 million

In 1955, factory sales for the consumer electronics in-
dustry totaled $1.5 billion; in 1965, they reached $3.3
billion and, EIA estimates they will rise to $4.5 billion
by 1970. The increase in dollar volume is even more
remarkable, EIA points out, in view of the steady de-
cline in prices of b&w tv sets and transistor radios.
The wholesale price index of the U.S. Bureau of Labor
indicated that radio-tv-phono prices have actually de-
clined, EIA notes, while those of competing consumer
products have risen.

At NARDA'’s convention: Support swells for '67 super show

The outlines of a new super show
designed to attract key retailers took
shape last week at the convention
of the National Appliance & Radio-
TV Dealers Assn. in San Francisco.

The still unnamed show, which is
set for 1967 in New York City, will
be sponsored by the consumer prod-
ucts division of the Electronics In-
dustries Assn. (EIA). The show will
be staged at the New York Hilton
and Americana hotels. The new ex-
hibition of home electronics equip-
ment will replace the National Assn.
of Music Merchants mid-summer
Music Show as the focal point for
the new product displays of set man-
ufacturers.

The show has NARDA’s support.
Set manufacturers quickly picked
up the backing of the association
for the 1967 venture. Next year,
NARDA will hold its annual conven-
tion to coincide with the home elec-
tronics trade show.

“Simultaneously held meetings of
this type,” explained NARDA'’s Billy
Yates, “will save valuable travel time

for many trade executives . . . and
enhance the profitability for that
one trip. . .”

The ramifications of the new show
could be far-reaching. EIA, a non-
profit trade association, could take
any funds provided by the show and
flow them into a non-partisan indus-

try-wide promotion for consumer
electronics equipment. At the very
least, set makers obviously hope the
new show will enhance the indus-
try’s image.

Set makers are also nursing hopes
that an expanded, more glamorous
trade show will attract broadcaster
interest. It is no accident that the
show takes place practically on the
doorstep of the nation’s three major
television networks: NBC, CBS, and
ABC.

“We're looking ahead to great to-
getherness with broadcasters,” said
Jack Wayman, staff vice president
for EIA’s consumer products divi-
sion. “We hope specifically that the

networks will provide image-build-
ing displays.”

Still further down the road there is
even a desire to join forces with
major appliances manufacturers for
a giant all-industry trade show. For
two years, NARDA has been study-
ing manufacturer reactions to such
a venture, but found little, if any,
desire for such a show among major
appliance producers.

“We don’t wish to eram show busi-
ness down anyone’s throat,” said
Yates. “However, the . .. show spon-
sored by the EIA indicates genuine
interest by the brown goods pro-
ducers and we're extremely happy
to extend a helping hand.”
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With this tiny chip, RCA launches the biggest

Solid Integrated Circuit shown actual size.
So small it cannot be manipulated by
human fingers—yet it is a complete elec-
tronic circuit containing 24 transistors
and diodes and all interconnecting wiring.




revolutioninTV circuits since the coming of color.

(Solid Integrated Circuit used in RCA Spectra 70 computer shown 139,000 times actual size—actual size shown on opposite page.)

RCA uses Solid Integrated Circuits in space vehicles... in Spectra 70 Computers
... and is now building them into the sound systems of some
RCA Victor Color TV and black and white TV sets. Solid Integrated Circuits are
the latest in a series of space age advances over old-fashioned handwiring.

What's an RCA Solid Integrated Circuit?
It is a tiny block of silicon incorporating
matched transistors, resistors and diodes.
Formed at 2000 degrees F. and hermeti-
cally sealed against the elements, these
virtually indestructible circuits are
mounted on RCA Solid Copper Circuits of

proven dependability. RCA Solid Inte-
grated Circuits are such a giant step
toward the future that they will ultimately
prove more meaningful than the big leap
from vacuum tubes to transistors. It was
the reliability of integrated circuits that
caused them to be designed for use in the

COME INTO THE SPACE AGE WITH

electronic systems of space vehicles
where size, weight and reliable perform-
ance are absolutely critical. The use of
these new circuits in RCA Victor TV is but
one of the early steps in this electronic
revolution—a step that was vital to ap-
proach the perfection we seek in circuit

function performance. RCA engineers
and scientists are now engaged in the
task of broadening the application of this
new space age marvel. Out of their efforts
will come a new and even higher standard
of reliability for all RCA Victor home en-
tertainment and other RCA products.

THE MOST TRUSTED NAME IN ELECTRONICS




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

EXCLUSIVELY THESE TWO FEATURES
\LL-STEEL RATCHET STRAP
"TIGHTENER WITH AUTOMATIC
STRAP RECOIL!

2 "N This new ratchet quickly ond eastly tightens strap
) =
!i N around load. When loosened, spring action outo-

\matically rewinds the strap in a neat coil, out
of, the way and instantly ~

read for its next use. A real 2 A
time d$gver! EXCLUSIVE ON
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BEARING o |

CRAWLER TREAD! f‘
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&\ TRUCK CO.

¥4 DEPT. E BOX 897
AUGUSTA, GA.
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SOLD ON A MONEY-BACK GUARANTEE!
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Rugged, All-Steel
Construction

APPLIANCE TRUCKS

Planning to change your address?

Piease use this form to indicate your address change. We can best serve
you if you can notify us at least one month in advance of your change.
Attach the address label from your most recent issue of Merchandising
Week in the space provided.

attach present label here

(Please print your new address below)

name & position
company
type of business (if retail, please indicate type of store)

street city state zip
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WASHINGTON NEWS

0 00O New rules covering CATV operations will act
to spur the growth of community antenna tv in rural
areas and smaller cities but retard its development in
larger cities. The Federal Communications Commis-
sion laid down the rules after a lengthy study of CATV
operations, a study that was marked by bitter infight-
ing between CATV and regular tv interests.

Basically, FCC assumed jurisdiction over cable
CATV as well as that relayed by microwave—apply-
ing the same rules to both types of operation. In a
compromise move, the FCC relaxed one of its more
restrictive regulations: The 30-day non-duplication
ban on programs broadcast by local tv stations (15
days before, 15 days after). This restriction will be
changed to a one-day ban—and then only in prime
time.

In the nation’s 100 largest tv markets, the FCC will
require a full hearing and commission approval be-
fore a new CATV system—one that picks up distant
signals—can begin operation. In practice, this re-
quirement will hinder CATV’s entrance into larger
cities, where the bulk of the money is. Even in smaller
cities, a hearing will be held if requested by an exist-
ing VHF or UHF station. But the CATV system may
start operation without prior FCC approval.

0 O 00O The issue of program origination by a CATV
system was bucked to Congress. FCC says it will rec-
ommend a ban on CATV program origination, but
will not put such a ban into effect unless Congress
deems it advisable.

FCC also asked Congress to confirm its jurisdiction
over cable CATV (there still is considerable legal
doubt) and establish a basie national policy for the
expanding CATYV field. This would include a decision
on whether CATV is a public utility and whether
CATYV systems should be required to obtain the orig-
inator’s consent before picking up a program broad-
cast.

OO O00OThe FCC rules are restrictive, but nowhere
near as restrictive as those proposed by the commis-
sion staff. The staff had recommended an outright ban
on CATYV in big cities, and retention of the 30-day non-
duplication ban.

Despite the compromises, however, the rules will
still put a damper on investor enthusiasm for CATV.
To gain a major foothold in the tv market, CATV must
move into the big cities. FCC does not ban this, but
its rules will surely make it tough on the CATV ap-
plicant.

0 0O 0O O How big is 22 inches? The staff of the Federal
Trade Commission may have an answer to this and
other questions about tv picture tube sizes in the not-
too-distant future. The lengthy staff investigation of
the controversial issue will be concluded “in a matter
of weeks.” Then it will be up to the commission.

Meanwhile, the FTC closed the public record today
on another matter of importance to appliance dealers:
whether the commission will require labeling of im-
ported components for tv sets, radios, and tape record-
ers. The guess is that the FTC will not lay down such
a requirement. But the commission’s decision is not
expected much before the end of the year.




Japanese exports to the U.S.:
what the numbers do not say

Although Japan’s tv set exports hit
record highs last year, Japanese
brands failed to gain ground in their
effort to boost market penetration
in the U.S. The basic reason: an in-
creasing number of the Japanese sets
carried American brand names.

In 1965, only 300,000, or about
30%, of the slightly over one million
sets shipped to the U.S. carried Jap-
anese brand names. In 1964, Japan-
ese brands accounted for about 409%
of shipments, about 300,000 units.

The average tv set f.o.b. price rose
from $55.52 in 1965 to $57.23 in
1965, reports McGraw-Hill World
News from Tokyo; this rise probably
reflected the jump in color tv set ex-
ports. Industry experts estimate to-
tal 1965 color tv shipments hit some-
where between 50,000 and 60,000
units in 1965 (about 5% of total tv
shipments), compared with less than
20,000 units in 1964 (about 3% of
total shipments). At an estimated
average f.o.b. price of $170 per set,
color sets accounted for well over

Japanese exports to the U.S.*t

139% of the total dollar volume. Most
of the color sets went to Sears.
Nearly one third of the tv sets
shipped in 1965 were transistorized.
The 16- and 19-inch sizes accounted
for more than one-quarter of total
shipments. The 12-inch-and-under
sizes accounted for another quarter.
Transistor radio exports again
sprinted to a record high in 1965,
after a one-year slump in 1964. To-
tal transistor radio shipments, in-
cluding toys, jumped to more than 11
million units in 1965—a 15.51% gain.
The average radio f.o.b. price for
transistor sets, however, was down
to $7.56 in 1965 from $7.75 in 1964.
This drop may reflect Japan's at-
tempt to rescue its diminishing share
of the U.S. import market from
Hong Kong, Okinawa, and Taiwan.
Total transistor radio imports
from the three islands rose 123.39%
in 1965, according to U.S. Customs.
Although Japanese imports climbed,
Japan’s share of the import market
shrank.

UNITS DOLLARS
date 1965 1964 9, chge 1965 1964 9, chge
Transistor rodlos®® December 966,231 7,405,536
12 Months 10,138,003 80,370,625
Chassis/kit. tr. rod. December 10,758 86,358
12 Months 140,581 911,000
Toy tr. radlos December 19,900 73562 — 7294 20,161 79,994 — 74.80
12 Months 699,369 599,394 + 16.68 733,116 853,354 — 14.09
Total tr. rodios*®® December 1,016,179 932,601 4+ 896 7,789,707 6,484,707 4 20.12
12 Months 11,111,628 9,619,681 4 1551 83,978,268 74557319 <+ 12.64
Tube rodios December 109,078 1,064,247
12 Months 1,232,924 12,640,044
Chassis/ kit tube rod. December 12,792 166,522
12 Months 118,851 1,407,733
Total tube radies December 121,870 91,202 4 33.63 1,230,769 941,158 4 30.77
12 Months 1,351,775 1,177,275 + 14.82 14,047,773 10,317,698 + 36.15
Television December 106,612 98,530 4+ 8.20 6,759,900 5,505,500 4 22.78
12 Months 1,089,070 770,255 4+ 41.39 62,322,202 42,767,778 + 45.72

Rodio-phonos December 33,194

15,500 4 114.15 678,877 333,260 4103.71

12 Months 270,615 139,635 + 93.80 6,317,110 3,340,529 4 89.t1

Tope recordersﬁ December 206,633

183,973 4 12.32 3,334,602 2,637,846 <4 2641

— 10.06 41,625,660 37,753,135 <+ 10.26

12 Months 2,792,475  3,104917
183,639 + 48.53 2,103,247 1,398,713 4 5037

Transceivers December . 27?]57

12 Months 2,883,419 925,118 4211.68 23,435,152 9,390,730 4 149.56

*Source: McGraw-Hill's Tokyo Bureau **3 or more transistors ***Includes Transistor Car Radios

tRevised year-end totals

U.S. imports from Japan

kS

Transistor rodios  December I.I43,0l6 863,203 4 32.41 8363531 6,323,466 4 3226

APPLIANCE-TV NEWS

O O O O Sears’ new twin-door refrigerator-freezer line,
which features interchangeable decorator fronts, in-
cludes one model with top freezer and two with con-
ventional bottom freezers. Designated the Coldspot
Twin Dor Cupboard, Sears’ new units come in three
sizes: 16.2 cu.ft. with top freezer, at $499; 16.2 cu.ft.
with bottom freezer, at $499; and 18.2 cu.ft. with bot-
tom freezer, at $529.95. The decorator panels come in
Provincial, Frontier, French Elegance, Empress, Con-
temporary Walnut, and Contemporary Birch styling,
with door handles designed to match. The panels are
priced at $30 per set.

A stove like Grandma’s—but with all the conveni-
ences Grandma never had-—also is being introduced by
Sears at under $300. Touted by Sears as having all
the Victorian charm any 1890 woodburner could offer,
this electric copy features porcelain-enameled steel in
black finish. The cooktop is chrome-plated cast iron.
Cooking features are four elements, clock-controlled
oven, rotisserie, and element signal lights.

(For latest news on Sears’ solid-state range, see p.8.)

0O O O O Minimum export prices on Japanese tv sets:
Six major Japanese manufacturers of color tv sets—
Matsushita, Hitachi, Tokyo Shibaura, Mitsubishi, San-
yo, and Hayakawa—have agreed to set minimum ex-
port prices on their color tv sets, reports McGraw-Hill
World News in Tokyo. This move is aimed at fore-
stalling price competition among the companies. De-
tails of the price control plan will be worked out by
the Electronics Industries Assn. of Japan (EIAJ). It
is believed that EIAJ will invite all other Japanese
color tv producers to participate in discussion of the
proposed price agreement.

0O O O O More Japanese-brand tv sets will be seen in
the U.S. this year. Standard Radio Corp. plans to ex-
port its 3-inch transistorized sets under its own name
beginning in mid-1966. And Crown Radio Corp. will
begin distribution of its 4-inch transistorized tv set
this spring. Crown hopes to ship 2,500 to 3,000 units
a month, says McGraw-Hill World News in Tokyo;
Standard plans to export about 2,000 units a month.
(For a rundown on Japanese penetration of the U.S.
market over the past year, see story at left.)

O O O O Another video tape recorder is in the works.

Victor Co. of Japan, which supplies Delmonico, will
begin selling a unit for $556 in Japan this fall. Vietor

12 Months 11,216,400 8,576,838 <4 24.95 84,040,544 66,540,419 <+ 26.30

Radios, other  December 141,723 173432 — 1828 1,438,108 1278288 + 12.50

12 Months  1,658.993 1,448,172 + 1456 15,177,041 10,770,787 + 40.91 says it is now engaged in talks with two U.S. com-
Rodlophomos  December 42,823 17737 +141.43 996369 617,034 + 61.48 : . ecnrder .

12 Months 219356 88.995 +14648 50697438 257,115 +12635 ganles to hexdel tt t}}ﬁhlec\?}(iel’ bu-tt e agll/ee.melrlltthas
Televlslon December 104,094 92537 + 12.49 6076599 4855284 4 25.15 een reached yet. 1he ViClor unit uses z-inch tape

12 Months 1,047,135 658,342 + 59.06 59,363,109 35986,203 + 64.96

Tape recorders December 143,067 383,927 — 62.74 1,660,463 4,740,472 — 64.97
12 Months 2,681,677 3,156,167 — 15.03 44,456,321 41,133,133 4 8.08

and operates at 11.8 ips. This announcement marks
the fourth Japanese entry into the video tape recorder
field. Other Japanese companies now producing such
a unit are Sony, Matsushita, and Shiba.

U.S. imports from Hong Kong****

Teansistor radies December 571,372 279,191  4104.65 1,580,284 966,206 + 63.56
12 Months 4,303,351 1,802,689 4 138.72 12,749,689 6,300,284 4 102.37

O OO0 Tape recorders ahead for Philco: The com-
pany cleared the way for the addition of both audio
and video tape recorders to its product line last week
by hiring a specialist, John A. O’Hara, as project
director for tape development in the consumer elec-
tronies division. O’Hara came to Philco from Trak Ine.
Previously, he was marketing manager for components
and tapes at Bell Sound.

U.S. imports from Okinawa

Transistor rodies  December 67,990 40,920 4 66.15 198,327 144,059 4 37.67
12 Months 849,482 566,905 <+ 52.54 2,675,057 1,990,640 4 34.38

*hEE

U.S. imports from Taiwan

ermsIslor rodies December 7 154,452
12 Months 888,858 344,904 4 157.71

s***Source: U.S. Customs

26,354 +486.07 410,206 73313 +459.53
2348758 1,064,230 <+ 120.70
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APPLIANCE-TV NEWS

U 00O 0O News from the cartridge tape market: RCA
has established a new Recorded Tape Marketing De-
partment, headed by Irwin Tarr, the man who guided
the development and promotion of Lear-type 8-track
cartridges at RCA. In addition, RCA has released 26
new Stereo 8 titles, bringing to 226 the total number
of titles in its Stereo 8 catalog.

London Records will produce London label 8-track
stereo cartridges through a licensing arrangement
with Ampex. The first 25 London albums compatible
with the Lear-type cartridge player will be available
in April.

General Recorded Tapes has added the Starday label
to its catalog of 24 4-track albums, which are compat-
ible with Fidelipac cartridge players.

Two companies have cartridge player promotions:
Norelco is promoting its Carry-Corder cartridge player
and its Car-Mount in a nationwide campaign. Retail-
ers in 35 major markets can get free listings in news-
paper ads if they buy a specified amount of Car-
Mounts and Carry-Corders. Streamers, banners, and
point-of-purchase sales aids are also available.

Telepro Industries is offering two package deals to
retailers who carry the 4-track Porta-tape cartridge
player. Retailers who order a specified amount of
Porta-tape players receive a free supply of either 28
pre-recorded Fidelipac cartridges or a free combina-
tion of 12 cartridges and 12 reverb units. Dealers who
buy a specified amount of cartridges get six free car-
rying cases.

D000 Muntz TV has found new fields to conquer.
Muntz soon will be marketing complete lines of table
model radios and stereo phonographs. The company
also hopes to bring out the “Muntz ensemble,” a 25-
inch color tv console with matching speakers, now in
the design stage.

The first Muntz table radios will appear in about a
month. The self-contained units will be offered at open
list in wood veneers with optional matching speakers.
The completed lines will consist of five radio models
and 10 phono models. The phono line will range from
portables to a 5%-ft. lowboy console with eight speak-
ers and AM-FM multiplex radio on open list.

0O 0O 0O O Norge factory shipments climbed 30% in
January, making it the best volume month since No-
vember, 1959. Norge said washers, refrigerators, and
gas and electric ranges were the chief sales builders.
Shipments of automatic washers rose 26% over Jan-
uary, 1965, while refrigerators went up 299, and gas
and electric ranges tallied more than a 100¢% increase
for a record range month.

0O O 4 O The American Institute of Kitchen Dealers will
hold its annual industry showecase convention Mar. 9-
11 in the Exposition Hall of the Statler-Hilton Hotel in
New York City. Besides the 1966 kitchen industry
showcase, the convention will include speeches, round
table discussions, and design awards.

0 0O 0O 0O Marketing For Profit is the topic scheduled for
discussion on Mar. 25-26 when the marketing section
of the Pacific Coast Electrical Assn. holds its biennial
workshop conference at Kauai, Hawaii.

Sears ‘pilotless’ gas range
ignites industry competition

In the developing scramble for solid-
state controls in major appliances,
Sears has gained the pole position
and is well on the way to taking full
advantage of it.

In fact, Sears’ gas range with the
solid-state igniter made by Wilco-
lator (Mw, 7 Feb., p.8) has been
test-marketed in the Cleveland area
(see ad) with good sales results.

The solid-state igniter, which elec-
tronically sparks the top burners,
the oven, and the broiler, eliminate
the pilot light. In its ad, Sears hit
hard at this theme and pushed the
idea that ‘. . . your kitchen stays
cooler . . . there are no standing gas
pilots to heat up your kitchen 24
hours a day.” The idea of “cold”
gas range was emphasized in Sears’
ad, and is sparking discussion among
gas range makers. It is estimated
the new device could save consum-
ers about $8 per year in gas bills.

The Sears eye-level unit, called the
Kenmore Classic Pilotless Gas Range
(model 798) will be featured in
Sears’ 1966 fall catalog; it will be
offered in a new walnut finish and
in white and coppertone at $419.95,
or with base, at $469.95.

A Whirlpool solid-state range may
be the next on the market, as other
companies push plans ahead and re-
work introduction timetables because
of the Sears move. Paul Armbruster,
general manager for ranges at
Whirlpool, said, “We are very in-
terested in the Electronic Match.”
He said Whirlpool will have at least
one drop-in with a solid-state control

on the market by the end of 1966.
Magic Chef's solid-state entry, its
recently announced food waste dis-
poser (Mw, 3 Jan., p.10) is still be-
ing tested before production begins.
Roy Musselwhite, sales vice presi-
dent at Magic Chef, said that “A
reliable ignition system (the Wilco-
later Electronic Match) is quite im-
portant in this food waste disposer
application.” But Musselwhite added
that, at present, a solid-state range
was not in his company’s schedule.
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Sears ad pushes “cold’” range concept

Corning’s new kitchen concept:
‘The Counter That Cooks’

Corning has cooked up an eye-catch-
ing new culinary concept: a glass-
ceramic range top. One of the unit’s
key features is a smooth, even sur-
face that minimizes the odious house-
hold chore of cleaning the range.

The range is being test-marketed
for Corning by a Rochester, N.Y.,
builder. It features a flat top made
of Pyroceram glass-ceramic. Four
heating areas under the white,
opaque, glass surface are marked
on top by gray sunburst designs
(shown). Immediately under the
sunbursts are the four heating units,
which are networks of electrical
wires. Corning says the heat rises
without radiating beyond the edge
of the sunburst. This keeps the
range’s perimeter cool and concen-
trates heat to speed cooking. Sug-
gested retail price is $349.95. After
market-testing, Corning will consider
retail and other sales outlets.

A dozen heat settings are marked
on each of the four control knobs.
Two 8-inch and two 6-inch heating
networks have built-in thermostats.

Special pots and pans were de-
signed by Corning for its new range
top. The containers—eight matched
glass-ceramic pieces—have flat bot-
toms that lie completely flush with
the range surface, assuring rapid
heat passage. Metal utensils may be

used, but Corning says they could
reduce heating efficiency.

The glass top is !;-inch thick and
measures 32!, inches wide by 2115,
inches deep. A thin buffer of mica,
a mineral silicate, is joined to the
underside of the glass ceramic top
to prevent heat stains. Corning guar-
antees the range top and pans
against impact breakage and elec-
trical failure for three years. All
glass-ceramic parts have a lifetime
guarantee against heat breakage.
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The top, in place, is cleaned easily

MERCHANDISING WEEK




PORTABLE APPLIANCE DIV.. MANSFIfLD. OHIO

Were tempting women again...
with a $2refund offer )
on these Westinghouse Demonstrables

Buy any one of these standout Westinghouse products and we'll mail you a

‘2 REFUND

Multi-Action Cordiess
Electric Yoothbrush (HB 30)

Steamn "N Dry lron {HS 28)

This won uses plain 13p water.*
Has all the features that make
roming easier: single dial control
with settings for wash and wear,

Exclusive "“muiti-action” combines
vertical motion with honzontat mo-
tion for all around bryshing, Re-

chargeable nickei-cadmium battery. steam or dry fromng . . . fabnc
Attractive case contams 4 TEK® Quida . . . convenient waler
brushes. window.

The Westnghoums Maothtrugh haw

besn wroapand 1 an

*fieciive Cloanaing device for uee s

Dert of & progrem of arsi hygeene 1o
e

Automstic Can Opener Automatic Toaster {(HT 18)

(HC 11) The attractive chiome case with white end
Just push the switch . .. it automstically panels has jot black mm snd handies. There's
plarces the can, Wans, stops. and holds an accurate color contiol . . . wide 1035t walls
can i place tifl you're ready for it 30 nothing gets stuck . . . even a handy crumb
Opens cans of any size. clean-out bottom.

Push Button Blender (HA 05)
Powerful enough to blend. liquety,
mux. grate, chop, 3nd gnnd. Just push 3
Bution tor “hgh” or “low” speed. 38-
ounce capacity with ADD-A Cup
measure built into the hd.

Buy ane for youreR . buy 0ne a3 & R Seve 52 teice Clp the Carvhcete
and H 10 UR OF 23k YOU WHBBAGhOUSS dealer kr O, (Offer @ xpuwes Aprd 20} ’
Ca'\aa e’ o (anw ny s -
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"1 9 RIOe hd WM Sreds CONMNLIOUS Use Of Lap Waler 1 ot ecarmmended. bul pEOON ue Of Log WeR i ssbstactory,
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Every time a customer buys one of these highly
demonstrable Westinghouse appliances, you
give her a certificate we'll redeem for $2.00 cold
cash. She mails us the certificate, we mail her a
check. Just like that. There's no paperwork, no

You can be sure if it's Westinghouse ()

cost to you. We're even going to bring custom-
ers in by advertising in Life and Sunset. All you
have to do is display the ""‘Demonstrables”
and give out certificates. The offer i1s good
until April 30. It's an offer women can’t resist.




o EXTRA GARE makes the guality difference at Zenith

)
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"Shakedown cruise’ for a color TV chassis

Before we let a Zenith Color TV out of
the plant, its Handcrafted chassis has
to undergo a series of rigorous checks
and tests. For example, we torture it on
a shakedown table, just to make
sure that every one of its parts is

firmly fastened to its rugged metal
chassis. Only when it passes a series
of such grueling tests is it good enough
to be a Zenith. Extra care like this
makes the quality difference

in Zenith Handcrafted TV.

| i”l’” The quality goes in before the name goes on*
®
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Admiral’s spring selection seasoned with new features, old prices

Admiral rounded the corner into
spring with its list of new drop-ins
for 1966. The emphasis is on fea-
tures. A new departure for Admiral
is the introduction of its first free-
standing builder gas oven.

In color television, three new sets
kick-off the latest roster of drop-ins
with a hold-that-line price policy and
a something-new-has-been-added at-
titude toward features. Slide-rule
tuning is the added feature on the
two new 23-inch sets and fhe new
25-inch models. The 23s are priced
at $549.95 and $569.95; the 25 is
$675.

All three sets have automatic de-
gaussing, color fidelity control, 26,-
000v of picture power, and solid-
state silicon rectifiers. Styling holds
no surprises: the 23s come in Con-
temporary and Early American
styles; the 25 comes in Contempor-
ary, Early American, and French
Provincial models.

In b&w tv, the only addition to the
portable line is a single 19-inch port-
able at open list price. The set fea-
tures a Q-17 chassis with 17,000v
of picture power, gated automatic
gain control, and transistorized two-
speed UHF tuner. The set comes in
a black or white cabinet and includes
a stand.

A 23-inch b&w console, at open
list, completes the television drop-
ins. The set features a Q-20 chassis
with 20,000v of picture power, gated
automatic gain control, 110 degree
steelbond picture tube, and two
speakers. Styling is Contemporary.

In radios, the new drop-ins in-
clude two 6-tube AM-FM table radios
and an 8-transistor shirt pocket port-
able.

The new tube models, at open list,
feature vernier slide-rule tuning and
automatic frequency control.

The 8-transistor model comes com-
plete with a gift pack that includes
batteries, earphone, and carrying
case. The set features automatic vol-
ume control, built-in ferrite antenna,
and high-gain IF amplifier.

A new solid-state hi-fi phonograph,
at $45, features a new type of chang-
er capable of replaying 12-inch rec-
ords. Although the phono can only
replay 12-inch records, it can play
7- and 10-inch records.

In majors, Admiral unwraps a
“first™: its first free-standing build-
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The Bolero: hi-fi portable phono
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er gas range plus a new line of free-
standing builder electric models, slip-
in ranges, surface cooking units, and
wall ovens. The new free-standing
gas ranges come in 20-, 24-, 30-, and
40-inch widths, Completing the build-
er line are three double-oven eye-
level units (two electric, one gas),
plus a gas “stack on” unit that fits
on kitchen cabinets.

In builder air conditioners, Admiral
premiers four new Coronet units and
three Royal models, one with reverse
cycle heating. The four new Coronet
models have cooling capacities rang-
ing from 7,200 to 9,500 Btu. The

three Royal additions feature cooling
capacities of 17,000 Btu, 12,300-to-
12,500 Btu, and 9,200-t0-9,600 Btu.
The 9,200-t0-9,600 Btu unit features
the reverse cycle heating with a heat-
ing capacity range of 9,500-to-11,-
700 Btu.

In dishwashers, Admiral’s built-in
model features a rotating spray arm
at the bottom and an upper spray
tube that rinses the revolving top
rack. Designated model DU2465, the
new dishwasher has a capacity of
14 place settings and maintains a
minimum wash water temperature
of 180 degrees.

The Sheffield: 25-inch color tv

1966 Room Air Conditioners
are built to be demonstrated

Look at all the features
that make Carrier the brand
to buy and sell in 1966!

Long-Life Compressor

*Special Comfort Shield

18-Way Air Deflection

TOUCh-CONLIOl e |
Comfort Center -

|

Functional Grille Design

““Even-Temp'' Thermostat

*Slide-Out Chassis

Any way you look at them, you can
demonstrate the superiority of the
1966 line of Carrier Room Air
Conditioners.

There’s a model to suit every pros-
pect—25 in all, from 5500 to 22,500

/ ¥

Big Air Movement

*Larger models only

Btu’s, NEMA Certified, including heat
pumps, “do-it-yourself,” in-the-win-
dow and thru-the-wall. Plus hand-
some Decorator Panels.

Plus preseason incentives to you
for buying early—and preseason traf-

|Positive Exhaust and Ventilation

Rapid Condensate Removal

''‘Weather Armor’’
Casing

High Density Insulation

Staggered Copper Tubing

Germicidal Treated Filter

fic-builder and sales-closer promo-
tions to help you sell early.

So order now. Your Carrier Dis-
tributor, listed in the Yellow Pages,
will be glad to show you why Carrier
is the brand to buy and sell in ’66.

@ Air Conditioning Company

More people put their confidence in Carrier air conditioning than in any other make

11
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g Tln‘ beautiful series features a new dimension

inguiet, cool comfort. Installs in minutes with
Ezy-Mount. Capacities from 5,200 to 7,500 BTU's
make the Super ideal for bedroom or den.
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Why did we create such beautiful furniture...that COOLS?

(To give you ROOM AIR CONDITIONERS that sell without cutting profits)

Coolerator’s styling ’breakthrough’’, without adding extra
cost or extra cabinet length, gives you a great new profit
advantage in 1966. Now you have a distinct competitive
edge. Now your customers can have comfort and beauty
without paying $20.00 or more for funiture styling. With
Coolerator you can sell people what they want and still
maintain a full profit margin.

Four big things to remember about Coolerator

UNCOMPROMISING QUALITY— Regardless of price,

only the finest quality construction goes into every Coolerator.
And before any Coolerator leaves the factory, it is thoroughly
tested for 60 minutes.

FEATURES THAT SELL—Furniture Styling, Tilt-Out

Magnetic Front, permanent washable filter, Ezy-Mount, 4-way
air control, and other features, Coolerator air conditioners sell
against any competition.

DIRECT BUYING —Because you buy direct from the factory,

Coolerator gives you greater opportunity to make higher

profits. And stili you get quick service from a nationwide network
of authorized service stations.

PROFIT PROTECTION—Selected dealer appointment
allows you to develop your market to its full sales and profit
potential.

Coolerator

Manufacturers also of Thomas A. Edison Room Air Conditioners, Central Air Conditioning, Dehumidifiers, Humidifiers

another MCGRAW’ Albion Division
quality ‘ McGraw-Edison Company
product of [DISON Y Albion, Michigan

The CUSTOM

Gracious cooling of living rooms, recreation
rooms or other large areas is no problem for
this decorator-designed series. It ventilates,
exhausts stale air and has three fan speeds to
meet any comfort condition. Available in a
wide range of capacities from 12,000 to
22,500BTU’s.

The COMPACT

Smallin size yet big in capacity this furni-
ture-fashioned series is full featured and
available for every type of installation in-
cluding Ezy-Mount, Standard Mount or
Thru-The-Wall. Popular range of capac-
ities from 8,500 thru 12,000 BTU's.

Coolerator is the complete profit line

To fully serve the residential and commercial market, Coolerator offers a complete range of models with
capacities from 5,200 to 34,000 BTU's. For extra large rooms, multirooms, stores and offices there is the
powerful Glacier series with capacities from 24,000 to 34,000 BTU's. For casement or extra-narrow windows
there is the Powerette. Coolerator also offers a complete line of models with reverse cycle heating.

MAIL THIS COUPON TODAY

ALBION DIVISION DEPT AC 1
McGRAW -EDISON COMPANY
ALBION, MICHIGAN

Please send full details on the new Coolerator Room Air Conditioner line for 1966.

DEALER NAME

COMPANY__
STREET —=

ZiP
CITY STATE CODE _
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The men on the cover are shoum lis-
tening intently to George C. Shenk,
consumer industry marketing manag-
er of U.S. Steel. From left: Hugh
Dillon, product planning manager for
room air conditioners at Kelvinator;
Sal Giordano Jr., marketing vp at
Fedders; Robert Jones, president of
Friedrich, and chairman of NEMA’s
air conditioner section; Warren Sing-
er, general manager of air condi-
tioning and specialty products at
Whirlpool.
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The 1966 air conditioner promotion
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before the warm weather sets in

Ever been ice-fishing? To get started, you
must cut a hole in the ice to reach the fish. The
same can be said for retailing air conditioners
at pre-season. The retailer must be able to cut
through a cool cover of sales resistance, drop
in his baited line, and wait for the customer
to be hooked. And pre-season fishing for air
conditioner sales is legal in all states, even
though some retailers cling to the belief that
sales are not made in this period.

To prove that it is possible to sell air condi-
tioners in cooler months, look at the chart
below. It shows what percentage of annual
retail sales were made in the months of March,
April, and May in 1962, 1963, and 1964. Over
this three-year span, retailers across the na-
tion rang up almost 30% of their yearly sales
total in these three months.

To help retailers warm up sales in this peri-
od, and particularly this May, U.S. Steel will
again promote air conditioners. The selling
theme this go-round will be “Why Melt This
Summer—Buy a Room Air Conditioner Now.”
And the sad, drooping man (see top right),
a creation of cartoonist Robert Osborn, will
symbolize the promotion.

To move merchandise at retail, U.S. Steel
will again concentrate efforts in 15 markets:
Atlanta, Boston, Chicago, Cincinnati, Cleve-
land, Dallas, Houston, Los Angeles, Miami,
Minneapolis, New Orleans, Philadelphia, St.
Louis, Sacramento, and Washington, D.C. To
back up ‘“local action committees” that will

Retail sales

of air conditioners
(% of annual sales
each month) JAN  FEB

MAR
1954 | 4 4 9 28

THE EAST 196367 47 | 94 64
192 |57 52 |102 108

APR

1964 | 59 3.6 62 8.1

THE SOUTH 196341 44 | 58 104
1962139 41 | 710 62

(% of total year)
(8-month total)

coordinate special events, U.S. Steel will run
full-page ads in locally edited Sunday supple-
ments, followed by two 2-color half pages at
weekly intervals in daily newspapers. In addi-
tion, the steel maker will again offer display
kits to retailers and a news-feature service to
some 4,000 newspapers.

To chip away at customer resistance on your
own, even if U.S. Steel is not promoting in
your marketing area, here are some of the
steps you, as retailer, can take: hustle down
to your distributor to gather up any promo-
tional help he can offer; if he cannot help,
write to a manufacturer. Also, see your utility
man, go to your ad man at the local newspaper,
and check out the possibility of getting to-
gether with other retailers in your area for
a joint promotion.

To focus on the whole story of what U.S.
Steel will do in May, and what retailers can
do to push early season sales, turn the page.
What follows is a three-month weather predic-
tion for all parts of the country and a Btu
chart to help consumers select air conditioners.
Also, on the following pages, is a comprehen-
sive comparison of all manufacturers’ models
and specifications for 1966 units. Retailers use
these specs to aid them in buying and selling
and also to see what the competition has to
offer.

By cranking up now, retailers can explode
the myth that no one can make air conditioner
sales jump early.

JUN  JUL AUG SEP OCT NOV DEC

285 387 17 30 11 4 S5
173 269 64 24 40 23 51
197 61 46 40 27 26 30

155 178 119 68 72 39 34
134 194 123 90 57 34 33
133 192 133 88 62 37 35

1964 (36 19 | 40 88

THE FAR WEST 1963|133 39 | 3.7 64
1962 1 14 | 34 155

1964 8 9 | 1.5 45
THE MIDWEST 1963| 5 8 | 18 5.1

1964 |80 9.0 |116 121

THE SOUTHWEST 1963/ 6.1 42 | 80 132
196245 57 | 68 88

1964| 46 3.9 58 1.7

THE NATION 1963(49 41 | 69 88
1962 |44 45 | 16 83

1962 6 1.1 21 538

215 222 106 63 53 39 25
208 166 99 76 47 46 19
308 293 63 29 20 1.0 25

16.6 217 378 130 17 6 6 3
10.6 377 317 91 16 A 4 3
315 185 237 128 22 8 4 5

170 150 1.0 23 9 6 20
183 162 101 54 17 4 24
158 212 97 47 45 11 23

194 237 117 43 36 21 21
186 225 95 53 38 22 33
165 156 96 58 42 26 28

10.5
14.0
14.9

"
10.1
18.1

Story by Martin R. Miller. Cover photo by Joe Ruskin.
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The 1966 air conditioner promotion

Warming up air conditioner sales:

It is hard to convince a shivering possible is symptomatic of a strong
consumer in March, a rain-soaked retailer.

shopper in April, or a spring-minded
family in May to purchase a room air entirely on the vagaries of the weath-
conditioner before sweltering sum- erman before they begin this year's
mer heat arrives.
But it is possible.

o

Strong retailers are not relying

all-out push for air conditioner sales.
They are revving up their sales ma-

And the art of selling whenever chines now.

Forecast for March 1966

AVERAGE TEMPERATURE
Departure From Normal

In March, the Pacific Coast regions will be colder than normal while areas
east of a line extending from Manitobo to New Mexico are expected to
average somewhat milder than usval. Precipitation should be above normal
along the Pacific, in the Great Lakes-Midwest and Northeast regions, in-

Forecast for April 1966

EEE

o T
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AVERAGE TEMPERATURE
Departure From Normal

IR~ -

The preliminary weather outlook for April indicates warmer and generally
drier conditions in the South Central States, parts of the eastern Greot
Plains, in all areas east of the Mississippi River and most Canadian stations,
from central Ontario to the Atlantic Ocean. The month as o whole will

Forecast for May 1966

AVERAGE TEMPERATURE
Departure From Normal

Most locations in the Northeast and coostal California will average colder
than normal during the month of May. The preliminary outlook for most of
the North and South central region colls for warmer than normal tem-
peratures for the month as a whole. Precipitation will be greater than

|
|
—~ TOTAL PRECIPITATION
Departure From Normal
v

| —

cluding the eastern half of Canada. Despite the overall mild pattern, many
northern locations east of the Mississippi will be more vulnerable than usual
to heavy snowfall oand possible blizzard conditions. Rocky Mountain States
aond Saskatchewan will be drier with near normal temperatures.

TOTAL PRECIPITATION
Departure From Normal

average colder and wetter than usual to the west of o line extending from
Saskatchewan to California. A long zone from Manitoba and western
Ontario, through the Dakotas and Colorado and into Arizona, should have
near normal conditions — both, in temperature and precipitation.

TOTAL PRECIPITATION
Departure From Normal

normal throughout most of the South Central and South East states. The
outlook is for wetter weather for states in the Northwest. A long zone from
Wisconsin and Minnesota through Nebraska and Colorado and into Arizona
ond Southern California will average drier than normal.

MERCHANDISING WEEK




here are tools that will cut ice with your customers

Fuel for the accelerator is on these
pages. The weather maps forecast
what is to come, and the Btu chart
below matches room size to cooling
power needed.

These two aids, combined with
MERCHANDISING WEEK’s exclusive spe-
cification comparisons on the follow-

Match room size to
air conditioner size
with this Btu chart

The chart on the right is a handy
approximater. It can help retailers
quickly match a prospective buyver’s
room size to the correct Btu capacity

needed to cool his room.

The first step is to ask your custo-
mer for the width and the length, in
feet, of the room or rooms he wants

to cool with an air conditioner.

Then, across the top of this chart,
that

find the numbered column
matches the room’s width.

Next, down the left side of this
chart, find the numbered bar that

matches the room's length.
The shaded area
intersect tells yvou how

in question.

Example: a room 18 ft. wide by 28
ft. long will require between 11,000
and 14,500 Btu. Naturally, a room
with a large window facing southeast
into bright sunlight will require clos-
er to 14,500 Btu, while a room with
small windows facing northwest into
require

a tree-shaded grove will

closer to 11,000 Btu.

Another way to figure out how hig
an air conditioner a customer needs
is to use a cooling load estimate form
Elec-
NEMA
will send one free copy to any re-
tailer who sends a self-addressed and
pad
costs 50 cents. Write NEMA, 155 E.
44th St., New York City, N.Y., 10017.

NEMA's form covers a multitude
of variables affecting the cooling of
any area and is worthwhile using.
The chart at the right is quick, but

available from the National

trical Manufacturers Assn.

stamped envelope. A 50-copy

not comprehensive.
Something to remember, in

nearly continuously will be more
satisfactory than a greatly oversized
one that would operate intermit-
tently.

‘---------------------------------------------------------------------------1

Each month, a week before the com-
ing month you get:

1. A summary of the coming month’'s
weather, written in easy-to-understand
language.

2. A temperature map, showing the de-
viation from normal in your area and

tological Atlas, Volume I.
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where the two
much Btu
capacity is needed to cool the room

any
case, is that a slightly undersized air
conditioner that would operate more

Weather maps on facing page prepared by Weather
Trends Inc. Subscribers to the company’s advisory

WEATHER TRENDS, INC. * 565 Fifth Ave., N.Y., N.Y.10017

Enter my subscription with your next issue. | understand that if
I'm not satisfied, ! may cancel and you will refund my money.

] Enclosed is check for $36. Please send me my bonus Clima-

ing pages, and U.S. Steel's May pro-
motion, give retailers a head start.

But, there are a number of other
wavs to begin breaking the ice right
now. Here are some questions re-
tailers will find worth while answer-
ing in the affirmative:

Are you going to survey new

homeowners or old contacts for possi-
ble replacement sales? Are vou about
to call or write all your air condi-
tioner customers for pre-season serv-
icing (and selling) ? Have yvou made
potential buyers aware of new models
that you now have in stock?

Are you going to lay out ads in

with

local
before this month
Are you thinking about pushing the
gift idea for Mother’s Dav?

What else is there to remember?

cooperation
paper

your news-

is over?

Just this: three out of four wired
homes in the U.S. still do not have
an air conditioner.

ROOM WIDTHS IN FEET

28 | 29

30

L 6,000-9

ROOM LENGTHS IN FEET

- 14,500-16,500 BTU

- 16,500-18,000 BTU

all other parts of the U. S.

3. A precipitation map, estimating the
percentage of normal moisture in
your area and throughout the U. S.

4. Timing estimates of the significant 6.
periods of storminess, cold and warm
trends for the entire month to come 7.

service receive, in addition to a free 64-page tempera-
ture booklet, the following:

5. A paragraph describing the over-all
character of the coming month’s
weather for each of the seven climato-
logical zones.

Climatological data and forecasts for
key cities.

Preliminary outlooks, by month, for

[ Y Y T T T T T T T T T T
F------------->

For extra copies, mail coupon to Merchandising Week
Reader Service, 330 West 42nd St., New York, N.Y.—
10036

No. coptes

. Btu/room-size chart: 1-10 at 35¢ each; 11-25 at 25¢; write
for quote on large-quantity prices

.. Specification for room air conditioners: 1-10 at 50¢ a set;
11-25 at 35¢; write for bulk rates

in easily recognized graph form. the next 60 days. [0 check enclosed [ bill me
Name Title Name_
Firm Bl N Firm =
Address Address O whami o
Bill me ) 3 . q
City State Zip City State Zip
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Rodger Gibson of Westinghouse tells you how to cool
competition with the “leadership line” of room air conditioners.

7 , ‘
“As National Sales Manager I'm carrying the “See how easily it goes in? Up 'til now, sliding “Picture the number of new prospects this brings you! All those medium
big news in '66 room air conditioners. A windows meant thru-the-wall installation. and low priced homes with sliding windows and no central air condition-
Westinghouse exclusive...a unit for those That meant sales resistance. Now your ing. 40% of all aluminum windows are sliders. Our new unit fits wooden
impossible-to-fit sliding windows. customers can do it themselves. 5500 and sliding windows, too — plus casements. Anything up to four feet high!

8000 BTU. Both 115 volt plug-ins.

“Here’s the heart of our fast-selling compacts. A strong, silent “...our 5,000 and 6,000 BTU models. These are the compact units that biew

compressor that weighs only 25 pounds. In most other makes, the the market wide open in '65. They're backed with the Westinghouse 5-year
compressor weighs 40 pounds and takes more space, too. Reliability replacement guarantee*—the industry’s first and best. Wait'll you see
is so great ours has a 5-year replacement guarantee.* It's used in... what they do in '66 teamed up with the new sliding window models!

“Next step up is to the 6,000 to 17,000 BTU range. “Here’s our exclusive, easy-to-use Mobilframe “These are for the big cooling jobs. Up to 26,000 BTU with
Many are 115 volt plug-ins. Top of this group mount. You secure it in place first, then slide in or without exposed louvers. WASSCO offers free floor
is the Panelaire —designed to appeal to decor- the air conditioner. Unit can’t get away from planning, a buy back deal and fabulous trips for successful
conscious prospects. Simulated wood grain finish you with this frame locked in position. dealers. Your Westinghouse distributor will be
can be painted or papered to match anything. glad to give you the whole story.”

I T L R You can be sure if it's Westinghouse

model to original purchaser any Mobilaire® 5000 and 6000 delivered
to him on which the hermetically sealed refrigerating system be-
comes defective within 5 years due to workmanship or material.
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KEY TO ABBREVIATIONS: UNDER SEVERAL COLUMNS: Y-Yes, N-No, O-Optional; UNDER NEMA:
B-btu, C-complete certification which includes watts and amps also; UNDER INSTALLATIONS: W-
regular window, C-casement window, T-through the wall; UNDER TYPE HEATING: R-resistance, C-
cycle reversed, UNDER TYPE FILTER: P-permanent, D-disposable; UNDER KITS: S-standard, O-
optional; UNDER AIR DIRECTIONAL: A-adjustable, F-fixed

MANUFACTURERS’ SPECIFICATIONS FOR

1966 ROOM AIR CONDITIONERS

A MERCHANDISING WEEK EXCLUSIVE

2 CABINET KIT |
| & 2 o = Z -
E x5 gg g 2 4 0 E : 5
[+ 4
z - - - ] - W -4 @ = z oo = @ [ OTHER FEATURES
, 2 lEs 5532 8 | & o3 pw 2 X285 32 P .S §§ 8 s 35 20 % 3 &s
o oy o8 | =¥ o T “» w ZY 20 2 8w Zau - Suu wl wolEy | XY GE| 2 z | &
w < < w o > - w - ~E Lt 4 &5 o axz z waZ az - = w € - -  Q
| 8 AR I I 3 % T | E8182|5|5]|3 2%z e 58z sz L /2w gw 2w ¥ Z|2aw
3 z¥ Zo w2 @ o > < = v =X B 5 z oz | w Saz< zz z L2 82 a2 > w Q2
;
} ADMIRAL -~ Admiral Corp., 3800 Cortland St., Chicago, I1l.
| 40647 jc | w | 4,000 115 [ 7.5 | 800_ [ 180 | 0.8 | N | N| 1 | 13%4x2Z x13% | Polystyrene | 6% 16, | 803 P B N Y F
456A7 4,500 | 800 [ 180 | 1.0 LD 1T 13ez 4y | % 1-6'4,%¢ | 82 ] N | F
456A7T . 4,500 800 | 180 | 1.0 10T 13%xaz a3y ] 6% 6% | 83 7
| 546A7 | 5,400 1) 850 | 190 | 1.2 l 2 | 13,x27 ,x16 1 5, ° 99 ,
| 646A8 | 6.400 80 | 900 | 200 18 Y 134227 4,x16 1 5, ° 102 2
[ 746A11 7,400 11.0 | 1,180 | 200 | 2.2 v | 13'4x224,x16 5% . 105 Y
805B12 8.000 [ 118 | 1310 [ 290 | 2.4 N 13%x26"ix17 [ 7 . 130 N
| 886812CH i 8,800 8,500 | 120 | 1350 | | 25 N 1474,%27,x17', ] % ] 144 N
| 906812 9,000 120 | 1.350 26 | Y | ¥ 13%x26%x17 7 135 Y
10068238 10,000 230/ | 8.0/ | 1.650/ Ab.a 1 13%28 <17 7 | 135 !
\ | 208 | 8.4 1,650 ] | \
806C7 Y 8,000 | 15 [75 | 860 [ 260 | 1.8 1 16%x26%x26 1 114, 2-12%% | 180 Oss* O*»+ | | | | N | At | “@ycle-Air", 'Artic Window"
986C12 ‘ ‘ 9,800 15 | 120 | 1350 330 2.4 16%x26"x20 | 7%, 2107+ | 152 ] 1] rctic Window’
1066C12A 10,600 115 [ 120 1,380 | 360 | 2.5 16'4x26' %26 1", | 21278 172 . ““Cycle Air*", ““Arctic Window"’
1226C238H €™ 12,200 | 11.800 | 230/ 9.2/ | 1.950/ 330 | 3.6 16Y%x26' %20 7%, 2-10%** | 159 - “Cycle A", “*Arctic Window’
’ _ N | -~ 208 |95 | 1,950 ] | |
‘ 1226C238HR | RC ' 12,200 11,800/ 9.2/ | 1950/ 330 36 16',x26' x20 P 2-107+s | 159 “Cycle Air*", **Arctic Window'*
| | 1220 | |95 | 1950 ;
1266C238 12,600 9.2/ | 1,950/ 330 | 38 16'4x26"x20 7%, 2107 | 157 “Cycle Air*, “‘Arctic Window''
| B 95 | 1,950 i
1426C238 13,200 105 | 2,200 390 39 16'4x26' 26 0%, | 2124 18 | ' | ) A
' 108 | 2,200 | ‘
1526C238A : 15,200 118 | 2,480 400 4.4 179 1 [ ] T At |““Comfort-Stat”, "‘Cycle Au’", “Arctic Window"®
12.0
1726C23 I 17,200 230__‘ 13.2 | 2,950 410 47 3 | 195 | | T 1 ] At | “*Cycle Air"", **Arctic Window"'
1756C23H C 17,500 | 17.000 14.0 | 2,980 47 2 200 At | “Cycle A", **Arctic Window'"
1806C23 ' 18.000 1 a0 T2 | a8 2 — 114, 198 ’ , , A
1906C23 19,000 1 1 144 | 3,100 158 3 ! 1%, 205 l v v LT At cycle i, “Arctic Window™
22660238 22,600 230/ | 14.5/] 3,100/ | 740 | 5.5 2129%x32 | 15, I'e15%* 268 s
‘ 208 | 155 | 3,100 J 1
_2566D23 25,600 230 [16.0 | 3450 | 750 | 6.5 21x29 x32 ] 157, 115 | 284 | s
2906023 29,000 | 230 {175 | 3,750 | 760 | 7.5 21x29%x32 15, 115+ | 29 s ||
C606F9 y cw 16000 T 105 T87 930 (205 | 1.4 | N | N | 2 | 10°x14%x24 | Steel & Alum. | 14, 9., 98 Ot+e | Qexs N A
* 3,600 Watts at 230 Volts Resistance Heat ** Adjustable tMotorized Adjustable Air Deflection **Cycie-Aur'’ O Ad). 4'4-8"4, SAd). 1*,-8"4, *** Do-it-Yourself Install. For Special Type?. 1 I Instail. R Kits Included. t Shipping Wts.
AIRTEMP —— Airtemp Div., Chrysler Corp., 1600 Webster St., Dayton, Ohio
Atleal_ e Tr 1 6.400 15 [75 [900 240 120 v "N 2 [ 15x28x16 | Plastc I 110 P [ s Yy Iy nT A
A10-32 N X s 115 1,300 270 J26 | | [ 1] ] 115 ' 110
A10-43 | 9,600 230 |70 1,}00‘1270 30 | ‘ ‘ 1 15 | [
A10-48 o800 208 76 1.502_*270 o T ] 1 115 ] 0
A12-43 11,500 230 (8.8 | 1925 1320 134 3 ) o 117
A12-48 ___Insoo_| 208 |96 | 1925 (320 | 3.4 | 3 ] 117 |
$05-61 W 5.000 ns_[75_ 825 155 112 | N 2 12x23 16 [ 78 ] | Ny
$06-61 w 6.000 |87 %0 175 13 N |- 12x238x16 95 ‘ | N Y
508-62 ) w 7,500 120 71215 15 25 | N 12x23%x16 98 N Y
51062 | K 8200 § 120 [ 1300 285 23 | ¥ 15%x23%x 16 1 | [ 12 ] ] j :EY N
$10-63 9,800/ 230/ | 6.8/ | 1,450 270 | 3.0 115
L9500 208 |73 | | | RS |
$11-61 6.500 {1s 175 |80 245 | 2.0 3 Plas. & Vinyl 110 Reversible Decorator Front
‘ i Clad Steel !
s11-62_ 8.800 15 'ns 1300 265 26 | | [[]2 1 W ) s
$11-63 9,800 7230/ [7.0 {1,500 265 [ 3.0 i 115
9,500 208 |75 I !
H1362_ ) 11,300 Tis_ 120 1350810 3.2 | | || sz ] | 160 |
H13-63 {12,300 | 230/ [9.47 2,000 390 32 132
+ - N 208_ 9'8 po— N + -t
H15-63 B 13,200 230 75| 1,600 410 | 3.1 ] ] ] 170
H17-63 ‘ 14,000 230/ | 11.5/7] 2,350 410 | 36 137
. 208 | 12.0 | ‘J_ ‘
H19-63 230/ | 130 | 2.650 47 3 142
15.500 208 135
_H21.63 ) 18,000 i 230 [125 [ 2750 '870 165 | | 2 i 175
H21-68_ . 17500 L 208 150 | 2750 470 | 55 2 175
T23-63 18,500 230 93 | 1,900_ 550 | 39 Y |3 [20%,x26%x34% | Plastic 230 o | 0 11
T2563 | |23.500 230 [15.5 | 3,500 1680 [ 6.0 LT ] 230
T25-68 , 23500 208|175 | 3,500 680_| 5.8 230 i
T31-63 i 27.500 230/ (17.2 | 3.600 750 | 8.0 240
. 21,000 08 (184 ' | | | |
T41-63 32,500 230|225 | 5.000 860 [ 10.0 | N ) [ 25
Y468 o | 31,500 208 [25.5 5,200 860 , 9.0 [ | i l ] 25 1 LIty ]
c10-41 C | {5800 115,75 | 900 230 |14 N |2 ) 36" x16%x12% ] 105 s s IR
cioa2 e . ‘Tmsoo 115° 117 | 1300250 | 22 36'ix16°x12', ] |15 | T Ly
L $10-624 WT_ C 8,200 4 _115__ 12 1,300 _ | 26 15',:x23 x16 115 Ln
$10-634 C 9500 8500 | 230 (7.0 | 1,500 270 | 3.0 15':x23%x 16 | 118 1]
H12-632 RC 12,000 | 12,000 8.0/ 1600 1300 |32 15%x23%x22 160
16.0
H12-634 C 12300 | 11.100 790 | 1,950 390 3.2 | 15'x23'a22 [ 140
H18-634 c 15300, | 13,300 10.0 2,@141014 5:}: ‘ 15'4x23%x22 7 175
T25-634 W C 23,000 | 19.000 155 | 3,450 680 | 5.8 Y 20%,,x26%x34%, ‘ 235 0 o |
AMANA —- Amana Refrigeration, Inc., Amana, lowa
6-25P-M IiC 0| 15 (75 |85 210 [17 [N [N 71 [13%a25a17% | Plastic 10% € 100 P Ts N [Y ] A [Mount Attached
6-2C-M 6,000 15 (75 | 850 210 {17 Y 2 |10 6% 100 5 [ Y [Mount Attached
9-2C 9,000 115 (120 | 1350 250 | 2.5 10 7% 103 0 3 Optional Fast Mounts
9-3C 9,000 230/ 6.3/ | 1,350 250/ 1 2.5/ i [ i 103 i
8,700 208 6.7 20 |24
11-2¢ 10,200 L 115 120 1420 00 T29 [ 110
11-2CH C 10000 110000 115 120 | 1,0202"300'__[ 28 116
11-3-C 11,500 230/ 7.5/ 1,600 320 {3.1/ 110
1,100 208 8.0 29 B
11-3CH 7 3. 116
11,000 11,000 208 8.0 28 ‘
107-2C 6,300 15 7.5 900 220 |17 100
108-2C 8.000 110 11,200 230 2 103
109-2C 9.000___ 120 (1400 250 25 103
109-2CH ¢ 120 | (250 |24 108
109-3C 9.000/ 230, 6.3/ ! Y?50/ 25 103
8,700 208 6.7 20 |
109-3CH 6.3 2507 2.4 108
8,400 8,400 208 6.7 20 | . {
210-38 wT 10,400 230 8.0 1,590 330 |3.0 17'4,x26"x23", | Plastic _ Min.3 145
21128 W 10,800 115 [12.0 | 1,380_330 3.0 17'3,x26'1x23% 150
210W-38 T 10,600/ 230, 7.4/ | 1,550 (340 17',x26'1x23% 1240+ Builders Model
10400 | 28 |78 330
210W-3BH R.C (10400 15400/ | 230 (1.4/ | 1,550 340/ | 2.9 1774,x26'1x23% 127+ Builders Mode!
10,200 13,900 | 208 (7.8 330 | Eanessy | N
212D-3C wT ‘ 12,600/ | 230/ 9.0/ 1,900 [330/ (3.8 17'4,x26"%x26% | Wood, Plas. Min.5% | 176 Decorator Front, Automatic Fan Speed Control
12,400 208 9.4 320 & Metal |
Ce “When Used With Sleeve ** Chassis Only
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Onily Admiral Air
the control that’s more

Exclusive new Admiral Comfort-Stat .
the control that thinks cool!

Set and forget all summer!

Great new convenience. great new sales feature!  Exclusive

new Admiral “Contfort-Stat™ provides consistent Mness.
greater economy. quieter operation!

Owner sets visual indicator to comfort level desired. "Com-
fort-Stat™ then controls the air conditioner completely. W hen
desired comfort level is reached. it turns the compressor off.
fan continues to circulate cool air. When room temperature
lowers a fraction. fan turns off. too.

When room temperature rises. “Comfort-Stat™ turns on
fan and compressor again. in sequence. and continues this
cvele all summer long. (Ordinary thermostats control com-
pressor onlv. not fan.) And with Admiral. vou can see what
vou set!

Only Admiral has this amazing new “Comfort-Stat™. ex-
clusive on Admiral Roval Model 1066C12\. rated 10.600
BTUX* 115 volts. and Model 1526C238A\. rated 15.200 BTU*
208/230 volts.

- -
% e d et
.f— N e sl = el s s s s
\ A AR\ N NEAN
Exclusive Admiral °°Cycle-Aire.*” the backbone of  Exclusive Admiral “Arctic Window.®® vl
summer comfort! Scientificallv engineered angled discs in cool air vent grained panel. opens at base for huge air intake. extra cooling power . . .
rotate automatically. distribute cool. dry. clean air in all directions. No swings closed for the fine-furniture beauty look . . . fits flush with sash
chilly blasts. No hot spots. On Admiral Roval and Imperial models. and drapes. On Admiral Roval and Imperial models.
26 ! dels. 1.0 S
b quality models. 1.000 (0 29.000 BTU ... -
L

Reverse cycle heating cooling units also available. Flex-O-Mount® or installation kit included
with all models. Optional kit for mounting casement unit in double-hung windows.
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New Admiral New Admiral Princess New Admiral Coronet ew Admiral Roval New Admiral Imperial
Casement mod- models. 4.000 to 7,400 BTU*. models. 8.000 to 10,000 BTU*. models. 8.000 to 19.000 BTU*. models. 22,600. 25.600 and
el, 6,000 BTU*, 115v. Easy to install in min- 115 and 230v. Two cooling 115 and 230v. Pushbutton cli- 29,000 BTU*. Exclusive "“Cyele-

115v. 14'3" wide. utes with Flex-O-Mount. speeds. Exhausts stale air. mate control, up to 3 speeds. Aire’” and “Arctic Window.”
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Conditioners offer
than a thermostat!?

i e
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Admiral Royal 152, Model 1526C238A, 15,200 BTU,* with ‘‘Comfort-Stat."”

weRL D

Enjoy a fabulous holiday in Tokyo! Buy Admiral appliances. get a trip to the Orient.
Call vour Admiral Distributor for details!?

dmircal

A [MARK ek R WA LS T =R GG OUT

Admiral

Air Conditioners
start at $89%

Mfr. suggested list price
Model 40047, slightly
higher South and West.




MANUFACTURERS’ SPECIFICATIONS FOR

1966 ROOM AIR CONDITIONERS

A MERCHANDISING WEEK EXCLUSIVE

KEY TO ABBREVIATIONS: UNDER SEVERAL COLUMNS: Y-Yes, N-No, O-Optional; UNDER NEMA:
B-btu, C-complete certification which includes watts and amps also; UNDER INSTALLATIONS: W-
regular window, C-casement window, T-through the wall, UNDER TYPE HEATING. R-esistance, C-
cycle reversed, UNDER TYPE FILTER: P-permanent, D-disposable, UNDER KITS: S-standard, O-
optional, UNDER AIR DIRECTIONAL: A-adjustable, F-fixed
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AMANA -~ Continued
212D-3CH wT R,C 12,300 17,500 230 9.0 1,900 330 3.7 Y 3 17 ,x26.,x26', Wood, Plas. Min. 5' 179 P s [ sTy[vy]|n A Decorator Feont
12,200 16,000 208 94 | 320 & Metal | l
213-38 13,000 9.0 | 1,950 | 340 3.8 17" 4x26';x23', | Plastic Min. 3 163
| 12,800 94 | 330 |
213-3BH R.C 12,800 17,500 9.0 1,950 | 340 847 166
12,600 16,000 9.4 ! 330 ! |
216-38 16,500 11.8 2,550 | 400 49 171
16,200 13.0 390
216-3BH [ R,C | 16,100 | 19,000 11.8 2,550 ' 400 48 177
15,800 18,000 130 . 390 | :
2170-3C 17,000 120 [ 2,575 340 5.6 17" ,x26',x26', Plas., Wood Min.5'; 199 Decorator Front, Automatic Fan Speed Control
16,600 132 330 . & Metal
217D-3CH R,C | 16,300 18,600 2,575 | 340 5.5 17 ,x26';x26',  Plas_, Wood Min.S'; = 205 Decorator Front
15,900 17,600 | L 330 & Metal
218-SP 18,000 2,650 430 58 17' ,x26':x23',  Plastic Min, 3 180
17.600 420
218-SPH R.C | 17,300 20,000 130 57 186
16,900 19,000
219-38 18,500 430 60 186
18,100 420
219-3BH R.C 17 800 20,000 430 a9 192
! 17,500 19,000 420
324-38 24,000 150 3,400 700 ‘7.8 22'4x26',x32", " Metal 257
23,600 16.0 685
324-3BH (o 23,000 23,000 150 3,400 700 7.7 260
22,600 22,500 160 685
329-3B 29,000 19.0 3,800 ' 730 9.0 261
28,500 ! 20.0 715
329-3BH Cc 25,000 27,000 19.0 3,800 730 8.9 264
1 27500 | 26,500  y  20.0 715 i1 j (S e = A R I ‘= = )
COMFORT-AIRE -~ Heat Controller, Inc., 1900 Wellworth Ave., Jackson, Mich.
WXA-581 w 5,800 115 | 7.5 850 165 | 1.8 117,x18' %227, Plastic & 8 82 P S Yy A Patented Design, Window Closes Into Umit, No
140 Metal Mounting Kit Requued
WXA-781 7.800 14 1225 | 180 ! 22 L 11,x18' 25, 9 95
150
WXA-901 9,000 120 1325 | 225 | 29 11'x18' x25', 9 100
| 200
WXA-111 11,000 120 1,400 | 360 3.4 15" x23",x29 12 116
| 325
WXA-133 13,000 230 100 2,100 | 370 LR} 121
12,700* 208 100+  2,0000 335
WXAE-133 R 13,000 8,850 230 | 10.0 2,100 | 370 4.4 123
12,700 208 10.0* | 2,000*| 335
WXA 163 16,000 230 13.0 2,700 | 380 54 126
15,700* 208 13.00  2,600° 330
CWA-601 cw 6 000 115 91 975 155 1.9 10", x14',x26", 2 90 Mounting Kit For Double Hung Window, Available
! 130 As Optional Equipment
CWA-751 cw 7.500 1.0 1,230 | 190 2.4 10" ,,x14" x26 94 Mounting Kit For Double Hung Window, Available
, 165 As Optional Equipment
WD-501 w 5.000 75 850 165 1.6 11x18"x18 82 Dual Fans & Dual Fan Motors, Exceptionally Quiet
140 Operation
WD-701 7 000 113 1,270 | 180 2.0 11°,x18 x21', 8 95
| 150
wD-851 8.500 12.0 1,380 | 225 26 11,x18" %21 ) 100
, | 200
WD-833 8.300 230 60 1,350 | 225 26 11.x18"x21 8 100
200
wD-111 w.T 10,500 115 120 | 1,450 | 350 3.4 17'.x27' X277 Flush 132 S N
| 300
WD-133 12 500 230 100 2.100 | 370 44 137
12.000* 208 10.0* 300
WDE-133 R 12,500 8.850 100 2,100 | 370 1.4 139
12,000 10.0¢ | 300
WD-163 15,500 130 2,700 | 370 5.4 142 Slide-Out Chassis
15,080* 13.0° 300
wO0-183 18,000 125 2,800 410 6.7 17'4x27".x25 198
17,500* 13,59 320
WDE-183 R 18,000 11,950 12,5 2,800 | 410 6.7 17'4x27'4x25 200
17,500 13:5¢ 320
wD-223 22,000 142 73,200 (550 (72 17',x27'4x32 220
21,500 15 6° 430
WODE-223 R 22,000 11,950 142 3,200 | 550 752 17'4x27"4x32 222
21,500* ! 15.5¢ ! 430 !
WwD-273 26.500 230 190 4,300 800 83 17'4x27"4x36 235
690
WD-283 28,000 230 193 4240 780 9.0 22x27 4x36 4 295 o |
i S i il o s 14 19 ¥ O U DY i) sl ol i 0 O L P PN L0 |
* Dual Voltage — Denotes 208 Voit Rating *+ Dimension Inside Wall If Mounted Thru The Wall Ot From Window Glass If Window Mounted.
DEARBORN —- Dearborn Stove Co., Div. Of Addison Products, P.O. Box 28426, Dollas, Texas
DAC-6060S w 5.800 15 7.5 850 | 165 1.8 (2 [1Ux18'w22. | Plastic 8% .82 o Yy [Ny ] a
DAC-6080S 7,800 § 114 1,225 180 122 11x 18" x25' P : 95
DAC-6090S 9,000 120 4 1,325 225 2.9 112 18" x25% L% { 100
DAC-6110S | 11,000 | 12.0 | 1,400 } 360 |34 15'x23"x29', 1% 116
DAC-6130S 13,000 230 10.0 2,100 | 370 4.4 15'x23",x29', 1V, 121
12,700 208 10.0 2,000
DAC-6160S 16 000 230 13.00 | 2,700 | 376 5.4 15'x23":x29', 11 "126
| 15,700 [208 130 2600 5 ! ! J
DAC-6075C Cc ! | 1,500 . 115 11.0 1,230 | 190 2.4 N 10" ,x14',x26"4 %, 92
DAC-6050 w $,000 | 7.5 850 165 1.6 N 11%x18" x 18", 6" 82
DAC-6085 8,500 120 1,380 225 26 N 11x18' x21", 8' | 100
DAC-6100 10,500 [ 12.0 1.400 | 350 3.2 Y 17x27',x27 2" T 132 N
DAC-6120 12,500 230 | 10.0 42,100 350 41 | 17x27'4x27° 137
12,000 280 | 10.0 2,000
DAC-6150 f 15,500 113.0 12,700 | 370 5.3 17x27'4x277, 142
15,000 113.0 2,600 ‘
DAC-6180 18,000 12.5 2,800 410 6.7 174x27'yx25'y 198
. 17,500 13.5 2,800
DAC-6220 22,000 14.2 3,200 | 550 72 17'x27"4x32 i 220
21,500 18,5 3,200
DAC-6270 2500 0230 [19.0 (4,300 800 (8.3 earee |y I v Iy [ T[4 B
FEDDERS ~~ Fedders Corp., Edison, N.J.
C40C-2 i C ' , 4,000 L1592 '850 180 1wl I | 10";x14",%25% 4 'Plasllc Variable | 66 P B! Y U4 A Kit Assembled To Cabinet
Ce0C-2 [ , 6,000 '10.8 1,200 | 200 1.8 79 Kit Assembled To Cabinet
c7oC-2 c . 7,000 120 1400 210 2.1 86 | Kit Assembled To Cabinet
C70F-2 cw . 1,000 120 1,300 210 2.1 86 Roll Out Side Panels
MI0F-2 w 4,000 8.4 760 160 152 12',x25x15" 80 | Roll Out Side Panels
20
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ROOM AIR
CONDITIONERS

; . L e
| e s -
' =
- . ==

/%
/“/

" -— [
%/

INSIDE-OUTSIDE DESIGN INCREASES SALES

BECAUSE YOU CAN DEMONSTRATE THE WHISPER QUIET OF
THE MOST ADVANCED ROOM AIR CONDITIONER ON THE MAR-
KET — The closed, locked window becomes a sound and weather barrier
— locking heat and noise out — sealing cool quiet comfort in. The TWIN
is so quiet because two motors and two fans divide the work. INSTANT
INSTALLATION — No mounting kit required, the closed window becomes
the mounting kit — All aluminum cabinets — Interior portion vinyl clad
in Furniture Walnut Wood tone. BIG PERFORMANCE — Available in
six models with capacity ratings from 5800 Btu/Hr to 16,000 Btu/Hr.
EVERY DELUXE FEATURE — Full range thermostat, air exhaust, push
button controls, full room adjustable air pattern. Write today for the name
of your Comfort-Aire distributor.

Compressor system out- Inside all you hear is the

side your window — whisper of the 2-speed

outside your hearing. circulation fon.

A COMPLETE SELECTION OF AIR CONDITIONERS FOR EVERY NEED IN THE HOME.

—_ SUPER DUAL AIRE SERIES — Big ca-
pacity room air conditioners with
super quiet operation. New Dual
fan and two motor design keeps
compressor and heat rejection fan

DUAL-AIRE SERIES — Installs in minutes
with premounted expanding panels —

12277F
7 1IN
%
\
Al
w“ 3.
i
1 sé\

Dual Fan Motors and fans for quieter : e ! ) A

ot B e oot ) : B oo s by o
i o - h 5

button controls — aluminum c¢abinet is 3 == air flow fan. Three sizes 10,500

decorator grained for attractive appear- —— / )
ance. Four sizes from 5,000 Btu/Hr to :_,.::E_ g}ﬂ/n: f:r:dlllss\g%léo&eur/a}tilro%rlZz,ggQ
8,500 Btu/Hr. | - 208 volt installation. Mounting kit

— included.

CASEMENT QUIET AIRE SERIES —
Special cooling problem with case-

ment windows in home or office? POWER-AIRE SERIES — Big multiroom or

These special casement window mod-
els install quickly and easily from
inside the room, no complicated
mounting kit, cutting or welding in
standard casement windows. Two
capacities available 6,000 Btu/Hr
and 7,500 Btu/Hr both 115 volt.
Special mounting kit available for
narrow doublehung windows.

By HEAT CONTROLLER, INC., JACKSON, MICHIGAN
THE QUALITY LEADER IN CONDITIONING AIR

£ L MHIUMNN
AN\

whole house cooling from these models.
Cooling capacity for offices and meeting
rooms, too. Slide-out drawer type chassis
for ease of installation. [nstalls in win-
dow, thru-the-wall, or transom location.
Three sizes 18,000 Btu/Hr, 22,000 Btu/Hr
and 26,500 Btu/Hr all for 230/208 volt
operation. Mounting kit included.
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Anyone who tries to
he has a line of room

as sell-able as the 1966

s handing you a line.

High St)’le in a Compact, \ G.E.’s new Fashionette 5000 . . . trim,

- tapered good looks . . . a Duramold case

Rustproof Case? / . made of tough G-E LEXAN® that will

\ A never rust or stain . . . fits windows
\

\\ narrow as 202", wide as 36”. Watch
\Q*“ for the 4-color ads starting soon in

/ 4 \ an
/ @ N

8,000 BTU’s in a Carry-Home, . \\\\\\\\\\ Casement or Extra-

7% Amp, 115-Volt Model? Install-Yourself Units? | \\\\§\\ N \\ Narrow Double-Hung
\\\§\\\ Windows?

A\ L G
e
Eem—E=——=
==
| —_—= E
Eme e S -—.—:E
G.E.s got it . . . with the G.E.’s got four of them, G.E.’s Model RS302A
added feature of Filter Blower in 5,000 to 7,300 BTU. Our biggest retail slips into a single pane opening
the RF406A. One of two extra-quiet  profit makers—The Thinettes. without cutting the
115-volt Filter Blower models for casement frame—adapts
’66. (The other one: 11,000 BTU.) for narrow double-hung

windows, too.

Air Conditioning Department—Appliance Park, Louisville, Ky.

GENERAL @3 ELECTRIC
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11,000 Quiet BTU’s
in a Thinline-size case?

G.E.’s quiet new Thinline 1I
Series sports four models, 6,500-
11,000 BTU—plus two Easy-
Mount Models. Higher air flow,

even lower noise, in the popular
Thinline case.

Big Reverse-cycle Promotional leaders?
Cooling Jobs? Heat Pumps?
=g  —— — ‘ 6 i o it —
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G.E.’s five new Superlines

for 1966—13,000 to 23,000 BTU
—with up to 449, more cooling
thrust than ever before. Watch
for ads in LIFE, LOOK, and
SATURDAY EVENING POST—
on the Superline that cools air
by the houseful.

l

G.E.’s famous (and exclusive)
design is offered in 9,500 and
13,000 BTU heating and
cooling ratings.

e e . = s Wt
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The new RF700

and RD900 Superline
models at 14,000 and
18,000 BTU will be
tough to beat.

In 66, the “Sell” Line is General Electric.
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MANUFACTURERS! SPEC|F|CAT|ONS FOR KEY TO ABBREVIATIONS: UNDER SEVERAL COLUMNS: Y-Yes, N-No, O-Optional; UNDER NEMA: ‘

B-btu, C-complete certification which includes watts and amps also; UNDER INSTALLATIONS: W-

tegular window, C-casement window, T-through the wall; UNDER TYPE HEATING: R-resistance, C-
1 966 ROOM AI R ' O N DI I IO N ERS cycle teversed; UNDER TYPE FILTER: P-permanent, D-disposable; UNDER KITS: S-standard, O-
optional; UNDER AIR DIRECTIONAL: A-adjustable, F-fixed

A MERCHANDISING WEEK EXCLUSIVE

8 CABINET KIT
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FEDDERS —- Continued ) :
M50F-2 c| w 5,000 |1s (84 910 [ 180 [ 15 [ N[N 12x25x15", | Plastic Vatiable | Variable | 94 P Y Y | A | Rolt Out Side Panels
MGOF-2 w 6,000 90 | 940 [ 200 | 18 | N | N | 2 | 12%x25x15 ) ] ] 98 | s ] 11 Roll Out Side Panels
MBOF-2 w 7,500 110 (1,190 215 [ 22 [N N | 12%x25x15% ) 101 s ] ] ] | Roll Out Side Panets
A4OW-2 T 4,000 87 | 800 | 10 | 12 | Y Y 15%x26%X16Y, 102 0 Stide Out Chassis
AGOW-2 T 5.700 9.0 [ 980 | 190 |17 1| 157x26%x16Y% ] 108 0 b || | siige out Chassis )
AGOSF-2 w 6,000 7.5 | 870 | 200 | 18 | RRGERINEN i ) ] 118 s ) ] Stide Out Chassis, Roll Out Side Panels
ATOW-2 T 7,000 103 | 1,220 210 | 2.1 1] | 15pee e 110 0 Stide Out Chassis
ABOSF-2 W 7.500 7.5 8% | 210 | 23 V] examasy j ] | s s 11 ] 1] T stide Out Chassis, Roll Out Side Panels
A8OF-2 W 8,000 ‘ 120 | 1,300 220 | 24 || [T ] ] ] ] 124 ] s ] ][] | Slide Out Chassis, Rolt Out Side Panels
_ABOE-2 W 8,000 | 12.0 | 1,300 2.4 1 ] ! 124 s ] | Slide Out Chassis, Roll Out Side Panels
ABOHK-2 T c 8000 | 9,000 120 [ 1400 24 | 1] ) ] ] 128 ) o | | | window Kit Optionat
AYOWHR-7 C.R | 8,500/ | 10,200/ | 208/ | 8.8/ | 1,800 26 15 x26%x16Y% 115 Slide Out Chassis
8,500 | 10,400 | 230 |8.5 | '
A9OW-2 9,000 115 120 | 1400 240 | 2.7 T ] ] |
AIOW-3 230 [9.0 | 1,800 _ ] ] 112 I
AGOW-5 208 |95 | 1,800 | | BN ] ] ] 112
| AQOWR-3 R 10,600 | 230 | 9.0 | 1,800 ' 11 | ] 115
BI0OHRK-3 CR [9,500 | 10700 | 230 | 10.0 | 2,000 250 | 2.8 | 16'x27x22', j ] 137 s
B10OHK-7 G 9,500/ | 10,700 | 208/ | 10.5/ | 2,000 250 | 2.8 | 1 Tievarxazy, ] i l 135
9,500 230 | 10.0 Bl | ‘ | ] | | | |
A100E-3 w 10,000 230 | 9.2 1,850 270 | 3.0 16' x27x19Y, 126 Mounting Kit, Preassembled
A100E-S W 10,000 | 208 (96 | 185 270 | 30 | | | RGN ] ] ] 126 ] d Mounting Kit, Preas
B100F-2 w 10,000 115 (120 | 1470| 270 3.0 | | || I | 16%xa7x22y, | i { L1400 | | | | | | Roll Out Side Panels
AllOW-7 T 10,500/ 208/ | 9.7/ | 1980/ 265 | 3.2 15/,x26* x 16", 17 0 Slide Out Chassis
10,500 230 9.4 | 1,90 | | | ' | [ ]l {1
B110F-2 W 11,000 us 120 | 1,50] 300 | 33 || [ [T [iewmenaezy, | [ | 42| s | 1] . Roll Out Side Panels
B11OW-2 T 1000 | ns [12.0 [ 1,500 300 | 3.3 11T Tismxeeyxasy, | | 145 j=0=] [ Shide Out Chassis
B110WHR-7 T C.R | 11,000/ | 12,800/ | 208/ | 10.7/| 2,100 300 | 3.3 15'x26%,x19% 135 0 Slide Out Chassis
11,000 | 13,000 | 230 |10.2 1Ll | | | ] | , L () (O
BI20HRE-3 w CR 11,500 | 12,500 | 230 | 103 | 2,000] 310 | 34 | | [| | eumemeazy | [ [ 145 | G| Ll ] 1] | kit Assembled to Cabinet
BI20HK-7 T ¢ [11,500/ | 12,500 | 208/ | 10.8/ | 2,000 310 | 3.4 16%x27x22Y, 144 s Stide Out Chassis
11,500 230 | 103 | | | . | 111 il
B120W-7 T 11,700/ 208/ | 10.7/ | 2,100| 320 | 36 157 x26%x19% 130 0 " Slide Out Chassis
| 12,000 230 | 10.2 ] ‘ 1S | _ )
B120€-3 w 12,000 230 [10.0 | 2,000 T T T Teaemezs | | [ 142 | [s ] 11 [ Kit Assembled to Cabinet
B120E-5 w 208 10.3 | 2,000 ) ] | 16%x27x22", | | (142 | ] | | | Kit Assembled to Cabinet (
BI20WR-3 T R 13,000 | 230 | 10.2 | 2,100 LT Tisaeeyxioy , | 135 | [ Jo | Slide Out Chassis t
D120E-2 w B 115 | 12.0 | 1,400 ] 1 162z . 166 | | | Rolt Out Side Panels
BI3OWFS-7 T C.R 12,600/ | 14,500/ | 208/ | 12.5/ | 2,500 | 330 | 4.1 157,x26°x19Y, 155 0 Slide Out Chassis
13,000 | 14,800 | 230 |12.0 |
"BI40E-7 w 13,500/ | T 208/ [13.4 | 2,550 350 | 42 | | |1 T1emamezs | [ e | SE | T [ Kit Assembled to Cabinet
1! 14,000 230 130 | R | | | | 1] _ -
B150W-7 T 14,000/ 208/ [13.5/ ] 2,700 | 350 | 4.3 15',x26%x19Y, T1s0 | 0 Slide Out Chassis
| 14,500 230 | 12.8 [ ]
BI150WR-3 | Bk R (14500 [13,000 ' 230 [128 2700 350 | a3 | | || | T [i5maeuion | [ | 155 | [ o 11 || | _Stide Out Chassis
D160HE-7 w c 14,500/ | 16,000 208/ | 12.5/ | 2,500 | 380 4.5 16'4x27x27 176 S Mounting Kit, Preassembled
15,000 230 | 12.0 L1
D160FSE-7 I C.R 14,500/ | 16,000 12.5/ | 2,500 | 380 | 4.5 B | [ [ 182
15,000 12.0 bl ' , .
D160E-7 15,500/ 12.5/ 2,500 400 | 4.8 in
I 16,000 12.0 | 14 | |
DI180E-7 17,500/ 15.0/ | 3,000 450 | 5.4 | [ 193
| 18,000 13.8 | ‘ |
D200HE-7 | B 18,500/ | 20,000 16.0/ | 3,400 | 450 | 5.7 1T | [ [ 1198
. 19,000 156 [ | 1 | | | (] L ) Y I [ Y [ .
G240HE-7 ] C 22,500 | 24,000 ;230 150 | 3300 700 | 6.7 1L | 3 | 20°x27x32% | | 1249 | | | ] | 5-Position Voltage Compensator
'G240E-7 | 23,500 [ . 169 3710, 710 | 7. | 1oL | 2oxarx3zy | [ | 249
G270E-7 | 27,000 ] 180 | 3900 790 |82 [ [ [ [ Ja0orpxarxazy | [ [ 1264
J330€3 | 33,000 ,23.0 [4800 | 800 [ 112 || [ ] 20P,x27x39% 295
J330E5 , | 33,000 | 208 (250 (4800 800 | 112 | § [} 1} |20wenxdw, | [ [ 1315
FRIEDRICH ——Friedrich Refrigerators, Inc., 1117 E. Commerce St., Sen Antonio, Texas X . o
65C71 c[ we 7,000 115 (99 1090220 [ 15 [N [N [2 [10%x14%x | Hi-impact 0%26% | 1.6% |88 P S Y ]Y N | A [ Slide-Out Chassis
| | | 27 Polystyve_ne | —_
65081 wT 8,200 15 (86 |95 [340 [ 1.0 [Y [Y [5 [18%x25%ux [18%- [246 [146 [ [ [ | Room Thermostat Control with Outdoor Temperature
| | I ] | | %, | | 15%, | | | | ] | | | | | Compen_sa(wn
65101 10,200 s |19 [ 133/ 340 |22 15'%,x25%,x 2%6 146
264,
65102 10,200 230 (60 | 1330 380 | 22 | 1 Tismxasmx | [ 2%6 146
26%,
65121 12,100 115 [12.0 | 1425 | 355 | 256 T Tishowaswmen | [ (206 (177
26%,
65132 1 T 13,400 230 [8.0 [ 1,635 355 | 34 | 1T 118" 25 x [ | 246 171
— . . —_— — — - 26%s 4 "
65182 19,100 | 280_j9.7 2,085 7620 |35 | [ [} [20x28x32 | | ™ 20 2%
65252 _ 2,300 230 [14.27 [ 3,020 [ 600 | 7.4 | 1] Teon2ex3zy, | S L]
6081 ., € |7800 690 |115 (85 |10 340 |10 || || ] * [ | = 126 139
6Y132 | ] CR 13200 10000 |230 (8.1 |1640 | 355 34 | | || || * [ Lo (246 [1n4
6Y182 C.R (17,600 | 15,700 (103 2185 620 |32 || |11 Jooqxzexazy | [ 210 |23 _ , HRER
6Y252 ] J | CR |23700 20000 | | 144 | 3,050 600 |67 L L] 20uxeeeazy | [ = 2410|249
65138 13,400 88 | 1635 355 | 3.4 15'%,x25'% 4 18%, | 2%6 171
| 26%, | sy
65188 ] 19,100 107 2085 620 (39 || | |] 20%4x28x32% | | xes 246 234
65248 | ' 24,400 150 2810 600 (67 | | | [ ]| [ooquzexz2y | | = 10 246
65125 12,300 230+ (7.0 | 1,545 355 | 27 15'%,x25'¥,,x 18%: | 246 171
| 26%, 15%,
65175 17,500 230t 194 195 | s10 [38 || || [ [20%x2mxszy | %10 |24
65205 [ | 20,500 {230t (112 2,380 | 530 | 4.9 | § | § [ [20%x28x32% | [ e [ 2410 246
50 Cy. * 15%,x25'% ,x26%, 21T, e R 15Y,
FRIGIDAIRE -- Frigidaire Div., Gen. Motors Corp., Dayton, Ohio
AZ-6MK c]c 6,000 15 95 [1020]200 [19 [N [N [2 [107,x14%x26% | Steel [ Variable | Variable 90 | P [§ 0 Y [Y TY TA | Constant Cooling, Optional
A-4LK | B 4,000 Joo 175 725 [1s0 Tut [T I (126256184 | PlastaSteel | | 72 . [N TN TF | Aluminun Cabinet
AE-SMK T |5,000 ] (80 [es [ 1s0 |16 1 | ' . 185 ; [N Y TF | Atuminum Cabinet
AE-5LK [ ] 5000 7.5 845 | 150 (16 | 1 190 ‘ N | A | Single Dial Contiol
AE-6MK 1 ] 16,000 19.5 970 165 (20 |y || |2 | | | | ,90 | 1Y | | i Aluminum Cabinet
AE-6LK . ] 6,000 |75 [8as Tes (20 |v [ ] [ [ |95 [ || TA | Cool & Vent
AE-8MK N |8,000 ) l9.9 1,110 | 300 |24 | | 1o 16%x26x20'%,, | Plastic | | (154 | | |_4-Way Air Direction, Flo_.al@ Chassis
AEP-8MK | - 8,000 ] 10.2 1,070 | 240 | 2.7 ] | lG’/._xZGle'/.. | Alum. & Steel | | (165 | Extra Quiet, Floating Chassis
AEP-8MK-BE | 8,000 102 1,000 | 240 |27 |} |} | ] |16%x26x21%, | Alum.& Steel | | 165 | | | | Extra Quiet, Floating Chasis
A-9K ] | 9,000 230 6.0 (1270 300 ;29 | [ || || |16%x26x20%, | Piastic | | 147 | lo ['s N | 4-Way Ais Direction, Floating Chasis
A-9K8 ] 9,000 208 6.8 1,280 | 300 |29 | i | | | 147 S N
AE-10MK O 110,000 |15 120 1320 | 310 (28 | |CIC | | | 1160 |'s 0 K
A-12K [ ] 12,000 230 (92 [190 | 310 |43 || [| || [ [ [ 1165 o s IN
A-12K8 AN 12,000 208 (109 1,980 | 300 | 4.3 11 _ [ 165 [ ' |
A-1MK ] 111,500 |15 120 [ 1360 [ 425 |22 [N |Y || |[Toxzenzll, | [ [ 180 [ [ ' .
AP-12K ] 1 12,000 {230 |74 [ 1600 [ 300 [35 [N |V [T [16x26x29% | Alum.& Steel | [ 187 ' i [ | Extra Quiet
AP-12-BE | ¢ | [12,000 | |230 (7.4 [1600 | 300 [35 N |v |§ [i6x26x29% Alum. & Steel 187 Extia Quiet

1
*Rated and Guaranteed NEMA “‘C" but Not NEMA Certified

24 MERCHANDISING WEEK




' 14 yearsinarow
FEDDERS

- World’s largest
selling
air conditioner.

Here’s how we’re working with our distributors
and dealers to make it 15.




KEY MOVES

Amana—Kevin M. Furlgno&*

cial sales represent>&¢ o

Headguartered *~ o 4

long is resr ofb Qo

Pacifi> S / .

Regina builds exclusive, saleable features into every
product...to satisty your customers’ demand for quality. ..
your demand for high-margin items that sell in volume.
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Regina Electrikbroom®—
Only lightweight with the
patented Rug Pile Dial.
Only lightweight with a
removable Dirt Cup—
empties like an ashtray. No
expensive dust bags to buy.

-

4

Regina Rug Shampooer /Polisher—
400 Watt motor, Dual Torque
Power, (the only polisher powerful
enough to sand floors). New
Touch-O-Matic Dispenser.
New Super-Shield internal
double insulation. All metal

die cast housing.

N

Regina Upholstery
Shampooer—The original
home electric upholstery
shampooer that does a
professional cleaning job for
next to nothing. Pays for
itself after only one use. Buffs
furniture and cars, too!

- e —

‘.

\

& \

Regina Brush 'n Beat—
Revolutionary new upright
that's half the weight of old
fashioned uprights. Powerful
brush and beater bar for
deep-cleaning action. The
first major advance in
uprights in thirty years.

Regina Shoe Polishers— :

The only complete line of &,
electric shoe polishers—
hand-held and floor mounted
—a model to satisty
every customer.

s

/-.
- ’
Regina Power-Flite Portable
—Features cannister type
motor, two stage power
booster fan. Super suction
air movement whooshes

in three hundred and forty
feet of air per minute.

Features sell merchandise. We know it. You know it.
Regina belongs on your floor...now more than ever before.

The Regina Corporation, Rahway, New Jersey REGINAU“
In Canada, contact Switson Industries, Limited, Welland, Ontario




14 yearsinarow
~ FEDDERS

World’s largest
selling
air conditioner.
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Go with the leader...
For another record

Again from Fedders, the broadest product line!

Fedders has the industry’s biggest selection of room air
conditioners—more than 40 models—ranging from
4,000 to 33,000 BTU's. This puts you in a position to
meet every customer requirement no matter what type
of wiring he may have, what kind of window, what size
capacity he may need, or what his budget requirement.
Low cost portables? Of course, but with quality features
you can demonstrate. That customer with Casement
Windows. Fedders gives him a choice of three models—
each with the unsurpassed 60-second installation
feature. Narrow windows? Fedders fits windows as slim
as 16 inches. Does he want several rooms cooled?
Fedders multi-room models range all the way up to
33,000 BTU's (our newest model). Heat Pumps?

Again, the broadest line in the industry.

Lead from strength. Sales come from meeting
customer needs. And Fedders broad line helps you
meet these needs best.

Again from Fedders, the most wanted features!

Reserve Cooling Power... Slide-out Chassis...

The most significant selling feature an air conditioner Chassis slides out easily without removing the entire
can have. It keeps a Fedders cooling on even the air conditioner from the window. Simplifies

hottest, muggiest days. maintenance and service.

Famous Weather Wheel... New Decorator Fronts...

Rotates 360 degrees and gently wafts cool air to any They slip right over the front of the air conditioner for
corner of the room. Even Fedders budget models a beautiful decorative effect. Made of solid wood.
have it! They look like (and are) fine period furniture. And

give you the chance to make a profitable tie-in sale
. . when you sell a Fedders!
Sound Barrier Construction...
An engineering achievement behind Fedders
reputation for being the quietest air conditioner.

Total Cabinet Enclosure...

Even the rear of every unit (budget model included)
with a steel grille. Shields components better. Looks
better, too.

See your Fedders Distributor...and get a line on




'Go with Fedders...
“smashing year in 1966

Fedders wrote the book!

Now is the time to plan your peak selling season. And
Fedders gives you the book that provides solid assistance
...Shows you how to base your plans on:

® Fedders prestige-building national advertising program
® A wide array of promotional aids and display materials

e Traffic-building ad mats tailored for every market FE
segment

® Capsuled feature and benefit reminders for salesmen

@ Sales generating booklet ‘‘How to Buy Air Conditioning’
e And for neighborhood dealers—Fedders will have an 6

exciting new direct mail program with guaranteed

- Plan Book

Get your copy of this plan book...
plan now to make this your most
successful year with Fedders.

' Again, when it comes to helping you sell,

Full page advertising—April, May, June will give
every Fedders Dealer added prestige.

Edison, N.J. 08817

the hottest line in the air conditioning industry.




MANUFACTURERS' SPECIF'CAT'ONS FOR KEY TO ABBREVIATIONS: UNDER SEVERAL COLUMNS: Y-Yes, N-No, O-Optional; UNDER NEMA:

B-btu, C-complete certification which includes watts and amps aiso; UNDER INSTALLATIONS: W-

tegular window, C-casement window, T-through the wall; UNDER TYPE HEATING: R-resistance, C-
1 966 R 0 O M AI R CO N DI I IO N ERS cycle reversed, UNDER TYPE FILTER: P-permenent, D-disposable; UNDER KITS: S-standard, O
optional; UNDER AIR DIRECTIONAL: A-adjustable, F-fixed
A MERCHANDISING WEEK EXCLUSIVE
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FRIGIDAIRE -- Continued
A-15K cr | w 15,000 230 [10.1 | 2,130 [ 460 | 4.4 | N [ ¥ |2 | 16x26x28", Plastic Variable | Variabtle | 187 | P ] 0 | S [ Y | Y [N | A | 4way Ar Drrection
A-15K8 [ 15,000 208 | 111 | 2,150 | 44 11 ] 1w | |- Tl [} | #way A Direction P
A-19K 19,000 230 | 137 | 3,100 6.0 1] 199 | ' | 4Way Arr Direction
TA-18 | 18,700 208 15.4 | 3,125 6.0 ‘ B | 199 1 ' | 4-Way An Direction
A-24K 24,000 230 160 | 3,550 | 700 | 65 | Y | N || | 20x28x32, Alum. & Steel 20 ] 1T | | | Froating Chassis, 4-Way Aut Direction
AW-9K 1 9,000 230 6.0 | 1,270 | 300 | 2.9 10 16°,x26x20'%, | Piastic C ! w | I | Floating Chassis, 4-Way Air Duection
AW-9K8 9,000 208 6.8 1,280 | 300 2.9 | . | 147 ] ] . Floating Chassis, 4-Way Air Direction
ARHW-9K R.C | 8600 | 10500 | 230 [6.0 | 1270/ 275 | 2.5 148 | All-Season, Floating Chassis
- - B 14.5 | 3150 | 14 ] ] | 11
AW-12K 12,000 9.2 | 1,960 | 310 | 4.3 ’ ] 165 ) | J d | Floating Chassis, 4-Way Ait Direction
AWP-12K | 12,000 7.4 | 1,600 | 300 3.5 N Y 16x26x29', Alum, & Steel 187 Extra Quiet
AWP-12K-BE | | 12000 | T 1747 1600 | 300 | 35 ] 16x26x29', Alum. & Steei 187 i ] | Extra Quet
AW-15K | |_ i» 15,000 o 10.1 2,130 | 460 4.4 16x26x28°, Plastic 187 | ) 4-Way Au Duection
ARHW-15K R.C| 15000 | 15,000 10.17] 21107 | 430 | 4.4 16x26x28", lastic 197 All-Season
i 15.4 | 3500 I
AW-19K | 19,000 _ 137 [ 3,00 | 460 | 6.0 16x26x28°, Plastic 199 ] ] 4-Way Au Direction
AW-24K 24,000 16.0 [ 355 (700 |65 | Y | N 20x28x32/, Alum. & Steel 240 ] ] Heavy Duty, Floating Chassis -
BW-638K 6,200 230/ | 5.27 | 1075/ | 290 | 1.7 | . | Plastic 123 | 1 i Separate Chassts, Floating Chassis
l208 |53 [ 1030 |
BW-838K i i 8,000 | 1230/ 1 7.3 | 1470/ | 320 | 25 | > Plastic 128 i A ) Separate Chassss, Floating Chassis
o B - 208 6.9 | 1380 | B
BW-1038K 10,000 230/ | 8.3/ | 1730/ | 300 | 3.1 * Plastic 130 7] | Separate Chassts, Floating Chassis
Lyl y | | 1208 82 | 1650 | AL | . Ly I BN iy iy |y ¥ | . o
*Rated and Guaranteed NEMA **C** But Not NEMA Certified. **Sleeve Dimensions are 16°x26x19°
GENERAL ELECTRIC —- General Electric Co., Applionce Park, Bldg. 6, Lovisville, Ky.
RP205A clw ] 4,000 1s J9.9 | 900 180 ’FA I NN 1 ] 15x25',x16 THilmpact | 9%, &, 67 P |s NIRRTy [F
] s ! i Polystytene |
RP305A ' 5.000 104 | 910 18 1 15x25' x16 9, 6, 69 Y F
RP307A | . 1 5,000 7:5) 850 1.8 ! 15x25',x1 9. 6 7 F | Carrylng Handles o
RK301A | 5,000 U 830 1.8 18%%20',x 16 9 7 59 A Duramold Cabinet Molded of G.E. Lexon
RP310A 6,000 10.3 1,150 2.2 15x25',x16 9, 6, 73 F Carrying Handles
RJ301A 1wt 6,500 Trs 17835 1260 | 2.5 | * |+ 15 4x26x 167, Variable | Variable | 103 3 * N | A | NoSide Louvers -
REJ301A w 6,500 7.5 835 260 )25 | * |* 15°,x26x167, Vaniable | Vanable | 112 ] I A No Side Louvers
RP403A W 7,300 120 | 1,325 | 275 [ 26 | N [N 15x25',x16 9. 6 82 s N |Y | F | cCarying Handles
RF406A owT 8,000 75 | 8a5 [330 [22 !+ |« 18x26x24 Variable | Vaniable | 137 | s * [N | A T Futer Blower B
RJA0IA | owT_ 8,500 120 11,330 | 285 2.8 [ 15 x26x167, I (Y 0 s N | No Side Louvers -
REJ401A 1w 8.500 120 | 1,330 [ 285 | 2.8 g o L s I's Y
RJ501B wT 9,500 230 |76 | 1,550 [290 | 3.1 o 108 0 s N
RJ501C | 9.500 208 182 | 1,550 | 200 | 3.1 108
RJE01B 11,000 230 180 | 165 325 | 35 L 112
RJE0IC | 1,000 208188 | 1,650 1325 | 35 1] ] B 12 | ) ]
RF606A 11,000 115 [12.0 | 1,30 [ 330 | 3.8 I 18x26x24 139 | Filter Blower
RF608A 11,500 1s l12.0 | 1,350 [ 390 | 3.7 B 142
RF611D 13,000 230/ 8.9 | 1800 | 410 | 4.2 146
| 208 9.2 | | | -
RF712B 15,000 230 117 | 2,350 | 410 | 5.0 147
RF712C 15,000 1208 1130 | 2,350 | 410 | 5.0 147
RDB09ID 16,500 230 8.67 | 179 ;510 | 5.1 18x26x29'; 175
20891 | | , |
RD909B - 19,000 230 [13.0_) 2,750 [ 510 | 6.5 | 176 {
RD309C 19000 | 208 |14 [ 2,750 [510 | 65 | e ‘ B
RD108B 123000 230 16.0_| 3,600 | 570 8.0 ] | e ] ] |
RD108C 23,000 1208 189 | 3600 {[570 8.0 |8 ] ]
RS302A Iic 630 | 1s_{108 [ 1190 (300 20 | N N - 19, 10, 92 N
RF486D wT [ RC[950 [950 [230 |60 | 1,350 |360 |30 | * |* 18x26x24 Vatiable | Variable | 146 | 1RERE 3400 Watt Heater
D N I e -
RF6860 W, | RC 13000 (13000 230 97/ 195 [360 38 | * |* || |18x26x24 Variable | Variable | 155 | 3400 Watt Heater
B I 2 I N 208|104 L L N 1 1y | 1 oty dy o
*Air Exchange  ** 107,x14’,x26',, Inside Height 15, Width 147,
GIBSON —- Gibson Refrigerator Sales Corp., 515 Gibson Dr., Greenville, Mich.
G528-25 c i wT 28,000 230 [21.0 | 4250 [720 795 [ v [y [2 [ »  TPiasuc IR 256 P S Y [N [N [ A [Patented Air Sweep -
G524-85 | | 24,000 208|167 | 3,450 560 (8.0 |V || L o IR 236 | s [ ‘ | Patented A Sweep
ES78-1R C |7800 [6500 |115 |120 | 1,300 [270 |28 | N 16'",,x26x18%, 8", 135 Accessory Heat Kit Available
K512-3HS RC [ 11800 |8500 |23 9.2/ | 190 365 |38 |Y 16" ,,x26x28,, T2 159 | Patented At Sweep
208 9.5 | |
K515-3HS R.C | 14,500 (11,500 | 230/ |12.5/| 2,450 | 375 |54 |¥ 16'%,X26x24% 12 169 Patented Air Sweep
| 208 [13.0 o | | | ‘ ,
G524-2HS R,C | 23500 [17,500 | 230 [15.0 | 3,450 | 560 | 8.0 | Y . 18'% 240 Patented Air Sweep
Ca60-1 c | 6,000 s 95 | 1020 200 19 | N [N || [10°,x14':x26, | Steel 2, 90 s ) Y Fast Mount in Casement Windows
EC580-2 T 8000 230 (6.5 | 1,300 270 | 2.8 Y | 16", x26x17',” | Plastic 8" [ 135 N Chassis & Cabinet Packed Sepatately
EC510-2 T 10,000 [ 230 (8.0 | 1525 [ 315 | 3.6 ] 16", x26x17', | D 163 | ] | Chassis & Cabinet Packed Separately
16515 T 6,500 us (15 270 | 1.9 ] [ e | 166 ] ] ] Patented Air Sweep T
180-18 T 8,000 I 120 | |20 |28 | = | | 166 [ | | Patented Anr Sweep
DS550- 1 EEA 5,000 | 8.5 | 875 170 ! 1.8 N 1 12%17%15, 19 3 |83 s [N F [Kits 18" Windows
DSS50- 1K 1w | 8.5 | 875 |170 _ Nl | 83 l s Y Y
D550-1_ Lwr 75| 845 | 170 v |2 84 s Y [N
D550-1K W | | (7.5 __| 885 | 170 | I ) 8s =& v N
D560-15 [ owT 6,000 __| I 9.8 | 1,075 | 1/0 | 2.1 ] | ] 84 | s N A
D560-1KS 6,000 | 98 | 1,075 [ 170 | 2.1 ] ! 85 ] s Y Patented Air Sweep
K$512-35 12,000 230/ 9.2 | 1900 | 365 3.8 16'%,x26x245,, 12 28 153 s N
208
K$515-38 15,000 230/ (120 | 2,450 375 | 5.4 T 116 ax2ex2es, 12 162 s N
208
KS518-35 - 18,000 230/ 13.0° | 2,800 | 410 6.6 1T 16 .x2ex2s,, | 12 186 | s N
— . - 208 — -] + 4
ES6SIKS | | 6,500 115 |75 | 865 270 | 1.9 16'%,x26x18% | Plas& Atum | 8% | 132 s N oY
E£580-15 R 8,000 __{120 | 1300 (270 [ 238 Plas & Alum 130 _ s | N
ESBO-IKS | | | W 8,000 1,300 | 270 | 2.8 |l o Plastic 132 | s LY
£510-15 A 10,000_ _fj | 1,400 315 | 3.4 | Plastic | 141 l s || N
E510-1KS W 10,000 - ¥ | 1,400 [315 |34 11 | Plastic ,_E ] 142 ] s [y
K690 1KS w 8.600 [7.5 875 [350 | 2.1 16",,x26x24*,, | Plastic & 12 s Y
) | | i 1 | Aluminum : | | b
K612-1Ks | W 12,000 120 | 1,400 | 270 | 4.i ICl [ | s Y
K512-35 w,T 12,000 230/ {95 | 1,900 |365 |3.8 | Y 155 s N
- - . 208 4
K515-35 ‘ | 15,000 same |13.0 | 2,450 | 375 | 5.4 111 » | "164
K518-25 i 18,000 230 [13.0 | 2800 | 410 | 6.6 ! | 188
K518-3§ i 18,000 * 230/ [14.0 | 2,800 410 | 6.6 | 188
| 208
G520-2s | [ 20,000 | 230 /140 | 3,100 | 560 | 6.0 * Plastic 184 227
G524-25 24,000 | 230 150 1 3,450 1360 | 8.0 ] | = L |18, | 235 |
19025 T 9,000 230 (8.5 315 30 | N [ | * | | | 168
190-35 9,000 230, |8.5/ 315 | 3.0 168
| 208 9.0 B ] | |
J11-28 ] 11,000 230 (9.0 320 |37 L1 ‘ 172 B
J11-38 11,000 230/ [9.0/ 320 | 3.7 I 172
N | 208 9.5 | I ENEREE 1 o 1 | k.
F16 275, X350, 167,x25 % 20%,
28 MERCHANDISING WEEK




20/, MORE GOOLING POWER

SAME MAGIC PRICE

===—=====Il| NEW
0,000 BTU
LEADER

THE SUPER 5

|
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| 5
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| ‘ —— — - The capacity and price 95
igLiiy Eg MODEL 5K7ZN  you've been waiting for'
oo st e 1 This one, complete
NmEMA with features like up-front
TSI INSTANT INSTAI.I.ING SUPER KOM'PABT controls, and permanent

L 5,000 BTU'S OF CERTIFIED COOLING POWER. .. easy-access tilter
will bring 'em in!
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ECONOMICAL 115-VOLT, 7.9 AMP. OPERATION

BIG TRAFFIC LINEUP FOR THE MASS MARKET!

Quiet Kool Gives You The Sales Power in Every Popular Capacity—Right
Where The Traffic Is—With the Line, The Step-Ups, The Total Merchandising

4 ) 4 N
NEW FULLY
POPULAR-PRICED ZZI.BSHEEJEE DELUXE

Instant Installing Instant Installing

SUPER KOM-PACTS | T0 Sell Wlth | E-Z MOUNT MODELS

from 5,000 to 7,500 BTU's | i from 6,200 to 12,000 BTU’s
\_ ®
GIANT |11 e ity SUPER
il |21 = flll DYNAMIC
CAPACITY == Air Conditioners

3 models to 24,000 BTU's
for central-system cooling power
at room air conditioner prices

Multi-room cooling power from
11,000 to 17,000 BTU's for standard,
thru-the-wall or transom installation

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

zet A’ool

of 115- volt units plus a
complete NEMA-certified
line up to 24,000 BTU's.

7] DIVISION OF EMERSON RADIO, INC., 680 FIFTH AVE., NEW YORK 10019




KEY TO ABBREVIATIONS: UNDER SEVERAL COLUMNS: Y-Yes, N-No, O-Optional; UNDER NEMA:
B-btu, C-complete certification which includes watts and amps also; UNDER INSTALLATIONS: W-
regular window, C-casement window, T-through the wall; UNDER TYPE HEATING: R-tesistance, C-
cycle reversed; UNDER TYPE FILTER: P-permanent, O-disposable; UNDER KITS: S-standard, O-
optional, UNDER AIR DIRECTIONAL: A-adjustable, F-fyxed

MANUFACTURERS’ SPECIFICATIONS FOR

1966 ROOM AIR CONDITIONERS

A MERCHANDISING WEEK EXCLUSIVE

3 CABINET KIT
z w -
] o w g -
5 ws 325w “ z 5
z = =4 - o = We |xp | X |2 | u v - z o5 =¥~ T > @ o S z [+~ OTHER FEATURES
5 o Cr < 2 < 2J |ww ¥ =0 3 8 & ru FU 8 Fx 35 g5 L 3 u5
Z IR T ] S w 20 wa W w S.T wuzx Uz o xw Sw VYw O Q |¥u
- ¥ P x " w & = a 9o ouU [ Quwu ww o3 T Wy X x x5
w < < w By > - “ - S EP2 2 la | e Ixz z waZ a2 = E Fy Yw X =+~ &
o) - R - - 3 S Y &8 2z 515 2 %2z b 58z 22z L o8| gw S ¥ oz ¢ o
H z2 | 24 |2 @ @ > < x vx 3|8 6 | 2 ax w oaZ Zlog<) z w2 | a? (a2 ¥ > u <2
HOTPOINT -~ Hotpoint Div. Of G.E.( Chicago, Illinois ) .
ACPS2 c | w 5,000 115 | 85 | 875 170 | 1.8 | N | N | 1 | 17°x12';x15), | Plashc 13" 2 85 P J s N N F 4
ACPQS51 5,000 75 | 845 | 170% | 1.8 N 17°x12' x15% 13! 2 8s N Y F
ACPQ62 6,000 98 | 1,075 | 170/ | 2.1 N 172 x12',x15'; 13% 2 87 N| Y | F
155
ACE71 6.600 75 | 865 270/ | 19 Y 2x16" ,,x19 |, 15%, 4 130 Y N A
200
ACEQ71 6 600 7.5 | 865 [270/ 19 132 Y
200
ACE82 8,000 120 | 1300 | 270/ | 2.8 130 N
' 240
ACEQ82 8.000 71,300 | 270/ 2.8 130 Y
240 -
ACEC112 10,600 1.350 325/ | 3.6 140 N Auto Crcutare
240
ACES112 10,600 1350 325/ 36 140 Prov. Front
L 240
ACE106 10,500 230/ 80 | 1,570/ 315/ 139
208 [ 80 | 1525 280
ACK 126 12.000 9.0 | 1,730 365/ 338 26x16' ,x25', 2 164
o 90 | 1,700 |325
ACK156 15,000 12.0/ 2,325/ 375/ | 5.4 21, 164
- 120 2275 |335
ACKS156 120/ 2,325 |375/ 54 164 Provincial Front
120 2,215 | 335
ACKC186 18.000 13.0/ | 2,750 | 400/ | 6.1 188 Automatic Circulare
145 | 2,725 | 335
"ACKR126 R,C | 11,500 | 10.000 85 | 1675 365/ 3.8 169 Reverse Cycle
85 | 1650 325
"ACKR156 R.C 14,500 10,000 1 %8 (3757 4 169 Reverse Cycle
120 | 2,250 |33
ACG206 20,000 14.0/ | 2,930 [560/ | 6.0 26"4,x16%4x36 29" 238
' 155 | 2,875 |490
- 26,000 2 ) 625/ | 8 B 236
- | 545 L
ACG264 2 208 | 190 | 3.800 |625 | 8.3
545 -
ACG293 29,000 230 1210 | 4,250 |+ |97 3 255
ACA61 | 5,800 115 |75 850 165/ | 1.8 N |2 12 8, 82 N Y U-Mount Design
—_— - - - ,‘0 — —
ACAB2 7,800 115 [ 1.4 1225 180/ 22 | Y | N 18' X11,x25 14 4 95 N Y U-Mount Design
150
ACA92 9,000 115 | 120 | 1325 (225 29 | Y | N | 2 | 18'x!l'p25, 14 ® 100 Ny U-Mount Design
200 1y 1 !
I - N o * 155 **720 630 570 -
KAUFFMAN - - Kauffman Air Conditioning Co., 4336 W., Pine Blvd., $t. Louis Mo.
N T w 00 115 12 330 [27 [ v [y [2 |i8x26x24 um 12 12 140 3 s s [y ' vylvy [F
0 I'10.5¢ ) |8 330 | 3. [ = 150 |
P 12,000 10 400 |38 170
Q 15,000 I'n 420 5 190
R 14 T30 53 - 220
$ 2 13 ~ 700 T 1 x2 16 16 290
T 2 15 900 |8 23x36x27 16 16 300 11
G 8,000 7% 260 |2 14';x26x19', 3 119
H T us |1 2710 |25 14',x26x19', 3 119
I T 230 |9, 320 27 | 14 19', 3 130
KELVINATOR ~~ American Motors Corp., 14250 Plymouth Rd., Detroit, Mich.
K-561M c |c 5,500 Tus [75 [90 [175 |15 [ N [N [2 [107m14 022, Im_u:-y, 88 P | s s ITyININnTa
K-464Q W 4,500 30 [ 1,000 [250 |08 N 13'x25',x16%  'Plas 88 NINTY [F
K561Q | 5.200 75 | 900 l 110 Y [ — 90 v [y A
K664Q 6.000 9.0 | 960 B jvl,l N = 95 N F
K-661G 6,300 7.5 | 900 1.2 Y 95 Y A
K-761Q 7,500 120 | 1,300 l 1.6 - 100
K-861L/ 8,600 120 11,300 [340 | 2.0 14x25' x 18", 119 0S 0S
K-861Q ) )
K-9625 / 230 1400 (325 2.1 14x25' x18', 121 SO SO N
K-962L 8,800 208 1,400 I
K-865L C 8700/ | 8,000 230 | ¢ ‘ 1ax25%x18', 124 o 0 N
i 8,500 | 7,800 208 (7.6 | 1,400
K 10610/ 10,000 115 120 | 1,400 (320 | 2.4 "] Thaxesixe, 126 SO0 |soO
K-1061Q )
K-1062S/ 0,500 230/ | 00 14x25',x19 129 |sOo ;so N
K-1062L 10,300 208 (87 11700
K-12625/ 12,000 230/ 110.5/ | 2,050/ 305 | 3.0 14x25%x21", 140 S0 | S0
K-1262L 11,700 208 | 11.2 [ 2.050
K-1165L [} 11,700 10.800/ | 230/ | 10.5/ | 2,050 305 2.9 14x25';x21" 143 0 0
11,400 | 10,500 | 208 |112 | 2,050
K-12618 12,000 15_[120 [1350_375 (3.0 | Y 3 | 17%x26"4x29% 205 3 S
K-14625 14,000 230/ | 10.5 | 2,200/ 43 175 s s
- 13,700 208 |11 2,150 | |
K-1365L c Tiz700 | 12500/ 105 | 2200/ 4.2 178 0 0
13,400 | 12,200 11 2,150
K-17625 17.000 12.77 12,600 |5.2 | 183 s s
16,600 129 | 2,550 |
K-1665L 16,500 | 15,100/ 12.7/ | 2,600 5.0 186 0 ) [
16,000 | 14,600 129 | 2,550 |
K-20625 20,000 145 [3200 400 |62 210 s s
19,300 15.2 | 3,100
K-19650 € 19,600 | 17,500 14.5/ 13,200 400 [6.0 213 0 0
19,000 | 17,000 152 3,100 . '
K-22638 22,500 230 [15.5 [3,400 (400 [7.0 | R G . 215 s s |
K-2563S 125,000 230 |16.0 3600 (700 (7.5 2 |22x27x36"  |Plas Atum 265 s s
K-24685 24,500 | 208 |18.5_ 3800 [7.3 265 s s
K-2466L C 24000 22200 230 |16.0 | 3,600 [7.2 265 0 0
K-30635 30,000 [ 230 230 [5.100 | [93 | | 295 s s
K-34635 | 34,000 1230 [23.0 |5100 625 |11.0 300 s s
LK e
KOLDWAVE ~— Heat Exchanger’s Inc., 8100 No. Monticello, Skokie, I11. ) e |
K9 * 9,400 115 |75 [830  [325 |3 |2 |28x19x19 Plastics»» | 150 P 0O |0 |y N | A | Portability And Versitrity Of Koldwave Portable t
K13D 12,500 115|100 | 1,050 [385 3.8 | 131xaexie g | 175 |
K130 12,500 [** 174 [1205 [385 [38 131x19x19 o | 175 | | ‘
K190 | 19,100 10.0_[ 1875 [700 |5 |364x20';x21'; 190 [ [
K250 _ |2r000 ] 151 [2,750 825 |7 36'1x20'1x21'; | 230 | |
K13DH C  [12500 | 14,200 1.0 | 1080 1385 [31x19x19 175 | [ |
K130H C  [12500 | 14,200 8.0 |1,270 (385 31x19x19 175
K190H C  [19,100 20,500 1.1 [2,000 (700 |36'x20'4x21'4 | 190 !
K250H [ | | € |27.000 | 28,800 |16.2 3000 [g25 | 36%x20%x21% [ | 230 |
* Portable On Casters **208/230 *** Grill Assy. Only Steel Const. Cab. Assy, t Air Cond. & Reverse Cycle Air Cond. Push Button Cooling & Hte Control

30
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Hotpoint's automatic Circulaire
sweeps cool air floor to ceiling.. .wall to wall
with powered louvers, continuously—automatically

Now...total air conditioned comfort throughout an entire
room or living area. No hot spots. No warm air layers
near the ceiling. It's the handsome Hotpoint American
Group air conditioner with new Automatic Circulaire
that uses powered louvers to sweep cool air from floor
to ceiling —and 3 sets of air-directors to aim it forward,

right and/or left. Never before so

much air conditioner versatility and 4 q““

cooling consistency!
Automatic Circulaire is standard

on the American Group's 10,600 BTU and 18,000 BTU
models. Other models — 6,600 BTUs to 29,000 BTUs—
feature manual Circulaire which is instantly odjustable
for horizontal and vertical air distribution. All models have
concealed control knobs and washable filter that's a snap
to flip-out, clean and replace.

mm““'liw | For full details on the easy-selling
= American Group air conditioner line

that offers more without costing more,

call your Hotpoint representative, today!

first with the features women want most

HOTPOINT—THE GENERAL ELECTRIC COMPANY -

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

CHICAGO, ILLINOIS 608644




MANUFACTURERS’ SPECIFICATIONS FOR

1966 ROOM AIR CONDITIONERS

A MERCHANDISING WEEK EXCLUSIVE

KEY TO ABBREVIATIONS: UNDER SEVERAL COLUMNS: Y-Yes, N-no, O-Optional; UNDER NEMA:
B-btu, C-complete certification which includes watts and amps also; UNDER INSTALLATIONS: W-
regular window, C-casement window, T-through the wall; UNDER TYPE HEATING: R- -resistance, C-
cycle reversed;, UNDER TYPE FILTER: P-permanent, D-disposable; UNDER KITS: S-standard, O-
optional; UNDER AIR DIRECTIONAL: A-adjustable, F-fixed

*8G1ZS Has Fast Mounl
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a CABINET . KIT
3 4 ot —~ - 4 —
E x5 gg .S- w |9 4 2 R
o
z ol B (O a = o3 |ox | & |z 5 2 z oz 97 | 3 |ro| S| 8.2 z (5. OTHER FEATURES
z w> > w -] w 22 & | W W g S T w '“Bx oz = L °rn |  uL 8 S w>
i oW LY |Tw o T " w |Z8|5n, |0 |0 | Zad - 00U | wipo | ¥ | eu suw| gw 9 3 | xu
w < < w = = - w pe o= | Q= b 4 a WXz z GazZ oz = - w @ - - a
8 2u| bW (M - - 3 3 < |28 (82| 5(5(3 %z g 58z 28z & dw gu 24 ¥z 2 24
3 z2 | 22 wn @ @ > < = ve = © o |z ax= w 8a Zat z L2 82 2l k| > a =2
MATHES-REPUBLIC -~ Mathes Air Conditioning Co., 6210 Denton Dr., Dallas, Texas .
575 T c [TW 5,500 15 (75 850 [ 180 [ 16 | N [N |1 [15x23x20", . 9% 1% |15 P 0 o0 [y INY TF [R2
675 | 6,500 75 (900 240 [17 [ ¥ Y [2 [19x25207, | 19, 119 Y N A
785 7,500 82 [ 980 240 | 19 LT T isiseaaem, | 19%, 122 ‘
912 9.500 ' 0|3 2.5 || 19x2ex21 19'; 133
965 9,500 230 6.5/ | 1,350 300 | 2.5 15'4x26x21 19, 138
! 208 7.0 | | 1y |
212 | 12,000 | 115120 | 1480 | 330 | 3.8 13 | 177.x26x26 24", 170 ]
1380 | 13.000 | 20/ 180/ | 1600 [ 390 [a2 T 177,,x26x26 24", 167
~ 1 L2 85 | | ‘ . |
1590 15,000 | 230° "9.0/ | 1,950 340 | 47 177,,x26x26 24 167
{208 95 | | | | il
1812 18,500 230 [ 11.6/ | 2,550 570 | 6.0 19°4x277 x30% 28, 219
- .. — - 208 12'4 - 4= —~ -+ -+ 4
2416 | 24,000 230 116.0 | 3,450 | 650 | 7.5 [y 19273304 28, | 232 41
*Steel, Aluminum, Plastic
NORGE - N ge L D Borg Warner Corp , Merchondise Mart Plaza, Chicago, HlI.
ACE-1A01-S1 T C T W 5,200 115 87 [95 220 (15 N [N [1 [13x22x17, | Plastic A By 100 P s s |y N | F *
_ACE-1A02-51 L _ 5100 73 8 (10 (15 [y (v [a [} T[T 100 ] T T N A
ACE-1A1S52 | | | 6.000 7.5 815 [170 | 2.0 109 RHEE Y
(ACE-1A35-52 | -1 8,000 120 | 1,340 | 220 |27 l | ] 111 Y
_ACE-1A35-53 [T 8,000 ] 120 11340 [ 220 | 2.7 | B | 1 [ 111 0 | N
_ACE-1B08-52 v 7,000 415 280 [ 18 16x26'x21’, | Wood 1 17, A | 147 s s '
“ACE-1B08-53 T | 7,000 475 1850 280 |18 0 0 N
'ACE-1B11-52 L 19,000 ﬂ_127.0:1 1,285 | 330 | 2.8 3 s s Y
ACE-1BILS3 | | [T 9,000 1.285 - 2.8 0 0 || N
“ACE-1831-52 W [ 11,000 f;: 1420 | 3.2 N 151 s s Y
AceBalss | | 0T [ 11,000 1,420 3.2 L B L 151 0 0 N |
ACE-1B50-24 W 10,000 208/ 17.8/ | 1,640 3.1 2 | 16x24' x21% I 17, 145 s s
. - 230 |85 | [ _ - —
( 12,200 208/ 19.5° | 2,000 4.4 i 2 151
| 230 102 ] | _
ACE-1B65-01 14,000 230 (120 2450 | 400 | 5.1 1y |2 Metal 149 B
ACE-1B6%-01 i14,000 ' 2301120 | 2450 400 |51 | N N |1 - Metal 149
ACE-1C70-21 15,200 208/ (125 | 2450 [ 450 |49 | ¥ ¥ |2 [18x27x29' Wood 19, 9% 183
| 20 132 | | |
ACE-1C80-01 18,200 230 [14.0 [3050 | 420 165 | Y (Y |2 | Wood 1 19 ]
ACE-1C89-01 18,200 230 [13.0 3050 | 420 165 | N N |1 Metal o 9% |
ACE-1C80-21 18,200 208/ 140  3.050 420 165 | v |Y |2 Wood 196
230 | 15.0 N . B B |
ACE-1C85-01 21,000 2301145 [ 3220 510 | 6.8 t])3 Wood | 202 |
ACE-1€85-21 21,000 208/ [14.5 [ 3,220 | 510 | 6.8 | 2 Wood 202
230|155 B B Lo l | L |
ACE-1090-01 25,000 230 |[16.4 800 1 | 2 | 20x28';x36', | Wood & %, 253
J Plastic
ACE-1D90-21 25,000 208/ | 16.4/ 3,680 7.1 T 253
) 230 [17.4 o
ACE-1093-01 29,000 [ 230" T200 4,300 9.0 | 3| I 262 B
ACE-1093-81 29,000 208 [22.0 | 4.400 9.0 3 o { | 262
'ACE-1E05-5 6,000 "5 95 1,020 {200 | 1.9 10,,x14%x26', | Metal 14 [ 9% 90 | |
ACE-1E06-51 5,800 115 1725 850 165 1.8 117,x18' x227, Metal 14 9Y, 75 Y Simple Instatlation, Window Slides Down in mto Unit_
ACE.1E0O-51 | 9,000 1ns_[12.0 1,380 [225 |29 17x18'x25, | Metal 14 O 92 | 1 Y Simple Instaltation, Window Shdes Down into Unit
ACE-1B45 WT [RC 9500 885 | 208/ (7.8 | 1,620 (330 |29 16x26',x21, | Wood 26, 156 N
. 20 o3 | -
ACE-1C75 w R.C (15000 | 14.800 | 208/ [13.2, | 2.750 {450 4.8 18x27',x29', 19, 183
230__|11.0 | i .
ACE-1B11-55 T 9,000 s [11.8 [ 1,285 {330 | 2.8 16%x26x19°, 1728 Y 165 0 0
‘ACE-1B50-25 T 10,000 2087 7.9 T 1,640 | 330 16',x26x19", 17, 4 165 0 0
| 230185 B _ | ]
ACE-1098-21 33,000 208 [23.0/ | 4,800 |800 | 11.4 20x28',x36', | Wood & 2%, 9 295 s s T
N J o 230 1250 @ i . Plastic |
* Quiet Maker Features, Refr Muftier, Sound Cushion Front
PHILCO - Ph:lco Corp C 8. Tuogu Streets, Phllodelphw Pa.
6AC41 ! 115 9 5 ;1,020 7220 16 T'¥ 2 [107,x137x26', l Metal 17, 8", 90 P S Y [N ¥ T A ] NoDrip Dehumidification, Washable Filter
SACFA F w s, ooo | (875 Loy |14 127,x19x17’, | Plastic |18, T 90 | || No Drip Dehumidification, Washable Filter
6AC?-A _ ! W tG,OOO f 1,000 {2001 18 12°gx19x17°, Plastic 15, 2, 103 | ] No Drip Dehumidification, W. ble Filter
6ACS-A L; I L I 6,000 | 1,000 1200t 1.8 . 12 ,x19x18 , | Plas& Metal 15%, 3, 104 Same as Above Ptus **Furniture Front™ o
7AC3A - 1 W T* 6,800 it 875 250t [ 1.7 Y | 15',x26x18', | 144, 3 131 Same PlusNite-Lite, PB Conts., Tilt-down Front **
9ACI-A o L 11 4 | 1,300 1 255t | 2.4 | B | 135 Same as Above
9AC%+A 8,700 230 5. ‘)/ 1,300 | 255t | 2.4 135 Same as Above Except No Nite-Lite
[ 8600 | 208 |
9ACSA 1 __C__ 9000 u 800 _ . 115 ~£ 1,425 | 310t | 2.5 [ 133 0 N
10AC6-A C 9500 9400 |23 (7.5 | 1550 | 310t | 2.9 135 0 N
12AC2-A 12,000 230 [9.2 | 1950 |330t 3.4 [ I [ ] s ¥ |
11ACI-A ! 11,400 _lis [12.0 | 1330 380t |27 16° % 272237, 18'; % | 175 | | Same as Above Plus *‘Sound Curtain”
13AC2-A U 12,800 230 7.7 [ 1.625 | 380t | 3.2 | 175
14AC+A 14,000/ ;230 (1207 [ 2,575 | 425t | 4.0 - 150
13,700 208 . - | |
14ACE-A I 14,000 | 13.000 230 | 10.0_| 2,150_j 425t | 4.0 1190 0 [N
16AC2-A ! 16,000 230 [12.0 | 2,700 | 380t | 4.8 170 s Y
19AC4-A 18,500/ 230/ 114,07 13,100 | 480t | 5.4 [ 190 S Y
| 17 500 208 {15.0 |
20AC2-A 9500 | 7230 98 | 21407 | 740t | 4.4 3 21270334, | Plastic s, 13 | 272 0 N_ || | No-Diip Dehumdification. Fiie Drawer Chassis +++
25AC2-A _ L N L25.500 1230 (155 [3.500_|760t | 7.2 | 113 _T2em27x34%,” | Plasuc 3, 3 T 260 0 N | No-Drip Dehumiditication, File Drawer Chassis ***
21AC2A ¥ ! 21 200 1 230 |14, 2 3,000 | 740t | 7.4 LY J 31 21‘,x)7x34",, | Plastc 1'%, 3 ,_T 279 0 N No-Drip Dehumidification, Fﬂe e Drawer Chassis ***
*Std. Windor <‘J|o.,‘ 1 also T when A C Open. Not Closed tFan Onlv Hi- Speed ** File Drawer Chassis, Dbl. Dirt Curtain Air Filter. *** Double Dist Curtain Air Filter .
QUIET KOOL -- Emerson Radio Inc. 680 Fifth Ave., New York, N.Y. - . .
1FIZN c |w ! 4000 ns 75 (760 [150 [1.0 [ N 112" x21',,x12%] Plastic 2y, 3y 67 P [n In [y TF o
F72T | Tw ,4.000 (75 T760 |10 |10 | 1120 2 112 2, 67 [y B -
5K72N N A 5000 | uu 870 160 | 15 | 112" ,x21',x15°, e, 176 | N | F
SK1ZT l 0 870 10 115 2 76 ¥ A
6KIZT [ 6,000 | 9.5 1,000 [180 |18 _ ,_‘; ) 83 ' I
KIZT 7 500 120 1135 [220 23 | | 93
6G7ZS W 6 7.9 910 (200 | 1.9 % 114 24" x16% 3, [ 6% 108 Y (¥
6GMWS T 99 B 14',x24 16 [ 103 N
3GIWS* TW 8 000 ‘ 120 [ 1350 [260 | 2.4 14 .x24 x16% 3 6, 113 N
10GIWT ) 10 00 M 230 800 300 30 13" x20°x18%, G | 128 N
10G4ZT i 9800 208 95 1800 300 |30 T14.x24 18, s, 128 ¥
W0eIwTe 10,000 1157 120 1350 300 | 3.0 - ) 129 N
126WT _%_ 2,000 230 9.0 1,900 |320 |36 O = 129 I i
126427 ) | {11,500 208 95 1,900 [320 |36 | | 129 [v
nemMr_— [ yw 11,000 s 120 | 1,400 [3.3 428’120, | 13 7 | 162 s N
14GIMT | | 14.0007 230/ 125 | 2,600 4.2 172
113,500 |28
17G2MT 117.000 230 (140 3100 [480 |5.1 - 172 |
17G8MT 1 17,000 208 148 | 3,100 {480_|5.1 | 172 !
20G4ST bl w.T 20,000 2307 14.0/ | 3,200 | 580 6.0 | Y 19',,x26'4x30 Sleel 13% 10', 220 Slide-Out Chassis
e 208|148 L

Note (l) Models w'

. — -
‘Z'" in Model No have Bullt n Mountlng Kit for lnslant Installation. (2) *W** Models May be Installed Thru-the-Wall, Flush Inside or Flush Outside
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'egions why...

Merchandising Week is the most effective advertising medium
in its field. Flexibility is the key to marketing success in the
dynamic world of major appliances, consumer electronics and
housewares.

Now in Merchandising Week, you have the flexibility required
| to more effectively promote a regional product, a selective sales
plan or any number of special marketing projects.

Your Merchandising Week representative welcomes the op-
portunity to work with you on the details.

MERGHAA/D/S/A/%EH(




MANUFACTURERS’ SPECIFICATIONS FOR

1966 ROOM AIR CONDITIONERS

A MERCHANDISING WEEK EXCLUSIVE

KEY TO ABBREVIATIONS: UNDER SEVERAL COLUMNS: Y- Yes, N-No, O-Optional; UNDER NEMA:
B-btu, C-complete cerstification which includes watts and amps also; UNDER INSTALLATIONS: w-

regular window, C-casement window, T-through the wall; UNDER TYPE HEATING: R-resistance, C-
cycle teversed; UNDER TYPE FILTER: P-permanent, D-disposable; UNDER KITS: $-standard, O-

optional; UNDER AIR DIRECTIONAL: A-adjustable, F-fixed
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o g w . - s B 8 -
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= = s s o =] W |Gg | X [ By “w o~ z E~ S =2 o b4 Iz < z OTHER FEATURES
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iy d% | V¥ |T¢ o = " w |28 [Pw|9 |2 |uw zey z 2uu 5 ¥ x| x| wx 3 z|&=
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= o | z2 |ke @ @ > < = ve % |3 |35 |z azTs u oa< 2z z e n‘:‘,‘ a2 2 u-‘<€
QUIET KOOL -~ Continued
24G25T [c TwT | 24,000 230 | 16.0 | 3,400 | Y [ Y ]2 [ 19%x26%x30 | steel 13, 10% 240 P s | LY[ Y [ n] A siide-out Chassis
24GasT T | 24,000/ | I"230/ | 16.0 | 3,400 | TN Y T T 19%m2s%x30 | Steei 1% 10% 20 [ ] v ] [ 7 siide-0ut Chassis
| | 23,500 | 208 | | 1| [ | ) 1 | [N
60R7W | | S.500 115 7.9 | 900 |16 N | N 14Yx24%x21% | Plastic 7% ! 7% 130 | | ‘ N | Refrigerator, Air Condjtioner Combination
8OR1W | 7,400 | 115 12 0 1y 350 | 2.0 NN 14%x24%x21% Plastlc 7% 7% 135 N | L | Refiigerator, Air Conditioner Combination o
Notes: (1) Models with **Z’" in Model Number Have Built-in Mountmg Ku!s Fot Instant Installation. (2) ''W"* Models May Be Installed Thiu-The-Wall, Flush Inside Ol Flush Qutside.
RCA WHIRLPOOL - - Whirlpool Corp Administrative Center, Benton Harbor, Mich. ) . )
APM-P49-2 [ C | w 5,000 115 [ 75 | 880 N ; N ’1 [ 11%x18%4,x16° ..‘Plashc | 84, 80 [ p | L s NI N[NT £ compact
APM-P50-2 [w ] 5,000 |75 |80 L L2 | ieeassxaets, | 8%, | 81 I s [v] ['v | F | compact
APM-C62-2 - 6,200 9.5 1,020 | - 1074x14%x25% | [y A 90 J {1 ; | A | Casement
APM-060-2 | w | 6.000 105 | 1,100 | L] 18%,x21%x17Y% 10% % o2 | , [ [ 1] F | Comfort Guad
APM-080-2 | | 8,000 v 120 [ 1,400 LD | awgaxarpary | 10% 6% 18 | 1 [ [ F
APM-082-3 | 8,200 20 (85 | 1600 [ L] 1epxarmny 10% | ey | 107 s LY N F
APM-090-2 | 8,500 15 | 12.0 | 1340 | 'all 15x25'4,x18%, 1 $4, | 119 s [Ty vl al
APM-095-3 9,500 230 | 8.0 | 1,550 ot E] 15x25'4,x 18%, 19/, 114 s | N
APC-090-2 8,500 115 | 120 | 1,360 | 25 (] f L] [ 1exastxaey | 18% 5% 1133 | L | Comfort Guard, Pane! Front
APC-100-3 | | 91800 230 |80 | 1570 | : il | 16x25%x19% | 18% 1133 | 1T |
APC-1102 | | 11:000 15 | 120 | 1,350 | T 1 | 16x25%x25 [ 19% | 174 | | N
APC-130-3 12,600_ 230 | 10.0 | 2,080 l [ [ L] ] | iexasuxes [19% 1154 | |
APC-140-3 14,000 12.0 | 2,650 | ] | 16x25%x25 19y | 160 ] |
APS-160-3 | 16,000 120 | 2,650 | ] 18%xasuxzey | 2 % 186
APS-180-3 18,000 13.0 | 2,880 | | 0 | 203 ]
APS-180-5 18,000_ 208 | 145 | 2,950 | T 203 |
APS-220-3 ] 22,000 230 | 16.0 | 3,600 | Ly 1 | 216 I
APW-085-3 T 8,500 230 |80 | 1,650 N 16x25%x18Y% 1135 | | N | Comfort Guard
APW-085-5 ] 8,500 208 | 9.0 | 1,650 ]l ] 1exastney o 135 | ]
APW-105-3 10,300 123 (9.0 (1,750 L] | 16x2s7xa | 159
APW-105-5 10,300 | 208 | 10.0 | 1,850 [HE | 159
APW-110-2 11,000 115 | 12.0 | 1,350 | Y | 180 Y
APW-140-3 14,000 | 230 | 12.0 | 2,650 | 375 IEREI | 166 ] Y
APH-105-3 w C.R | 10,500 |9, 1230 (9.0 [1,750 (N 19% P 162 o [N N
APH-140-3 W [ CR 14000 |13500 |230 |12.0 |2650 | I T | A 4% [z | | o [yiNIn]| )
REMINGTON —-- Climate Control Div., The Singer Cu , 62 Columbus Sf., Auburn, N.Y.
6A2 c [w 6,800 115 , 113 1,270 | 180/ TN 2 [ 10%x18%21%  |Plastic 8% | P s [ o [y[N]Y]F
f
782 6,000 75 | %0 15%x25%x18% | Steel 140 0 Y A
982 8.500 120 | 1350 | T 145
10835 10,000 140 | 1,580 us |
9835 T | 8,700 208/ [ 8.3/ | 1,630 I 1 I 155
- 230 |75 | | |
15035 T 13,500 12.7/ | 2,500 Y 16x29%x22% 190 N
115
20035 T 16,100 " 15.0/7| 2,370 | i 16x29%x22% 205
13.7
27A35 w [22,000 [15.5/ 3,200 | 17%x27%x32 | 222 N
14.2
32A3 W 28,000 230 193 | 4,240 | ["22x27'x36 270 s | N
—_— LY 1 = — - . ] — 1 — —1 L1 1 — —_— —_—
THOMAS A. EDISON-COOLERATOR* -- Albion Div. McGraw-Edison Co., Albion, Mich.
34ED63R c |wr 34,000 230 [23 5,100 Y Y [2 [22x27x36%  [Wetal, Variable | ¥, 305 P s [Y[Y N[ A
30EDG3R 1 130,000 230 |23 5,100 ] ml | = 295
25EDG3R | 25,000 230_|16__ | 3,600 75 255 |
24ED63R | | 24,500 [208 | 185 | 3,800 | | 255 |
24EDEEN | C 24,000 230_|16__ | 3,600 [T - | | 249 ] |
22ED63R 22,500 {230 | 155 | 3,200 [3 |17 x26%x29% 213 |
20ED62R 20,000/ 230/ | 15.2/ | 3,200/ | 400 200
19,300 1208 145 |3.100
19ED65N C | 19.600/ 15.2/ | 3,200 ‘ 197 9
19,000 | 145 | 3,100
17ED62R 17,000/ 12.9/ | 2,600/ | 375 181 s 1
16,600 127 | 2,550 |
16EDESN c 16,500/ 12.97| 2,600/ | 178 o
lj,OOO 12.7 2,550 | | |
14ED62R 14,000/ 1/ 12,200/ 169 s
| 13,700 105 | 2,150
13EDESN c 13700/ 11/ 2,200/ 166 0
13,400 105 | 2,150
12ED61R 12,000 NS 12| 1350 [ K 1 205 3
12ED62N w 12,000/ 230/ | 112/ | 2,050 N 2| 18x25%x21Y%  |Plast 120 o 0 Y
11,700 208 (105 | | | |
12ED62R 12,000/ [11.277| 2,050 1x25%x21% 5% 127 s N
11,700 10.
10ED62N 10,500/ 8.7/ | 1,700 | 14x25',x19% 18 0 0 ¥
10,300 8.4
10ED62R 10,500/ 8.7/ |1,700 125 s N
10,300 lg.4
10ED6IN 10,000 15 12 1,400 | N [120 o o Y
10ED61F 10,000 15 (12 | 8% 1123 |'s Y
9EDG2N 9,000/ 20/ (167 | | 14x25%x18% [ 107 0 0 Y
8,800 208 6.9
9ED62R 9,000/ 230/ [71.6/ 2% 114 S N
8,800 208 6.9
BEDGIN 8,600 s 12 1,300 | [ [110 | o 0 Y
8ED61IF 8,600 115 12 1,300 113 S
11EDESN ¢ [11.700° 230/ [11.2 | 2,050 [ 1ax25%x21% 123 [ o 0 [
| 11,400 208|105 [ - | | |
8ED6SN c 8,700/ 230/ |7.6/ | 1,400 14x25%x18% 110 0 0
8,500 208 6.9 |
7EDBIF 7,500 s |12 1,300 | 13%x25%x16% 9% 100 s
6EDGIF 6,300 75 900 95
SED6IF 5,200 I I i 90
SEDB4F 5,200 [ | - |88 | F
SEDGIC 5,500 [N 10°,x14%x22% [ 8% |88 N[N A
* Coolerator Models Are Same As Thomas Edison Models Except Letters ED In Model Numbers Ate Replaced With CL
YORNADO - - Midwest Manufacturing Co., Galesburg, 111. B )
V645 [¢c |w 4,500 _ us 7.5 |80 NN T [13%e24x13% [Potys 6% | 1641 [83 (2] e y[n v a
V654 | 5,400 75 |8s0 (N2 [13'224,x16 | 5% %87t 99 [N 1]
V664 6,400 8.0 900 [y 13%x22°4,x16 [5% | 4%-877t 102 [ ¥ '
V6800 8,000 _ [ v _|1s 1310 IN 13 4x26'x17 |7 v,a"/f | 130 In ] , |
V6100 10,000 230/ 8.0/ 1,650/ Y Y 3',%26" 17 |7 8"/,.f 135 Y
208 [8.4 |1,650 . _ ;
V6807 Ly fwT ] |8000 | {15 (7.5 860 [y v 16'4x26"x26 'y, 2125t [180 o | o [Y v 1§
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He can help
boost your 1966
room air conditioner sales

The Robert Osborn character on the left is the symbol
for U. S. Steel’s 1966 Room Air Conditioner sales
program. With the theme line, “Why melt this
summer . . . buy a room air conditioner now,” the
“Melting Man” will be urging your customers to beat
the seasonal rush on air-conditioning units. He’ll go to
work early in May to start the buying season earlier
and thus increase the profit opportunity for dealers.
Here’s U. S. Steel’s support to help make 1966 the
hottest year ever for room air conditioner sales:

Free Point-of-Sale promotional materials, built around
the Melting Man symbol, are yours for the asking. Fill
in the coupon below and mail today.

More than 4,000 daily newspapers will be offered a
special newspaper service package which includes
editorial material, publicity releases, ad ideas, pictures
and suggested layouts for putting together a complete
newspaper section on room air conditioners.

In 15 top retail sales areas, U. S. Steel will run full-page
ads in Sunday supplements, followed by two half-page
ads in daily newspapers. The ads will list tie-in dealers
and will feature special promotional contests organized
in each market.

In these 15 areas, U. S. Steel merchandising teams will
join local Action Committees and assist in arranging
local contests, scheduling advertising, distributing
display materials and coordinating the promotional
efforts of local newspapers, utilities and distributors.

Send the coupon today for FREE Display Materials.
Tie in with this new promotion. Free display materials
are built around an original Robert Osborn cartoon,
and include a hanging mobile window and wall banners,
ad ideas and sales literature. Send the coupon today.

Air Conditioner Promotion
United States Steel, Room 8735
Five Gateway Center
Pittsburgh, Pa. 15222

Please send free display materials.

Name_ - = = - —

Company

Address - e S

United States Steel

TRADEMARK

o,
This mark

tells you a product {Si +
is made of steel.




MANUFACTURERS’ SPECIFICATIONS FOR

1966 ROOM AIR CONDITIONERS

A MERCHANDISING WEEK EXCLUSIVE

KEY TO ABBREVIATIONS: UNDER SEVERAL COLUMNS: Y-Yes, N-No, O-Optional; UNDER NEMA:
B-btu, C-complete certification which includes watts and amps also; UNDER INSTALLATIONS: W-
regular window, C-casement window, T-through the wall; UNDER TYPE HEATING: R-resistance, C-
cycle reversed; UNDER TYPE FILTER: P-permanent, D-disposable; UNDER KITS: S-standard, O-
optional; UNDER AIR DIRECTIONAL: A-adjustable, F-fixed
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YORNADO -~ Continued ) ] . N
V6106 c [wr [  [io600 15 | 120 | 1,380 360 | 25 [ v [ v [ 2 [ 16%4x26%2e 2.12% | 172 y
V6152 15,200 230/ 11.8/7] 2,480 | 400 | 4.4 2 | 16%x26%x26 2124t | 179
1 -t |Le), T 120 Tt 1 1 1 S|
V6190 | ’ | 19,000 4 230 [ 1a4 [ 3100 410 [ 58 [ [ ] 13 | 16%x26%x26 ] 2124t | 205
V6226 22,600 | 2307] 14.5/] 3,100/ 730 | 55 ‘ 21x29%x32 115t | 264
| 208 | 155 | 3100 | ]
V6256 | 25,600 | 230 [ 160 [ 3450 | 750 | 65 ( | 2129%x32 15t | 284
V6290 | R 29,000 w230 | 17.5 | 3750 [ 760 | 75 [ § | | 21x29%x32 %15t | 206 |
VC660 ) | cw 6,000 | 15 [ 87 [ 930 [205 | 1.4 | N[N |2 [T0%x1a%ze Pl 98 N |
tAdj. To
WELBILT —— Welbilt Corp., 57-18 Flushing Ave., Maspeth, N.Y.
2506 [cJc [ 5500 | [ us |75 [eso | N[N [ 2 | 10%x14%x21% [Pla 7 | o0 Yy v n]
3506 | c 6,000 95 | 1,050 2 | 10%x18%4x21% % 90 Y N
1305 ] w 4,300 75 | 850 [1 [ 12x23nis 4 | 85 N
1306 ] | 5000 | ; 9.0 | 850 ] I | N
2305 | 6,000 95 | 1,050 |
2306 5,000 75 1,050 |
1606 | wr 6.500 | 7.5 | 850 | TR 15x26%x 16 3Y 115
2606 | 7,500 | | | 115 | roso | 280 | 24 ‘ | s
3606 8,500 1120 | 1,370 [ 300 | 27 i 120
5606 10,100 230/ 7.5/ | 1,550 | 300 | 3.1 130
208 |79 1
6606 W 12,800 | 230/ 9.0/ | 2,000 | 325 | 4.1 | 135
208 | 95
1706 | AR 7,500 115 [75 [ 870 | 325 | 24 | | 15x26%x19 155
2706 ] 11,000 | | 115 | 120 | 1,400 [ 325 | 35 | 15x26%x19 155
3706 | 15,500 | 230/ ] 114/ 2,450 | 350 | 4.7 | 15x26%x19 155
208 | 120 ot
2805 16,000 2307 | 12.0/ | 2,550 | 375 | 52 | 15x26%3527 4 205
208 | 125 | | |
4805 18,500 | 230 | 150 | 3600 | 375 [ 65 [ | [] ] 15%26%x27 215
5805 18,500 | 208 | 16.0 | 3,700 | 375 | 65 LI | 1sx26%x27 215
2905 — 23,500 230 | 19.0 | 3,700 | 900 | 7.5 1] | 21%x26%x38 295
3905 2350 | 208 | 195 | 3,800 I %0 | 75 | | 295
4905 | | 27,500 | 230 190 | 4200925 |90 || | ] | 305
5906 Ly [ ¢ ] 27,500 208 | 195 | 4,300 [ 925 | 9.0 R ) b30s | -
WESTINGHOUSE —- Westinghouse Electric Corp., 300 Philippi Rd., Cglumbgs_, Ohio o o )
MMF057Z c [w | 5,000 | s [75+ [sao>[185 [ 16 [N [N [2 [124x19%xi5% [Pla Varies | 59
MDF057Z W 5,000 7.5 |80 [185 |16 |N 2 | 124,x19%x15% 59
MCF061Q w 6,000 [] Tes 1020 190 | 18 |v | []3 |1sxzauisy | 61 Quick M. Kit Std.
MKGO67V Cc 5,500 75 840 190 1.7 | | 2 19x14x22Y%, | 87 Horizontal Sliding Casement Model
MKGO81V c 8,000__ i 15 | 1,280 | 250 | 2.4 | | 19x14x22% 105 Horizontal Shding Casement Model
MDE061C w,T 6,000 B 80 |90 |240 |18 [[ |v 147,,x24"x16%4, | 90
MDGO81C 8,200 _ B 120 | 1,390 [ 250 | 26 | 103
MDG096C 9,300/ 230/ | 7.4/ | 1650/ 310 | 2.8 105
9,000 _ | 208 |79 | 1600
MDEO9IR ¢ [8700" [ 820 15 | 117 | 1,340 | 260 | 2.8 | I _ 109 3 .
MPGO9IM | 8.700 | 115 [12.0 | 1.350 | 260 | 2.8 3| 1474,328%17%, | 110 s Y Panel Front, Al. Mob. Frame Mtg. Kit Std.
MPG101M | 10,200 | 115 | 120 [ 1,375 [ 300 |32 [ [ | [3 |u4xza%ady, 127 s Y Panel Fiont, Al. Mob. Frame Mig. Kit Std.
MPG152M 15,000 230 |15 | 2500 380 |50 | 3| 104,x28%x23%4, 143 s Y Panel Front, Al. Mob. Frame Mtg. Kit Std.
MHG101C _ | 10200 | 1s_| 12,0 | 1,375 [ 300 | 3.2 2| 1474,x28Yx224, 124 0 o
MHG126C 12,000/ 230/ | 9.3/ | 2100 | 350 | 4.0 137
11,600 | 208 100 | [
MHG152C 15,000 230_| 115 [2,500 [380 |50 | 140
MHG153C | 15,000 __| 28 [120 [2500 380 |50 | 140
MHE172C | | 17,000 230 _[12.8 [ 2800 [400 | 57 | | R B [ | 159
MSG121S [11.500 | 115 120 | 1,375 [400 | 45 3 117%4x26%x30% 220 Slide Out Chassis
MSG186S 18,000 230/ [ 11.5/ | 2,510/ | 530 | 6.0 215
208 | 12.0 | 2,450
MSG2065 20,000 230 [135_|3,000 [530 |65 | 217
MSG246S 23,5007 | . 7| 23077 15.87 | 3,400 580 | 8.0 - 25
08 167 | |
MSG262S 26,000 230 [185 | 3850 630 | 9.0 232
MSG206R € [20,000/ | 17,500/ | 230/ |[12.5/ | 2,630/ | 530 | 6.5 | 224
19,500 | 17,000 | 208 |13.0 | 2,580
MSE 1565 I | 15,200/ | 230/ {105/ | 2,280/ 450 | 5.0 17'%/4,x26%x294, 220 Panel Front, Slide Out Chassis
14,800 L 208 |13 2250 | |
MSE 1725 ] 17,000 | 230 [11.0 [2320 [530 |55 | B 218
MSE206S 230/ | 125/ | 2630/ | 530 | 6.5 223
19,500 208 |13.0 | 2,580_
MSE 2465 | 23,500 230 |15.8 | 3,400 | 560 | 8.0 | | 229
MSE266S 26,000 B 230 |185 3850 (630 |90 || || ]¢ | 236
MHE116R € 1,200/ | 11,000 | 230/| 1.0/ [ 2150|370 | a0 2 [ 144,x24%x22 7, 139
11,000 208 105 | 1970
MHE 142R C 14000 18000 | 230 |12.0 | 2550 |385 | 5.0 1491
MHE126E R 11,700/ | 10,200 | 230/ | 11.07| 2,150 |350 | 4.0 I'T ['139
__nseo- | | 208 _ |
MHE152E p | ¢ [ R [15000 10200 | 230 |11.7 |2440 [380 | 5.0 T p e o - o -
*All Amps at 230V, **All Watts Cooling
YORK - York Corp., Sub Of Borg-Warner, Grantly Rood, York, Penn.
KAL-2B [c [w 6,000 us (75 Jes [wo [20 [y [v [2 [13x22%17 2% %
KAM-28 7,000 |6 1170 (220 |2.17 | 101
KA-2B 8,000 120 [ 1,300 220 |2.72 | 102
KALF-28 6,000 75 |85 [170 |20 | 96 s
KAMF-28 7,000 106 | 1,170 [220 [2.17 101 s
KAF-28 8,000 120 [1,340 [220 | 2.72 | 102 s
KBL-28 ] 7,000 |75 |80 280 | 181 16x26x21’, 2 136 0
KB-28 | Tw _ [9.000 B 18 [1285 [330 | 277 140
KBH-6B TW [R 110000 |8150 | 230/ [8.5/ | 1,640 3.07 142
208 |79 | |
KC-28 10,300 | 1ns 120 [ 1,360 |3.22 | [ 142
KB-6B [ Tw 10,000 [ 230/ |8.5/ | 1,640 3.07 141
208 |79 |
KC-6B w 12,200 10.2/ | 2,000 439 150
9.5
KN-68 13,500 10.4/ [ 2,100 450 |34 | 18x27',x28' 1, T167
9.7
KT-68 15,200 12.5/ (2,400 |[450 |4.9 168
| 12.0
KTH-68 ] R 15,200 | 12,120 1257 (2,400 450 |49 [170
120
KY-68 18,200 150/ |3,050 [420 |65 [190 [
| 1o | | ‘ (1] ‘ )
KD-6B 25,000 17.4/ [3680 [800 |7.1 20x28"x35'' 4, 252
16.4
KE-6B 31,000 232/ [4650 |750 | 107 20x28":x35'";, [ 284 il
v |y | ]y {28 | | = 3
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He can help
boost your 1966
room air conditioner sales

The Robert Osborn character on the left is the symbol
for U. S. Steel’s 1966 Room Air Conditioner sales
program. With the theme line, “Why melt this

summer . . . buy a room air conditioner now,” the
“Melting Man” will be urging your customers to beat
the seasonal rush on air-conditioning units. He’ll go to
work early in May to start the buying season earlier
and thus increase the profit opportunity for dealers.
Here’s U. S. Steel’s support to help make 1966 the
hottest year ever for room air conditioner sales:

Free Point-of-Sale promotional materials, built around
the Melting Man symbol, are yours for the asking. Fill
in the coupon below and mail today.

More than 4,000 daily newspapers will be.offered a
special newspaper service package which includes
editorial material, publicity releases, ad ideas, pictures
and suggested layouts for putting together a complete
newspaper section on room air conditioners.

In 15 top retail sales areas, U. S. Steel will run full-page
ads in Sunday supplements, followed by two half-page
ads in daily newspapers. The ads will list tie-in dealers
and will feature special promotional contests organized
in each market.

In these 15 areas, U. S. Steel merchandising teams will
join local Action Committees and assist in arranging
local contests, scheduling advertising, distributing
display materials and coordinating the promotional
efforts of local newspapers, utilities and distributors.

Send the coupon today for FREE Display Materials.
Tie in with this new promotion. Free display materials
are built around an original Robert Osborn cartoon,
and include a hanging mobile window and wall banners,
ad ideas and sales literature. Send the coupon today.

Air Conditioner Promotion
United States Steel, Room 8735
Five Gateway Center
Pittsburgh, Pa. 15222

Please send free display materials.

Name
Company_____

Address . - - . -

United States Steel

TRADEMARK

This mark
tells you a product
is made of steel.




MANUFACTURERS’ SPECIFICATIONS FOR

1966 ROOM AIR CONDITIONERS

A MERCHANDISING WEEK EXCLUSIVE

KEY TO ABBREVIATIONS: UNDER SEVERAL COLUMNS: Y-Yes, N-No, O-Optional; UNDER NEMA:
B-btu, C-complete certification which includes watts and amps also; UNDER INSTALLATIONS: w-
regular window, C-casement window, T-through the wall; UNDER TYPE HEATING: R-resistance, C-
cycle reversed, UNDER TYPE FILTER: P-permanent, D-disposable; UNDER KITS: S-standard, O-
optional; UNDER AIR DIRECTIONAL: A-adjustable, F-fixed
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TYPE HEATING
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2506
3506
1305
1306
2305
2306
1606
2606
3606
5606

6606

1706
2706
3706

2805

4805
5805
2905
3905
4905
5906
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WESTINGHOUSE -~ Westinghouse Electric Corp.,

MMF0572
MDF057Z
MCF061Q
MKGO67V
MKGOB1V
MDED61C
MDG081C
MDGO096C

MDEO9IR
MPG091IM
MPG101M
MPG152M
MHG101C
MHG126C

MHG152C
MHG153C
MHE172C
MSG121S
MSG186S

MSG206S
MS$G246S

MSG262S
MSG206R

MSE 1565

MSE172S
MSE206S

MSE246S
MSE266S
MHE116R

MHE142R
MHE126E

MHE 152E
KAL 2B
KAM-2B
KA-28
KALF-2B
KAMF-28
KAF-28
KBL-28
KB-28
KBH-6B

KC-2B
KB-68

KC-68
KN-68
KT 68
KTH-6B
KY-6B
KD-68

KE-6B
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Panel Front, Al. Mob. Frame Mtg. Kit Std.
Panel Front, Al. Mob. Frame Mtg. Kit Std.
Panel Front, Al. Mob. Frame Mtg. Kit Std.
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10,600 | 15 | 120 1,330{ 30 | 25 | v | 2 | 16'x26' w26 107, | 232%t |12 yly A
15,200 230 118/] 2,480 400 | 4.4 2 | 16%x26'x26 u | o225t | e
208 | 12.0 ! |
19,000 230 | 144 | 3,100 410 | 58 i 3 | 16'x26'x26 U | 2125t | 205
22,600 230! 145 | 3,100 790 | 55 21x29° x32 157, U5t | 2a
| 208 | 155 | 3,100 | |
| 25,600 | | 230 | 16.0 | 3,450 750 | 65 l 21x29%x32 15 1'c15¢ | 284
29,000 “230 | 17.5 | 3,750 | 760 | 7.5 21x29%x32 157, 115t | 29
6,000 [ 115 (87 (930 [ 205 | 14 [N | N2 [10m1am2s 14, Ca 98 N
B e by - *Min tAd). To
WELBILT —- Welbilt Corp., 57-18 Flushing Ave., Maspeth, N.Y.
5,500 15 [ 75 [ 850 [ 200 | 1.8 [N N2 | 100014 ux21, 14, 7 90 Y |y
6,000 | 95 | 1,050 2.0 2 10014 X2, 14 7% 90 Y v|w
4,300 75 | 850 12 1 | 12x23'x16 7% 4 85 NN
| 5,000 9.0 | 850 617 N Y
6,000 9.5 | 1,050 2.0 |
5,000 |25 | 1,080 16 |
6,500 75 | 850 | 280 | 20 [Y | v [ 15x26'4x16 8% 34 115
7,500 115 | 1,050 | 280 | 2.4 115
8,500 12.0 l 1,370 | 300 | 27 ! } | 120
10,100 230 |75 | 1550 | 300 | 3.1 130 \
208 | 7.9 | ‘ [ |
12,800 | 230 | 9.0 | 2,000 | 325 | 4.1 [ T 135 f
208 |95 | l | )
7,500 1s |75 |80 325 [ 24 1 15x26',x19 [ 9 155 i
11,000 , 1s | 120 | 1400 | 325 | 35 ! 15x26';x19 9, 155 !
15,500 230 | 11.4 I 2,450 | 350 | 4.7 15x26',x19 9, 155 |
208 | 12.0 |
16,000 230 | 120 | 2550 | 315 | 52 15x26',x27 15 4 205 i
‘ 208 | 125
| 18,500 230 150 | 3,600 | 375 | 65 15x26',x27 15 | 215
18,500 | 208 | 160 | 3,700 | 375 | 6.5 15x26',x27 15 215
23,500 [ 230 [19.0 | 3700 |s00 | 75 || | 21%x26%x38 20' 295
23,500 | 208 195 [3800 900 |75 || | 295
| 21,500 230 | 190 | 4,200 | 925 | 9.0 | | | 305
Las500 | 208 | 195 | 4300 925 | 90 | [ 1 ¥ b3os
300 Philippi Rd., Columbus, Ohio
5,000 | [ 115 [ 7.5« [8ao | 185 ] 16 |n [N 2 [124xgms, Vanies | Varies | 59
5,000 75 few0 l1ss |16 [N || 12 [124agmsy 59
6,000 95 1020 1190 |18 v 11 3 |1mx22xis, | 61
5,500 i 1.8 840 130 1.7 | 2 19x14x22" 87 Horizontal Shiding Casement Model
| &,000 115 | 1,280 | 250 | 2.4 2 19x14x22'; 105 Horizontal Shiding Casement Model
6,000 80 [0 |20 | 18 Y 147 (%26 X 16° ,, 90
8,200 | 120 [ 1,340 | 250 | 26 103
9,300 230 174 [ 1650 310 | 28 ‘ 105
9,000 208 |79 | 1,600 |
8,700 | 8,200 | 115 | 117 [ 1,340 | 260 | 2.8 | | 109
8,700 . 115 [ 12.0 [ 1,350 | 260 | 2.8 3 |1 x2a0177, 110 s Y
10,200 L 115 (120 [ 1375 [300 | 32 | 3| 197 x2a' 23, 127 s Y
15,000 L 230 (115 [ 2500 | 380 | 5.0 | 3 147, x28' 29, 143 s Y i
10,200 15 120 1375 300 |32 | 2| 147,,x24'x22% ), 124 0 | o
12,000 230 (93 | 2,100 | 350 | 4.0 137
11,600 208 | 10.0
15,000 230 115 2500 '380 | 5.0 ! 140
15,000 L 208 120 2500 380 | 5.0 140
17.000 230 128 | 2800 400 | 5.7 159
11,500 15 120 | 1,375 400 | 4.5 |3 1726308, 220
18,000 230 (115 | 2,510/ 530 | 6.0 215
4208 12,0 | 2450 Ly |
20,000 230 1135 13,000 (530 |65 || | 217
23,500 230 [ 158 | 3,400 580 | 8.0 225
23,000 208 | 16.7
26,000 230 Iw.s 3,850 | 630 | 9.0 | 232
20,0000 17,500 | 230 1125 2630 530 |65 224
, 19,500 17,000 § 208 130 | 2580 | |
15,200 2300 1105 | 2,280 450 | 5.0 17,026 %297 ,, 220 ont, Shide Out Chassis
14,800 208 113 | 2,250 i
17,000 230 (110 [2320 (530 |55 [ ‘ | 218
20,000 230 125 [ 2630 530 |65 ; 223
19,500 208 |13.0 2,580 | I
23,500 230 158 3400 '580 | 8.0 I 229
26,000 230 185 |3.850 ;630 | 9.0 ! 236
11,2000 | 11,000 | 230 | 11.0 | 2,150 [370 [ 4.0 12 aszaisez,, 139
11,000 208 1105 | 170 | ‘ i |
19,000 [ 14000 | 230 120 [2550 [385 50 | [ 1a1
1,700 10200 230 (110 | 2,150 | 350 | 4.0 139
11,500 208
[15.000 | 10.200 [ 230 |17 [2a40 (380 [s0 | |4 [¢ | ¢} R T
*Ajl Amps at 230V. **All Watts Cooting
YORK -~ York Corp., Sub Of Borg-Warner, Grantly Rood, York, Penn. )
| | 6,000 (s (715 Tgrs : 170,20 ‘v Ty [2 13x22'a1z 14, 2, %
7,000 106 1,170 ;220 |27 | 101
[8.000 120 _}1340 [220 [272 | 102
16.000 75 1875 (170 20 | 9%
7,000 106 11,170 220 | 2.17 101
8,000 120 1340 220 | 272 | 102
7,000 75 850 280 | 181 |16x26x21 19, 2 136
9,000 118 1,285 330 |2.77 l 140
10,000 | 8,150 230 85 11,640 3.07 142
208 79 |
10,300 15 120 1,360 32 142
10,000 230 (85 | 1640 $3.07 141
! 208 |79 |
12,200 t 10.2 | 2,000 4.39 150
4 + i 9.5 ! : 4 ik i
13,500 104 (2,100 450 3.4 18x27' 428", 2 167
AL e {
15,200 125 [2,400 (450 (4.9 168
12.0 ‘
15200 112,120 125° 2,400 1450 4.9 170
120
18,200 150, 3,050 420 65 LTt { 1190
140 | [ l
25,000 [17.4/ [3680 800 7.1 20x28"x35" ,, l 33, 252
(16.4 | | | | -——
31,000 3.2 465 750 107 20x28' x35',, 33, 284
o TR IO =T 1T |
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IceMagic automatic ice maker

==

The [eeMagic is no Johnny-Come-Lately. It's the tried and proved ice maker
that’s been used in hundreds of thousands of homes for over eight years. It’s
the automatic ice maker that vour customers know and want, for there’s no
gadgetry . . . no gimmicks . . . just automatic ice making at its finest.

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

the IceMagic.

Model EPT-17TM features exclu-
sive lceMagic ice maker . . .
other models also available wich

Use these ideas...

they’ll help increase your sales
of the IceMagic

Display and Demonstration Materials—Attention-getting in-store dis-
plays and cutaway demonstration doors spotlight the IeeMagic in your
store. And there are in-store signs . . . even a pressure tank to make hook-
up for demonstrations easy.

Sales Closers and Premiums— Your distributor salesman has sales
closers such as ice crushers, a silverplate tray . . . traffic-building pre-
miums that include automatic pencils, snow brushes, ice trays.
Installation Kits—Offer either of the “do-it-vourself”’ installation kits and
you’ll convince cost-conscious skeptics of how inexpensive the IeeMagie
is to install.

Promotions—Check on “Don’t Buy !5 a Refrigerator”, “Banish Messy
[ce Cube Trays”, “15-Day Free Home Trial”’, “‘Free Installation” and
all the other promotions that are geared to build your sales of the
IceMagic models.

Literature—Sell ’em on the use of ice with our “Ice Ideas’ recipe booklet,
oller ’em the IceMagie coloring book, the “Best of Both’ brochure . . .
literature that’s all designed specifically to tell the IceMagic story.
Newspaper Ads—Special newspaper ad headers, mats and drop-ins will
help you promote, help you sell more RCA WHIRLPOOL refrigerators with
IceMagic automatic ice makers.

k) ~atinlpool

RCA WHIRLPOOL Appliances are Products of Whirlpool Corporation, Benton Harbor, Michigan
Trademarks s and RCA used by authority of trademark owner, Radio Corporation of America




APPLIANCE-TV

has automatic

ADC receiver, amplifier terminals that can be independently
Audio Dynamics Corp. offers a new controlled. Retail price is $248.
solid-state stereo receiver (shown) The stereo amplifier (model 60),
and a new solid-state stereo ampli- priced at $149.50, is 8!% inches deep
fier. and 3!, inches high. ADC says it
The stereo receiver (model 600) will deliver 60w of music power to
features an indicator to show when any type of speaker. Audio Dynamics

the receiver is tuned to any FM Corp., Pickett District Rd., New Mil-
stereo station; the multiplex section ford, Conn. 06776

monaural-stereo FM
switching, which eliminates the need
for manual selection. The amplifier
section of the receiver will deliver
60w of music power. ADC says elim-
ination of the output transformers
has yielded a superior transient re-
sponse and an exceptionally broad
power bandwidth. The unit, which
is 81, inches deep, has a stereo head-
set socket and two sets of speaker
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AI‘VIH makes you a
AR

RECORD-PHONO DEAL for profitable volume!

Now, perk up phono sales with these exciting traffic-
building deals! Your customers get a pack of ten 45
RPM popular hi-fi records for the price of the phono

-
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ARVIN MODEL
45P68PK, Tan
and White, com-
plete with ten 45
RPM records
Sale Priced to
Retail at

,. AN 52899

@
Arv"\ 4-SPEED PORTABLE RADIO-

PHONO COMBINATION with pack of 10 records

Double the tun and double the performance! Four-speed manual
portable phonograph and radio combination . . . great for any
member of the tamily. Four-speed precision balanced turntable
plays any size, any speed of monaural records. Large Velvet Voice
speaker for full rich sound. 45 RPM spindle is “pop-up" style.
The 5-tube AM radio features Arvin “Copper-etched" circuitry
and rod type antenna for outstanding selectivity. Sturdy cabinet
is scufi-resistant polypropylene for years of rugged use.

alone. And, for extra sales impetus, these ARVIN pho-
nos have been specially priced. Get full promotion
and profit details from your ARVIN distributor today!

ARVIN MODEL
45P25PK, Blue and
White, complete with
ten 45 RPM records
Sale Priced to

Retail at

$'|899

3
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%
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®
Arvnn 4-SPEED PORTABLE
PHONOGRAPH with pack of 10 records

Real value in a compact, lightweight portable phonograph for
the younger set. Its rugged polypropylene cabinet is designed for
years of hard use. 4-speed manual turntable with rubber bumpers
to protect records; 45 RPM pop-up spindle. Turnover cartridge has
dual sapphire needies. Large speaker and reliable Arvin “*Copper-
etched’ circuitry assure top performance and tone quality.

Arvin soLib sTaTE
HI-FI TAPE RECORDER

e 2-speed capstan drive o
Solid State for instant play,
longer life e« Operates on AC
e Records up to 45 minutes
* Speaker jack ¢ One knob
controls all operations e
Complete with microphone,
tape, 2 reels (3"), 225 ft. of
tape, 1 roll of splicing tape.

Avvin 7 TRANSISTOR
“TRANSCEIVER" SET

e Pocket-size, 2-way com-
munication ¢ Up to 1 mile
range o 39" whip antenna e
Simple controls "On-off,"
""Volume' and "*Push-to-
talk™ e Durable break-resist-
ant polystyrole cabinet » 1
pair receiving-transmitting
units « Complete with cases,
batteries and earphones.

-
A |

53995 ARVIN MODEL
Suggested Retail 97R29, Black

Visit these permanent show spaces:
Chicago, Merchandise Mart—1477
New York, 230 Fifth Ave.—612

San Francisco, Merchandise Mart
Hollywood, 1025 N. Highland Ave.
Arvin Sales Dept., Columbus, Indiana

38

2, W > or call ‘
Fwvi [ g | % ARVIN INDUSTRIES, INC.

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

KitchenAid portable dishwasher

KitchenAid introduces a new port-
able dishwasher with an automatic
lift-top rack. Suggested list price is
$199.95.

The new KDE-5's rack is attached
to the dishwasher's lid and opens
with it to a 90-degree position. Fea-
tures are porcelain enamel inside
and out, 4-way wash, stainless steel
SaniGuard filters, and Flo-Thru dry-
ing. The dishwasher comes equipped
with 40-inch fill and drain hoses and
an anti-splash adapter. A pressure-
release button on the sink connec-
tion permits drawing of hot water
at the sink for other uses. The unit
is available in white or edged Colon-
ialtone. KitchenAid Home Dishwash-
er Division, The Hobart Manufactur-
ing Co., Troy, Ohio.

Craig cartridge tape player
Craig Panorama introduces two new
cartridge tape players: the C-503, a
custom car stereo, and the C-516,
a home stereo tape recorder/plaver.
Both units are solid state and use
the 4-tract fidelipac cartridge.
The C-503 is priced at $130 with-
out speakers. The 10-16v, 12-tran-
sistor, capstan drive plaver features
dual stereo playback heads, separate
volume, balance and tone controls,
automatic track selector, and reset
button. The model's frequency re-
sponse is 100 to 10,000 cps. The 8-
Ib. unit, which comes in an all-chrome
case, measures 73y inches wide by
234 inches high by 83} inches deep.
The C-516, which is priced under
$230 without speakers, records from
microphones, tuner or phono turn-
table. Frequency response is from
75 to 15,000 cps; wow and flutter is
less than 25% wrms. The recorder
comes with AC bias record/erase
system; dual inputs for microphone,
phono, and tuner; dual outputs for
speakers, pre-amplifiers, and stereo-
phono: plus individual control of in-
put select, function select, bass,
treble, volume/balance, auto start,
channel select, reset/stop monitor,
stereo-phone, power, and record-lock.
Shipments will begin at the end of
May. Craig Panorama Inc., 2302 E.
15th St., Los Angeles, Calif.

Rudimac radio-sunglasses

Rudimae Corp. introduces sunglasses
with a transistor radio built into
the frames for under $20.

The miniature radio is equipped
with on-off switch, volume control,
tuning dial, and built-in antenna.
The miniature battery operates 80
to 160 hours, the company savs. Re-
placements are available at most
camera and hearing aid centers. The
Rudimac Corp., 1275 Bloomfield Ave.,
Fairfield, N. J.
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The best retailing is in the hands of the best sales people

Retailing is a service industry. Great
competitive differences lie in the way
customers are treated. How do you
meet the test of service at the vital
point of customer contact?

Your customers, like customers
everywhere, say, “I want to know .. .”
Modern packaging may be a good
salesman but it can’t talk. Do cus-
tomers place a “halo” around your
store due to your well-informed,
courteous salespeople?

Expert buying, forceful advertising,
attractive displays and a myriad of
merchandising details aid you in in-
creasing sales profitably. Do you
search for all possible ways and by-
pass the training of your people to
sell? Or, does your present training
program need stimulation from new
ideas applied to old selling principles?

Do your people know the genuine
pleasure that comes from a practice
of the proved principles of retail
salesmanship?

Here is a long-needed, easy-to-read
book written solely for retail sales-
people. Page after page of this prac-
ticle guide reveals tried and proved
principles of effective retail sales-
manship. But far beyond the book’s
outline of selling principles is its in-
spirational value to the reader. And
this is where The Strategy of Success-
ful Retail Salesmanship excels.

Why the distribution of this book
to your sales personnel can be
vitally important to you . . .

[J It can convince your people of the
importance of their work in selling.
When a salesperson has a shallow re-
gard of his importance in the busi-
ness world (and many do), no effort
is made to advance above the level
of mediocrity.

O It can inspire your people to tackle
their work with new interest and en-
thusiasm. Actually, the proved prin-
ciples of retail salesmanship could be
outlined in a few words. One may
say, “Be courteous,” and a selling
principle would be announced. Yet
such a command would have no in-
spirational value.

O It can instruct your people in the
strategy of expert selling. No selling
tricks are advanced; no high-pressure
tactics are recommended. Just sound,

Now, a tested
and proved blueprint
for more effective use
of customer contact

basic principles are brought to light
in a fresh and interesting manner.

[Q It can stimulate your people by
applying new strategies to old selling
principles. Does your present training
program stress the value of “making
customers feel important?” Are your
people encouraged to use striking
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Just Published

THE STRATEGY
OF SUCCESSFUL
RETAIL
SALESMANSHIP

By ALLEN E. ZIMMER
226 pages, $5.95

words, phrases and sentences and to
place the proper emphasis on the
value of a pleasing tone of voice in
selling?

O It can show your people that you
believe in their importance to you.
The very act of providing such sales
employees with a copy of The Strategy
of Successful Retail Salesmanship will

demonstrate the regard you have for
their importance to you.

O In all, this book will give those on
your sales staff a healthy new atti-
tude towards their career in retail
selling. It will show them new possi-
bilities for making their work more
stimulating, more financially reward-
ing, and more personally satisfying.

Five sections cover the full scope
of successful retail salesmanship

The book is divided into five major
sections: 1. Your Readiness for Sell-
ing (the sales person’s knowledge of
his merchandise, his store, and his
customers) ... 2. The Flair for Mak-
ing Your Customers Feel Important
(the incomparable Golden Rule in
selling) . . . 3. Your Magic Touch in
Selling (what to say and how to say
it) . .. 4. Your Loyalty to Employer
and to Associates (more important
than you think) ... 5. Your Pleasure
in Your Work (how to feel a sense of
success). There is also an appendix
of “Selling Guides for 21 Different
Lines af Merchandise,” and another
called, “An Honest Self-Appraisal
Examination.”

ALLEN E. ZIMMER, a prominent retail sales
consultant, has been intimately associated with
department store and specialty store retailing for
more than 40 years. Mr. Zi is the f. d
of Zimmer, McClaskey, Lewis, Inc., an advertising
agency in Louisville which is the largest of its
kind in Kentucky. He served as its president for
many years.

See this book for 10 Days—FREE

McGraw-Hill Book Co., Dept. 23—330 West 42 Street, New York, N.Y. 10036

Send me Zimmer's THE STRATEGY OF
SUCCESSFUL  RETAIL SELLING for
10 days on approval. In 10 days I will remit
$5.95 plus a few cents for delivery costs,

Name (print)
Address

City

Position

Company

For price outside U.S., write McGraw-Hill lat'l., N.Y. 10036

or return book postpaid.

SAVE MONEY: We pay delivery costs if
you remit with coupon; same examination
and return privilege.
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23-MW-2-66
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DIMENSIONS

Bigger. Broader. Higher. Deeper. The appliance, consumer electronics, housewares
market is churning. Constantly assuming new dimensions.

Products. Prices. Volume. Competition. Change. More change. Less time. Greater need
for information. Communication.

Merchandising Week provides it. Each Monday morning. To more than 144,500 readers
engaged in merchandising, manufacturing, marketing.

The late news. The week in review. The hot merchandising ideas. The new promotions.
The changing scene. The whole story.

Because Merchandising Week has the scope. The on-the-spot-coverage. The in-depth
staff to do the job. To dig. Get the facts. Evaluate. Analyze. Interpret.

The circulation. The readership. The trade influence to add new dimensions to your
product advertising. Merchandising Week has it all.

Why settle for less?

MERCHANDISING WEEK

edited for the appliance,
consumer electronics
and housewares industries

A McGraw-Hill Publication




Tire chains aim for traffic,
plan spring garden goods pushes

The factory-owned and franchised
outlets of tire and rubber manufac-
turers will be stepping up their pro-
motions of seasonal housewares this
spring. The outlets hope to become
more competitive with Sears and
department-store chains that oper-
ate outdoor garden centers adjacent
to their automotive centers.

“I wish I knew what Sears is plan-
ning,” said one merchandising
spokesman for a tire company,
clearly indicating which retail or-
ganization presents the greatest
competition to his service stations
and stores. B. F. Goodrich, Fire-
stone, General Tire, and Goodyear
are aiming their spring promotions
at outdoor life and leisure. And low
prices are a chief tactic being used
to keep customers from switching
to Sears or a department store.

The brunt of the attack against
Sears and other competitors for
automotive-product customers is be-
ing carried by the tire producer’s
company-owned stores. “We make
suggestions to the franchised deal-
ers,” said one spokesman, “but the
company-owned outlets do as we
say.”

Direct mail is still the main ad-
vertising medium for spring promo-
tions, although local newspaper
advertising is on the upswing. Pro-
motions are timed to begin with the
advent of warm weather.

Here is the outlook for spring
promotion plans of the four major
tire and rubber manufacturers:

B. F. Goodrich

Spring promotions coincide with
the company’s major event of the
year, the Anniversary Sale. Over one
million direct mail pieces will be
mailed late in April, each with the
imprint of a local dealer. The dealers
choose which of three sizes they want
sent to consumers in their area.

A 4-page flyer features only tires
and batteries. It is geared to the
thousands of service stations which
have a B. F. Goodrich franchise. The
12-page flyer has a large selection of
housewares and major appliances.
Eureka vacs are featured, ranging
in price from $29 to $59. The third
size, a 16-page flyer, carries an ex-
tensive selection of housewares
items. Hahn Eclipse and Garden
Club (MTD-made) power mowers
are included in the 12- and 16-page
flyers.

All of the direct-mail pieces fea-
ture a “Jackpot Awards” blurb on
the front page. Prizes to be given
are determined by the dealers in
each locale. A special price is being
offered on an aluminum lawn chair
when customers make a minimum
budget purchase of $19.95. The
chair, which regularly retails for
$3.49, is being sold for $1.

Sales promotion manager Dale
Kramer reports that the flyers are
being used increasingly as local
newspaper inserts. Asked which
housewares products had been effec-
tive in drawing customers, Kramer
cited West Bend Teflon-coated cook-
ware. B. F. Goodrich has approxi-
mately 500 company-owned stores
and 20,000 franchised dealers.
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Firestone

Two direct mail flyers will kick
off the promotion season this spring
for Firestone. The Spring Bonanza
fiyer is keyed to company-owned out-
lets and franchised retailers who
carry home goods; the Spring Jubi-
lee flyer is for service station ac-
counts.

Spring Bonanza specials include a
$48.88 private-label rotary power
mower, a $1.87 package of lawn and
garden food, a Deluxe 25-piece tool
set for $1.99, and various sports
items.

The Spring Jubilee special is a
Teflon-coated ironing pad cover, re-
tailing for 49¢. Both flyers will offer
free flower seeds.

Local newspaper advertising will
back up the promotions, as will some
of the ads on Firestone-sponsored
national tv shows.

Firestone has 11 warehouses
throughout the country to service its
850 company-owned stores and 60,000
franchised outlets. Approximately
one-fourth of the latter carry non-
automotive goods.

General Tire

Spring promotions, built around
cutting tools and fertilizer, will start
in each region with the onset of
warm weather. Although last year’s
Regal Teflon-coated cookware promo-
tion was deemed one of the most
successful in the company’s history,
General Tire will focus on garden
goods this spring: garden hose (75-
ft. length this year, compared to
50-ft. length last spring), and “de-
weed and feed” lawn chemicals. Gen-
eral Tire is also featuring golf balls
in this year’s spring promotion.

Factory-paid ads in most of the
major markets, where company-
owned stores are strongest, will back
up the spring specials. Co-op adver-
tising will also be used, along with
heavy direct mailings and in-store
displays.

Asked about the possibility of in-
corporating floor-care products into
General Tire’s merchandising mix.
merchandising manager Bob Reeves
remarked, “We’ll be in that business
sometime, but I don’t know when.”
As with the other tire companies,
General Tire’s non-automotive lines
are not being expanded. Upgrading
is more important than new addi-
tions.

Goodyear

Aluminum lawn furniture, barbe-
cue grilles, and mowers will head-
line Goodyear’s spring promotion.
The firm anticipates a strong turn
toward rider mowers this season,
and thus will be playing them up in
newspaper and radio advertising.
Goodyear, for the most part, shuns
direct mail, except for an occasional
“jumbo” postcard mailing on auto-
motive services.

Both barrel and rotisserie barbe-
cues will be promoted, along with
“the standard garden goods,” re-
ports a company spokesman. Price
levels are unchanged from last year,
he added.

HOUSEWARES NEWS

OO0 O O O New dental cleansing devices using water are
in the works, probably for July introduction. Endura
Appliance, of Freeport, N.Y., is known to be working
on a model, shooting for a retail price under $20.

Meanwhile, the product that innovated the process,
the Water Pik, continues to roll up surprisingly strong
retail sales, considering its $39.50 price tag. Water
Pik’s showing is being credited mainly to strong rec-
ommendations from dentists who view the product as
helpful for gum care, as well as a good automatic de-
vice for removing food particles.

Practically all manufacturers with a big stake in
the brush-type automatic toothbrush have started to
take notice of the Water Pik’s sales performance.

0 O O O An Electric Snake has proved a hot item for a
number of leading department stores around the coun-
try, according to reports from buyers. The Electric
Snake is a drain-cleaning attachment for a power drill.
It is being marketed by Kirk Products of Hialeah, Fla.,
in five sizes, ranging from an 8-ft. model at $3.95 to
a 50-ft. model at $19.95. The best seller, buyers report,
is the 12-ft. unit for $5.95.

0O O O O Norelco will spend $6 million on ads and pro-
motions this year, kicking off with a Father’s Day and
graduation push behind its Speedshavers. In the cam-
paign, the Norelco shaver, with its thinner shaving
head, will dare to match shaves with a blade. Norelco
will use 60-second tv spots on more than a dozen CBS
prime-time shows, plus magazine and newspaper ads.

Norelco also is running a distributor contest and, in
addition to other prizes, is offering five all-expenses-
paid trips to the U.S. Open golf tourney in San Fran-
cisco.

O O O O Corning will celebrate its 51st year by extend-
ing its 50th anniversary promotion: a traveling road
show of glass displays billed as the Spectaculars. The
Spectaculars played at leading department stores last
year and have been booked at more than 200 depart-
ment stores for 1966.

Corning also will expand its promotion of old Pyrex
ware, offering membership in an Over 30 Club to con-
sumers owning Pyrex ware which is more than 30
years old. In a recent promotion in Hartford, Conn.,
Corning found 118 women eligible for the club. Corn-
ing is running a similar promotion through Feb. 28
at Higbee’s in Severance, Ohio, a Cleveland suburb.

00 O 0O O Housewares Show, Mexican style: over one
million visitors will flock to the 11th Home Fair to be
held Feb. 25 through Mar. 31. Housewares, appliances,
automobiles, and every other kind of consumer prod-
uct will share space with regional exhibits, singing
and folk dancing in Mexico City’s National Auditor-
ium. Amidst the songs, raffles, and general convivial-
ity, buyers and spectators will see the latest advances
of Mexico’s blossoming economy. Many key U.S. pro-
ducers—with subsidiaries south of the border—will
show lines, including a Sears display for Kenmore.

0O O O O Harry Roehm has joined Excello division of

Charles Schwartz & Co. Roehm formerly was vice pres-
ident for consumer products at Cory Corp.
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HOUSEWARES NEWS

[0 O O 1 The retail pace has picked up again as major
stores hit with spring housewares promotion. Judging
from buyer comments, business is good and sales action
is strong across the board, just as it was during the
Christmas season. Items that moved well during
Christmas look like they will repeat their sales per-
formances during the spring gift season.

0 0 0 O Blenders have remained hot, with some buy-
ers reporting little or limited letup in sales activity
since the Christmas season. Slicing knife sales also are
continuing at a good pace.

Surprisingly strong January sales of warming trays
were reported by one buyer, who said he was amazed
that anyone sold warming trays during that month.
He told of selling out every tray in his warehouse—
originally stocked for a February promotion—and hav-
ing to reorder.

[0 O O O Washington's Birthday sales look good to buy-
ers, who are expecting stronger-than-usual volume
from the holiday promotional period. In New York
City, almost every major department store will be
keeping its Manhattan store open on this holiday for
the first time. Last week, New York stores were busy
putting the final touches on heavier-than-usual news-
paper ads for the weekend. As expected, housewares
will play a key role in these holiday promotions.

(] OJ OJ O Retail pricing has held up so far. There was
limited price cutting during the Christmas season ; the
same was true for January and, so far, for February.
However, buyers are worrying about how long it will
last, fearing that some hot price competition is in the
works. “Nobody’s run yet with those $5 knives they
bought in Chicago,” one buyer said, recalling the low-
price deals available during the January show.

0 O O OO Manufacturer deliveries are improving, report
retailers and wholesalers. “They even have started to
ship some of the new stuff they introduced in January,”
one jobber said. In a spot check of manufacturers,
spokesman after spokesman agreed that production
was ‘“catching up” with orders.

In New York City, however, Macy’s was forced to
take orders for later delivery on many of the new items
it previewed in its Pots & Pants fashion show. Gen-
erally, Macy’s was promising April delivery, except
for Ronson’s Cook 'N Stir blender, for which it point-
edly would only claim “future delivery.” Macy’s, in-
cidentally, is booking orders for the Cook ’N Stir at
list price, which is nice if you can get it.

[J OO0 [J [J Shetland is shipping its Fashionables, the new
decorator canister vacs, to retailers in New England
and on the West Coast. Jordan Marsh was scheduled
to break the first retail color ad on the new line over
the weekend.

New York City retailers will be next to get the Fash-
ionables, with promotions scheduled to start the week
of Mar. 13. E. J. Korvette and Abraham & Straus
will run opening ads. The Korvette ad will appear in
the metropolitan edition of Life magazine; A&S will
run a full-color ad in the New York Sunday News.
Chicago is next on the introduction schedule.
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A&S Massage Clinic: even the men enjoyed the relaxing demonstration

A&S puts its customers at ease,
and the pleasure is all theirs

“A massage makes you feel so
good,” said Miss Sonia Jackson, who
was being billed as Miss Joan Oster.
And with those words, Abraham &
Straus kicked off a trial promotion
of the Oster massager line at its
downtown Brooklyn department store
last week.

A&S promoted the demonstration
in its Brooklyn store with ads in the
Brooklyn edition of the New York
Sunday News. A&S branches will get
into the act this week, as the Mas-
sage Clinic moves into A&S’s Long
Island suburban stores. A&S will
push the promotion at its branches
in Newsday, a suburban daily serv-
ing Long Island.

The Massage Clinic is a test for
Oster, which is the Milwaukee-based
subsidiary of Sunbeam Corp. Al-
though Oster has long manufactured
massagers for home and commercial
use, it has concentrated the bulk of
its retail promotional efforts behind
its Osterizer blenders. Now Oster
is finding out if it can adapt to its
massagers the long-standing promo-
tional tactics it has used successfully
for its blenders.

Pollenex has been the leader in
grabbing much of the massager
business at retail. And a number of
leading department stores, including
the electric housewares operation of
A&S, under buyer William Noering,
have done a good job with the Pol-

lenex line. Even as the Oster demon-
stration clinic was being conducted,
A&S was featuring the new Pol-
lenex bed massager elsewhere in the
department.

Miss Jackson was pushing Oster’s
Swedish-type, hand-held massager
that A&S had priced at $28.48. By
Monday noon, Miss Jackson had sold
half of the models A&S had in stock.

Even non-buyers benefitted from
the promotion by getting a relaxing
free massage. And the look of con-
tentment on the faces of customers
receiving the massages proved to be
one of the strongest selling points
at the clinic.

One fast result: contented customers

KEY MOVES

Cory — Patrick J. Hannigan is pro-
moted to the position of general sales
mgr for consumer products.

General Electric—Daniel J. Louney
is appointed mgr of product planning
for the Asheboro, N.C. and Cleve-
land, Ohio, housewares plants.

Globe Rubber Products—Marvin A.
Klein and L. Joseph Meyer are named
vice presidents.

Corning— David N. Van Allen is ap-
pointed to the newly created posi-
tion of mgr-sales development, spe-
cialized products. Four men are re-
assigned in the field sales organiza-
tion: W. F. Braxton, new Baltimore

district mgr; R. W. Riley, Los An-
geles rep; N. L. Smith, rep for Wy-
oming, and the eastern halves of
Colorado and Montana; J. R. Santel,
rep for Louisiana and southern Mis-
sissippi. Two Corning Ware and Py-
rex ware salesmen are reassigned:
Roland MacDonald to the Cleveland
territory, and Ronald W. Moye to the
Reading, Pa., territory.

lona—Alden H. Doughty is appoint-
ed service mgr, and Ravmond T.
Boucher is named to the newly cre-
ated post of claims mgr.

Magnolia Products-John A. Corry

and Robert S. Neese are elected to
the position of vp.

MERCHANDISING WEEK
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To Company Presidents:

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

//p"\ﬁ-“

Sure!
Clip this ad and route it to everyone.

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

MERCHANDISING WEEK




MERCHANDISING WEEK'S EXPANDED NEWS AND
FEATURE COVERAGE OF FLOOR CARE AND COOK-
\WARE PRODUCTS COVERS ALL ISSUES. HERE IS THE
LINEUP OF ISSUES FOR EACH SECTION . ..

1966 COOKW ARE
SECTION ISSUES

1966 FLOORCARE
SECTION ISSUES

February 14 February 28
February 21 March 14
March 7 March 28
March 21 April 11
April 4 April 25
April 18 May 9
May 2 May 23
May 16 June 6
May 30 June 20
June 13 July 4
June 27 July 18
July " August 1
July 25 August 15
August 8 August 29
August 22 September 12
September 5 September 26
September 19 October 10
October 3 October 24
October 17 November 7
October 31 November 21
November 14 : December 5

November 28
December 19

Note to advertisers:

Clip this guide to effective scheduling

for your product advertising.

FLOOR CARE NEWS

(] VCMA and the FCC will discuss horsepower
standards for both canister- and tank-type vacuum
cleaners in a closed meeting scheduled for this Thurs-
day (Feb. 24) in Washington. This will be the first
official meeting between representatives of the Vacuum
Cleaners Manufacturers Assn. and the Federal Trade
Commission for the purpose of establishing standards
for rating vacuum cleaner performance.

The VCMA has becn under pressure from the FTC
and others, including the National Better Business Bu-
reau, to develop meaningful and uniform standards
for the industry.

O O O O Vac producers are in a horsepower derby un-
der present marketing conditions. All major vacuum
cleaner manufacturers are caught up in the horse-
power race, and everyone blames its existence on the
competition. There is little doubt that power claims
for vacuum cleaners are exaggerated. Manufacturers
readily tell of testing competitors’ machines and find-
ing they do not come close to measuring up to the power
claims made for them.

0 0O OO The FTC meeting is termed *‘preliminary” by
J. P. Hunter, of General Electric Co., of Cleveland.
Hunter is chairman of a VCMA committee that has
been studying standards for more than a year. Hurter
said the subject of the meeting with the FTC was the
“elimination of abuse concerning horsepower” claims
in the industry. Hunter’s committee will report its
findings to the FTC and “sound out” the commission’s
feelings on VCMA proposals for standards.

VCMA'’s Washington, D.C., attorney, George Lamb,
of Lee, Tomme, and Kent, is expected to attend the
meeting along with Hunter and other VCMA repre-
sentatives.

O O 0O O The FTC will hear a dissenting voice from at
least one vacuum cleaner manufacturer at this week’s
meeting. MERCHANDISING WEEK has learned that Rob-
ert I. Lappin, president of Shetland Inc., has written
a letter to the FTC asking that a new industry-wide
technical committee be established to formulate a rat-
ing standard. Lappin, it was learned, objects to the
VCMA committee’s decision to use horsepower as
the standard for rating vacuum cleaners. Lappin has
been an advocate of a “cleaning power” standard that
would include additional factors such as suction and
air movement—similar to the air conditioning manu-
facturers’ adoption of the Btu system. Shetland is not
a member of the VCMA, and Lappin and other offi-
cials have declined comment on the contents of the let-
ter to the FTC.

(00O 0O The rating controversy has been stirred up
now and the vacuum cleaner industry has just begun
its efforts to develop a rating system. The VCMA com-
mittee has concentrated its efforts on canister- and
tank-type vacuum cleaners, so far ignoring the stick-
type units: uprights and lightweights. The chairman
of the VCMA standards committee indicated that no
decision has been made on whether the committee will
take up the subject of standards for stick-type vacs
after completing canister and tank standards.

MERCHANDISING WEEK
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makes more dollars.

Regina builds exclusive, saleable features into every
product...to satisty your customers’ demand for quality...
your demand for high-margin items that sell in volume.
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Regina Electrikbroom®—
Only lightweight with the
patented Rug Pile Dial.
Only lightweight with
removable Dirt Cup—
empties like an ashtray. No
expensive dust bags to buy.

=
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Regina Rug Shampooer’Polisher—
400 Watt motor, Dual Torque

enough to sand floors). New
Touch-O-Matic Dispenser.
New Super-Shield internal
double insulation. All metal

Regina Upholstery
Shampooer—The original
home electric upholstery
shampooer that does a
professional cleaning job for
next to nothing. Pays for
itself after only one use. Buffs
furniture and cars, too!

ower, {the only polisher powerful

die cast housing.
AN
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Regina Brush 'n Beat—
Revolutionary new upright
that's half the weight of old
fashioned uprights. Powerful
brush and beater bar for
deep-cleaning action. The
first major advance in
uprights in thirty years.

&

Features sell

A

Regina Shoe Polishers—

The only complete line of
electric shoe polishers—
hand-held and floor mounted
—a model to satisfy

every customer.

age

merchandise. We know it.You know it.

- ;
- / >
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Regina Power-Flite Portable
—Features cannister type
motor, two stage power
booster fan. Super suction
air movement whooshes

in three hundred and forty
feet of air per minute.

Regina belongs on your floor...now more than ever before.

The Regina Corporation, Rahway, New Jersey

REGINALe

In Canado, contact Switson Industries, Limited, Wellond, Ontario




An up-to-the minute tabulation of estimated
industry shipments of 18 key products.
New figures this week in bold-face type.

date 1965-6 1964-5 % change
December 97,690 104,323 - 8.36
12 Months 1,181,473 1,190,926 - N
December 431,39 372,399 + 15.84
12 Months 5,106,944 4,506,742 + 1332
December 159,175 121,31 + 25.02
12 Months 1,388,133 1,194,228 + 16.24
December 719,639 65,141 + 20.28
12 Months 710,252**  632,197** 4 12.28
! December 317,544 273,108 + 16.02
12 Months 3,771,356 3,540,655 + 652
December 39,569 42,363 — 6.60
12 Months 515,137 648,916 - 11.28
December 201,800 241,100 — 16.30
12 Moaths 2,945,000 2,755,000 + 6.90
December 6,500 3,600 + 80.56
12 Months 210,000 205,000 + 244
December 61,000 47,100 + 29.51
12 Months 445,000 340,000 + 30.88
December 78,300 14,100 + 5.6
12 Months 815,000 710,000 + 1479
December 120,900 115,100 + 5.04
12 Months 1,360,000 1,300,000 + 4.62
December 32,800 30,500 + 154
12 Months 455,000 435,000 + 4.60
December 56,900 47,800 + 19.04
12 Months 705,000 675,000 + 44
December 124,900 110,700 + 12.83
12 Months 1,285,000 1,150,000 + 1174
December 13,400 76,900 — 455
12 Months 780,000 815,000 - 429
December 201,500 166,400 + 21.09
12 Months 2,250,500 2,170,400 + 3.69
December 452,600 350,100 + 29.28
12 Months 4,930,000 4,545,000 + 847
December 86,900 87,700 - N
12 Months 1,095,000 1,000,000 + 9.50
December 246,150 197,140 + 24.86
12 Months 2,613,590 2,724,070 — 4.006
Feb. 4 56,539 74,827 — 24.44
5 Weeks 241,780 266,145 R AL
October 452,719 489,062 — 142
10 Months 2,840,257 2,316,113 + 22.60
Feb. 4 37,094 26,708 + 38.89
5 Weeks 184,268 144,014 + 21.95
October 175,381 187,742 — 658
10 Months 1,252,881 1,296,781 - 339
Feb. 4 263,949 221,587 + 15.98
5 Weeks 1,062,859 920,592 + 1545
October 1546218 1,158,890 + 3342
10 Months 10,289,387 8,139,735 + 26.41
Feb. 4 147,893 153,606 - 3n
5 Weeks 787,601 785,615 + .15
October 880,822 759,970 + 1590
10 Months 6,492,461 6,162,271 + 536
Feb. 4 66,121 37,866 + 74.62
5 Weeks 290,285 183,560 + 58.14

*December total includes 142,000 conventional free-stand-
ing ranges, 22,100 high-oven models, 23,300 built-ins,
**Year-end totals are adjusted to include
units previously omitted to avoid disclosure of individuol
company data.

14,100 set-ins.

FEBRUARY 21, 1966

—~ na, oreated
. wuug mgr of the Magnetic
Products Division. He continues to headquar-
ter in St. Paul, Minn. William H. Madden
assumes the duties of national sales mgr of
audio range and video tapes. Curtis F. Koefod
i1s appointed national sales mgr for computer/
instrumentation tapes.

Geo. D. Roper—L. A. Rooney is promoted to
division mgr with responsibility for the North-
eastern territory. He replaces Charles E.
Schuster who retired. Jerome Benoit assumes
Rooney’s responsibilities as district mgr for
Nebraska, South Dakota, and Western Iowa.
Benoit is headquartered in Omaha, Neb. Ralph
Fouser, a former sales coordinator, is named
district mgr for Georgia and Alabama with
headquarters in Atlanta. J. A. Eaton Jr., for-
merly distriect mgr for Oklahoma and Ark-

ansas, is promoted to mgr of physical distri
bution. He is located at the home office in
Kankakee, IlL

Matsushita Electric—Jack A. Kramer resigns
his position as marketing mgr, Consumer
Products Division.

Selectron—Frank A. Augustin joins the com-
pany as assistant national sales mgr.

Philco—William Oppenheim is appointed mgr
of the Newark (N. J.) district, Sales and Dis-
tribution Division.

Hardwick Stove —William W. Platt is named
Chicago division sales mgr. Platt takes over
the division formerly assigned to George H.
Luehrman, who remains with Hardwick in a
consulting capacity.

NEW SLEEK LOOK IN SUPERB SOUND—WHAT YOU WANT IS A WOLLENSAK! 3%

Be sure to show the price tag, because most customers will think
it’s twice that price! And no wonder—this is the most strikingly beau-
tiful tape recorder at any price. Magnificent walnut furniture six
and one-half feet long. Modern sectional construction allows you to
hang it on the wall, stack it, or put it in a bookshelf. And this slim
styling contains the most advanced solid-state stereo tape recorder
and two powerful stereo speakers. AM-FM stereo tuner is op-
tional at extra cost. Uniquely designed Control Central is a sound
studio in a hand-span: new power activated push buttons, two VU
meters, 4 speed-4 track, four digit tape counter, monitor facility,
stereo headphone jack, FM multiplex-ready, finest Wollensak con-
struction. And the biggest advertising promotion in tape recorder
history will tell the world about the new Wollensak “Sleek Look”
line. So stock up now. Your Wollensak salesman has all the details.

- . =i

Over six feet of beautiful furniture, most advanced
tape features: New Wollensak 5300 Stereo Recorder

i o
i .
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KEY MOVES

Amana—Kevin M. Furlong is appointed spe-
cial sales representative on the West Coast.
Headquartered in Temple City, Calif.,, Fur-
long is responsible for sales to California and
Pacific Northwest wholesale distributors.

Lear Jet —Edward Waldman is named director
of manufacturing, and Max Ross is named
materials mgr for the Stereo Division.

Motorola—George Hickmon is reassigned to
service distributors in Milwaukee, Wis., Chi-
cago, Ill., and Gary, South Bend, and Elkhart,
Ind. John Snediker succeeds Hickmon in work-
ing with distributors in Pittsburgh and Al-
toona, Pa., and Cleveland and Youngstown,
Ohio. John Daly replaces Snediker as special
account mgr for B. F. Goodrich. Wade Gaylor
takes over distributors in Birmingham, Ala,,
Chattanooga, and Nashville, Tenn., and De-

catur, Ga. Art Fromader joins the company
as special account mgr for Coast to Coast
Stores.

Webcor—Elected to the board of directors are
Watson D. Harbaugh, patent attorney and
member of the firm of Harbaugh, Rummler &
Snow; Roy A. Flynn, president, Continental
Business Forms; and Rudolph M. Shaffer,
business mgr, Chicago White Sox. Re-elected
are Titus Haffa, president and chairman of
the board; Richard J. Cole, executive vp and
treasurer; George J. Pyre, president, Dor-
meyer Division and Webcor Sales; and Thomas
Cooper, president, Haber Corp.

Kierulff Electronics—John Wallace is appointed
branch mgr of the stocking service center in
Alamogordo, N. M. He replaces Lundy Barnard
who resigned recently.

ggWe chose

QQ We chose Hamilton because
it is easy to sell and
because it is a quality line,’

JACK GLASCOCK HONOLULU GAS EQUIPMENT CO.,
HONOLULU, H. I.
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Hamilton because
dryer sales are
growing faster than

washer sales, and
Hamilton is the leader
in dryers” mvgo%if(g(suss CORP.

NEW ORLEANS, LA.

If you want a quality laundry line with the kind of
mark-up that makes a retail sale worthwhile, you want

Hamilton Manufacturing Company / Two Rivers, Wisconsin
Factories at Two Rivers, Wisconsin and Kosciusko, Mississippi

INDUSTRY
TRENDS

FLOOR CARE PRODUCTS

floor polishers

vacuum cleaners

HOME LAUNDRY

dryers, clothes, elec.
dryers, clothes, gas
washers, auto. & semi-auto.

wringer & spinner

OTHER MAJOR APPLIANCES

air conditioners, room
dehumidifiers

dishwashers, portable
dishwashers, under-counter, etc.
disposers, food waste
freezers, chest

freezers, upright

ranges, elec., free-standing
ranges, elec., built-in

ranges, gas, total
refrigerators

water heaters, elec. (storage)

water heaters, gas (storage)

CONSUMER ELECTRONICS

phonos, mfrs. ship., port.-table
distributor sales

phonos, mfrs. ship., console
distributor sales

radio production (ex. auto)
distributor sales

b&w television production
distributor sales

color television production

Sources: YVCMA, AHLMA NEMA, GAMA EIA

MERCHANDISING WEEK




Zenith
Wavemagnet
indoor

TV antenna

Designed for clear, sharp,
all-channel (2 to 83) reception

in color or B&W, the Zenith
Wavemagnet antenna meets the
quality standards set for Zenith
“original parts’...your assurance
of the world’s finest performance.

The VHF and UHF elements are
heavy chrome-plated. Separate
lead-in cables for UHF and VHF

correspond to the input arrangement

of every new all-channel TV receiver.

This new
Zenith antenna
doesn't believe
in ghosts

This new design features a special
network providing substantial step-up
of basic dipole impedance, resulting
in a lower voltage standing wave ratio
(VSWR) than the ordinary VHF indoor
antennas. This reduces snow effect,
reflections and ghosts.

$

Optimum UHF performance is achieved
with two full-size UHF loops, arranged one
behind the other, that are carefully
phased through a coupling network through
the entire UHF spectrum from 470 to 890
megacycles. The increased sensitivity develops
an exceptionally high front-to-back ratio equal
to that in many outdoor antennas. This is
remarkably effective in reducing ghosts
and man-made interference.

Order the new Wavemagnet antenna
(Part Number 973-56) and other genuine Zenith
replacement parts and accessories from your

Zenith distributor.
ENITH

®
The quality goes in
before the name goes on*

Specifications subject to
change without notice






