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□ Behind this label and 
others like it is the story of a 
fabulous fabric phenomenon that 
is sweeping the country and 
carrying with it a vast potential 
for sales of home laundry equip¬ 
ment—especially dryers. The 
whole story, including tips from 
retailers who are profiting by it, 
begins on. p.14 

AT PRESSTIME 8 
□ □ □ □ Color tv inventory at 
factory and distributor levels is 
still anemic, representing barely 
three week’s supply of merchan¬ 
dise. For the first 16 weeks of 
the year, combined factory and 
distributor inventory of color tv 
was slightly under 210,000 units, 
or about 31% under the com¬ 
parable 1965 period. Distributor 
sales of color tv, however, were 
running 104% ahead of last 
year’s pace, according to Elec¬ 
tronic Industries Association. 

□ □ □ □ Tube import battle. Im¬ 
porters of small radio and tv re¬ 
ceiving tubes are fighting in the 
courts an administrative deci¬ 
sion by the U.S. Customs Bureau 
that, they contend, will increase 
tariffs four and five times above 
previous levels. 

At stake is about $12 million 
in retroactive payments—and 
the future of the tube import 
business, particularly that seg¬ 
ment coming from Japan. 
The case, brought by Day-

strom Inc., will be heard by the 
U.S. Court of Customs and 
Patent Appeals in Washington 
next fall. Even though a decision 
is at least a year off, the Customs 
Bureau has gone ahead and put 
the higher tariffs into effect. 

Traditionally, the 12.5% duty 
on tubes had been based on the 
invoice price. 

But, continued on p.3 



"1 want a picture that wont go blaah in bright daylight!’* 

Show her the new Packard Bell Solar Shield Portable TV! 
Show her the new Packard Bell Solar Shield portableTV! The 
Solar Shield intensifies picture contrast. Eliminates picture 
washout that usually occurs in bright light. Result? Crisp, 
contrasty picture indoors or outdoors. Even in brightest 
daylight, it refuses to go blaah. Only Packard Bell has it! 

Packard Bell. 
WEST'S LARGEST SELLING TV - COLOR • STEREO • RADIO 

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 So. Bundy Dr., Los Angeles, Calif. 90025 • Phone: Area Code (213) 272-6141 
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AT PRESSTIME continued from p.l 

in 1961, the Customs Bureau switched to the so-called 
“second wholesale” price, a level that importers claim 
is equivalent to the retail price in Japan. 

Daystrom immediately filed suit to force Customs 
to retain the invoice-price method, but, after winning 
in the New York Customs Court, it lost a three-judge 
appellate decision. U.S. set makers fear the ultimate 
loss of the case will prompt Customs to switch to a 
higher valuation on a wide range of imported com¬ 
ponents. 

□ □ □ □ Sears: 3 self-cleaning ranges this summer: 
The sales giant expects to have three ranges with the 
self-cleaning oven feature—a GE innovation—on the 
sales floor by mid-summer. Roper, which manufactures 
the ranges for Sears, reportedly will make self-cleaning 
oven ranges for its own line, too. Another firm, Ther-
mador Division of Norris-Thermador Inc., is also 
licensed to manufacture the ranges. 

□ □ □ □ Disquieting reports of inventory buildup were 
put in fresh perspective last week by Jules Steinberg, 
executive vp of NARDA. It is normal, he pointed out, 
for the industry to lose its sales pace and build inven¬ 
tory at this time of year. “The industry may have been 
spoiled by the fabulous volume of each month in 1965,” 
Steinberg explained. “It behooves everyone to realize 
that they are making comparisons with an extraordi¬ 
nary period in 1965 and not to be panicked at this par¬ 

ticular time.” Steinberg believes price hikes are looming 
in white and brown goods, and he pointed out that, if 
a dealer turns his back on a color allocation now, he 
may never have a chance to buy sets again at current 
prices. He also believes the industry will maintain an 
increase in volume. 

In line with this, NARDA is sending members a let¬ 
ter advising that West Bend is raising prices in June. 

□ □ □ □ A new low-cost color video tape recorder has 
been demonstrated by International Video Corp, of Los 
Gatos, Calif. The $1,200 machine will be in production 
by mid-1967. A helical-scan unit, the machine oper¬ 
ates at 6.5 ips with 1-inch video tape. 

□ □ □ □ Whirlpool’s upright freezer has an icemaker 
for the first time. The icemaker is being introduced 
now on one unit (EPV-15MM)—a 15-cu.-ft. model. 

□ □ □ □ Xilosteel plastic refrigerators at Wards: The 
new units, made by Ignis, a major Italian refrigerator 
manufacturer, will be advertised in the company’s sum¬ 
mer sales circular, merchandising week last week 
erroneously stated that Sears had the plastic units. 

□ □ □ □ Martin R. Miller is promoted to Senior Editor 
of merchandising week. Miller joined MW in August, 
1962 as assistant editor and was named associate 
editor in October, 1964. 

Philips’ tape cartridge picks up some major support 
Underline Philips in your cartridge 
tape glossary. While the Fidelipac-
versus-Lear cartridge controversy 
rages, GE and Sony have quietly 
chosen the Dutch-developed Philips 
cartridge for their upcoming move 
into the market. And Sears, which 
already sells both Lear-type and some 
Fidelipac-type cartridge players, is 
now reportedly preparing a Philips¬ 
type player. The Philips cartridge is 
not compatible with either Lear or 
Fidelipac players. 
The Philips cartridge is sweeping 

Japan. Twelve Japanese manufactur¬ 

ers have signed contracts with Phil¬ 
ips to produce its type of cartridge. 
Most of these companies, says Mc¬ 
Graw-Hill World News in Tokyo, will 
begin building Philips-compatible 
players this fall, and exporting them 
to the U.S. early in 1967. The list in¬ 
cludes Matsushita, Sony, Hitachi, 
Sanyo, Crown Radio, Jeco Co., Aiwa, 
Nippon Columbia, TDK Electronics, 
Hitachi-Maxwell, Maruwa Electron¬ 
ics, and Teikoku Denpa Co. And an¬ 
other eight Japanese companies will 
conclude contracts with Philips in the 
next two months, reports World News. 

Norelco, Mercury, and 3M—the 
pioneers with the Philips system in 
the U.S.—may soon find themselves 
in the center of new cartridge com¬ 
petition, and controversy. Standards 
for tape cartridges are in a tangle 
(the Electronic Industries Assn, is 
now working on 4-track/8-track 
standards—a task force last week be¬ 
gan circulating its findings among 
manufacturers). Now, this sudden 
surge in Philips-type machines may 
mean still more confusion. 

While the Lear- and Fidelipac-type 
cartridge players have been primar¬ 

ily automobile units—although more 
and more home units are appearing 
—the Philips-type units have, to 
date, been small, portable, and home¬ 
type models. (Norelco, however, of¬ 
fers a car-mount with its portable 
model.) 
The Mercury units now on the mar¬ 

ket sell for $90, the 3M machine is 
priced at $99.95, and the Norelco 
model is $89.50. Reportedly, General 
Electric will price its Philips-type 
unit—probably to be seen at the 
Music Show in July—at somewhere 
around $70. 

Masters maps a ‘master’ comeback plan—to sell 3 stores 
Masters Inc., one of the nation’s dis¬ 
count pioneers which took a financial 
battering three years ago, is waging 
a comeback. 

Late breaking developments at the 
29-year-old discount chain find Mas¬ 
ters agreeing in principle to sell its 
three Miami stores to Zayre Corp, 
for a reported $3 million; planning 
to open two new stores in the metro¬ 
politan New York area before the 
end of 1967, possibly in Brooklyn 
and the Bronx; and putting in¬ 
creased emphasis on white goods 
through greater selections and dis¬ 
play in view of the healthy sales 
gains registered on this merchan¬ 
dise. 

Sale of the three Miami stores will 
reportedly net Masters about $1 mil¬ 

lion after it pays off its obligations 
relating to the Florida operation. 
Masters will then be left with four 
units—all in the metropolitan New 
York area. The three stores report¬ 
edly have a combined annual volume 
in excess of $12 million. The sale in¬ 
cludes merchandise and fixtures. 

Jack Haizen, Masters president, 
declined to divulge the purchase 
price. He did say, though, that the 
money would be used for further de¬ 
velopment and expansion of the met¬ 
ropolitan operation. This includes 
modernizing the Manhattan store and 
expanding the Westchester unit. 

“We're a stronger company today," 
said Haizen. “We’ve mechanized our 
controls and systems—and this has 
enabled us to increase our gross profit 

through sounder control of initial 
markup, merchandise mix, and shrink¬ 
age.” 

Haizen’s cheerful words represent 
a dramatic change from the conditions 
that prevailed in January, 1963, 
when problem-ridden Masters was 
forced to file Chapter XI proceedings 
(a plan of reorganization under court 
jurisdiction). In December of that 
year, though, it shed its Chapter XI 
manacles and embarked on a whirl¬ 
wind campaign to strengthen every 
phase of the operation in a bid to 
stave off bankruptcy. And in the 
process, Stephen Masters, the man 
who once vowed that conventional 
department stores would reel under 
his unorthodox merchandising attack, 
bowed out as president. 

The 1966 growth formula at Mas¬ 
ters includes further development of 
the chain’s most profitable depart¬ 
ments, such as housewares, drugs 
and cosmetics, and automotive equip¬ 
ment. Masters also is planning to 
boost the percentage of management-
owned departments from its present 
70% to 80%. 

Haizen forecast sales of about $20 
million for the newly changed fiscal 
year ending Jan. 30, 1967, but said 
he was not certain whether Masters 
would show a net profit. “We will, 
though,” he predicted, “show an op¬ 
erating profit for the year.” In the 
last fiscal year ended Apr. 30, 1965, 
the discount chain registered a small 
profit on sales of approximately $22 
million. 
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THE INTER-OCEANIC ROYAL 990 
Five-band, solid-state transistor 
portable radio featuring 
drift-free FM, long-distance AM 
and 3 Shortwave bands. $9095* 

Powered to tune in the world! 
Zenith announces two great new 

Inter-Oceanic portables, quality-crafted 
in the same tradition of excellence and 

superior performance as Zenith’s 
world-famous Trans-Oceanic* radios. 
Both new Inter-Oceanic portables are 

solid-state and multi-band radios. 
Tuning is so sharp and clear that they 

provide up to four times better 
sensitivity on standard broadcast and 

shortwave than many comparable radios! 
Complete coverage of three shortwave 
bands from 1.6 me to 18 me includes 

amateur, marine, weather and 
international broadcasts. The 3-gang 
condenser and tuned RF stage offer 
selective, super-sensitive reception. 

8 inexpensive “D” flashlight batteries 
provide up to 300 hours operating 

power at normal volume. Dual Zenith 
antennas: built-in Wavemagnet B plus 
telescopic Waverod ". Zenith quality 

6" oval speaker. 

INTER-OCEANIC ROYAL 955 
Four-band, solid-state 
transistor portable radio 
featuring long-distance AM 
and 3 Shortwave bands. 

$7095* 
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FINE ZENITH RADIOS 

New Solid-State AM Table Radio 
THE MINSTREL Model N855 $2995 * 
This new solid-state AM table radio delivers 1000 
milliwatts of undistorted power output (more 
than many comparable size AC table radios). And 
its modern, compact lines —only 5" high, 9lYi6" 
wide, 4Y16" deep —make it fit on a bookcase, room 
divider . . . nearly anywhere. Charcoal Brown 
and Cherry color, or White and Walnut color. 

New FM/AM Solid-State Portable Radio 
THE ADVENTURER ROYAL 960 $8995* 
Introducing Zenith's new FM/AM solid-state 
portable that is unequaled, feature for feature, in 
quality, styling and performance. It provides up 
to 4-to-l better sensitivity on AM and 2-to-l better 
usable sensitivity on FM than in many com¬ 
parable radios. AFC plus tuned RF stage on FM. 
19 tuned circuits assure super-sharp selectivity. 

New FM/AM Table Radio 
THE OPERETTA Model N730 $5495 * 
Here's an FM/AM table radio that's a really great 
value for your customers. Fine wood cabinetry, 
exquisitely designed in genuine Walnut veneers 
and solids (also, Maple veneers and solids). New 
advanced Zenith FM tuner assures outstanding 
reception. Automatic “bass boost” circuit. Zenith 
quality 6" oval speaker. 

ZENITH y 

INCREASE YOUR SHARE OF THE HOT-WEATHER GIFT AND OUTDOOR MARKET. ORDER NEW ZENITH RADIOS FROM YOUR ZENITH DISTRIBUTOR NOW. 

The quality goes in before the name goes on* 

♦Manufacturer’s suggested retail price 



WASHINGTON NEWS 

□ □ □ □ Hazards in electrical appliances is the subject 
of an investigation by the Federal Trade Commission 
(FTC). Chairman Paul Rand Dixon told a House ap¬ 
propriations subcommittee that the FTC is considering 
a trade regulation rule requiring manufacturers to 
disclose the possibility of hazards. 

“Preliminary inquiry,” he says “indicates that cer¬ 
tain appliances, such as electric toothbrushes, water 
heaters, and table lamps, may have built-in electrical 
hazards.” Dixon says the Commission hopes to promul¬ 
gate a labeling rule by May, 1967. 

□ □ □ □ Discriminatory allowances to appliance deal¬ 
ers by manufacturers is another inquiry cited by Dixon 
for fiscal 1967. He says investigations of 15 alleged 
violations of the Clayton Antitrust Act in this area are 
pending, and the FTC has received an application for 
an industry-wide proceeding on the subject. 

Dixon describes the industry as consisting of more 
than 500 manufacturers and 800 distributors of tele¬ 
visions, radios, phonographs, and such major appli¬ 
ances as freezers, ranges, and air conditioners with a 
net annual value of shipments in excess of $5 billion. 

The inquiry, according to 
_ Dixon, “would be to correct 

One dryer u 

has been designed 
for Durable Press 

Sell this great dryer with a matching washer by Hamilton. 

Hamilton. 
Pick any Hamilton dryer, in either 
the Holiday or Heritage series, in 
any of 19 different models. All are 
masters of durable press care. No 
secret gimmicks. No new gadgets 
or tricks. Just Hamilton quality. 
Hamilton makes the soundest, most 
versatile dryer available. When new 
fabrics come along, the Hamilton is 
already designed to handle them. 
Think about it. What's coming to¬ 
morrow — after durable press? A 
newer fiber? A new fabric treatment? 
It doesn’t matter. If you're selling 
Hamilton, you'll be selling the one 
dryer designed to handle tomorrow’s 
garments ... as well as today’s. 

6 REASONS WHY HAMILTON DRYERS ARE BEST FOR DURABLE PRESS 

1. Double Fan drying in the Holiday 
models and Twin Air-Stream drying 
m the Heritage models. All Hamil¬ 
tons provide air currents to gently 
tumble garments and to carry away 
moisture-laden air. 

2. The drum in Hamilton dryers is 
deeper than average for loose, 
crush free tumbling so important in 
the care of durable press fabrics. 

3. The tumbling baffles in a Hamil¬ 
ton run the full depth of the drum, 
keeping all damp clothes constantly 
in motion in the warm air stream. 
Everything dries evenly and 
wrinkle free. 

4. Hamilton’s exclusive Fabri Dial 
offers the exact heat for best re¬ 
sults with every garment. Hydraulic 
thermostat provides the same tem¬ 
perature every time. 

5. Hamilton dryers all have extra 
wide loading ports (up to 16") for 
easy removal of dry garments with¬ 
out bunching or crushing. 

6. Hamilton dryers have an Auto¬ 
matic Dryness Control (the Heritage 
505, 495, 405, and Holiday 885 
models). This moisture-monitor adds 
extra convenience to the care of 
any fabric. 

Hamilton Manufacturing Company, Two Rivers, Wisconsin. Factories in Two Rivers, Wisconsin and Kosciusko, Mississippi 

HAMILTON — THE COMPLETE LAUNDRY LINE OF HERITAGE AND HOLIDAY DRYERS, AUTOMATIC WASHERS, WRINGER WASHERS 

any of these practices shown 
to be unlawful without the 
necessity of litigation.” 

□ □ □ □ Decisions on label¬ 
ing of imports probably will 
not come before July 1, ac¬ 
cording to Dixon. He notes 
public hearings held by the 
Commission on the subject of 
labeling imported radios, tele¬ 
vision sets, phonographs, tape 
recorders, or their component 
parts. 

“This subject is now re¬ 
ceiving study with a view to 
determining whether indus¬ 
try-wide proceedings should 
be initiated in the public in¬ 
terest,” he says. “If proceed¬ 
ings are initiated, it is likely 
that the bulk of the work of 
such promulgation would fall 
in fiscal 1967.” 

□ □□□The possibility of 
two FCC vacancies, instead of 
one, now faces President 
Johnson. The Federal Commu¬ 
nications Commission chair¬ 
man, E. William Henry, left 
May 1, and there has been no 
hint from the White House as 
to who will be appointed as 
his successor. 
Now, Commissioner Lee 

Loevinger concedes that he is 
considering offers from two 
universities to become dean 
of their law schools. If he 
leaves the FCC, he would de¬ 
part in August or early Sep¬ 
tember. 

To complicate matters fur¬ 
ther, the term of Rosel Hyde 
—acting FCC chairman—ex¬ 
pires June 30. So far, the 
President has given no hint 
that he will reappoint Hyde. 
Hyde is a Republican; Henry 
and Loevinger are both Demo¬ 
crats. 

6 MERCHANDISING WEEK 



APPLIANCE-TV NEWS 

Korvette’s hard-goods skipper 
points to where the action is 

E. J. Korvette Inc., which launched 
its volatile retail career 17 years ago 
as a hard goods discounter, is rapidly 
approaching the point where soft 
goods line will gobble up 50% of its 
general merchandise volume. 

“It could happen soon, very pos¬ 
sibly within two years,” said Leo 
Cohen, vice president and general 
merchandise manager 
of Korvette’s hard 
goods division. 

But Cohen was quick 
to emphasize that hard 
goods would continue 
to be an integral and 
vital part of day-to-day 
operations. The con¬ 
tinued rise in soft goods 
volume will in no way 
stunt the growth of 
hard lines, he con¬ 
tended. 

“It’s simply a matter 
of soft goods catching 
up and assuming their 
proper role in the over¬ 
all operation,” Cohen 
said. “I think the two 
will continue to grow 
side-by-side, with each 
complementing the 
other.” 

Hard goods 

Korvette’s hard-goods 
operation is reportedly 
running at an annual sales rate of 
about $360 million. This figure is 
equivalent to approximately 60% of 
the chain’s general merchandise 
sales and about 45% of its annual 
volume of $800 million. 
Cohen related the future of Kor¬ 

vette’s hard goods operation to its 
performance in the Fifth Avenue 
store, the chain’s number-one volume 
producer with reported annual sales 
of better than $34 million. Though 
heavily oriented to soft goods, the 
store boasts one of the most profit¬ 
able hard goods operations in the 
chain. And, said Cohen, it is likely 
to stay that way. 
Cohen predicted another record¬ 

breaking hard goods performance 
for the chain in the fiscal year end¬ 
ing July 31, sparked by fat increases 
in major appliances and traffic appli¬ 
ances. Color tv and such items as 
electric knives, records, and hair 
dryers were characterized as out¬ 
standing. 
The hard goods boss was reluctant 

to discuss figures, but he did note 
that his division’s sales were run¬ 
ning “considerably ahead” for the 
year. “We’re currently ahead of our 
sales projections and we ought to 
wind up the year that way,” he said 
cheerfully. 

Private level 

Private-label white goods, a nine¬ 
month old operation, are proceeding 
at a satisfactory pace, Cohen said, 
adding that the 42-unit chain would 
continue to move more forcefully 
into them. 
“We’re growing in this area day-

by-day, week-by-week,” and some 
merchandise under the Leonard 
Korv-air label is outselling the na¬ 

tional brands, Cohen said. “And if 
we lose one Whirlpool or Norge sale, 
we make it up with two Korv-airs.” 

Typical of the price structure of 
the Leonard Korv-air line is an auto¬ 
matic multi-cycle washer at $149 
complete with a two-year guarantee 
on parts and labor. The price is 
highly competitive with national¬ 

brand washers. 
The stepped-up ac¬ 

tivity in private-label 
hard goods by the na¬ 
tion’s biggest discount 
chain comes on the 
heels of similar action 
taken by White Front 
Stores, a division of 
Interstate Department 
Stores Inc., White 
Front, one of the na¬ 
tion’s most successful 
discount operations, re¬ 
cently disclosed plans 
to expand into private¬ 
label major appliances. 
Marking this entry will 
be Italian-produced 
plastic refrigerators 
(MW,9May,p.3). 

Key question 

A key question, of 
course, is the profit¬ 
ability of private-label 
hard lines—a matter of 
particular significance 

to discount stores, whose markup po¬ 
tential is somewhat limited by the 
competitive nature of low-margin 
retailing. 

In the case of Korvette, the pri¬ 
vate label yields a bigger markup 
than national brands, acording to 
Cohen. In addition, he said, private¬ 
label goods provide continuity in ad¬ 
vertising because the merchandise is 
never out of stock. Cohen noted that 
private-label goods get a fair share 
of the advertising budget, with plans 
calling for an increasing percentage 
as sales of this merchandise con¬ 
tinue to grow. 

Color tv 

Sales of color tv were characterized 
by Cohen as “fantastic.” Color tele¬ 
vision sets currently account for 
about 20% to 25% of Korvette’s 
unit sales in tv, and it is Cohen’s 
belief the figure will shoot up to 
50% in two or three years. In about 
10 years, he said, “I think black-and-
white sets will be obsolete.” 

Cohen said all new Korvette stores 
will have a separate color tv room 
with a dropped ceiling and subdued 
lighting. At present, about 15 stores 
have such a room. 

Will the price of color tv come 
down drastically? In Cohen’s opinion, 
the price decline will be a gradual 
one. At the moment, he said, “You 
can’t get a decent color tv under 
$400 or $450.” 
As for fashion—it penetrates vir¬ 

tually every area of hard lines. Said 
Cohen: There is no longer a ceiling 
on price if fashion and quality are 
there. Today, fashion is everywhere, 
“and you should see some of the 
beautiful cockamamies on vacuum 
cleaners nowadays.” 

Leo Cohen: “Our private-label 
sales are growing." 

□ □ □ □ Japan has set higher export goals for fiscal 
1966, reports McGraw-Hill World News in Tokyo. A 
joint government-industry council in Japan forecasts 
a 22% increase over fiscal 1965 in exports of consumer 
electronic products, electronic components, and elec¬ 
trical appliances to the U.S. and Canada. The fiscal 
year began Apr. 1. Color tv accounts for $30 million 
of the total tv export goal. Following is a breakdown 
of the anticipated increases: 

Product 1966 export target 1965 exports (est J Percent 
category (add 000) (add 000) change 

Tv receivers $104,800 $ 79,390 +32.0% 
Radios 111,205 107,315 + 3.6% 
Phonographs 15,450 11,651 +32.6% 
Tape recorders 66,000 55,631 +18.6% 
Transceivers 33,660 26,522 +26.9% 
Other electronic equipment 4,700 3,649 +28.8% 
Electronic components 94,280 68,141 +38.4% 
Refrigerators 1,500 2,034 —26.3% 
Other home elec, appliances 

and housewares 5,900 5,181 +13.9% 

Total $437,495 $359,514 +21.7% 

□ □ □ □ Whirlpool will conduct a series of news clinics 
to clarify the use of permanent press garments. The 
clinics will be held in Los Angeles, May 23 ; San Fran¬ 
cisco, May 25; Dallas, May 27. (For the whole story 
of permanent press, see p.14.) 

□ □ □ □ RCA has a new color tv tube development 
which it calls Perma-Chrome. The company says 
Perma-Chrome eliminates any change in color quality 
as the tube warms up. This innovation probably will 
appear in at least some of the new RCA sets scheduled 
for introduction this month; the company will use the 
Perma-Chrome process in its 15-, 19-, and 25-inch color 
picture tubes. The normal picture tube, compared with 
the Perma-Chrome tube, takes about P/2 hours to warm 
up and achieve complete color stability, RCA says. 
More than a consumer benefit, Perma-Chrome will cut 
down set-up time on color tv production lines and will 
speed up adjustments made by servicemen, according 
to RCA. 

□ □ □ □ GE has filed suit against Westinghouse, claim¬ 
ing patent infringements on GE’s self-cleaning oven 
process. 

□ □ □ □ Another sign of rising costs in tv: some tuner 
prices are going up. Sarkes Tarzian was the latest to 
announce a hike in its tuner prices. The increase, 
which ranges from 2.5% to 4% on the present price 
span of $4 to $8, will become effective with orders de¬ 
livered after May 15; it is the first in the company’s 
history. 

During the past few years, tuner prices—which 
were 50% higher 18 months ago—had been moving 
steadily downward. Sarkes Tarzian spokesmen do not 
believe prices will rise to that level again. On Apr. 1, 
Standard Kollsman raised its tuner prices from 2% 
to 2.5%. And Oak Electro/Netics is reviewing the 
prices on some of its tuners, but plans no blanket in¬ 
creases unless union demands exceed President John¬ 
son’s wage increase guidelines. Gavin Instruments, 
which sells tuners priced between $3 and $4.50, is not 
increasing its prices. 
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APPLIANCE-TV 

GE's new tv line: hot prices for transistorized portables 

Once again, General Electric demon¬ 
strated its fondness for a hot product 
at $99.95. 
What GE sprung on the industry 

last week was nothing less than a 
line of transistorized black-and-white 
portables starting with a 12-inch 
model at $99.95. The leader model 
operates on line power only, but 
starting with the $114.95 ac-dc step-
up, GE offers an optional recharge¬ 
able battery ($24.95) and charger 
($14.95). At $119.95, there is an-

12-inch transistor leader: $99.95 

other 12-inch set with a built-in 
charger. A 16-inch portable with a 
built-in charger tops the line at 
$139.95. 

Pushing portability, GE is offer¬ 
ing a series of sea-going and auto¬ 
mobile accessories for the transis¬ 
torized models. Mounting brackets 
for boating buffs go for $31.95 (12-
inch size) and $35.95 (16-inch size). 
A boat battery cable kit is priced at 
$1.95. For viewing in the back seat 
of an automobile, GE is offering a 
$7.95 bracket. And there is a new 
auto/marine antenna for $16.95. 

The vacuum tube portable line opens 
at $84.95 for a 12-inch set; the 16-
inch leader begins at $109.95. In the 
key 19-inch business, GE starts with 
an open-list model and moves to 
$129.95. Top-of-the-line price for 
19-inch merchandise is $149.95. A 
21-inch set weighing 38 pounds is 
priced at $169.95. The 23-inch table 
models start at $179.95. 

Color me improved: GE packed more 
guts into its 11-inch porta-color set, 
added $20 to the suggested list price, 
and topped off the new $269.95 set 
with a free parts and labor warranty 
on carry-in service. The $249.95 ver¬ 
sion GE introduced last year had a 
90-day parts and labor warranty. 

Here are some of the additions 
to the new GE porta-color: 

—automatic fine tuning. 
—new deflection yoke which sim¬ 

plifies convergence. 
—upgrade capacitor in the chroma 

circuit which will improve tint con¬ 
trol; other circuit components were 
also upgraded. 
—better color uniformity through 

greater mechanization in the laying 
down of phosphor dots on the face 
of the picture tube. 
The new model also comes with 

earphone and jack as well as lighted 
color controls. 

The big screen color line opens with 
the company’s first 19-inch table 
model in a vinyl-clad steel cabinet 
and roll-around stand for $429.95. A 
19-inch consolette is also in the 
works. 

Furniture styling in the 23- and 
25-inch console line features Early 
American, Danish Modern and Span¬ 
ish. 
The 23-inch color line, all in genu¬ 

ine wood veneer cabinets, opens at 
$599.95 for a Danish Modern con¬ 
sole, steps up to $609.95 (Early 
American and French Provincial 
models) and winds up at $629.95 for 
Spanish Provincial in pecan veneer. 
The 25-inch color line—three basic 

models all using drop-down doors— 
starts at $699.95 for a contemporary 
unitj steps up to Early American at 

$709.95, and finishes at $729.95 for 
Spanish Provincial. 

Meter-guide tuning is the big new 
feature in GE’s color line. When the 
viewer adjusts the fine tuning knob 
on the sets, he can watch for max¬ 
imum needle deflection on the meter 
which tells the viewer when the set 
is properly tuned. This feature and 
a new automatic flesh-tone stabilizer 
—a special circuit alignment—are 
standard on all GE table and con¬ 
sole color sets. 

19-inch color tv with cart: $1,29.95 

1967 Admiral line sails in: on deck are new prices, tape recorders 
Sharp pricing on an Admiral line is 
not new. And the company’s 1967 
consumer electronics do not tarnish 
the image. For example, the firm has 
shaved small-screen black-and-white 
portable tv prices: the 13-inch Play¬ 
mate is now $85 (formerly $89.95)', 
and the 15-inch Vagabond is now $95 
(formerly $99.95). 

In addition, the company’s color 
tv line-up is heavily weighted in 
favor of 25-inch units (25 of 33 con¬ 
soles) and is rounded out with six 
23-inchers and a lone 21-inch console. 

Admiral’s first tape recorders, a 
two-model low end line, consists of 
the Courier at $39.95 and the Dip¬ 
lomat at $49.95. Both are 6-transis-
tor, monaural, dual-track recorders. 

Color tv consoles: Admiral has 
equipped eight of the 25-inch models 
with remote control and power tun¬ 
ing. The remote control device en¬ 
ables the viewer to adjust color and 
tint from his chair. The styles and 
suggested list prices are : Early 
American, Italian, or French Provin¬ 

cial, $725; Danish-styled in walnut 
veneers, $699.95; Mediterranean in 
pecan veneers, $735; Danish Modern 
in walnut, Early American in maple, 
and Spanish Provincial in oak ve¬ 
neers, all $825. 

Six 25-inch color consoles feature 
tilt-out controls and power tuning. 
Prices range from $695 for a Dan¬ 
ish Modern unit to $725 for a model 
in Spanish styling. Five solid-state 
combos are priced from $799.95 to 
$950. The seven remaining 25-inch-
ers range in price from $619.95 to 
$635 with a Danish Modern model 
on open list. 

Six 23-inchers start at $559.95 and 
go up to $575, excluding two models 
on open list. A 21-inch color console 
is also on open list. 

Instant Play on seven b&w models 
highlights Admiral’s line of big 
screen black-and-white models. The 
feature gives the viewer sound and 
picture instantly. Prices on the seven 
models range from $189.95 to $229.95. 
Four models are on open list. 

The portable line: Topping the 13-
model line is a 19-inch unit with 
both Instant Play and remote con¬ 
trol ; the suggested list price is 
$189.95. Another 19-incher, featur¬ 
ing Instant Play, will sell for $159.95 ; 
a 21-inch model is on open list. 

Three phonos have “flight decks” 
in Admiral’s new 8-model line of 
stereo-radio consoles. The new fea¬ 
ture (shown here) raises the entire 
turntable and instrument panel to a 
proper operating level when the lid 
is raised. Two “flight deck” models 
will sell at $399.95 and one at 
$369.95. Other line units will sell 
for between $229.95 and $299.95. 
The phonographs: Phonos are all 

solid-state and include 10 stereo 
models that range from $59.95 to 
$149.95. Two monaural units are 
$39.95 and $69.95. 

Radios: Five solid-state table ra¬ 
dios include an FM-AM unit ($39.95) 
and a clock table model ($49.95). 
Eight solid-state clock radios are 
priced from $26.95 to $50. Admiral’s 

20-model line of tube radios features 
nine FM-AM sets, five of which are 
clock radios. Prices on the full line 
range from $9.95 to $54.95. 

Phono feature: Plight Deck 

Tape recorder: $39.95 

Symphonic lines up its 1967 phonos—hits all price points 
Symphonic is marching to market 
with the longest line of phonographs 
—38 models in all—in its 20-year 
history. The new 1967 phono line 
ranges from $16.95 for a solid-state 
monaural portable to $419.95 for its 
top-of-the-line 70-inch console phono¬ 
graph with AM-FM stereo radio. 
The monaural portables, starting 

with the $16.95 leader model, in¬ 
clude four manual models ($16.95 
to $27.95), two battery-operated 
models ($19.95 and $54.95), and 
three other automatic units ($39.95 
to $54.95) . 

The stereo portables start at $59.95 

and range in price up to $189.95 for 
a component-type set with AM-FM 
radio. Included in the 10-model stereo 
portable line is a solid-state unit 
with AM-FM radio that operates on 
batteries or optional AC adaptor for 
$59.95. The component-type stereo 
portables—four models in all—start 
at $139.95. 

Stereo component systems in the 
new line come in simulated walnut 
cases and start at $95 for a 3-piece 
unit. The other two systems are a 
$189.95 model with four speakers 
and 30w power, and a $298.95 model 
with six speakers and 50w p^’er. 

A stereo consolette, priced at 
$89.95, is available in mahogany or 
walnut cabinet. 

The stereo consoles range in price 
from $99.95 to the top Symphonic 
models at $419.95. Fifteen consoles 
are in the line. FM-AM radio first 
appears in the consoles at $179.95 
and AM-FM stereo radio appears 
in the $239.95 models. A tape re¬ 
corder is standard equipment in a 
60-inch unit for $379.95. The three 
$419.95 consoles all have six speak¬ 
ers, 80w power output, and AM-FM 
stereo radio. Every console carries a 
90-day in-home warranty. 

Solid-state portable: $22.95 
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Use this new 
PIVOT APPROACH 
you’ll sell more 
refrigerator-freezers 

After you’ve shown her the EPT-14N, “pivot” 
and “see up” to the EPT-14I. Point out the 
chrome shelves including the additional sliding 
shelf, the half shelf, the covered glide-out meat 
pan and the deluxe trim. She’ll see at once 
how much more she gets for her money when 
you tell her the EPT-141 costs only $20.00 more. 

STEP 1 PIVOT MODEL 

Once your customer sees pivot model EPT-14N 
she’s interested. It has the features she wants 
. . . no defrosting in either refrigerator or 
freezer sections . . . separate cold controls . . . 
glide-out shelf . . . twin crispers . . . but she’d 
like to “look around”. She needs to be con¬ 
vinced in her own mind that it really is a good 
value. Keep her from taking a walk! “Pivot”! 

step3see down model 

She’s still not sold? Now’s the time to “pivot” 
and “see down” to the EPT-12N. 1.9 cu. ft. 
of storage is the only difference between the 
EPT-12N and the EPT-14N . . . features are 
identical. And the capacity comes out of the 
height alone. Your customer can see at a glance 
that she’s getting less refrigerator and saving 
only $30.00 when she settles for the EPT-12N. 

The easy, three-step pivot approach establishes the value 
of RCA whirlpool refrigerator-freezers without compar¬ 
ison shopping. Want to learn more about how it can 
work for you? Your RCA whirlpool distributor has the 
complete pivot selling plan. Ask him about the optional 
closing premium, too. Call him today. 

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



MODEL MRT 
Magnesium Light! 
Magnesium Strong! 

MODEL SRT 
Rugged. AII-StMl 

Construction 

OFFERS YOU 
EXCLUSIVELY THESE TWO FEATURES 

k ALL-STEEL RATCHET STRAP 
F TIGHTENER WITH AUTOMATIC 
r STRAP RECOIL! 
This new ratchet quickly and easily tightens strap 
around load. When loosened, spring action auto-
^natically rewinds the strap in 
of the way and instantly 
ready for its next use. A real 
time «aver! EXCLUSIVE ON 
THE ESiSORT! © 

WRITE, CALL OR WIRE 
TODAY 

For Full Details And 
Descriptive literature 

STEVENS APPLIANCE 
TRUCK CO. 

DEPT. E BOX 897 
AUGUSTA, GA. 

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

Escort® 

k FAMOUS ROLLER 
!* BEARING 
f CRAWLER TREAD! . 
This ESCORT feature .allows 
you to roll the loaded yuck 
up and down »fairs with a 
minimum of time and effort^ 
A real back »aver! EXC^Jm 
SIVE ON THE ESCORT! 

SOLD ON A MONEY-BACK GUARANTEE! APPLIANCE TRUCKS 

FISHING FOR 
MORE PROFITS 

?? 

PUT YOUR HOOKS INTO THE 

COMPLETE UNE OF ELECTRIC 
OEHUMIOIFIERS FROM 

Drain 

NEMA 

inch Fan, Direct 
Connector. 

THE OUTSTANDING 
AIR DRYERS . . . More 
selling features . . . 
Overflow Sentinel, Au¬ 
tomatic Humidistat, 
872 quart Styrene Col¬ 
lector Bucket, Big Nine 

Sell the BEST, 
Sell Comfort-Aire 

Model FDHA-45 
MA Certified — 
ty of 22.1 Pints 

DEHUMIDIFIERS 
HEAT CONTROLLER, INC., Jackson, Michiqan 

The Men Who ... 

. .. had the temerity, audacity, effrontery, nerve, cheek, and 
gall to single out 94 housewares products for especially 
good design, from upwards of a quarter million shown at 
the National Housewares Exhibit last January, have made 
their selections faultlessly. 
Remember the old days, when the Museum of Modern 

Art selected housewares for Good Design, the days (circa 
1950) when a coffee pot could get the nod even if nothing 
less than surgical instruments would clean it? Well, those 
days of esoteric “good” design are over. A new day of 
functional, beautiful, saleable good design has been ushered 
in. (The ushers are, left to right, above: Damon C. Woods, 
Arthur J. Pulos, Harold Zierhut, Tucker P. Madawick, and 
Jon W. Hauser.) * 

The award-winners will not be unveiled until July 4, but 
today is not too early to start thinking about promoting 
Good Design in Housewares at retail. For, to repeat what 
I said in this space Apr. 18: “The housewares industry has 
not, for years, had the pleasure of a successful industry¬ 
wide promotion. So the Design in Housewares Award Pro¬ 
gram (sponsored by the National Housewares Manufac¬ 
turers Assn, and coordinated by the National Design 
Center) is a fresh start, and a welcome one.” 
Some objections to that statement, notably from NHMA 

managing director Dolph Zapfel, have reached my desk. He 
feels, “with reason,” he said, that NHMA’s semi-annual 
housewares shows, its trade mission to Europe, its “Opera¬ 
tion Cologne” and “Operation Europe” were “just surely 
that.” Perhaps I wasn’t clear. I’m talking about a successful 
industry-wide retail promotion, and I stick by my guns. 

I also had some objections to my espousal of the National 
Design Center’s marketing philosophy (“marketing 
through aesthetics”) as a rallying point for such promo¬ 
tion, notably from Jack Kane, Ekco’s marketing vice presi¬ 
dent. “It’s true,” he said, “that the industry has not had a 
successful industry-wide promotion,” but added that the 
promotional value of marketing through aesthetics “has yet 
to be defined or proven.” However, in rebuke to my state¬ 
ment that “in many quarters, the image is more schlock 
that sophistication,” Kane pretty well defined for himself 
what marketing through aesthetics is all about. Said he: 
“Those of us who are trying desperately hard to convey a 
design concept in keeping with modern living requirements 
. . . should not be broadly categorized as having a ‘schlock’ 
image.” 

Exactly. That is where the Design in Housewares Award 
Program comes in. As you will see for yourself when the 
94 award-winners (representing 61 manufacturers) are 
displayed at the July Housewares Show, the generally 
broad schlock image of the housewares industry, held in 
some quarters, will begin to be dispelled. It will then be up 
to retailers and manufacturers to impress consumers with 
the new image. ... „ „ „ . 

—Walter R. Browder, Editor 

•Damon C. Woods is chief stylist of the interior studio of Ford Motor Co. Arthur J. Pulos heads hrs 
own industrial design firm in Syracuse, N.Y., and is chairman of the executive committee of the School 
of Art at Syracuse University. Harold Zierhut heads his own design firm in Van Nuys, Calif. Tucker 
P. Madawick is manager of industrial design for RCA's home instruments division. John W. Hauser, 
chairman of the board of design for the Design in Housewares Awards Program, heads his own design 
firm in St. Charles, III. 
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Does Norge have 
the biggest selling story 
on "durable press" drying? 

You said an armful. 

Norge has more room for clothes to tumble in. Big 
6 cu. ft. drum gives biggest loads more elbow room for 
drying; doesn’t bunch them up. Smooth, solid walls 
prevent snagging and wear. 

Norge features biggest lint filter. Huge 14x18 lint 
screen (with front-belly design) permits lint to collect 
without restricting air flow. Special lint wiper prevents 
lint build-up in drum. 

Norge has the lowest drying temperature. Biggest 
drum puts more air to work more efficiently. Result: 
Norge Dryers require less heat, dry clothes faster, safer, 
more wrinkle-free. 

Norge “Automatic Dry” Models eliminate over-
drying ... stop wrinkles. Completely goof-proof. Norge 
dryers sense when clothes are dry and automatically 
shut off after a special wrinkle-out, cool-down period. 

Norge has the most uniform heat. Big 21" fan pulls 
in air over burner (waist-high, dust-free) into the drum. 
Result: there’s greater lifting and billowing of clothes, 
more uniform drying. 

Norge's 3-port air entry—safest, most efficient. 
Heated air is blown evenly through three ports directly 
into the drum. No chance of hot spots or heat damage 
to durable press fabrics. 

All this and Stop-N-Dry too! Permits safe, no-tum-
ble drying of nylons, silks, woolens—even boots and 
shoes ... Make ’66 your best dryer year yet! Fabulous 
Norge line (6 big models) includes the fast-selling Norge 
40th Anniversary Special—the greatest dryer value in 
40 years! BORG 

® 

WARNER 
■■■MB 



GE.s spreoding the gooc 
new'No-Frost 16' 
...with 4 full-color pages in LIFE and LOOK. 

And when the news gets out about the new General Electric ‘No-Frost 16’.. .your business is bound to go 
up! We're spreading it far and wide .. .with full-color pages in LIFE that will hit the newsstands 
on June 6th, June 27th and July 11th, and more of the same in the LOOK issue out on June 14th. 

Total circulation—staggering: over fifteen million. And many of these readers are right in 
your own neighborhood .. .on the verge of buying new no-frost 
refrigerators right now. But wait! That’s less than half the 
advertising this big new General Electric 'No-Frost 16' 
will get in the top-selling season of '66. Read on. 

Model TBF-16S 

_ G LOW PRICED AT ABOUT 

?^2QQ95
Pnctt bb mghtly b 

GENERAL @ ELECTRIC 

only in G.E.’s 
.big, new 
No-Frost 16’ 

‘ead'n8 compaf3bl' refrigerators tested 
ce cubes freeze uD Io twee as fast in G.E. 's new Jet Freeze 
Ice Compartment. 

• Trays are easily removed rood stores neatly 

e Giant-size freezer holds up to 147 lbs. 

* ^FJ5’6 CU " cacac,!> includes large fresn food section 
with separate temperature controls for refrigerator 
and freezer sections. 

• No defrosting anywhere. Frost fust never forms. 
Economical, dependable operation 

• No coils on back. Fits flush to wall. Wide color choice 
including new Avocado shown 

Quality service wherever you live. 



word obout the bi 

TV color commercials on prime-time, big-time shows. 

T une in on ABC-TV most any night in the week between June 7th and July 22nd, 
and watch a color commercial that sells every feature of the new 
G-E 'No-Frost 16' in a new and spectacular way. 
Some TV schedule. 
Biggest we've ever put behind a promotion. But TBF-16S deserves it. Not 

only is it today's most popular-sized refrigerator (a full 15.6-cu. ft. capacity) — 
it also has the fastest ice cube freezing in the West (East, North and South) . 
With a giant-size freezer, loads of fresh-food space, and no defrosting 
anywhere. And the price is so down-to-earth, it's bound to lead the field. 

Ask your G-E Sales Counselor about the bountiful promotion package. 
It includes the works: newspaper mats, radio jingles, TV spots, direct mail 
material, point-of-sale displays, outdoor posters, sales training tools. Place 
your orders for G-E ‘No-Frost 16' refrigerators now. And brace yourself 
for a turnover that's faster than flapjacks. 

No 
defrosting 
anywhere 

GENERAL ELECTRIC 



the whole picture 

Permanent Press 
past, present, promise 

Story by Lawrence Locke 
Cover by Joan Bacchus and Hans Basken 

The word is permanent press. Whether you 
eavesdrop on a clutch of washday wives or a 
conference of textile executives, you will hear 
it repeated like a magic phrase. Along with it, 
you will hear exclamations like “It really 
works !” 

Not only does it work. It sells. Right now the 
production horizon is broad and rosy and the 
sale action is brisk. 

Appliance retailers can cash in on this ex¬ 
citement. Permanent press fabric is the latest 
thing. And, like other fabrics, it has special 
handling needs. Washing, for instance. 
Where appliance retailers come in to the pic¬ 

ture is in showing the consumer why the best 
way to handle permanent press apparel is to 
wash it in an automatic washer and dry it in 
an automatic dryer. 
The growing popularity of permanent press 

garments at the consumer level carries with 
it a vast potential for sales of home laundry 
equipment, and manufacturers are beginning 
to capitalize on this. Whirlpool, Maytag, West¬ 
inghouse, Kelvinator, Hotpoint, and Norge, 
for instance, are promoting cold-water injec¬ 
tion cycles, which cool down permanent press 
clothes, thus preventing many wrinkles from 
setting in the spin-dry cycle. Whirlpool and 
Westinghouse are taking things a step further 
in their 1967 washer and dryer line; “wash-
and-wear” labels on controls have been re¬ 
placed by “permanent press.” And other man¬ 
ufacturers are expected to make similar 
changes on their control dials. 

Emphasis on the importance of the dryer to 
permanent press is the big angle, however. 
Manufacturers are stressing that for proper 
care of permanent press items, an automatic 
clothes dryer is a necessity. And so it is. 
Many garment labels, like the one on the 

cover of this issue, clearly specify: For best 
results, tumble dry. Why? 

Because the shape-setting chemicals used in 
permanent press fabric react to heat, such as 
is generated in the wash and spin-dry cycles 
of a washer. When the garments were orig¬ 
inally baked in curing ovens, the impregnated 
chemicals reacted. The shape was set, creases 
locked in, wrinkles locked out. This baking was 
done at temperatures as high as 500 degrees F. 

But, even though the average automatic 
dryer operates at only 130 to 160 degrees F., 
which is relatively cool, it is just hot enough 
to make the fabric pliable again, to smooth out 
wrinkles even a washer with a cold-water in¬ 
jection cycle cannot get rid of. 
What the consumer needs to know, however, 

is that permanent press garments must be 
removed from the dryer and hung on hangers 
immediately after the dryer shuts off. If they 
are not removed, if they are left to settle into 
a lump, wrinkles will form in the now-pliable 
fabric. 

But what happens if a housewife leaves 
permanent press clothes in the dryer too long? 
All is not lost. She still does not have to resort 
to the drudgery of ironing—if she has an 
automatic dryer. 

The shape of the garments remains. So all 
she has to do, to eliminate the temporary 
wrinkles caused by lumping, is to run the load 
through the dryer again, hang them for a 
while, or simply put them on. 

The sales point for retailers is that an auto¬ 
matic dryer is a necessity—it solves all the 
consumer’s problems connected with maintain¬ 
ing the permanence of permanent press 
clothes. 

Even if a customer objects that she would 
find dryer-watching tiresome and would just 
as soon hang her clothes out on a line, the 
appliance retailer has a good comeback: 
Hanging permanent press out to dry in¬ 

stead of machine-drying it is the act of an 
old-fashioned optimist. True enough, if she 
should be lucky enough to get a windy Mon¬ 
day, wash wrinkles will fall out quickly. But, 
if not, clothes will retain a smattering of 
wrinkles and she will be back at the ironing 
board. Also, even if she does get tumble-dry 
weather, an obstacle still remains. Wind car¬ 
ries the housewife’s nemesis—dirt. 
Another point in the retailer’s favor, when 

a customer complains that she does not like 
dryer-watching, is an innovation that Kelvi¬ 
nator has introduced. The company’s 1967 
dryers will feature a bell that rings two min¬ 
utes before the dryer shuts off. This will give 
the housewife ample warning that it is time 
to take her permanent press clothes out and 
hang them up. 

So, all around, the dryer (and the retailer 
selling one) comes out on top of the perma¬ 
nent press heap. 
And the permanent press heap is getting 

bigger all the time. 
The future of permanent press is glowing 

with promise. From its start in February, 
1964, it has already assumed prodigy propor¬ 
tions. It has now grown into a widely accepted 
innovation in fabric finishing. 

Just check any soft-goods department to 
find a wealth of permanent press labels. Men’s 
slacks, for instance; they were in the van¬ 
guard. Or women’s and children’s sportswear. 
Or even dress shirts and trench-coats. They 
are all in step with the times. 

Predictions from the garment industry put 
1966 sales of permanent press slacks at 300 
million pairs. Estimates show that approxi¬ 
mately 80% of all men’s casual slacks are per¬ 
manent press. 
And this is only the beginning. As exper¬ 

imentation continues, new ways to use the 
permanent press process are steadily being 
discovered. 

Permanent press nightgowns are on the 
counters now. Curtains are making a start. 
And the way lies open to draperies, table 
cloths, bedspreads, sheets—you name it. Eve¬ 
rywhere that wrinkles threaten to come and 
creases threaten to go, permanent press will 
come to stay. 

Permanent press has a good future, and 
home-laundry retailers can fit in that future. 
The time for action is now. 
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The two basic kinds of Permanent Press 

POST-CURE impregnate --“^k dry — — cut —— sew press 

PRE-CURE impregnate dry wash —► cut sew — 
hot head 
press 

What is permanent press? 

Permanent press is a shape-setting 
process. This means two things: first, 
the crease is in to stay; second, the 
flat areas stay flat. 
Here is the process. Chemicals and 

heat curing are permanent press’s two 
special ingredients. The chemicals are 
heat-sensitive resin compounds. When 
exposed to high temperatures they 
form a chemical bond that shapes the 
garment. Fabrics are steeped in resin 
compounds and later cured at tempera¬ 
tures from 325 to 500 degrees F. They 
emerge from the curing oven in final 
form—permanently pressed. 

Growth of finished 
permanent press fabric 
millions of yards 

2,000 -

1,750 

1,500,000,000 (est.) 

1,500- -

1,250 

1,000 

Source: industry consensus of approximate production. 
Note: marketers say that if permanent press tech¬ 
nology continues to meet demands, and no fiber or 
chemical shortages crop up, production in 1970 con¬ 
ceivably could rise as high as 3 billion yards. 

How it is made and who makes it 
Permanent press is not wash-and-wear, but it 
is an extension of that process. Chemical doses 
(resin compounds) in permanent press are 
about double those in wash-and-wear. Also, 
permanent press is cured at temperatures 
higher than those of wash-and-wear. These 
two factors insure the shape-setting bond of 
permanent press clothes. 

Permanent press is made by two processes ( see 
chart above). Both start with the impregna¬ 
tion of the fabric by heat-sensitive chemicals. 
And both processes require intense heat to 
activate the chemicals. However, the point of 
baking or curing is different. 
The first process is called post-cure. Impreg¬ 

nated fabric is dried, cut, sewn, and pressed 
as garments usually are. But then the entire 
garment is popped into a curing conveyor oven 
heated to about 325 degrees F. The chemicals 
react to the heat. When they join in a bond, 
the garment is shaped—permanently. 

Pre-cure, the second method, is similar. It is 
different in one step—heat application. As in 
post-cure, the chemicals are implanted and 
allowed to dry. However, the uncut fabric is 
then cured in a piece. Next, the fabric is cut, 
sewn, and shaped on a hot-head press that 
reaches 500 degrees F. This extreme heat, 
higher than the first curing temperatures, 
temporarily breaks the chemical bond and im¬ 
mediately restores it. The garment is then 
permanently pressed. 
The difference: Post-cure cures the garment. 

Pre-cure cures the fabric. 
Several fabric manufacturers have made 

minor changes and substitutions, but these 
two processes are the basic methods. 

Which process is better to use? It is primar¬ 
ily a matter of money. The post-cure process 
requires large and expensive ovens. Pre-cure’s 
baking facilities are more modest. Then, too, 
each process has its own special uses. For in¬ 
stance, pre-cure is very effective with stretch 
fabrics. 

Permanent press cannot be altered, no mat¬ 
ter which process is used, because the gar¬ 
ment’s shape has been baked in. However, 
permanent press chemists and fabric experts 
are working on remedies for this shortcom¬ 
ing. One possibility is a spray solution that 
would temporarily suspend the fabric’s chem¬ 
ical bond. After an interval, the shape would 
return. This product could be sold to the con¬ 
sumer for home use. 
Permanent press was first made by Koret of 

California, a women’s sportswear manufac¬ 
turer. Meanwhile, other manufacturers were 
experimenting with ways to improve the no¬ 
iron qualities of wash-and-wear. Out of this 
continuing research came: 

The seven main methods of making perma¬ 
nent press garments. 

1. Koratron, by the Koratron Co. (formed 
by Koret), is a post-cure process (see chart), 
and the final step is oven-baking. 

2. Super-Crease, by J. P. Stevens & Co. Inc., 
replaces resins with sulfone chemicals in its 
post-cure process. 

3. Dan-Press, by Dan River Mills, is a post¬ 
cure process like that on the chart. 

4. Coneprest, by Cone Mills. After the gar¬ 
ment is sewn, the potential crease is sprayed 
with a solution that suspends the chemical 
bond. A hot-head press then sets the crease 
and restores the chemical bond. 

5. Burmi-Crease, by Burlington Men’s Wear, 
requires no chemicals. Instead, the thermo¬ 
plastic synthetic fibers are shaped in a hot¬ 
head press. 

6. Never-Press, by Wamsutta Mens’ Wear 
Division, is pre-cured at about 250 degrees F. 
The heat acts on a balanced mixture of fibers 
and a special resin finish. 
7. Sharp/Shape, by Everprest Inc., is pre¬ 

cured. The shape is completely formed with a 
custom-made hot-head press. 

Although these processes differ, the target 
is the same: shape-set garments. 

The name game: whaddayuhcallit? 
Some people call it “durable press.” Others call 
it “permanent press.” “Perma-Prest” is the 
name Sears uses. Others prefer “dura-press” 
or “perma-press.” And each of the seven 
manufacturers listed above has its own dis¬ 
tinct brand name. 

Confusion over the name of the new shape¬ 
setting process has reached such a point, in 
fact, that the American Home Laundry Manu¬ 
facturers’ Assn, has found it necessary to 
schedule a special seminar during its conven¬ 
tion this year (May 26-28, in Colorado Springs), 
on what to call the process. 

The two most widely used terms, for general 
purposes, are “permanent press” and “durable 
press.” The faction holding out for “durable” 
points to the disillusionment over the term 
“wash-and-wear,” which was too extravagant 
a description, and argues that “durable” is a 
safer term because it makes a more modest 
claim. 
merchandising week opts for “permanent 

press” for one reason : tests have proved that 
the shape of true permanent press is baked in 
to stay, lasts for the life of the garment, is 
conceded to be truly permanent. 
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Permanent Press continued from p.15 

Retailers focus on the permanent press picture 

Permanent press is almost as new to the re¬ 
tailer as it is to anyone else. But the word is 
spreading fast. To discover just how well 
known permanent press is, and what effect it 
is having, merchandising week surveyed a 
variety of retail appliance outlets across the 
country. Here are the results : 

“Permanent press sells more dryers," says 
Walter J. Bryson, manager of Mays & Bry¬ 
son Inc., Tallahassee, Fla., “especially in an 
area like Tallahassee, where such a high per¬ 
centage of housewives are employed full-time 
and are interested in labor and time-saving 
methods at home.” 
“We find,” he says, “that 80% of the wash¬ 

ers and dryers sold in this store are sold with 
features which defer to that trend [permanent 
press].” 
Mays & Bryson links its washers and dryers 

with permanent press. “In our ads and in-store 
displays we stress the point that our appli¬ 
ances handle delicate and wash-and-wear 
fabrics,” Bryson said. 
“When we explain about the fabrics, we sell 

more washing machines that feature more 
than one speed, and more with cold wash and 
cold rinse,” says Leonard Robohm, owner of 
Robohm Appliance & TV, Denver. 
"Most customers are aware,” said Don 

Andreas, sales manager of Fred Schmidt 
Appliance & TV in Denver. “As a result,” 
Andreas said, “these people have been buying 
dryers with a cooling-down cycle. We haven’t 
tried any particular advertising campaign or 
in-store display. We just talk to the customer 
about the way the dryer or washer works with 
the new fabrics.” 

"Yes, they are aware,” says Tom Alexander, 
vice president and sales promotion director of 
Joske’s in Houston. “This [permanent press] 
has been pushed a lot during the past six 
months, and I believe that advertising is be¬ 
ginning to pay off. In our laundry department 
it is stressed a great deal.” 

“About 50% are influenced by permanent 
press,” says Bill Shotwell, sales manager of 
Houston’s S. E. Teaff (four stores). “There 
has been a sudden awareness of this and it is 
influencing the buyer a great deal. More peo¬ 
ple are trading in their old washing machines 
for newer ones with the special cycle for wash¬ 
ing the durable press fabrics.” 

Dale C. Haynes, manager of the Hager-Fox 
home center in Lansing, Mich., says that his 
customers ask about the relationship of perma¬ 
nent press to dryers. “We bring up the sub¬ 
ject ourselves, too,” he said. 
Haynes added that Hager-Fox is stressing 

permanent press in its newspaper and radio 
ads for washers and dryers. He also has used 
signs furnished by Westinghouse as dryer-
top displays. 
“We are stressing a dryer that cuts off auto¬ 

matically when 97% of the moisture has been 
removed,” says Edwin V. Smith, manager of 
Leonhardt’s Appliances, Louisville, Ky. “It’s 
important not to over-dry these clothes. I think 
it would be a good idea to put a special ‘per¬ 
manent press’ setting on dryers and washers, 
like they’ve done for wash-and-wear,” Smith 
said. 
“Maytag has provided us with some litera¬ 

ture about dryers, stressing the need for low 
heat and lots of airflow. It makes a good talk¬ 
ing point,” he added. 
“Many people are quite aware of this proc¬ 

ess,” says David Weiner, manager of Zayre 
Department Store, Louisville, Ky. 
Weiner suggested that appliance manufac¬ 

turers “should stress that permanent press 
and other types of fabrics are better dried in 

a dryer than any other way. I think we 
[Zayre] should start tying this into our dryer 
sales.” 

“Probably about 50% of the customers are 
thinking about permanent press,” says Carroll 
Roetger, branch manager of The Trend Appli¬ 
ances, in St. Matthews, Ky. 
“Our manufacturer [General Electric] sent 

us information about speed settings for wash¬ 
ing these garments. However, they haven’t 
touched on it in advertising. I’m sure they 
could do more in this regard.” 

“Durable press can sell more dryers, if the 
salesman is aware of what is going on in the 
field,” says Lester D. Friedland, merchandis¬ 
ing manager of Norman’s in Manchester, 
Conn. He says that 60% of his customers are 
aware of permanent press. 

“People will buy more readily if you take the 
time to explain durable press, it’s very much 
like wash-and-wear. I’ve seen several dryers 
sold in the last few weeks, and this is the 
start of our slack season for dryers with sum¬ 
mer coming on,” Friedland said. 

Lester R. Hansen, manager of Barker-
Fowler Electric Co., a general electric outlet 
in Lansing, also thinks that permanent press 
has stimulated interest in dryers. The process 
has been a factor in perhaps 25% to 30% of 
his dryer sales, he estimates. 
Jay Winslow, manager of Appliances City, in 

Phoenix, says that dryer sales are up 10% to 
15% over 1965—almost wholly because of the 
impact of permanent press. 

“It sells a heck of a lot of dryers for us,” says 
Carl Schwab, manager of Wagon Wheel Appli¬ 
ances, in Phoenix. “This was especially so dur¬ 
ing December when we had unprecedented 
rain and the women couldn’t hang clothes out 
on lines.” The store stresses the dryer cycles 
in its newspaper advertising and in-store dis¬ 
plays. 

Enthusiasm is growing as fast as sales in 
permanent press, according to Martin Fried¬ 
man, merchandising manager for the Federal 
Department Store, in Detroit. 
“Manufacturers have begun to stress the 

process, and our salesmen are continually 
bringing this factor up when talking with 
customers. But this is really just the begin¬ 
ning of the trend,” Friedman said. 

“Permanent press will help sell dryers, wash¬ 
ers too,” he says, “but only after the consumer 
is made aware of exactly what ‘durable press’ 
means, and the benefits derived from the proc¬ 
ess.” Federal ran a series of ads that tied 
washer-dryer combinations with a leading 
trouser manufacturer’s line of permanent 
press pants. 

Bert Pierce of Gerke’s Inc., a suburban 
Seattle retail outlet, features a permanent 
press display and has scheduled tie-in adver¬ 
tising. 
“RCA Whirlpool has given permanent press a 

real good kick-off,” he said, but he “would like to 
see more advertising with special emphasis on 
dryers.” He plans to capitalize on the relation 
between permanent press and the dryer with a 
contrast display of ordinary and permanent 
press clothes. 

"The trend’s hitting pretty hard,” says George 
Shater, major appliance buyer for Crowley’s, 
in Detroit. 
“Manufacturers have begun to stress the 

importance of the new process, and its effect 
on the purchase of dryers and washers is just 
beginning,” Shater said. 
“There is great potential for higher sales in 

the major appliance area with the introduction 
of the durable press process, but right now 
most customers are not aware of what the 

process really is. I think that as soon as they 
are more knowledgeable about what it is,” 
they’ll begin buying more,” Shater said. 

“Young women are aware of it,” says Nancy 
Watson of the Bellflower-Lakewood Maytag 
home laundry center, in Los Angeles. 

“One-third of dryer sales result from im¬ 
pulse-buying. And permanent press is respon¬ 
sible for much of this in-store impulse buying. 
When the housewife sees what these machines 
are going to do for her, she would have to be 
an idiot not to want a dryer. We demonstrate 
for customers and this has a really tremen¬ 
dous effect.” 

Miss Watson said permanent press was “the 
most important asset for laundry equipment 
to come along in a long while. We keep dura-
press clothing on our display counters and 
feel it’s a big asset in getting the customer 
to buy a dryer.” 

1966 laundry sales have risen 10% at her 
center and Miss Watson attributes the gain 
directly to permanent press, especially as it 
affects dryer sales. She suggested that more 
appliance manufacturers should advertise to 
educate the public. “They’re not doing enough 
to let everyone know. Many customers don’t 
even know what wash-and-wear cycles are,” 
she said. 

Permanent press is a potent sales factor, ac¬ 
cording to Mrs. W. L. Tidwell of Tidwell’s 
Appliance & Furniture Co., in Atlanta, Ga. 

“If our customers are not aware of the 
durable press trend, we’re telling them,” she 
said. “I’ve found that durable press does in¬ 
fluence consumer purchases in laundry equip¬ 
ment when you tell them about it.” 
“A lot of people don’t know that you cannot 

wash durable press clothes with fast spin or 
hot water. A lot are disappointed when they 
find out they have ruined their durable press 
by putting wrinkles in the fabric by a fast 
spin. They have to iron out the wrinkles.” 

“I don’t think manufacturers are making 
the most of the durable press trend,” Mrs. 
Tidwell said. “They should stress the time it 
would save the housewife—particularly if she 
works. Because time is the one thing she 
can’t get more of. We use durable press as a 
selling point. I always ask the customer if she 
works. If she does, I point out the time she 
can save with durable press clothes.” 

Permanent press sells high-end dryers, ac¬ 
cording to Bruce Pickering of Pickering Ap¬ 
pliance in Seattle. He says that all his women 
customers are aware of the durable press trend 
and take the fabric into account when buying 
laundry equipment. 

Pickering has placed several small ads and 
displays to emphasize the tie-in between per¬ 
manent press and the dryer. These are getting 
good response, he said. Pickering also noted 
that RCA Whirlpool has realized the potential 
of the new process and is beginning to make 
the most of it. 

Permanent press is part of the pitch, accord¬ 
ing to Glen E. Hardin, general manager of 
Handy Andy’s two appliance stores in the 
Sacramento area. Hardin has instructed his 
salesmen to include the washing needs of per¬ 
manent press when selling washers and dryers. 
This, he said, accounts for most of his sales 
that are attributable to permanent press. 

Permanent press will step up sales at the two 
stores, Hardin said. However, the final out¬ 
come “may not be more dryer sales but sales 
of better dryers,” he said. 

“Permanent press needs national ads,” Hardin 
says. “Tie-ins should get good results. An 
example would be a tie-in with RCA Whirl¬ 
pool and Arrow shirts.” 
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Joske of Houston seems to be simply promoting per¬ 
manent press sheets in this ad. But there is more to it. 
The ad copy and the dryer illustration both argue that 
the new fabric needs a dryer. This same need can also 
mean more dryer sales for appliance retailers. 

No Ironing Needed 
PERMA-PREST Clothes Come Oui 

of Kenmore Dryers Ready to Wear. . . 

Kenmore Automatic Dryers 
•low 

Kenmore 2-Cycle Electric Dryers Kenmore 2-Cycle 
Electric Drvers with “Air Only” Electric Dryers 

*59 — ’«» — ’99 
Tf,li I- KnpiinJ! Brafuinsi. Traalr-la R.apiirrJ' 

This is an example of the Sears approach to perma¬ 
nent press. Sears uses permanent press as a dryer¬ 
selling tool. Instead of simply pushing dryers, Sears 
ads explain permanent press and its handling needs. 
Special stress is laid on the fabric’s need for a dryer. 

Tips to sell dryers 
via permanent press 
“Tumble-dry” labels on permanent press gar¬ 
ments plug dryers and are perhaps the strong¬ 
est dryer advertisement to reach the house¬ 
wife. 

But not all garment manufacturers are 
sewing in the label. Industry spokesmen say 
manufacturers fear that the consumer with¬ 
out a dryer will not buy permanent press. To 
counter this reluctance, laundry equipment 
manufacturers are urging that the label be 
sewn into all permanent press garments. But 
the label alone is not enough. 

In-store displays can sell dryers by stressing 
the no-ironing feature of permanent press. 
Suggestions: hang a banner announcing the 
arrival of the “new no-iron, no-wrinkle 
phenomenon in fabrics” ; display the garments 
on washers and dryers; stress especially that 
permanent press needs a dryer; set up a dis¬ 
play contrasting machine-dried and line-dried 
permanent press slacks to show customers 
that to do it right they must have a dryer. 

Ads can link dryers to permanent press. For 
example, the advice, “for best results, tumble 
dry,” is becoming increasingly familiar to the 
housewife. Retailers can capitalize on it in 
their advertisements and also coordinate it 
with in-store dryer-and-garment displays. 
Tie-ins with local garment retailers are an¬ 
other possibility. 
What Sears is doing. Sears’ ads stress 

tumble-drying for permanent press clothes, 
and, Sears reports, the response is good. Sears, 
of course, sells both dryers and permanent 
press garments. It displays the garments and 
devotes space to explaining the care they need 
(see ad). And it emphasizes strongly that a 
dryer is a necessity for permanent press 
garments. 

However it is done, this is the point: by sell¬ 
ing the idea of permanent press, the retailer 
can sell dryers because dryers are an integral 
part of the permanent press picture. 
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APPLIANCES 
STEREO 

COLOR TV 

(Let G.E. sort it out for you!) Take a look around 
your store. Too much cardboard from too many 
manufacturers? General Electric can take care of 
that little problem. 

They'll supply you-with any and every major ap¬ 
pliance you want to sell . . . and give you a good, 
coordinated display program to go with them. 
We even have professional store designers who 

will help you plan an efficient floor layout for your 
store. You'll get more room to move in and a faster 
turnover, too. 

And besides beating back the jungle and improv¬ 
ing your traffic patterns, G.E. keeps sales counse¬ 
lors overflowing with new merchandising ideas that 
will help you sell. So line up with G-E major appli¬ 
ances . . . and leave the jungle to Tarzan. 

GENERAL© ELECTRIC 
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O SON* CORP. OF AMERICA, VISIT OUR SHOWROOM. 585 FIFTH AVE.. N.Y. 

“I can’t hear it.” “I can’t hear it.” “I can’t hear it.” “Hear what?" “I think I can hear it.” 

Sony 
announces 
an almost 

imperceptible 
improvement 

in stereo. 
We’d like to be able to tell you that the new Sony 

HP-450 makes everything else sound terrible. 
But we have to be honest. 
All we’ve done is design a music system that we 

think is a hair better than the competition. 
And that’s where we ran into a snag. 
One of the sad facts about human ears is that four 

people out of five can’t tell the difference between a 
very good sound system and an excellent one. 

So, to four-fifths of your cus¬ 
tomers, all we can suggest you 
tell them is that the new Sony 
has a professional-type moving 
coil cartridge. (The kind that’s 
used on broadcast equipment.) 

That it’s completely equipped with silicon transis¬ 
tors. (They’re more expensive than germanium transis¬ 
tors, but they’re more reliable, so we use them.) 

And that it has two full-range speakers on each side 
instead of the usual one. (They give wider directivity 
for better high-frequency response.) 

Of course, if you’re dealing with the one out of five 
with extraordinary ears, you won’t need to tell him 
about all these little advances. 

He’ll hear the difference. 
And don’t worry about all 

the people who can’t. 
Even to those with strictly 

ordinary ears the new Sony stil I 
sounds good. 

The new Sony HP-45O stereo music system 



HOUSEWARES NEWS 

U.S.-made electrics gaining 
overseas; blenders are hot 

First-quarter figures for exports of 
housewares suggest that as long as 
Europe prospers, so do American 
suppliers. Exports of U.S.-made 
housewares rose sharply to a 54.8% 
increase over the same quarter last 
year. 

This good news has more than 
fulfilled industry expectations. As a 
spokesman for Sunbeam put it, “We 
looked forward to greater sales 
abroad this year in comparison with 
the first-quarter sales last year— 
when the dock strike put a damper 
on all exports.” 

Exports rose, in terms of units, to 
615,260 housewares sent in the first 
three months of 1966 (mostly to Eu¬ 
rope and Latin America) compared 
to 397,300 items exported in the first 
quarter a year ago. 

Seven products actually doubled 
their export volume. These were 

power reel lawn mowers, sewing ma¬ 
chines, blenders, can openers/knife 
sharpeners, automatic coffeemakers, 
toasters, and clocks. 
The biggest housewares items (in 

total units sent abroad and percent¬ 
age of growth) of the first quarter 
were mixers, blenders, and juicers— 
with an increase of 178.16%, up from 
37,737 units in 1965 to 104,971 units 
in 1966. The three products are 
lumped together in U.S. customs tal¬ 
lies. Automatic coffeemakers have 
registered the next biggest export 
gain, jumping 169.25%. More than 
25,000 coffeemakers were sent to 
Europe this year. During the same 
quarter last year, fewer than 10,000 
coffeemakers had been exported. 
The only housewares to show first-

quarter declines were electric fans 
( — 19.33%), shavers (-25.22%), 
and heating appliances ( — 22.75%). 

First-quarter U.S. exports of housewares (1966 vs. 1965) 

Products 1st Qtr 1966 1st Qtr 1965 % Change 
Mixers, Blenders, Juicers 104,971 37,737 +178.16 
Coffeemakers, automatic 26,807 9,956 +169.25 
Can Openers/Knife Sharpeners 15,467 7,178 +115.48 
Sewing Machines 2,745 1,359 +101.99 
Clocks 97,290 50,561 + 92.42 
Lawn Mowers, power reel 6,430 3,464 + 85.62 
Toasters 23,070 12,466 + 85.06 
Cooking Appliances (n.e.c.) 48,092 29,566 + 62.66 
Lawn Mowers, hand 19,948 12,303 + 62.14 
Lawn Mowers, power rotary 34,821 22,497 + 54.78 
Vacuum Cleaners 45,866 30,486 + 50.45 
Floor Waxers & Polishers 8,439 5,864 + 43.91 
Hair Dryers 8,324 6,146 + 35.44 
Irons 71,227 58,861 + 21.01 
Drills, portable electric 50,4’53 43,100 + 17.06 
Fans, electric 23,833 29,543 - 19.33 
Heating Appliances (n.e.c.) 12,420 16,077 — 22.75 
Shavers 15,057 20,136 - 25.22 
Source: U.S. Customs. N.E.C.; not elsewhere classified 

Netherlands stays way ahead 
in shaver imports to the U.S. 

Four out of five shavers imported to 
the U.S. in the first quarter of 1966 
came from the Netherlands, where 
Norelco-brand shavers are manufac¬ 
tured. The Netherlands accounted 
for 90% of the dollar value of all 
shavers imported into the U.S. dur¬ 
ing the quarter. 

Imports from the Netherlands 
were almost double those of the first 
quarter last year: 416,952 in 1966 
compared to 230,408 in 1965. At the 
same time, the average price per unit 

rose substantially, from $3.47 to $5.07. 
First-quarter figures also show 

that of the 487,033 units shipped 
to the U.S. this year, some 416,952, 
or 85.6%, came from the Nether¬ 
lands. Total cash value of shaver im¬ 
ports was $2,158,939—of which 
$1,893,009, or 87.7%, came from the 
Netherlands. 
The United Kingdom was second 

in shaver imports with 29,000 units, 
which brought in $95,100—up $41,371 
from the first quarter of 1965. 

U.S. imports of shavers (1st Quarter 1966) 

_ UNITS_ 
January February March 

_ DOLLARS_ 
January February March 

Japan N/A* 400 N/A N/A $ 1,200 N/A 
United Kingdom 10,000 N/A 19,000 $ 32,800 N/A $ 62,300 
Netherlands 132,120 131,808 153,024 537,460 623,894 731,655 
France 5,100 8,300 N/A 17,085 27,805 N/A 
West Germany 4,170 6,130 4,342 27,030 11,650 27,883 
Austria N/A N/A 1,000 N/A N/A 4,970 
Switzerland 2,800 3,200 1,685 4,200 5,479 5,237 
Italy 612 N/A 3,342 6.072 N/A 32,219 

Monthly totals 154,802 149,838 182,393 $ 624,647 $670,028 $864,264 
Total 3 months 487,033 units $2,158.939 
Source: U.S. Customs N/A*: Not available; figures are gathered sporadically, not every month. 

□ □ □ □ New products are coming early as manufac¬ 
turers add to their product lines before the July House¬ 
wares Show, hoping to get some of the spring gift 
business. 

Master Appliance Corp., of Racine, Wis., is adding 
a blender and a cordless slicing knife to its growing 
line of electric housewares. The Master blender offers 
a push-button 6-speed control, a timer, and 7-cup con¬ 
tainer. Master is promoting the blender’s llOOw motor. 
The slicing knife uses Teflon gearing and Union Car¬ 
bide batteries. 

Casco Products, which sold its electric housewares 
business to Hamilton Beach several years ago, is back 
in the health and beauty business with a new line de¬ 
signed for the drug trade. To its line of heating pads, 
Casco has added an infra-red massager, a heat band¬ 
age, a heat bonnet, a neck-throat heating pad, and a 
cordless hair brush. 

Kromex, of Cleveland, is offering a new line of Temp 
pantryware that features sharply sculptured black 
accents against a variety of metal and vinyl finishes. 
Retail price range is $5.98 to $16.98. 
And Waring Products will introduce five new blend¬ 

ers about June 1, six weeks before the Housewares 
Show. 

□ □ □ □ Sunbeam is talking style on its new peres, pre¬ 
viewed to the press in New York City last week (mw, 
9 May, p.21). Sunbeam is offering five “style” models 
in the new line, which breaks down into “high fashion,” 
“traditional bullet,” and “low silhouette” styles in five 
price ranges. Full margin retail prices range from 
$12.95 (Sunbeam’s lowest ever) to $26.95. Three of the 
five new peres are 4- to 12-cup models. Shipments will 
begin immediately. 

□ □ □ □ Westinghouse puts blankets on Park Avenue 
with a new line of all-virgin acrylic fiber models that 
carry 5-year guarantees. The Park Avenue line is of¬ 
fered in six decorator colors in a $25 to $60 price 
range. Westinghouse also is offering a new Westbrook 
line in a mixed fiber blend in an $18 to $50 price range. 
A new bedside blanket control holder also is being in¬ 
troduced to retail at $1.50. 

□ □ □ □ Teflon research is moving ahead at DuPont 
with the first two coatings in a new family of Teflon 
resins that promises to provide more durability. The 
new coatings, described as “experimental durable re¬ 
lease coatings,” are being made available to manufac¬ 
turers for laboratory and promotion tests; they may 
begin showing up on some housewares products by 
fall. Advantages of the new coatings are : increased re¬ 
sistance to scratching and abrasion; lower baking 
temperatures ; and the need for only one coating appli¬ 
cation instead of the usual two. The new Teflon resins 
also can be applied by electrostatic spraying. 

□ □ □ □ Key moves ... cory appoints E. J. Camos Co., 
a St. Louis sales agency, to represent consumer prod¬ 
ucts in eastern Missouri, southern Illinois, and part 
of Kentucky . . . robinson knife, names Milton M. 
Zelter to the new post of director of sales and mar¬ 
keting . . . scovill elects John C. Helies to the new 
post of executive vp. 
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HERMAN 

IN ADVERTISING : 

Nort/w 

MAMIE GOES CAMP. 
POP GOES IMORELCO 

ÕnnãwhíTé 
GÊNE SAKS 

3 MEW WORDS IN A NEWWAVE 
OIF WILD. WITTY MERCHANDISING 

Camp and pop art have proven very 
successful as advertising gimmicks, 
too. Even the New York City the¬ 
ater is “gear” to the idea. On Broad¬ 
way, Angela Lansbury will star in 
Mame (see ad above), a musical ver¬ 
sion of Auntie Mame that promises 
to be classic camp. 
And in housewares, Norelco is 

currently running pop art ads (be¬ 
low) in newspapers of 99 colleges 
and universities. “It’s fun and light¬ 
hearted,” says Richard Q. Kress, as¬ 
sistant vice president and advertis¬ 
ing director of North American 
Philips Co. “The college student is a 
prime target for shavers,” Kress ex¬ 
plains, “and a prime way to appeal 
to the student is through pop art.” 

Ekco is showing its gadgets on 
clever, campy, contemporary display 
cards. The idea has been a tremen¬ 
dous success, according to the Ekco 
spokesman. “We’ve had a fantastic 
response to these cards,” he said. 
“They’ve had a lot of publicity, and 
everybody’s picked up the idea.” 
The craze is obviously a profitable 

one—not just for the New York the¬ 
ater or the housewares bath shop, 
but for other housewares as well, 
like personal care electrics, bar goods, 
and barbecue and lawn equipment. 

Three of the newest fads to hit the American 
scene are pop, op, and camp. And everyone 
is camping it up but retailers, who may be 
missing a good thing by not pitching a retail 
promotion around this new wave of excitement. 
A pop, op, and camp approach can put some 

zing into some rather staid housewares displays 
and promotions—particularly in the bath 
shop. 

The bath’s latest look recalls but outstrips 
the style of the Thirties. It goes beyond 
baroque; it is fluffy, feathery, furry, and 
delightfully fake. 

Manufacturers of bath shop accessories 
continue to compete—not in price, but in 
fashion and expanded lines. The merely func¬ 
tional items are out ; what is “in” are the 
poppiest, oppiest, and campiest accessories— 
all of them color-coordinated. 

Individuality is the byword. The shopper 
wants the manufacturer to color coordinate each 
item, but she wants to “package” them all by 
herself. Point up her infinite choice. 
For a vignette, show a lace 
or net or paisley shower curtain, drape it 
with colorful plastic beads, or tie it back 
with vivid tassled ropes. Add a fake fur waste¬ 
basket, a wildly painted wicker hamper ensem¬ 
ble, a ruffled tissue box cover, or a fake 
fur tiger skin to cover lid and tank. 

Accent with a Tiffany lamp shade. A Batman 
poster. A photo of Barbra Streisand. J 
Turn your retail floor into a camp site. 

—Judy Kunzelvian 

HELP! HELP! 
I’D GIVE ANYTHING TO 
SAVE DEAR NICK PROM 
GETTING ROUGHED UP 
WHILE SHAVING CLOSE! 

SOB-SOB 

ANGE1A 
1ANSBURÏ 
MAME 
a new musical 
“EROME .ROBERT JERRY" 

SEATS TOM’W AT BOX OFFICE 
OPENS TUESDAY EVG.. MAY 24 
Prwwa Ma, it, 1 J. 20. 21 (Mit A Et| L 23. 

LAWRENCE ELEE I 
w PAW DENNIS 

LAWRENCE »«LEE 

BEATRICE JANE 
ARTHUR CONNELL 
WILLARD WATERMAN 
FRANKIE MICHAELS 
— w^.WILUAM-JEAN ECKART 
—^.ROBERT MACKINTOSH 
^.THARON MUSSER 

.DONALD PIPPIN 
..PHHJPJ LANG 

ROGER ADAMS 

MAILORDERS wï'CZ* 
nun noMmr J,“T “JJ 

WINTER GARDEN THEATRE, B'way at 50th St. • Circle 5-4871 

pop: anything designed in the style of pop art, 
which is based chiefly on advertising art and 
comic strip art. 

op: anything designed in the style of optical art, 
which uses various patterns that appear as 
optical illusions. 

camp: anything in a style that is ornamented, 
exaggerated, or even outlandish enough to be 
considered “in,” amusing, and attention¬ 
getting. 

GIVI HM Mt! 
ill GIVI HIM A CLOSl 

SHAVE AND A 
COMFORT ASIE ONE, 

WO! 



■ If you are in the housewares business, and intend to stay and prosper, you cannot afford to miss 

this midyear exhibit. Each year the July NHMA Exhibit grows in impact and importance until now it looms as the 

make-or-break pause on the merchandising calendar. Housewares is not a one-shot-a-year business. It is ever¬ 

changing, ever-moving, ever-growing. The summer housewares get-together is the industry’s own way to keep 

up-to-date on products, promotions, people and ideas. Make it your way to your full share of profit in the 

climactic selling season ahead. 

SEMI-ANNUAL 

NUMA 

NATIONAL 
HOUSEWARES 

EXHIBIT 
Serving the Housewares Industry Since 1938 

NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
1130 Merchandise Mart, Chicago, III. 60654 

JULY 11-15 
1966 

McCORMICK PLACE, 

CHICAGO 



FLOOR CARE NEWS 

COMING . .. JUNE 27TH ISSUE 

MERCHANDISING WEEK TAKES A 

WIDE ANGLE LOOK AT THE NEW 

LOOK IN REFRIGERATION ... THE 

TRENDS, THE PACE SETTERS, THE 

MERCHANDISING INNOVATIONS. 

Advertising Reservation Date: June 13th 

Planning to change your address? 

Please 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 

I (Please print your new address below) 

name & position 

company 

I 
type of business (if retail, please indicate type of store) 

street city state zip 

I 

□ □ □ □ ‘Selective’ price increases are coming in the 
electric floor care product field. Vacuum cleaner manu¬ 
facturers are expected to follow the electric house¬ 
wares pattern of “selective price increases” as laid 
down last month by Sunbeam Corp. The price increases 
will range from 1% to 7% depending on the model, 
but will not affect every product in most lines. In¬ 
creases are expected to average out over the line at 
about 3% to 5%. 

Shetland is following the “selective approach” in its 
new pricing schedule that goes into effect today. Two 
polishers have been increased by less than 2%, while 
two chrome numbers are raised by 7.1% and 8.2%. 
“The percentages were based on increases in dealer cost 
figures.” In vacuum cleaners, only the Fashionables 
are affected by price increases—the $44 retail line was 
upped by 2.4% on dealer cost, the $54 retail line was 
increased by 3.9%, and the $64 retail line was raised 
by 1.2%. Shetland officials point out that the firm did 
not raise prices when it brought out the new canister 
line of Fashionables in January. 

Most, if not all, vacuum cleaner producers are ex¬ 
pected to adjust prices generally upward before the 
July Housewares Show. Some manufacturers—such as 
Regina Corp.—talk of “resisting” price increases at 
this time, but will not rule out the possibility that 
prices may be increased by July. 

□ □ □ □ Shetland stands alone with decorator vacs. 
Other leading vacuum cleaner manufacturers are not 
expected to copy the Shetland “fashion approach” used 
on the Shetland Fashionables canister vacs. Eureka-
Williams, for example, has shelved an idea to offer a 
decal kit for its canister cleaners. And Regina’s Robert 
E. Cassatt told of experimenting five years ago with a 
fancy design for the cloth bags on Electrikbrooms. The 
firm decided against the fashion angle at that time and 
has no plans to give it a go at this time, Cassatt added. 

Although no one apparently is planning to copy the 
Shetland fashion angle, many a vacuum cleaner manu¬ 
facturer is somewhat envious of the publicity and 
trade excitement Shetland received from the Fashion¬ 
ables. The feeling is that there is no more publicity or 
excitement to be had. 

□ □ □ □ Vacuum cleaner design is focusing— and will 
continue to focus—on light-in-weight products with 
features that add to cleaning performance and conve¬ 
nience. Westinghouse’s new Twin-Jet upright vacuum 
cleaner is an example. Although the product features 
a slim-looking modern appearance, the promotional 
effort is on the dual suction fans that provide “more 
suction power.” Ads are showing a cutaway of the fan 
section of two uprights—a conventional unit with one 
fan and the Westinghouse Twin-Jet model with two 
suction fans. The product is being introduced at a 
$59.95 retail price. Westinghouse dropped the Twin-
Jet into the line after the January Housewares Show. 

□ □ □ □ Eureka will tie in household chemicals with 
its electric floor care products in a new premium offer. 
Through Aug. 31, Eureka will offer an assortment of 
Wagner cleaners and applicators in a premium pi-omo-
tion built around a Time-Saver theme. The Time-Saver 
kit is valued at $5.64. 
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2.3 million automatic washers 
and 2.1 million dryers will be 
purchased by McCall’s homemakers 
in the next two years.* 

How many will be yours? 

Nobody knows for sure, but one 
thing is certain, the number of your brand sold 
will depend largely on your exposure to this market. 

McCall's has the market—17,078,000 responsive women 
readers. That's 22.8% more than the next ranked women's 
publication. And what's more, McCall's market is a buying 
market. Dealers say six out of every ten brands are selected 
and purchased by women. This is the market to reach and 
concentrate on and you'll do it through McCall's. 

And now there's added incentive to buy washers 
and dryers with new innovations in the textile industry, 

such as Durable Press. With the advent of this new 
process the drudgery of ironing is truly eliminated if the 
homemaker owns a fully automatic washer and clothes 
dryer. Result, more leisure time for the modern woman. 

In any case, if you feel your present advertising ap¬ 
proach is washed up or dried out try a fresh one— look to 
McCall's for results. 
Source: All audience data copyrighted by Alfred Politz Media Studies and printed with their permission. _ juuilu /-tn autiic..»» 

4MB III ■ I ■ Brand Index 

McCall’s goes further 
First magazine for women 



APPLIANCE-TV NEWS INDUSTRY TRENDS 

□ □ □ □ Roper places 50 “electronic match” ranges. 
The company has distributed the ranges to utilities 
across the country. The solid-state “match,” which 
Roper is putting into its ranges for Sears (MW, 31 
Jan., p.3), replaces the pilot light. Generally, the util¬ 
ities are not expected to show the units to consumers. 
The companies’ home service departments will test the 
ranges to assess the device’s advantages, and the re¬ 
sults will help Roper decide whether to include the unit 
in its 1967 range line. 

□ □ □ □ Olympic has a new 12-inch portable tv set with 
solid-state power supply, telescopic antenna, and plug¬ 
in earphone. Available in a black or tan molded plastic 
cabinet, the set has an open list price. 

□ □ □ □ New labels on RCA's tape cartridges have been 
announced. Among RCA Victor’s Stereo-8 cartridge 
releases this month are selections from the Kapp, 
Scepter, and Wand labels. This is the first time that 
RCA has offered recordings on Stereo-8 cartridges 
from labels other than its own. These tapes will be 
manufactured, packaged, and distributed by RCA and 
will carry the same warranty as RCA Stereo-8 car¬ 
tridges, which guarantees replacement for one year 
from date of purchase on manufacturing defects. 

□ □ □ □ Color tv sets are in 6.2 million homes, accord¬ 
ing to the latest estimate from NBC. This total repre¬ 
sents a gain of 2.8 million color households, 87 % above 
the 3.21 million color household figure for Apr. 1 last 
year. NBC estimates that, on Apr. 1, 11% of all house¬ 
holds with tv sets had color units. 

□ □ □ □ Admiral has a $114.98 19-inch b&w portable 
tv that will be offered to dealers on a limited basis as 
an “advertising special” leader model. Leader model in 
the 21-inch b&w tv line is $139.95—$10 lower than 
last year. (For more details on the 1967 Admiral line, 
see story on p.8.) Admiral estimates that the industry 
will sell 3.7 million 19- and 21-inch b&w portables this 
year. Admiral will double national magazine adver¬ 
tising this year. Also, a total of 115 spot commercials— 
pushing portable tv sets, stereo consoles, and, for the 
first time, color tv theaters—will be shown on network 
television. Unlike last year, the tv campaign will not 
be discontinued during the May-September period. 

□ □ □ □ Norelco cut the price on its Carry-Corder 150, 
a miniature, cassette-loaded, cordless tape recorder. 
Effective Apr. 25, the minimum advertised price in 
co-op ads was reduced from $98.75 to $89.50. 

□ □ □ □ A new builder of color tv deflection yokes is 
preparing to enter the market. Muter Co. is now tool¬ 
ing a color yoke plant; until a fire destroyed its manu¬ 
facturing facilities several months ago, the company 
had supplied most major tv manufacturers with b&w 
deflection yokes. According to Herbert E. Kuhlow, 
executive vice president of Muter, shortages of copper 
—one of the chief materials required in yokes—will 
not be an acute problem. (Muter still holds the alloca¬ 
tion contract it concluded with copper suppliers when 
it was manufacturing b&w deflection yokes.) Muter 
has no plans to reinstate b&w yoke production. 

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

date 1966 1965 % change 

FLOOR CARE PRODUCTS_ 

floor polishers March 
3 Months 

vacuum cleaners March 
3 Months 

114,416 
310,668 

549,606 
1,501,141 

120,122 
321,564 

504,287 
1,298,801 

- 4.75 
- 3.39 

+ 8.99 
+ 15.58 

HOME LAUNDRY- -

dryers, clothes, elec. March 
3 Months 

dryers, clothes, gas March 
3 Months 

washers, auto. & semi-auto. March 
3 Months 

wringer & spinner March 
3 Months 

119,516 
375,188 

60,719 
184,900 

344,747 
959,079 

52,965 
120,799 

98,534 
293,988 

47,316 
150,956 

337,969 
895,820 

52,011 
1 39,530 

+ 21.29 
-I- 27.62 

+ 28.33 
+ 22.49 

+ 2.01 
+ 7.06 

+ 1.83 
- 13.42 

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) 

March 392,500 443,000 
3 Months 943,100 1,000,400 

March 21,300 20,900 
3 Months 67,100 42,600 

March 31,600 40,700 
3 Months 92,900 93,300 

March 83,000 78,900 
3 Months 231,600 191,400 

February 114,400 99,700 
2 Months 221,300 187,100 

March 42,300 32,700 
3 Months 108,800 91,400 

March 56,200 59,700 
3 Months 145,000 151,200 

March 1 20,700 127,400 
3 Months 355,100 332,900 

March 58,900 78,100 
3 Months 184,100 195,700 

March 224,200* 208,300 
3 Months 574,800 527,900 

March 394,800 421,500 
3 Months 1,170,200 1,11 4,700 

March 78,600 100,700 
3 Months 247,400 259,800 

March 237,260 227,150 
3 Months 669,980 671,310 

- 11.40 
- 5.73 

+ 1.91 
+ 57.51 

- 22.36 
- .43 

+ 5.20 
+ 21.00 

+ 14.74 
+ 18.28 

+ 29.36 
+ 19.04 

- 5.86 
- 4.10 

- 5.26 
+ 6.69 

- 24.58 
- 5.93 

+ 7.63 
+ 8.88 

- 6.33 
+ 4.98 

- 21.95 
- 4.77 

+ 4.45 
- .20 

CONSU M ER ELECTRON ICS- --

phonos, port.— table, distrib. sales 

monthly distributor sales 

phonos, console, distrib. sales 

monthly distributor sales 

radio (ex auto), distrib. sales 

monthly distributor sales 

b&w television, distrib. sales 

monthly distributor sales 

color television, distrib. sales 

monthly distributor sales 

April 29 39,419 43,656 
17 Weeks 821,008 898,019 

February 248,358 272,533 
2 Months 444,942 463,851 

April 29 19,343 19,128 
17 Weeks 595,055 448,465 

February 167,483 112,979 
2 Months 323,734 230,285 

April 29 263,596 172,584 
17 Weeks 4,057,712 3,386,290 

February 1,103,561 892,017 
2 Months 1,934,911 1,585,022 

April 29 127,312 149,296 
17 Weeks 2,453,482 2,428,720 

February 589,186 609,538 
2 Months 1,240,090 1,241,547 

April 29 83,456 26,218 
17 Weeks 1,239,358 592,437 

February 302,062 168,460 
2 Months 533,300 314,154 

- 9.71 
- 8.58 

- 8.87 
- 4.08 

+ 1.12 
+ 32.69 

+ 48.24 
+ 40.58 

+ 52.73 
+ 19.83 

+ 23.72 
+ 22.07 

- 14.73 
+ 1.02 

- 3.34 
- .12 

+218.32 
+109.20 

+ 79.31 
+ 69.76 

• March total includes: 157,100 free-standing ranges, 28.700 high-oven models. 20,000 built-ins, 18.400 set-ins. 
Sources: VCMA, AHLMA. NEMA, GAMA, EIA. 
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Here’s why the Westinghouse leadership line’ 
is the toast of the Room Air Conditioner business? 

"Take our 5,000 and 6,000 BTU models, just for openers,” says Rodger W. Gibson, 
National Sales Manager of Westinghouse. There are a couple of solid reasons why these 
compacts took the market by storm in '65. 

"This strong, silent compressor, for example. It weighs just 25 pounds. 
Which makes the unit not only lightweight, but really compact. Another 
big plus is the 5-year replacement guarantee.* 

“Our hot-selling compact line has a great 
new addition in '66. A unit for those 
impossible-to-fit sliding windows. . .that’s a 
Westinghouse exclusive. 

“See how easily it goes in? Up ’til now 
sliding windows meant through-the-wall 
installation. Now your customers can do it 
themselves. 5500 and 8000 BTU. Both 
115 volt plug-ins. 

"Picture the number of new prospects. All those medium and low 
priced homes with sliding windows and no central air conditioning. 
50% of all aluminum windows are sliders. Our new unit fits wooden 
sliding windows, too— plus casements. Anything up to four feet high. 

“How about this Panelaire unit— the step-up 
model in the 6,000 to 17,000 BTU range. 
Panelaire is made for the style-conscious 
prospects. It has a simulated wood grain finish 
that can be painted or papered to match anything. 

‘Authorized dealer or service agent will replace with comparable 
model to original purchaser any Mobilaire R 5000 and 6000 delivered 
to him on which the hermetically sealed refrigerating system be¬ 
comes defective within 5 years due to workmanship or material. 

You can be sure if it's Westinghouse ( W 

"Here’s our exclusive, easy-to-use Mobilframe 
mount. You secure it in place first, then slide in 
the air conditioner. Unit can’t get away from you 
with this frame locked in position. 

■Bam®«®» : ■ \ 
“These are for the big cooling jobs. Up to 26,000 BTU with 
or without exposed louvers. WASSCO offers free floor 
planning, a buy-back deal and fabulous trips for 
successful dealers. Your Westinghouse distributor will be 
glad to give you the whole story.” 



Remember all those women 
who walked away 

from your overweight uprights? 
Call them back. 

You could have sold a lot more uprights if only they 
weren't so darned heavy. 

Well here's one that's not—the Regina Brush 'n Beat. 
It's the first full powered upright vacuum that 

doesn’t feel like a Mack truck. 
It brushes, beats, devours deep-down dirt. From 

carpets. Bare floors too. Does the same thorough job 
as any heavyweight— but weighs only half. 

It slips under low furniture. Fits stair treads. Has a 
twice-as-big dust bag. Hangs flat against a wall. Has 
a full set of attachments. Has a retail price tag of less 
than $40 the industry's lowest priced full featured 
upright— with a full profit margin. 

Features sell merchandise. You know it. We know 
it. The Brush 'n Beat is everything a woman expects 
an upright to be. 

Except heavy. 
The Regina Corporation, Rahway, N.J. 

REGINAJL 
In Canada, contad Switson Industries Limited, Welland, Ontario. 

REGINA 
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