MERCHAND/SIN

EDITED FOR THE APPLIANCE, CONSUMER ELECTRONICS, AND HOUSEWARES INDUSTRIES
A McGRAW-HILL PUBLICATION/50 CENTS/VOL. 98 NO. 25/JUNE 20, 1966

(77,4

4@ 000 Planning for profit in
the booming kitchen business be-
gins with appliance salesman-
ship. But, beyond that, it takes
a special kind of know-how. A
report to appliance retailers on
the help they can expect, the pit-
falls and advantages, and the ex-
periences of some of their col-
leagues begins on.................. p.31

AT PRESSTIME -

L0000 Prerecorded stereo tape
sales will jump 50 % —or $18 mil-
lion—this year over last, predicts
E. Peter Larmer, stereo tape
manager at Ampex. This esti-
mate includes only 4-track reel-
to-reel tapes, not 4-track or 8-
track cartridge tapes.

O OO0 Sabotage cost GE 25,-
000 refrigerator shells last month
when sand or sugar was fed into
the paint system of the General
Electric household refrigerator
: department in Louisville, Ky.
- e ——— GE, which sold the ruined units
for scrap, declined to estimate
the cost of the damage.

R —————

O OO0 Electronic ignition de-
vices will be featured on Athens
Stove’s new gas range line that
the Athens (Tenn.) firm will in-
troduce in July.

U OO0 Hong Kong radio prices
on exports to the U.S. averaged
$2.55 on 1,462,382 radios sent
through April—a drop of 83
cents from the 1965 four-month
period. Radio exports from Hong
Kong to this country rose 83.12 %
for the first four months of 1966,
compared with the same period
last year. Total for this April:
599,029 radi's (average price:
$2.41). This is a 199% increase
over April of last year, when only
199,884 units (average price:
$3.42) continued on p.3




I's not the GREEN DOT
on this pump assembly that makes it 99.8% reliable.

It's the G-E ZERO DEFECTS Reliability Program behind it.

We used to turn back some of our washers
at final inspection because their pumps
didn’t function perfectly. Now we've cut
this rejection rate to one thirty-sixth of
what it used to be.

Improved pump reliability is one more
milestone in our ZERO DEFECTS Program
—aimed at making G-E Washers as de-
pendable as is humanly possible.

To achieve that aim, we've given our
crackerjack human inspectors some non-
human help—a powerful battery of
GREEN DOT testing machines.

This sophisticated electronic equip-
ment, developed by G-E Engineering,
automatically applies the most exacting
tests in the industry to vital components

and assemblies before they go into a
General Electric Washer.

Our Pump Tester, for example, charges
the internal cavities of each pump with
air, then monitors pressure change with
respect to time.

In the same six seconds, the pump is
driven through a calibrated clutch.

A pump that leaks or does not rotate at
the rated speed is automatically rejected.
A pump that works perfectly...is automat-
ically sprayed with a GREEN DOT—the
mark of approval it must have to be in-
stalled in a G-E Washer.

We still haven't attained ZERO DEFECTS
—but the GREEN DOT on every one of our
pumps says that we’re working at it.

GENERAL &3 ELECTRIC
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AT P R ESSTI M E continued from p.1

were shipped. Through April this year, 68.1% of all
radios exported from Hong Kong came to the U.S.

OO0 Major appliance shipments are up for the first
five months of 1966, reports the National Appliance
Manufacturers Assn. Compared to the first five months
of 1965, dishwasher shipments were up 28.8% in 1966,
dehumidifiers were up 15.3%, refrigerators were up
9.1%, electric ranges were up 7.7%, freezers were up
5.3%. Electric water heater shipments were un-
changed ; room air conditioner shipments were off 8.6 %.

0O0O0O Packard Bell strengthened its hand outside
the western states by opening a new service center in
Chicago. It is the company’s first service center outside
the West Coast.

0O OO GE and Arvin have signed Nippon Columbia to
export tape recorders to them in the U.S. The GE con-
tract calls for shipments of 25,000 tape recorder chassis
and mechanisms (without cabinets) over a period of
three months, beginning in August. Under the contract
wih Arvin Industries, Nippon Columbia will export
20,000 completed tape recorders to the company. Ship-
ments, which have already begun, are scheduled to be
completed this fall, reports McGraw-Hill World News
in Tokyo.

OO0 Color tv expansion in Japan: Sanyo is building
a new color tv factory to have a monthly production
capacity of 10,000 units by the end of 1966. And Hi-
tachi is doubling its color tv production to about 6,000
units a month by the end of the year. Sanyo said at the
beginning of this year that it would produce a total of
45,000 units in 1966 and export about 10,000 of them
to the U.S. The company presently has a monthly pro-
duction of about 4,000 units, says McGraw-Hill World
News in Tokyo. Hitachi said earlier that it would pro-
duce 36,000 color sets this year and would consider ex-
port plans to the U.S. following the Music Show in
Chicago.

OO Standards for tape cartridges have been
drawn up by the Electronic Industries Assn. (EIA).
A special EIA engineering committee on cartridges has
proposed standards for the external dimensions of
Orrtronics-type cartridges, Lear-type cartridges, and
endless-loop cartridges requiring an external pressure
roller. According to an EIA spokesman, the committee
ironed out the cartridge standards in near-record time

—six weeks—an indication of the industry’s keen in-
terest in this new product category. Quality and per-
formance levels are not involved in the EIA standards.
The standards proposals will now be circulated within
the industry for comments which should be returned
to EIA by mid-July.

OO0O0O0O Norge's new 15-Ib.-capacity laundry line of
Very High Quality (VHQ) units includes five auto-
matic washers and four matching dryers. The washers
carry suggested retail prices ranging from $199.95 to
$289.95. Gas and electric dryer prices start at $119.95
and go to $229.95. A new backguard design provides
“step-up” styling, according to Norge. The new appli-
ances provide features for permanent press clothing,
including 140-to-160F drying temperature range, cool-
down cycles, and mass air circulation.

OO0 Pilot Radio will buy Telectro Industries, sub-
ject to the approval of National Union, which wholly
owns Pilot and owns about 65% of Telectro’s outstand-
ing stock. Telectro is a manufacturer of tape recording
equipment; Pilot manufactures hi-fi and stereo com-
ponents and consoles, and related cabinets, and recently
started making and marketing color tv receivers.

OOOO NARDA’s cost-of-doing-business survey for
1965 shows, in preliminary analysis, a sharp rise in
volume for association members as well as an impres-
sive hike in before-tax profit. Not quite as satisfactory
is the finding that inventory rose 16% by year end
over the year’s beginning (for a closer look at inven-
tories, see p.8) : in 1964 this rise was only 4.2%. Sales
were up 12.4% for the year; in 1964 they were up
11.1%. Initial findings show dealers will have an aver-
age before-tax profit of slightly less than 3% ; this will
be increased by almost another 2% when “other in-
come”—rebates on financing, year-end-volume rebates,
and the like—and other expense items are taken into
account. Before-tax profit, therefore, will be almost
5%, up from 1964’s 3.06 %, which was a six-year high.
Other figures show:

Costs 1964 1965 i
Cost of goods sold 73.829% 72.749,
Total operating costs 24.43% 24.539,
Net operating profit 1.75% 2.739%
Sales mix (by product catggpry) B 1964 1965
Tv—% of total dollar sales 26.8% 36.8%
Refrigerators—% of total dollar sales 17.4% 13.89%
Washers—9% of total dollar sales 13.1% 11.6%
Radio, hi-fi, phono—% of total dollar sales 7.5% 10.19,

Solid-state color tv: a look at the industry’s timing

Color television receivers equipped
with all-solid-state circuitry may be
available for consumers as early as
January, 1967. The only thing pre-
venting an earlier introduction is the
continuing high demand for sets
with conventional circuitry. This is
the opinion of some engineers ex-
pressed at the spring conference of
the Institute of Electrical and Elec-
tronics Engineers in Chicago. The
meeting was on tv and broadcast

equipment, and a number of the big
name television and radio producers
were showing off wares that carried
the latest in advanced technical think-
ing of solid-state design.

“I think most producers have tran-
sistorized set designs stashed away
somewhere that they could put on
the market most any time,” said an
executive for one large set manufac-
turer. “But set makers look at it this
way: What's the sense of putting

such a set on the market when the
present sets are selling so well?
You're riding a seller’s market with
demand outstripping supply, and so
there is no real incentive.” This
opinion was echoed by other engi-
neers, but some felt that the primary
problem in solid-state color tv receiv-
ers was cost. “You simply can't sell
them,” said one engineer.

“I expect we will see color sets hy-
bridized for a while—possibly a year

before you will have an all-solid-state
set on the market,” he added. One
manufacturer that showed an ex-
perimental solid-state receiver was
Motorola. The set has 49 transistors
and is all-solid-state except for the
picture tube and high-voltage recti-
fier. The set was shown to engineers
“to provide an idea of what could be
done in solid-state design.” RCA also
exhibited a 15-inch developmental
transistorized color set.
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As Ed Leahy bids a
fond farewell
aloha to Hawaii, the
biggest sales boom
in Philco history
is underway:.

The 1966 Philco Hawaiian Holiday was a tidal wave of excitement.
Philco dealers eye-witnessed a line of electronics and appliances
that’s designed to sell big. And they bought big. Orders so far have
far surpassed last year’s orders. And the final tally isn’t in yet.
Philco’s come out with products that are just what your
customers are looking for. Whether it’s a transistor radio or a
luxurious stereo. So you can open the new season with the right
products. We want everybody to see what all the commotion
was about out in Hawaii.

So whatever you do, see it all at your Philco distributor’s
Dealer Preview, and find out why
Philco’s really moving.

TELEVISION - STEREO PHONOGRAPHS
RADIO « HOME LAUNDRY - RANGES
REFRIGERATORS + AIR CONDITIONERS

® FAMOUS FOR QUALITY THE WORLD OVER
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WASHINGTON NEWS

OO0 Limiting the growth of CATV seems to have be-
come a fairly popular game these days. Already this
year the Federal Communications Commission (FCC)
assumed jurisdiction over all community antenna tv
(CATYV) systems, a federal judge in New York ruled
that CATYV is subject to copyright laws, and the House
Commerce Committee approved a bill that would con-
firm FCC jurisdiction.

Outwardly, CATV people are trying to maintain a
calm we’ve-just-begun-to-fight attitude. Privately, they
concede that things look rather dark. The important

points: the ruling, if it stands up under appeal, could
make CATYV too expensive for the average consumer;
and the FCC wants to keep CATV out of the nation’s
top 100 tv markets, where the money is.

CATYV lobbyists may well succeed in blocking pass-
age of the Commerce Committee bill this year; it is
getting late in the session, and the Senate Commerce
Committee probably will not even plan hearings until
the House acts. The FCC is not counting on passage of
the bill in the current session of Congress.

Blocking passage may give CATV people some cause

Phonola Magnecord
IS very big in
lape recorders.

Are you?

If you're not very big in tape recorders—or even if you are
—Phonola Magnecord’s imaginative, precision-engineered
new line offers great opportunities.

Why? Because as you know, your customers are be-
coming more and more sophisticated in tape equipment.
The Phonola Magnecord line puts you in the happy posi-
tion of having exactly what they want in a wide price range
to suit every pocketbook. It doesn’t cost a small fortune...
yet it still satisfies the desire for near-professional quality
with sumptuous good looks.

You get an exceptionally good profit margin, to boot.
Want to hear more? Just contact us.

PLEASE CALL OR WRITE FOR INFORMATION TODAY!

Q;.\ MODEL #9002

‘7’-\
5P| MODEL #9004

phonola

WATERS CONLEY COMPANY, INC., A SUBSIDIARY OF THE TELEX CORPORATION
645 NORTH MICHIGAN AVENUE/CHICAGO, ILLINOIS 60611/PHONE: (312) 944-5125

MODEL #9001

VERy BIG 'N Soynp

SEEUSATTHE MUSIC SHOW—CONRAD HILTON—CONTINENTAL ROOM BOOTHS 314, 315, 316, 317

to rejoice. But they will be
overlooking an important
point: the FCC has assumed
jurisdiction over CATV and
will not change its mind if
the bill does not get through
because of lack of time. It
will take affirmative action
by Congress to make the
commission reconsider.

IO CC More power for the
Federal Trade Commission
(FTC) to halt mergers is im-
plicit in a recent Supreme
Court decision. The court says
the FTC can seek a tempo-
rary order blocking a merger
while it studies the situation.

To a merger-minded busi-
nessman, the decision has se-
rious implications. As dis-
senting Justice Abe Fortas
notes: businessmen might
well abandon a merger plan
rather than wait until an
FTC proceeding “wends its
leisurely way toward a weary-
ing conclusion.”

OO0 The furniture-appli-
ance business is booming, or
1s 1t? The Commerce Depart-
ment reports that, while re-
tail sales in May were 5%
above those of May, 1965, but
2% below sales in April of
this year, the drop in furni-
ture-appliance sales was rela-
tively slight. But, at the same
time, retail inventories are
building.

Government economists at-
tribute this to expectations of
higher sales in the near fu-
ture. Some skeptics contend
that inventories rise when
dealers buy more than they
sold in the immediate past.
Inventories in May were near-
ly $200 million above April.
About half of this increase
was in department and fur-
niture-appliance stores.

MERCHANDISING WEEK




|
|

Max Shulman looks on approvingly as his son, Lloyd, talks to Mays buyer.

Go-go son of J. W. Mays chief
has hard goods sales humming

There are two quick routes to the
presidency of a major retail chain.

One is to be the boss’ son. The
other: get the message across to
management that you are executive
material with a series of merchan-
dising and operational changes that
generate fat increases in sales and
profits.

Lloyd Shulman fills the bill on both
counts.

A 24-year-old fireball who coordi-
nates the activities of the 11 hard
goods divisions at J. W. Mays Inc,,
Lloyd is the son of Max L. Shulman,
chairman and president of the Brook-
lyn-born six-store chain.

Significantly, Mays’ hard goods op-
eration, which represents slightly
more than 20% of the chain’s $101
million annual volume, has shot up
to new highs in both sales and earn-
ings since Lloyd put his two cents
into the hard lines business 10
months ago. Translated into figures,
Mays’ hard goods complex is streak-
ing 48% ahead in gross profit and
339 ahead in sales for the current
July 31 fiscal year.

How come the big increases? As
Max Shulman explained it: “We
practically revamped the operation—
in terms of greater depth of mer-
chandise, more resources, and bigger
hard goods departments. There is
now greater customer awareness that
Mays’ is in the hard goods business
in a substantial way.”

In an interview with the Shul-
mans in the family’s plush Park
Avenue apartment, the Mays’ pres-
ident observed happily that the over-
all profitability of the chain’s hard
goods division is better than had
been expected.

“We thought our competitive ef-
forts in pricing and servicing of hard
goods would result in a low profit
margin-——but I'm happy to say it
wasn't the case,” he said.

Mays' boss spoke glowingly of his
son’s contributions: most notably,
expansion of lines and the upgrad-
ing of merchandise—both of which
have made positive contributions to
increased sales.

Asked whether his son had made
many mistakes along the way, Max
Shulman replied with a grin: “If he
has, he’s concealed them pretty well.”

Although Max wouldn’t make a
definite statement to the effect that
Llovd would be the next president
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of Mays, it is pretty clear that this
is the case.

Presumably, the elder Shulman
would continue as chairman and chief
executive officer of the firm when his
son becomes president.

The prospect of heading Mays does
not scare Lloyd. “I'm not afraid of
the job,” he said confidently, “I've
been well trained for it. I grew up
at Mays. My grandfather (the late
Joe Weinstein, founder of the 42-
year-old firm) used to wheel me into
the store in a baby carriage. And
when I was 13, I was selling shirts
in the boys' department.”

A graduate of Ohio State Univer-
sity who spent a year with the hard
goods division of Goodyear Tire &
Rubber Co. before joining Mays last
August as an assistant major appli-
ance buyer, the youthful retailer has
some definite thoughts on the hard
lines industry.

A pet peeve is fair-trade pricing,
which he considers unfair to the big
store. In fact, he said, large stores
have become showrooms for the
small dealer. “Fair-trade merchan-
dise is supposed to be sold at a pre-
ticketed price. Yet, we get customers
who come into the store with sales
slips to show us where they bought
an item for less. Unfortunately, na-
tional brands don’t police the small
stores as effectively as they should.
But they keep very close tabs on the
large stores.”

In light of this, Lloyd said, “we're
leaning more heavily on non-fair-
trade items where possible.”

Removing his shoes and curling up
in a large sofa chair, the youthful
retailer spoke enthusiastically of con-
sumer reaction to the firm’s lines of
higher priced hard goods, such as
$49.95 mixers and $70 blender-and-
cooker combinations. He also ex-
pressed delight at the big volume in
19-inch color tv sets at $449.95.
“We’'re selling them as fast as we get
them,” he said.

“Don’t forget about the bathroom'
injected his father. “Bath shop ac-
cessories are going fantastic. We've
set up separate departments and
we're selling such items as red bath-
tubs and red sinks with gold fixtures.
It seems that the bathroom has re-
ally become the glamour spot of the
home.”

His son—the future president—
nodded in agreement.

APPLIANCE-TV NEWS

OO0 The lowest-priced microwave oven in Japan
is being marketed by Matsushita for $827.78. The new
Panacook 7 NE-700 is 24 inches high, 19 inches wide,
24 inches deep, and weighs 143 lbs. Matsushita has no
immediate export plans.

OO00O0O0 Penney plans a catalog distribution center
near Atlanta, Ga. Construction of the new 2-million-
sq.-ft. plant is scheduled to begin late this summer and
be completed by fall, 1968. Penney is aiming for nation-
wide catalog service by the early 1970s.

OO OO Hotpoint aims to build dealer traffic this sum-
mer with a Summer Sale promotion. The campaign
was launched with a full-color, full-page ad in the
June 10 issue of Life. The same ad will appear in the
Saturday Evening Post. Hotpoint dealers have a con-
sumer contest which will tie in with the publicity. Con-
sumers guess how many bottles of Coca-Cola are stored
in a Hotpoint No Frost 17 and win prizes of Coke.

OOO0O NBC estimates the number of color tv sets in
U.S. homes on Apr. 1 was 6.01 million—an 87% in-
crease over Apr. 1, 1965. NBC maintains that the
number of U.S. households owning color tv sets will
near the 10 million mark by the end of the year.

OO00 $15 will buy a home laundry classroom kit
that has been designed as a new educational service
by the American Home Laundry Manufacturers’ Assn.
(AHLMA). Educators, home economists, and retailers
can order the kit from AHLMA, 20 North Wacker Dr.,
Chicago, Ill. 60606.

00OCO0O Japan aims for higher-end radio exports:
McGraw-Hill World News in Tokyo reports that a new
export control system is scheduled for adoption at the
June 20 meeting of the Japan Machinery Exporters
Assn. (JMEA). The new system will limit radio ex-
porters to 6-month unit totals equal to only three times
their “reserved quotas.” Currently, exporters can ship
unlimited quantities of low-end radios as long as they
find unfilled quotas. JMEA hopes this new curtailment
will encourage export of higher-ticket radios.

O OO0 A first look at Toshiba’s pricing: its consumer
electronies line to be marketed in the U.S. under its
own name (MW, 2 May,p.3), will include two b&w tv
sets—a 19-inch tube-type model and 11-inch AC-DC
portable—both to retail at about $130. The new line,
which will be seen for the first time at the Music Show
next month, also includes a 19-inch color console to
retail somewhere between $360 and $440. A nine-model
line of transistor radios will be priced between $9.95
and $200; AM-FM will come in at $25. A line of solid-
state 4-track stereo tape recorders will be priced in the
“medium to high range.” Toshiba hopes to have a
national sales network set up by mid-1967: its ulti-
mate aim, says George T. Stewart, B 1
consumer division vice president of
Toshiba America, is to establish, 5,000
to 7,500 dealers nationally and to grab
20% of the Japanese-brand consumer
electronics business in the U.S.

New 7-band “porta ble



APPLIANCE-TV NEWS

O OO0 Loading the low-end in color tv? Three top tele-
vision executives—S. R. Herkes of Motorola, W. Walter
Watts of RCA, and John T. Morgan of Sylvania—say
no, the high-end color tv sets will still be hard-hitters
in sales.

—Herkes: Cannot understand the thinking behind
tapping, through the recent price reductions, “another
and lower strata of consumer buying power” when the
industry could not hope to meet the market for receiv-
ers existing at the previous prices.

—Watts: RCA’s headline-making $449 leader 25-
inch color set combined with its $750 color combo will
account for less than 2% of RCA’s unit production
this year; 21-inch color sets will represent less than
5% of RCA’s 1966 production. “Price leaders are only
a small proportion of retail sales,” Watts asserted.
“The average retail price of sets ordered by RCA’s
distributors has jumped to $624 a set from $750 over
the past 12 months.”

—DMorgan: The more expensive models are the sell-
ers, he agrees. Sylvania’s biggest seller in its 1966 line
was a 25-inch Italian Provincial model for $625—and
Morgan does not expect the trend to change. Sylvania’s
color tv production breakdown for this year: 15% 21-
inchers, 25% 19-inchers, and 609% 25-inchers.

D000 Matsushita: a color tv export division has been
formed to boost the company’s overseas sales, reports
McGraw-Hill World News from Tokyo. The new divi-
sion is expected to expand Matsushita’s production ca-
pacity from the present 8,000 color sets per month to
15,000 per month by the end of the year. Of the present
monthly total, between 5,000 and 6,000 units are fed
into the Japanese market, and 2,000 are exported to
the U.S. Matsushita’s color tube capacity has already
been expanded to about 15,000 units per month, al-
though actual production presently averages about
8,000 units per month.

OO0O0 The biggest Music Show ever is predicted by
William R. Gard, executive vice president of the Na-
tional Assn. of Music Merchants. “For the first time,
attendance will go over the 20,000 mark,” he said.
“Every bit of space available for exhibits has been
sold out.” A home entertainment panel meeting will be
held Monday, July 11, at the show. It will feature Wil-
liam F. Mulcahy, president of TelePro Industries, dis-
cussing “The Future in Tape”; Jack Raymond of
Jenkins Music Co., of Kansas City, speaking on “Key
Decisions in Marketing Home Entertainment Prod-
ucts” ; an executive of KLH Research and Development
Corp. on “Effects of Compacts on Today’s Console Ra-
dio-phonograph Sales”; and Edward J. Horstman,
president of LaGrange Television and Organ Co., on
“Using Bedell Advertising Principles in a Competitive
Urban Market.”

OO0 Kelvinator is leasing Manitowoc’s plant, locat-
ed in Manitowoc (Wis.) after negotiating with the
Manitowoc Company Inc. to buy the facility (mw, 28
Feb., p.3). Kelvinator will assume management of the
170,000-sq.-ft. plant on July 3. Manitowoe, which has
built commercial refrigeration units for Kelvinator
for many years, will continue to market its own line of
freezers and refrigerator-freezers.

Out of a $4.5 million lawsuit
may come a new look at Magnavox

Retailers around the country will be watching one retailer
who is suing Magnavox for $4.5 million. The retailer,
Marlan Appliances Co. Inc., of Long Island, N.Y., is ac-
cusing Magnavox of antitrust activity, breach-of-contract,
and conspiracy. Out of the suit may come an inside look
at the way Magnavox does business.

In its suit, which was filed in Federal
Court, Brooklyn, N.Y., Marlan says
it was one of the largest Magnavox
dealers in Suffolk County on Long
Island. Marlan says it signed a fran-
chise agreement with Magnavox on
Jan. 28, 1963, and says Magnavox
unilaterally terminated the franchise
Mar. 16, 1966. Between these dates,
Marlan apparently had its troubles.

Marlan says it had an incentive
agreement with Magnavox to buy
$107,147 worth of merchandise dur-
ing the year 1965-66, but that Mag-
navox failed to deliver all the mer-
chandise, and what was delivered
was not what Marlan wanted. The
suit alleges: ‘““as a condition of pre-
cedent to having the defendant Mag-
navox’s salesman take an order for
color television, the defendant’s rep-
resentative insisted that stereo, hi-
fidelity, and black-and-white televi-
sion be tied in across the board with
these orders,” violating, says Mar-
lan, Sect. 1 of the Sherman Act, and
Sect. 4 of the Clayton Act.

On two occasions, Marlan states,
it ordered ¢Glor sets with other tie-in
merchandise; the other merchandise
came; the color sets did not. At the
same time, Magnavox was selling
color tv sets and other merchandise
to other dealers in the Long Island
area. The effect of these sales, Mar-

lan feels, may have been to ‘“sub-
stantially lessen competition or tend
to create a monopoly in the sale of
Magnavox color tv sets” in the area.

Marlan says that between Febru-
ary, 1965, and March 1, 1966, it
complained to Magnavox that other
dealers were cutting prices. It alleges
that ‘“the defendant Magnavox Co.
has diseriminated in price, often
secretly, in the form of preferential
prices, discounts, rebates, and ad-
vertising allowances.” The suit also
says that the Magnavox representa-
tive “threatened to remove the Mag-
navox franchise, unless the plaintiff
stopped selling Sylvania products.”

The suit further alleges that Mag-
navox’s refusal to supply it with
color sets was the result of a con-
spiracy between Magnavox, its rep-
resentatives, and Friendly Frost,
who are also named in the suit.
Friendly Frost, a 30-store chain with
outlets in New York and Connecticut,
was franchised by Magnavox in 1963.

Marlan claims that it has been
damaged $1 million because of Mag-
navox’s antitrust actions, entitling
Marlan to triple damages. For the
alleged breach-of-contract between
Magnavox and Marlan and the al-
leged conspiracy between Magnavox
representatives and Friendly Frost,
Marlan claims $1.5 million damages.

Growing retail inventories:
NARDA gauges the growth

A recent report of rising appliance-
tv dealer inventories is being care-
fully studied by the board of the
National Appliance-TV & Radio Deal-
ers Assn. (NARDA).

Although the substantial rise in
inventories is not necessarily threat-
ening, it does merit careful scrutiny.
And so yesterday, NARDA’s board
met to examine the potential dangers.

The report, NARDA’s annual cost-
of-doing-business survey, shows that
the value of inventories rose 16%
from the beginning to the end of
1965. By comparison, the value of
inventories rose only 4.29% in 1964.

Another indicator of the inventory
situation was pointed out by Jules
Steinberg, executive vice president of
NARDA. Preliminary 1966 surveys
show that—in comparison to 1965—
first-half volume has shown a slight
over-all increase and profits have
failed to keep pace, while the rate of
inventory build-up has accelerated.

The products responsible for the
high inventories, according to Stein-
berg, who just completed a trip
around the country, are primarily
three: air conditioners, stereo (rep-
resenting the accumulation of units
dealers have had to buy in order to
get color tv sets), and color tv sets.

“I've seen color inventory,” Stein-

berg stated, ‘“although I haven't
heard any complaints.” And, he add-
ed, in view of the probable increased
costs of color tv, and the continued
color tube shortages, color set stock-
piles are not necessarily ominous.

The catch, of course, is consumer
demand. “Will she or won't she,”
Steinberg asks rhetorically, “come in
and buy this fall?”

In the meantime, the retailer’s
working capital is tied up in in-
ventory while the cost of money
rises. Only last week, for example,
New York City’s largest bank, the
Chase Manhattan, boosted interest
rates on automobile, home improve-
ment, and most other installment
loans (new rates 43,% to 54, %) in
a move reflecting rising money costs.

One other development about which
Steinberg speculates:

“l think that the good business
done at recent manufacturer show-
ings has been done by department
stores and chain stores. And if the
manufacturer isn’t allocating a defi-
nite part of his production to dis-
tributors—so that the dealer can get
merchandise when he needs it—he
isn’t fulfilling his obligation.

“He may be—and I hope he is—
doing this. Many independent deal-
ers can’'t afford to be wrong.”

MERCHANDISING WEEK
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look alike?
they're not!

New BSR Miniplayer joins BSR Minichanger for companion step-up sales!
Smart manufacturers will be showing both, in promotable ‘go-anywhere’
portables. Both fit the same tiny lightweight cabinets that start impulse
sales on sight! Both deliver full BSR quality, unrivaled service savings. Both
are ready to ‘go-go’ with cordless/AC power, better features, better looks.
Exciting, satisfying to teens, tweens, adults. A step-up team with built-in g
profits for you! Know a better way to sell phonographs profitably? >

e BSR MINIPLAYER: Manual play only. Automatic start and shut-off,
4 speeds, built-in 45 rpm adaptor. 8%"x117%:".

e BSR MINICHANGER: Automatic and manual play. Automatic
shut-off, 4 speeds. Jam-proof! 8%"x117%".

‘“”"—-\.
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DEPENDABLE PRECISION-CRAFTED IN GREAT BRITAIN BY BSR LIMITED « DISTRIBUTED IN THE U.S. BY BSR (USA) LIMITED, BLAUVELT, N. Y. 10913
In Canada: Musimart of Canada,Ltd , 970 McEachran Avenue, Montreal 8

SEE BSR AT THE MUSIC SHOW + INTERNATIONAL BALLROOM, CONRAD HILTON HOTEL, CHICAGO « JULY 10-14
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The kind of circuit used in spacecraft —

now adapted to a Color TV sound system to give
unsurpassed reliability. It's locked into an RCA
solid copper circuit for even greater dependability.

Plus Automatic Color Controls, in the most auto-
matic Color TV ever made. With Automatic Frequency
Control and Automatic Chroma Control, the customer
merely sets the color tint.

See the RCA Victor Mark | Deluxe in a terrific
variety of beautiful cabinet styles. From RCA, the company
that has done the most to make Color TV what it is today!

Color Television with a
solid integrated circuit

ifor Space Age Reliabil:

The Most Trusted Name in Electronics

A
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See the Mark | Deluxe demonstrated! Plan now to attend your distributor’s meet-
ing and see the complete new line of RCA Victor home entertainment products.
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Butter Dish
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Planning to change your address?

830-45
J

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

(Please print your new address below)

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

street city state zip

—
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APPLIANCE-TV NEWS

Spanish stereo console: under $800

New turntable “lowers” records

Westinghouse’s new lines—
big wattage, big color

Westinghouse has put the Instant-On
feature in all 14 of its new color tv
sets for 1967. The new line, built en-
tirely around 23-inch and 25-inch
rectangular tubes, opens at about
$490 for a new 23-inch table model.
(Last year’s leader was a 21-inch
table model for $360.) The 23-inch
consoles for 1967 start at about $550
—875 below last yvear’s price.

The new color tv line also includes
seven 23-inch consoles, five 25-inch
consoles, and one 25-inch, three-way
combination. Prices on the 23-inch
models range from $490 to $700; the
25-inch sets, prices run from $750
to $1,000.

The single combo for 1967 in-
cludes a 6-speaker, solid-state stereo
system with 60w peak power. In ad-
dition to a 4-speed changer, 11-inch
turntable, and automatic shut-off and
intermix for the phonograph, the
unit’s radio can be used for AM-FM
or FM stereo play. The consoles in

the new line are available in Con-
temporary, French Provincial, Italian
Provincial, Mediterranean, and Early
American stylings.

The new console stereo line for 1967
is topped by a 3-model 300 Series of
consoles—§700 to $800-—that incor-
porates a new automatic turntable
developed by Westinghouse. This new
turntable remains stationary as each
record is lowered -not dropped—into
playing position. The turntable also
has a cue button that allows the
record to be stopped at any point and
then automatically resumes playving
at exactly the same spot.

The 300 Series consoles have 300w
peak power, two 15-inch woofers, two
exponential horns and crossover ca-
pacitors, as well as an AM-FM stereo
radio.

Eight other stereo units being in-
troduced by Westinghouse all include
AM-FM stereo radio. The units range
from $200 to $700.

Masterwork blankets the market
with phonos at every price

Hitting price points right up the
line, Masterwork Audio Products,
division of Columbia Records, has
introduced a line of 35 portable and
console phonographs. Also new for
1967 are four component systems,
eight portable radios, and five tape
recorders.

The Masterwork phono line starts
at $19.95 for a manual monaural
portable in attache case styling.
Other new monaural portables list
from $29.95 to $49.95. An AC-DC
batteryv-operated unit is priced at
$34.95 and the first automatic mon-
aural portable comes in at $39.95.

The stereo portable phonograph
series starts at $59.95: this promo-
tional model comes complete with a
mobile stand. A drop-down model
with detachable speakers and Gar-
rard changer is priced at $79.95. At
$99.95, a stereo portable with 10w
output, luggage-tyvpe styvling, and
Garrard changer comes in.

Stepping up in wattage, a 20w
stereo portable with drop-down Gar-
rard changer and walnut-grain finish
is priced at $129.95. A 20w portable
with AM-FM stereo tuner and four
speakers lists for $159.95. Next step
up is a component-type portable in
Samsonite luggage case with 30w
output for $199.50,

At the top of the portable stereo
line is another component-type mod-
el, but with solid-state AM-FM stereo
tuner featuring automatic switching
for FM stereo. This top model will
sell for $325.

The Masterwork component systems
start at $150 for a 3-piece unit with

solid-state amplifier, 24w output, and
walnut hardwood cabinets. An iden-
tical model with AM-FM stereo tuner
and illuminated dial and stereo indi-
cator is priced at $225. At $250,
Masterwork offers a 3-piece system
with solid-state circuit, Garrard
changer, and solid walnut cabinets,
A similar model with solid-state AM-
FM stereo tuner is priced at $379.50.

The Masterwork stereo consoles, all
with AM-FM stereo radio, start at
$289.50 for a 6-speaker Contemporary
model with 40w output. A Spanish
and an Early American version of
the same model are priced at $299.50.
A Contemporary console, with 80w
output, solid-state amplifier, and
oiled walnut finish, will sell for
$399.50. Earlv American and Italian
Provincial versions of the same set
come in at $425.

The Masterwork radio line starts at
$19.95. For a micro-miniature AM
portable that operates on one penlite
battery. A 10-transistor AM portable
lists at $22.50. The company’s first
AM-FM portable also is priced at
$22.50. Five other portable radios in
the line are $39.95 to $75.

The Masterwork tape recorders open
at $39.95. For a batteryv-operated,
capstan-drive unit. A 2-speeed, cap-
stan-drive model for battery or AC
operation sells for $59.95. At $79.95,
a 2-speed, solid-state tape recorder
with wood case comes in. A $99.95
unit with three speeds and heavy-
duty motor is the next step up. At
the top of the line is a solid-state
stereo model for battery or AC op-
eration at $129.95.

MERCHANDISING WEEK




Thanhs to Compactrons:

348 Morning Shows,

531 Early Shows,

976 Late Shows, and even
429 Late, Late Shows,

and still a perject picture.

Y /

Good news for our friend the TV addict . . . no
more fears of missing a single program.
CoMPACTRONS in TV sets mean better recep-

tion day-after-day-after-year.

Life tests by leading manufacturers have proved that compac-
TRONS can reduce TV failures by as much as 50 percent. One
COMPACTRON actually does the job of two or more ordinary receiv-

ing tubes. This means greater reliability because you have simpler

circuits and fewer parts to go wrong. Besides, reducing all these

“extras” allows for more compact TV sets—at a lower cost!

More than 15 million TV sets now are Compactronized. The set
you are making, selling, or thinking of buying may be one of them.
If it is . . . you already get the picture. If it isn’t, just remember
that compPACTRONS could make that set work better, cost less, and
last longer. General Electric Company, Owensboro, Kentucky . . .

World’s leading producer of Compactrons. 27015
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MR. G-E FRANCHISED DEALER:

Concepts

opens the door to a whole new
world of profits for you.

This is your copy (it's detachable) of the new issue
of General Electric Kitchen and Electric Living
CONCEPTS.

Far more important, it's your entrée to a new kind
of business —the buiit-inreplacement business —the
business you've been leaving for the other guy.

The built-in replacement market is ripe for retail
picking. Built-in ovens installed eight to ten years
ago are wearing out. Owners are clamoring for the
new P-7" built-in ovens that clean themselves elec-
trically. More than 2% million automatic dish-
washers in American homes need replacement.
Stimulated. by the new ‘No-Frost’ feature, refriger-
ators purchased in the 1950's are undergoing a big
replacement cycle. Not to mention the huge replace-
ment opportunities in home laundry equipment
where major product advances have recently been
made. Today's affluent consumer is ready for such
electric living concepts as air conditioning and
Radio/intercom systems.

CONCEPTS is the ideal handout to help you get
your share of this business. It presents your G-E
appliances in beautiful, original kitchen settings. It
spotlights the wide choice you offer. Lets the cus-
tomer decide in a leisurely fashion exactly what's
right for her home because it gives her complete
information on the appliances.

Put this attractive little magazine to work in your
store. You can order it in quantity from your G-E
Distributor at his very nominal cost. Use the coupon.

GENERAL €44 ELECTRIC
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PLEASE MAIL THIS COUPON TO YOUR G-E DISTRIBUTOR
Store Name
Address.

City_ =~ State Zip Code

Pleaseshipme_____ copies of the new edition of
General Electric Kitchen and Electric Living CONCEPTS.
Bill me at your nominal cost.

Signature of store owner or manager
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The total-kitchen market—too good to miss

Appliance retailers lost about 1.5
million range sales last year.

They lost about 1.5 million refrig-
erator sales last year.

They lost nearly 1.5 million dish-
washer sales last year.

They lost these sales for one rea-
son: they were not in the kitchen
planning business. Lumber dealers,
plumbers, contractors, interior deco-
rators, kitchen specialists, and pri-
vate-label chains all shared in the $2-
billion-plus cash cornucopia that is
the kitchen remodeling market. But
most appliance retailers (indepen-
dent appliance dealers and depart-
ment stores) chose to ignore it.
And with it, they probably ignored
a sizable share of the 6.2-million-
unit built-in market.

Business is hooming

In 1965, between 2.5 and 3 million
kitchens were sold to the tune of
approximately $4 billion, according
to the American Institute of Kit-
chen Dealers (AIKD). Only about
half of those kitchens were new kit-
chens in newly built homes. The
rest: remodeled kitchens in older
homes.

And that is only the beginning.
Consumers, hungry for new status
and the furniture look of a profes-
sionally designed built-in kitchen are
cooking in kitchens as outdated as
the icebox. U.S. Steel estimates that
20 to 25 million homes in the U.S.
have kitchens over 10 years old, and
that 44 million homes need a mod-
ernized kitchen. The kitchen plan-
ning business is only in its infancy.

The now middle-aged women who
were buying refrigerators, ranges—
-——any appliance—as fast as they
could lay their hands on them in the
late Forties and early Fifties are
now ready for a well planned, good
looking total kitchen. The style-con-
scious families who bought white ap-
pliances and one-color steel cabinets
in the Fifties are now ready for a
furniture-look wood-and-formica kit-
chen. The Mr. Fixit who passed up
the kitchen retailer and had the cor-
ner carpenter install his kitchen a
few years back is ready for an effi-
cient, well designed kitchen. The
$7,500-a-vear-man  who wants to
show off to his neighbors, and the
$75,000-a-year-man who wants to
show how much he is worth—both
are in the market for new kitchens.

The business has been growing at
a steady rate for the past few years
and is expected to jump ahead 209%
in 1966 as the order backlog at cab-
inet factories grows larger each
month. Most of the growth appears
to be in the remodeling market.
Housing starts have remained at a
relatively constant 1.5 to 1.6 million
annually, and there is little sign of
an increase in 1966.

And there is still greater growth
potential in the years to come. The
horde of war babies who were born
in the late Forties is growing up
now. Many of the young people are
starting new families. They are mov-
ing into new houses or remodeling
old ones. They have watched their
mothers’ problems with old fash-
ioned kitchens, and they know the
advantages of a new one.

“Usually it runs in the family,”
says Eugene Biechlin, owner of Har-
wick Appliances in Emmaus, Pa.
“We’ll sell a kitchen to a woman
whose kids have grown up, and pret-
ty soon we’ll be selling one to the
daughter, too.”

Manufacturers are moving

“The only reason kitchen remodeling
has not grown faster,” asserts W.
R. Tappan, president of the company
that bears his name, “is because
there are not enough qualified re-
modelers.”

So Tappan, like other manufac-
turers, is pushing the kitchen-plan-
ning concept at the retail level, where
the remodeling starts. And manufac-
turers are taking note of two other
keys to this untapped market—inno-
vation, and design.

“The appliance industry has gen-
erated a demand for new kitchens,”
notes Lawrence Newman, of Kitchen
Associates Inc., a New York custom
kitchen center. “A woman sees an
advertisement for frost-free refrig-
erators on tv, and the next day she
has to defrost her old refrigerator
again. When she goes to buy a new
one, she decides she wants one that’s
bigger than her old one and a color
that doesn’t fit in her old kitchen
and there she is, ripe for a remodel-
ing job.”

The appliance industry has still
another sales ace up its sleeve —-de-
sign. From Kelvinator to Gibson to
Philco to GE, appliance manufac-
turers are stressing design in their
new luxury-look appliances. Appli-
ance manufacturers, who 10 years
ago were content to leave the kitchen
retailer to his own devices, are sud-
denly promoting the kitchen bonanza
with new concepts in design and dec-
oration and new programs for total
kitchen planning. And manufactur-
ers who tried to help, but failed, are
back again searching hard to find
new ways to enter the kitchen field
through the retail portal.

In design, the word is decals, and
slip-out panels, and decorator fronts,
and matched appliances-and-wall-
paper. In the total kitchen field, the
trend is toward the total kitchen line
(cabinets plus appliances). Manufac-
turers in the vanguard of this trend
are Tappan, NuTone, and Westing-
house. Tappan’s new one-stop Tap-
pan Kitchen Center, for instance,

could be a pace setter as other manu-
facturers sniff the air, waiting to see
how consumers will take to a one-
line, total-kitchen retail operation.

As for cabinets the trend is toward
wood, wood, and still more wood.
Even the manufacturers of steel cab-
inets are disguising thetr product
with wood-paneled fronts. And the
wood cabinets are emulating furni-
ture trends. Although Early Amer-
ican designs and the maple cabinet
with raised panels are very popular
in many parts of the country, the
currently fashionable look in cabi-
nets—as in furniture-—is the Medi-
terranean look. In many places, the
kitchen that is not Mediterranean
is decidedly dated.

New to the cabinet industry, too,
is the drive toward the establishment
of minimum construction and per-
formance standards for prefinished
cabinets. If the National Kitchen
Cabinet Association (NKCA) has its
way, cabinets will soon bear identi-
fication as Federal Housing Admin-
istration (FHA) standard approved.
According to the NKCA, such identi-
fication would improve cabinet per-
formance and give the kitchen retail-
er an added sales argument.

Action on every front

New trade associations, like the
American Institute of Kitchen Deal-
ers are springing up to nurture the
market that created them. And such
old familiar faces as the National
Appliance & Radio-TV Dealers Assn.
(NARDA) are rising to the cause of
the kitchen business.

“We're all for the Tappan Kitchen
Centers,” explains Jules Steinberg,
executive vice president of NARDA.
“Usually we don’t approve of a man-
ufacturer offering consumer services,
but, if it takes this kind of shock
treatment to get appliance dealers
into the business, we're all for it.”

The glossy women’s magazines are
probably doing the biggest promo-
tion job. Bent on enhancing the joys
of homemaking, these magazines ply
their readers with full page, full
color, fully glamorized pictures of
coiffed and gowned ladies in their
French Provincial kitchens or of the
new look in Mediterranean kitchens.

And the magazines go further.
They promote kitchen equipment;
they investigate the market: and
they study their readers. And what
do they discover ? Their readers want
new kitchens. Their readers are
weary of inadequate storage space;
dim, sporadic lighting: hard-to-get-
at and hard-to-clean ovens: ugly ap-
pliances and steel cabinets. Their
readers want space for a desk and
table; roomy, well placed cabinets;
lazy susans: and adjustable shelves.
Their readers—your customers—
want new kitchens.
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New Color
ACTION

The famous Kelvinator Foodarama®
Refrigerator-Freezer in avocado green.

Check this for woman appeal. Our own
Foodarama (we invented it!) in contem-
porary avocado green. An unbeatable
combination. With so much more to

sell besides avocado green :

« Big 22-cu.-ft. storage « 307-1b. freezer

- Popular and practical 65" height

+ No-Frost in refrigerator and freezer

« 4 glide-out shelves - Deep door storage
« Ice cube storage » Trimwall construction
+ The best cold-making system in the
business « And more Kelvinator value
features » Plus a special Up-Front buy
deal to make your profits come easier.

lnoks good enough
to eat.

And there’s big advertising
action going for you, to step up
Foodarama sales!

Watch for this full-page, full-color Avocado Foodarama ad in the
June 24th issue of LIFE.




New Product
ACTION

The all-new 1967 line of
Kelvinator Washers and Dryers.

- New extended washer guarantee: 5 years on
drive mechanism parts, 5 years on agitator,

5 years on porcelain enameled tub, and 2 years on
all parts - The best possible method for laundering
permanent-press fabrics with gentlest, cleanest
all-fabric washing « Multiple speed combinations
to meet every washing need - Color at no
additional charge. All this with a special

buy deal to sweeten your profits.

sy nnakes washers that are gentle as

hand lausderng,

Kidvinator. the company that siakes

relngerators that don't look like refrigeratons

Whethes you ciolf il,conk i, wash it.or heese it_dotin

What rskes
the Kebmmntor

2 stead at
$299.957

No Frost .1 cul ot ¥ o
frewrer, A bt of Tathe thongs Fhe that

Plus advertising action to spread the good word
in the July 1st issue of LIFE.

Plus another full-color action-getting ad, selling
Kelvinator laundry products in the June 17th issue of LIFE.

New Promotional “‘:'I‘I“N

Kelvinator sparks action on your sales floor. With colorful, self-selling product
displays. Action price and feature stickers. Local dealer ad mats. Complete retail

advertising guide. And up-to-the-minute sales training programs.
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price ACTION

New

Four special model refrigerators to give you the biggest values in town.

Summertime—and the pricing is right. Kelvinator gives you not one, but four

special model refrigerators. Priced to make sales climb like heat-wave
temperatures. In sizes and capacities to activate every prospect:

+16.3 cu. ft. with 152-1b. top freezer « 16 cu. ft. with 174-1b. bottom freezer

« 156.2 cu. ft. with 162-1b. bottom freezer + 14.9 cu. ft. with 151.6-1b. bottom

freezer « No-Frost top and bottom « Lower operating costs with superior
cold-making system - And a special buy deal on every model to make
your sales more profitable.

See your DM for all the money-making details.

Ab:

Feature the world’s most beautiful refrigerator-
freezers: the fabulous Kelvinator Originals! =

Ketlvinator

Division of American Motors Corporation

Come to where the action is . . . Kelvinator, Drake Hotel, Chicago, Room M-11
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continued

Built-in dishwashers and ranges:
manufacturers’ shipments vs. retailers’ sales

100% =
&
80%—2
60%——
40% ———E oPetete’s
: DOOOC
= s
20% = % i
mfr.  ret. mfr.  ret. mfr.  ret. mfr.  ret.
ship.  sales ship.  sales ship.  sales ship.  sales
DISHWASHERS ELECTRIC RANGES GAS RANGES TOTAL

From built-ins to kitchen planning centers:
among all retailers surveyed. ..

sell built-in appliances

27 %

sell and install built-ins

sell and install built-ins, sell and install cabinets

et etesatesanety
RIS oetetets! o

nters

self and install built-ins and cabinets, also have kitchen planning ce

Among all appliance retailers surveyed
who sold dishwashers and disposers
22 % have kitchen planning centers.

These retailers sold ...

33% of all under-counter
rﬂ% of ail portable dishwasheﬂ and built-in dishwashers

31% of all disposers

In total, they accounted for
28 % of all dishwashers and disposers sold

Charts above based on a MERCHANDISING WEEK survey of over | 800 retailers

But retailers

are still wary

of past headaches
in the kitchen

The appliance retailer, however, is
taking most of the action sitting
down. “The number of our retailers
in the kitchen business is so in-
finitesimal that we don’t even at-
tempt to keep a record,” explains a
spokesman for the National Retail
Merchants Assn. ‘“Right now, the
percentage of appliance retailers in
the business is so small we don’t
even count it,” explains Jules Stein-
berg, of the National Appliance &
Radio-TV Dealers Assn.

“We're not going to get into the
kitchen business,” asserts one appli-
ance retailer. “There’s no need to,
and it’s a headache. I doubt that the
kitchen business would push our
built-ins. They're a builder item,
anyhow,” he said. It is a familiar
refrain.

The appliance retailer is cursing
out the builders who sell built-ins;
he is bemoaning the cut-throat com-
petition down the street; he is sell-
ing price and losing profits; he is
shaking his head over the certainly
real enough dangers that lurk behind
every kitchen blueprint; he is selling
slip-ins but no built-ins, or built-ins
without installation, or built-ins with
installation but no cabinets. But he
is not selling kitchens. Because he is
not selling kitchens he is losing sales.
He is losing sales of kitchen appli-
ances to the steady customer who
wants a complete remodeling job.
While she wants to buy from him,
she would rather get the whole job
done in one place. She knows if she
buys her appliances from him, she
will have to coordinate the installa-
tion, the plumbing, the carpentry,
and the design herself. And she
would probably have to go elsewhere
for cabinets.

He is losing the range sale to the
customer who is shopping quality
and looks—not price—and has no
reason to stop at the store that dis-
plays nothing but row upon row of
nearly identical ranges. That same
shopper might stop at the store
down the street, which shows its
appliances in a status-look kitchen
setting.

And he is losing the dishwasher
sale to the woman who knows that
her new dishwasher will require in-
stallation and perhaps necessitate
minor remodeling.

But most of all, he is losing built-
in sales. And no retailer can afford
to lose the benefits of a market
which accounted for over half of
manufacturer dishwasher shipments
and over a third of electric range
shipments last year.

The dishwasher market is espe-

MERCHANDISING WEEK




cially significant. What retailer can
overlook a $193 million market (in
1965) which is growing at a rate
of 17% a year?

In a recent survey of over 1,800
MERCHANDISING WEEK retail sub-
scribers, including appliance stores,
home furnishings stores, and depart-
ment stores, the built-in sales of the
respondents stacked up fairly well
against the national proportion (top
chart). While 649% of manufactur-
ers’ dishwasher shipments were
built-ins, 589 of retailers’ sales
were built-ins. (The difference can
easily be accounted for by new con-
struction and inventory lag.)

But who was selling all those dish-
washers? Less than half of the re-
tatlers questioned even carry built-
ins. So less than half of the retail-
ers questioned accounted for 100%
of the built-in sales.

Retailers with kitchen plarning cen-
ters carried more than their share of
the sales burden (bottom chart). Of
those retailers who were questioned
specifically about their dishwasher
sales, 229 had kitchen planning cen-
ters. (This percentage, far above the
national average can probably be ac-
counted for by the fact that these
were retailers strong in dishwash-
ers, which are a stock item in the
new kitchen).

But those 229, less than a quar-
ter of the retailers questioned about
dishwasher sales—were doing a third
of the built-in dishwasher business,
and nearly a third of the disposer
business.

Where did the other retailers lose
out? Every step along the way. The
middle chart shows the big gap be-
tween those appliance retailers who
carry built-in appliances-—and the
far far fewer retailers who have a
full kitchen planning center. Al-
though nearly half of the respond-
ents sell built-in appliances, barely
over a quarter install them. This
means that a customer who can get
that service from a competitor will
probably go to him-—and price will
not make the difference. If she buys
from the retailer who does not in-
stall, she has to pay to have her ap-
pliance installed anyhow.

The figure drops still more dra-
matically for the next step. Only 1/5
of the respondents carry cabinets.
But it is an obvious item for a built-
in appliance retailer to stock. Very
few customers are going to leave a
built-in oven in the middle of their
kitchen floor—they need a cabinet to
hide it. And they are likely to buy
from the man who can sell them the
cabinet as well as the oven.

From there it is an easy step to
cabinet installation and full kitchen
center. The one follows out of the
other. Sure, a kitchen center takes
special coordination, special man-
power, and special skills. But if a
retailer is going to sell built-in ap-
pliances, he might as well sell as
many as he can. And the big retail
market for built-in appliances is in
remodeled kitchens.

JUNE 20, 1966

Prestige, profits
and built-in sales
do not tell the

whole sales story

Built-in sales alone do not make the
kitchen business: there are many
other good reasons why the appli-
ance retailer should stop for a sec-
ond look. For instance, the entrance
fee into the kitchen business is a
relatively small one.

The bright side of things ...

Take Raymar Kitchens, a custom
kitchen shop in a fancy New Haven,
Conn., shopping center. The two for-
mer appliance salesmen who set up
that operation did so with $20,000,
and in 10 years they were making
13 of a million a year. Kitchen Asso-
ciate’s initial investment was $10,000,
and that outfit did a $120,000 busi-
ness in its first year and expects to
sell $200,000 worth of kitchens in its
second.

And it is even cheaper for the
appliance retailer to throw his hat
into the kitchen ring.

Not only does he already have his
showroom, appliances, a going retail
operation, and steady customers, he
also has a choice of many compro-
mise half-ways of capturing his
share of the kitchen dollar. If he
chooses to, he can set-up a full
kitchen operation in his store, headed
by a kitchen specialist or an engi-
neer. If he is big enough, he can
hire carloads of salesmen, designers,
carpenters and electricians to handle

kitchen sales. If he wants to, he can

hire a kitchen expert to train his
sales staff. But he does not have to
do any of these.

Instead he can work out some kind
of reciprocal arrangement with a
local cabinet maker: he sends the
cabinet maker his kitchen business;
the cabinet maker sends him the
kitchen appliance business. Or, an
appliance retailer can sell his appli-
ances in a kitchen setting, but send
the real installation work elsewhere;
or he can line-up salesmen and de-
signers on his payroll, but subcon-
tract all the carpentry, wiring,
plumbing and plastering work.

Whichever he choses, he should re-
member one thing: you can't do
everything at once. The kitchen busi-
ness is different from the appliance
business: it involves installation, de-
sign, carpentry, electrical work,
plumbing; it involves working closely
with a finicky customer to create for
her what she wants.

Kitchen customers are easy enough
to find. Many kitchen men do only
the most cursory advertising—the
most popular forms are newspapers
and the yellow pages—because most
kitchen business comes by way of

referral. A woman pays her friend
a visit, has a second cup of coffee
in her friend’s spanking new kitchen,
and becomes a potential customer.

The retailer who advertises ex-
tensively should be able to handle
all the inquiries he receives—imme-
diately. “You should follow up every
lead within two days,” asserts Mar-
vin Waiman, co-partner at Barmark
Kitchens, Bamberger’s kitchen con-
cession in New Jersey. “And once
you've got the job, the trick is keep-
ing your customer happy with quick
installation. She’ll stay happy only
as long as she sees men on the job,
because her whole routine is being
interrupted.

Since what the kitchen specialist is
selling is really an intangible service,
he can maintain price better than
the appliance retailer. “Sixty percent
of the jobs we do never get competi-
tive pricing from anyone else,” says
E. C. Fox, head of the Hager Fox
Home Center.

There is no way to compare all the
variables in the package. Even if
the kitchen man breaks down the
cost of every product and every
piece of labor for the customer—and
there is some controversy over
whether or not he should—there is
no way to price shop all the vari-
ables in a kitchen package. And even
if one of the appliances in the pack-
age costs more, the customer will
stay with the kitchen man if she
trusts him.

“We’'ve had customers here who
wanted to buy a kitchen with, say, a
particular make of built-in oven,” ex-
plains Waiman. “And we tell her:
‘Look, you’ll be paying more for that
oven here than if you buy it at
a discount store, but we give you a
lot more to go with it.” And usually
she’ll buy from us.”

The kitchen center presents excel-
lent opportunities to expand into new
product lines. Refrigerators, ranges,
dishwashers, disposers, and cabinets
are not the only items that will go
into a kitchen. Kitchens can sell
lighting fixtures, flooring, wall cover-
ings, counters, laundry equipment
for a kitchen laundry area, kitchen
tables and other furnishings, and
even radios and tv.

Some retailers—such as Harwick
Appliances—use their kitchen dis-
play for promotional parties and
cooking demonstrations.

Other stores, such as Rike’s Dept.
Store in Dayton, Ohio, or Price’s
Inc. in Norfolk, Va., sell a status
image for the store through their
kitchens. “It's a fashion-conscious
part of a fashion-conscious store,”
explains Jack Andrews, Rike’s gen-
eral merchandise manager. “It’s not
very profitable—most departments
of this sort aren't—but it is excel-
lent for our image and prestige.”

“The biggest justification we see
in the kitchen business is the pres-
tige it brings Price’s,” says H. B.
Price of Price’s Inc. “A woman who
shows off her Price’s kitchen helps
the store.”

. « « and the dark

But the kitchen business is not all
Nesselrode pie. “It is a difficult mar-
ket for people who are retail ori-
ented and have an aversion against
getting involved in services,” admits
Robert Lipson, director of merchan-
dising for Waste King. “It is a good
business only for the people who
have good coordination within their
retail operation.”

The biggest headache is the lack
of adequate help. Most appliance
retailers have no training in archi-
tecture and design, and they need
someone who has. They must also
decide whether or not they want to
have an in-house installation crew,
or whether they would rather farm
the work out. An in-house crew is
expensive and must be kept busy;
a subcontracting arrangement pre-
sents problems of quality control.

Also, if he does not keep track of
his cash outlays, and if he does
not break down the cost of each op-
eration and each product involved in
a kitchen sale before he estimates
the price of the kitchen, a retailer
could easily find himself on the short
end of the profit stick. At least one
highly successful appliance retailer
is earning only a 2% profit on his
kitchen business. Others are much
more successful.

Then, too, the retailer is apt to
run-up against the builder-distribu-
tor. Many kitchen retailers them-
selves are builder-distributors, and
as such are able to sell their kitchens
at less than retail price. But those
that are not run in fear of pricing
themselves out of the market. If they
handle their sales right-—if they sell
reputation and service, rather than
price—the builder-distributors loom
as less of a threat.

Then, too, the kitchen retailer
often deals with a customer who
knows exactly what she wants, and
can be quite trying about it. “We
have to charge a higher margin on
remodel jobs than we do for new
kitchens,” explains E. C. Fox. “Re-
model jobs demand greater super-
vision and greater design details
someone who's paying for a $2,000
kitchen can get very particular, and
if there’s a scratch on a $400 counter
top, sometimes we have to replace
the whole counter. “We got out of
the kitchen business,” sayvs Sam Boyd
of Bailey-Wagner, Inc. ‘“Because we
found we could only close deals with
about 25% of the people who made
inquiries. And we don’t think it
makes an attractive deal to a cus-
tomer if vou have to charge the cost
of three planning sessions to one
sale.”

Twenty-five percent is a pretty
good batting average. Most kitchen
retailers do not charge for the initial
plans they draw for a customer. And
most kitchen men draw plans for
every sale they make. There is no
question about it- the kitchen busi-
ness is a complex one. But help is
on the way.
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That damsel in distress could be your product.
The villain: trade indifference.
Our hero: Merchandising Week. '

The plot: (as if you didn’t know) Product in |
trouble, is saved from a fate-worse-than-death
by Merchandising Week.

(The play’s not too original. But the residuals
are terrific.)

In real life, Merchandising Week has been
successfully fighting trade indifference for
over 50 years. Each Monday morning Merchan-
dising Week is there. With the late news. The
hot, new merchandising ideas. The promo-
tions. The products. The changing scene.

To over 144,500 readers, engaged in the mer-
chandising, manufacturing and marketing of
appliances, consumer electronics and house-
wares, Merchandising Week is product intelli-
gence headquarters.

great pl‘OteCtOl‘ The place where the best brains in the

business check judgment. Get perspective. |
Search for new lines. Plan.

Put your trust in the Great Protector, too. Ad-
vertise regularly in Merchandising Week and
your damsel will never be taken advantage of.

MERCHANDISING WEEK |

edited for the appliance,
consumer electronics
and housewares industries

A McGraw-Hill Publication
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The Gold Medallion is the
electrical industry’s mark
of excellence in home
building.

G.E’s central air conditioning (left),
new electric furnace and eiectrostatic
air cleaner give year-round whole-
house comfort. Compact-sized equip-

“I want year-round climate
control and everything
else that goes with
Total Electric Living.”

Please send me complete information
about G.E.’s program for ali-electric
construction.

Please send me working plans and
specifications for Concept Nos.

[[] Please send me specifications and
additional information on the follow-

G-E Zoneline air conditioning (right) couples quiet,
zonal cooling efficiency with smart appearance. |
Decorated interior and exterior baffles blend umt
with wall. Heavy-duty components in cooling-only
and cooling-heating models, 8,000 to 15,000 BTU.

Silent, clean baseboard electric heating units are
space-saving and economical in any area. Base-
board is just one of many G-E electric heating sys-
tems offering room-by-room temperature control.

)

With words like these coming
from more and more home buy-
ers, the house that isn’t electri-
cally heated, cooled and equip-
ped can be obsolete by the time
it's built. That’s why General
Electric works with builders to
produce Medallion homes with

ment that’s easily installed is avail
able in capacity ranges suitable fc
any size residence. Air cleaner re
moves airborne impurities and poilen
for a cleaner, more healthful home...
providing the ultimate in living

Mr. Builder

General Electric offers many
services, professional advertis-

ing and promotional aids to help
you sell and rent Total Electric

ing products the extra sales appeal of Total Medallion homes and apart-

' Electric Living. ments, technical assistance from

. ' | Climate control...fully elec- General Electric engineers and
i) T | tric kitchens and laundries...  expert design service. Whether
Street Address | dramatic new methods for light-  you build the tallest hi-rise apart-
City : ing...wiring for tomorrow’s ments or the smallest family
State Zip Code needs...so much is possible houses, you can use these serv-

Mail coupon to Mrs. Eleanor Mellichamp,
Consumer’s Institute, General Electric
Company, Appliance Park, Louisville,
Ky. 40225.

when you go all electric with
General Electric.

GENERAL @B ELECTRIC

ices when your construction is
equipped by General Electric.

B24-4066-1




You’'re right. The built-in appearance of these ap-
pliances does make them look expensive, but
every one of them is moderately priced. The JD-12
Built-in Oven shown offers a variety of deluxe
oven features and is fully automatic. It's designed

Here is the JD-14, a more deluxe ver-
sion of the oven below, with an at-
tractive oven window. Lets her see
how things are coming along in the
oven. Also available in double-oven Countertops of durable general-
version, Model JD-25, with both purpose grade Aqua Twilight
ovens automatically timed and

. ) H cal grade Plankwood Cherry
equipped with window doors. %Texthfe (T19122T)

(TX4815). Cabinets of vert

to fit most existing 27" oven enclosures or wall
openings 243" x 24%a" to keep your installation
costs low. The JP-76 Cooktop and its matching
JH-90 Exhaust Hood also keep the cooking cen-
ter reasonably priced, but unusually attractive.

“Economy, you say? These look like deluxe appliances!”

Concept $10—1ID-12 Built-in Oven, 1P-76 Cooktop, JH-90 Exhaust Hood, TB-14SB Refrigerator-Freezer, FC-100 Disposall® Unit, SD-200B Dishwasher,

W-371 Radio/ Intercom
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Concept #9—1.245 Ronge, JH-30 Exhoust Hood, TB-12MB Refrigerator-Freezer, $5.200B Dishwasher, W-370 Radio/lntercom.

“How about that dishwasher? Right under the sink!”

The SS-200B undersink dishwasher is just one of the  compact ranges in the Mark family. It's only 21" wide
ways General Electric has for saving you space. This  and there’s a similar model, the J-235, that has three
one saves the room usually wasted under the sink. surface units instead of four. Note how the Textolite
Move on to the J-245, another of G.E.’s marvelously  countertops help give this kitchen a luxury look.

»
@TQX'Oh*e Countertops of durable generai-purpose grode Pumpkin Mist (TX4372)
=T

This new J-320 is a slide-in,
30" tull-feature model with
brush chrome cooktop panel
and with automatic oven clock
timer. Accessory trim strips
that give it a real built-in look
are availabie.

All Mark 21 Ranges can be in-
stalled flush to backsplash or
back wall. It's easy, low-cost
installation with no notching
necessary, only one connec-
tion to make. The J-245 shown
hert has its removable back-
splash and baseplate attached.
In the main picture above,
Textolite replaces both. Op-
tional trim strips available.




Concept 48— JM-86 Range, JH-30 Exhaust Hood, TBF-14CB Refrigerotor Freezer, FC-100 Disposoll® Unit
W-320 Rodio/Intercom

“What a beautiful, big refrigerator...
and all that freezer space, too!”

Thishandsome ‘No Frost 16’ Refrigerator-Freezer has a net
volume of 15.6 cu. ft., more room than the usual apartment
refrigerator. The huge zero-degree freezer holds up to 145
Ibs., has a reliable Auto-Fill Icemaker to end filling and
spilling. No defrosting ever in either section. 30%2” wide.

Now on the popular, record-breaking Mark 27 series you
can get the amazing P-7 self-cleaning oven, with integral
control backsplash. Note its recessed cooktop and buiit-
in oven with automatic rotisserie. All Mark 27 Ranges fit in
27 inches of space between cabinets.

Model TBF-16CB has the exclusive Jet-Freeze Ice Compartment for ex-
tra fast freezing. The ice tray is easy to remove and refills automatically.
In the fresh-food section, convenient new Adjusta-shelves give real
storage flexibility. Half-width shelves, both flat and basket, permit a
choice of arrangement, even interchange with meat and vegetable
bins. Sink-size shelves remove for easy washing.

The JM-85 shown here is similar
to the JM-86 shown above, but
without the P-7 self-cleaning
oven feature. It fits into the same
27" space and has its own back-
splash control panel and window
oven door.

@ T ' I'i Countertops of durable general-purpose grade Golden Beige
ex o l e Twilight {TX4800}







The Total Washer is the one with the unique
MINI-BASKET" for the washables you never
dared machine-wash before. This conve-
nient extra tub fits over the activator, holds 2
pounds. Great for nuisance loads and left-
overs, too. The giant regular tub gets even
those huge loads of heavy fabrics clean. Ex-
clusive Filter-Flo" system traps lint fuzz from
both the giant tub and the MINI-BASKET.

The Total Washer does anything washable
perfectly becauseyouselectthe correctwash-
and-rinse temperatures, wash speed and spin
speed. Detergent and bleach are added auto-
matically at the right time. No other washing
machine ever built does so much so well.

The range shown in the kitchen to the rear
is the famous single-oven Americana.

The matching Total Dryer with
automatic-control system reduces
drying clothes to an exact
science. Can't underdry or over-
dry. Adjusts drying time by re-
acting to the moisture content of
the fabric load being dried. Auto-
matically determines when
ciothes are properly dry.

Space problem? This new WD-860
Combination Washer-Dryer does
the work of both a washer and a
dryer with a single control setting.
Or, at the touch of a button, you
can have the convenience of a sep-
arate washer or dryer. Available
in an undercounter model, too.

“No more hand wash for me. I've got The Total Washer!”

Concept #7 —WA.850B Washer, DE-820B Dryer, W-377 Remote Inter

m Stotion, J-772 Americana Isingle-oven, 30"} Range




“Eye-level controls on both oven and exhaust hood
and beautiful new styling, too!”

The JV-64 blower-vented exhaust hood* puts
all range controls conveniently at eye level. To help achieve more attractive, more practical range-hood combina-

i ; tions, G.E. has gone into the hood business in a big way. You can
This year, Generfal Elec.mc ofiersia Wil and choose from 15 different models. Hoods shown available about May
completely redesigned line of range and sur-

) . 1966. Choose from both 30" and 36” models—blower-vented, fan-vented
face plate exhaust hoods. They come in awide or non-vented.

variety of styles and in all the striking G-E
colors. There's one to meet any requirement.
Shown, too, is the new style double built-in
oven (JF-26)** in beautiful new Avocado. Ro-
tisserie in upper oven.

*Hood ¢ oble obout May, 1964 e
**Oven availiable about April, 1966 L
€ L

T * l.f * Above: Countertops of durable general-pur
ex °| e pose grade Tortoise ({TX5089) Cobinets of
vertical grade Honey Teak (TT9214T). Right: Countertops of dura

ble general-purpose grade Aqua Comelot {TX5106). Cabinets of
vertical grade Americona Walnut (TT9570T)




Concept 5 JK 28 Double Built in P 7 Oven, JP-86 Surface Plate, JV 66 Exhoust Hood, TFF.21CB R
frigerator-Freczer, SD-400B Dishwasher, FA 80O Disposall® Unit, W 330 Radio/Intercom

“Am | seeing double?
Side-by-side refrigerator-
freezer, double P-7 oven!”

This giant ‘Foodcenter 21’ with 20.5-cu. ft. net volume is
the latest in modern refrigeration, a convenient side-by-
side arrangement combining 12.7-cu. ft. of fresh-food
storage with a 275-Ib. freezer. Only 353" wide and 65"
high. No defrosting ever, either side, and the freezer
has its own Auto-Fill Icemaker.

The deluxe JK-28* Double Built-in is a 27” wide P-7
oven combination, new in styling and concept. Both
ovens are self-cleaning and fully automatic. The upper
oven has a meat thermometer and rotisserie. She can
bake or broil in either or both at the same time.

“ Ve t A 766.

The JP-86 Cooktop has a Sensi-
Temp™ unit. It holds a constant
temperature, guards against boil-
ing over or burning on. The control
for this feature (left) is on the
JV-66** Exhaust Hood with eye-
level controls for the cooktop.

.. M

Here's the 4-way Thoro-Wash***
system. It eliminates most scraping
and pre-rinsing. Just tilt off large or
hard food scraps. Power Shower
washes downward, Power Tower
washes upward, Power Arm
washes all around. Silver Shower
provides a special plus washing
action for silverware.

ro-W

away

How's that for
cold storage?
The ‘Foodcenter
21" keeps all
foods that need
refrigeration in
plain sight and
easy to reach.
Has butter and
cheese compart-
ments, fruit and
vegetable bins
and a handy
meat keeper.

T f I.i Countertop (range} of durable general-purpose grade White
EXTONT@ ruis (1x43000 Countertop (sink! of Honey Gold (TX1424)
Cabinets of vertical grade Americana Walnut (TT9570T)

R ]
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W-370 Ra

This new JK-12 is a built-in
P-7 oven that cieans itself
electrically. It and the JK-18
featured on Page 5 install in
the same size cabinet or wall
opening as the JF-16 shown
below. Now you can have
the option of a 27" custom
oven—with or without P-7-
with no change in cabinet
enclosure dimensions.

The JF-16** is all new. New styling, new dimen-
sions, new look. It's 27" wide. It's fully automatic
with an Easy-Set oven timer, interior light and meat
rotisserie, too. The “‘Peek-in" door window and ele-
gant trim are extra added attractions.

Here’s an incredible buy in
low-cost food disposers—the
FC-100—the new STAINLESS
Disposall® Unit. It's made
with noncorrosive stainless
steel in a number of vital
water-contact parts. Easy
snap-on installation; hangs
in rubber gasket for quiet
operation.

Look at the convenience of the big ‘No-Frost 15’
Refrigerator-Freezer. Plenty of room and—no de-
frosting ever, top or bottom. And note the conve-
nient W-333 Radio/Intercom. She'll never feel out

of touch with the family

“Love that G-E oven! New design, isn’t it?”

N R




“Sure it’s pretty,

Dishwashers look alike but vary a lot in performance. This
has exclusive Thoro-Wash*
pre-scraping and pre-rinsing.

out sparkling, spotless.

The SD-400B offers popular
door. 4-cycle push buttons let you
—pots and pans—china and crystal

standards). ‘thoro-W

G.E's new Silver Shower is a
special plus washing action for
silverware that gives spotless,
shiny-bright silver.

Y Range 6 R ot

and it does the whole dishwashing job!”

smartly styled SD-400B
jevels of action which eliminate most
scraps. Glassware comes

| R Above: Counter-
@T@de"e tops of durable
general-purpose grade ltalia Marble
(TX2400). Desktop and shelves of Blue
(TX1436). Cabinets of vertica grade

front loading with pull-out racks and a swing-down  Honey Gold Mist 174324T). Right
Countertops of durable general-pur

choose the perfect washing action for daily loads
yse grade White Camelot (TX5100)

—rinse and hold. 15-table-setting capacity (NEMA P oce manels of vertical grade Pale
Aqua {TT1485T)

action, 4 different
Just tilt off large or hard food

The Mark 27 Range model
JM-79 can also be installed with
optional backsplash (JA-27) i
desired (as shown here) which
eliminates countertop cutouts.
The Mark 27 type range is also
available now with the P-7 self-
cleaning oven (JM-86); see
Page 13.




Choose your Radio/Intercom

There is a G-E Radio/Intercom component
to meet every need, every taste and every
budget. All remote stations can be used
with Deluxe or Standard Master Stations.
Make up the system that suits your needs.

Master Stations:

W-370 Standard—white and go!d.

Remote Statlons:

W-327 Indoor—chrome and black.

| SO - o ——
W-377 Indoor—white and gold.

oll'® Unit, RCF-708 Kitchen Air Conditioner, W-3 vdio/Intercom.

Fresh-Food Retfrigerator, 5D.4008 Dishwasher,
W-376 Outdoor—antique pewter.

This is the 27" full-size JK-18 P-7 oven

shown above. Here it's open to show rotis-

serie and meat thermometer. The oven is 3
also available without these features in the

JK-12 economy model. You can also get

the 24” P-7 built-in oven with rotisserie and

meat thermometer in the JR-18, or without

these features in the JR-12.

W-338/W-339 Plug-in portable—grey and white

. T
#3 % 4 Countertops of durable general-
A / TOX*OI“Q purpose grode Antique White
{TX1460). Cabinets of verticol grade Spiced Cherry
—— ] (TT9103T)




“What luxury! A Radio/Intercom and a new, bigger
P-7 oven that cleans itself electrically.”

The JK-18 built-in oven is G.E.’s full 27" size that's
proved so popular with women. Now it comes with
P-7, the laborsaving, self-cleaning feature. Also
included in this oven are an automatic meat ther-
mometer and rotisserie.

The new W-371 FM/AM Radio/Intercom pipes
FM or AM music throughout the house and eases

the cares of the day. Saves steps and tempers,
too. You can even answer the door or listen to the
baby’s room without leaving the kitchen.

The FA-800 Disposall® Unit is G.E.'s finest,
quietest food-waste disposer with extra tough,
long-lasting Carboloy" cutter. Many vital water-
contact parts are of durable stainiess steel
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Concept §1—)-7968 Americano Ronge, TDF-15CB Americana Refrigerator-Freezer, SD-400B Dishwosher, FA.800 Dispos
oll® Unit, WA.1250B Washer, DE-12208 Dryer, W-330 Radio/Intercom

“Americana” Refrigerator and
P-7° self-cleaning oven!
Now <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>