
□ □ □ The face of discounting, 

like that of Interstate’s presi¬ 
dent Sol Cantor (left), is happy 
over continuing growth, thought¬ 
ful about problems and potentials 
of today and tomorrow. For an 
up-to-the-minute report on what 
top management is thinking and 
doing in the volatile world of dis¬ 
count retailing, see. p.12 

AT PRESSTIME g 
□ □ □ □ Sears gave a boost to 
the 4-track tape cartridge with 
the announcement that it has 
signed a new $500,000 manufac¬ 
turing contract with Craig 
Panorama for the purchase of 
4-track car stereo cartridge tape 
players. Sears Solid-State Stereo-
4, as the unit is called, will be 
sold nationally through the auto¬ 
motive departments of 300 Sears 
retail outlets. Sears has been 
carrying the Craig unit for near¬ 
ly a year—but only in the West¬ 
ern states. Mark Kalopa, national 
automotive sales manager for 
Sears, says Sears is also looking 
at the Craig compatible unit 
[which can accommodate both 4-
and 8-track cartridges] and 
“several other cartridge players.” 
Sears already carries an 8-track 
Lear cartridge player. 

□ □ □ □ Hong Kong radio prices 

on exports to the U.S. averaged 
$2.55 on the 2,015,859 radios 
sent through May—a drop of 820 
from the 1965 five-month period. 
Radio exports from Hong Kong 
to the U.S. rose 81.52% for the 
first five months of 1966, com¬ 
pared with that period last year. 
Total for this May: 553,477 
radios at an average price of 
$2.55. This is a 77% increase 
over May, 1965, when a total of 
311,992 units were shipped at an 
average price of $3.36. 

continued on p.3 



A NEW AUTOMATIC 
FOOD COOKER 

FIRST one-step meal maker ends pot watching forever! 

WHAT A SALES MAKER! This 3-pan Automatic Food 
Cooker automatically cooks complete meals-breakfast, 
lunch, dinner. Cooks fresh and frozen vegetables, complete 
casseroles, steams rice— you name it —and what conven¬ 
ience! No timers to set, no temperatures to watch. Foods 

won’t stick or burn. When food is done, a bell sounds, heat 
goes off, food stays hot. Food nutrients, flavors, color and 
texture are retained. You’ve really got something to sell with 
the new General Electric Automatic Food Cooker. Demon¬ 
strate it and see! Model FC-1 $29.98* 

STEAM DOES THE COOKI NG-PERFECTLY! 
PREMEASURED WATER is poured into base Food-filled pans are 
placed on rack over water. Close the lid, slide the control lever 
ON. From then on, it’s all automatic! Superior to saucepan cook¬ 
ing ... no watching, no stirring ... no messy cleanup! 

LOOK WHAT IT COOKS! 
Steam-cooks moist, succulent fish, tender 
crisp vegetables —both fresh and frozen, 
and both at the same time. Cooks eggs 
soft or hard, even poached. Steams fluffy 
rice in a casserole. Steams poultry. Heats 

rolls, soups, sauces, baby food, canned 
foods. Great for leftovers —makes them 
taste freshly cooked. Cooks everything you 
don't have to brown or bake. One appli¬ 
ance replaces several separate pans. 

Easy-to-clean anodized aluminum. Com¬ 
pact, attractive styling. Two small pans... 
each holding 2 cups, or 1 package frozen 
food. One large pan holds 4 cups or 2 
packages of frozen food. 

DOMINANT ADVERTISING 
TO MAKE THE AUTOMATIC 
FOOD COOKER MOVE! 

On TV... and in leading magazines...we’ll 
be telling the story of this new way of cook¬ 
ing to millions. Watch for it! Great for the 
gift market. •Monufocturer’s suggested retoil price 

General Electric Company Houseware* Division Bridgeport Connecticut 06602 

'Progress Is Our Most Important Product 

GENERAL ELECTRIC 



AT PRESSTIME continued from p.l 

□ □□□ It's here: GM's cartridge tape player (mw, 

21 Feb., p.l) is optional equipment in 1967 Chevrolets. 
The Delco-built 8-track player is factory-installed and 
competitively priced with Ford and Chrysler players 
now on the market. Oldsmobile will probably be next 
with the same Delco player. 

□ □ □ □ National Video’s strike is over— settled July 
20, after 19 days. A National Video spokesman con¬ 
cedes production of about 20,000 tubes a week—or at 
least 50,000 tubes in all—was lost. 

□ □ □ □ Prerecorded video tapes are now a reality— or 
almost. Audio Fidelity Records Inc. is the first com¬ 
pany to take the plunge (MW, 18 July, p.3) into mar¬ 
keting sight-and-sound prerecorded tape packages. To 
date the company has produced one prerecorded tape— 
%-inch Sony tape at 7.5ips—filmed at the recording 
session for an Audio Fidelity LP album by Johnny 
Paycheck, a country-and-western singer. This will be 
Audio Fidelity’s tack at first: making video tapes 
of recording sessions set up for LP albums. The 
prerecorded tapes will be marketed under the Audio 
20/20 label. Price of the tape—which runs the same 
length as the album—will be $49.95, only $9.95 more 
than the retail price of the blank tape. Marketing : Her¬ 

man Gimbel, president of the company, hopes to con¬ 
summate an agreement with Sony to package a catalog 
of Audio 20/20 tapes with every video tape recorder 
sold. Gimbel is also talking with Ampex about produc¬ 
ing prerecorded tapes compatible with the Ampex video 
tape recorder. 

□ □ □ □ Six-month laundry shipments: A steady rise is 
indicated by the first-half sales report of the American 
Home Laundry Manufacturers Assn. Six-month sales 
of electric dryers rose 32.5% on 641,800 units, com¬ 
pared to 484,522 units in the first half of 1965. Gas 
dryer sales climbed 22.5% on 299,577 units; automatic 
and semi-automatic washer sales went up 10.7% on 
1,928,556 units. 

□ □ □ □ Japanese tv shipments to the U.S. hit 569,534 
units—including 62,870 color sets—for the first six 
months, or 30.58% rise over 1965’s first half. 

□ □ □ □ GE's electronic range will be introduced in the 
East in the fall when Ryan Homes Inc., unveils a “cus¬ 
tom look” model home concept in 12 cities. The all-elec¬ 
tric homes, selling in the $35,000 price range, will 
feature the GE units which have been marketed in 
Detroit and the Far West for the past few years. 

The costs of doing business: NARDA’s happy report 
Appliance-radio-tv dealers enjoyed a 
vintage year in 1965. In fact, the 
best year since the champagne days 
of 1955. 

That is the over-all summary of 
the 20th anniversary edition of the 
National Appliance & Radio-TV Deal¬ 
ers Assn, annual costs of doing busi¬ 
ness survey of its members. 

Total gross margin rose 1.08% in 
1965 and was accompanied by a rise 
of only .10% in total operating costs. 
Thus, when the difference between 
the two figures—or .98%—is added 
to the operating profit, the total of 
2.73% (see table) represents a six-
year high in net operating profit and 
the best figure since 1955. Since 
1955, the sales pie has expanded, too 
(see table “Manufacturers’ unit ship¬ 
ments”). 

Sales were up 12.4% in 1965 over 
1964, based on the sales figures re¬ 
ported by the participants in the 
NARDA survey. This gain was in 
sharp contrast to the 1% sales rise 
registered by a national panel of ap-
pliance-radio-tv dealers reporting to 
the Department of Commerce, accor-
ing to NARDA. 

Total dollar sales volume reported 
in the survey set a new record nearly 
double the 1964 amount. And NARDA 
said its latest survey showed a 42% 
increase in participation over 1964. 
The growing importance of color tv 

for retailers is apparent in the 
NARDA report, as the tv share of 
total volume jumped to a whopping 
36.8%—in a new record—from 26.8% 
in 1964 (see table far right) and the 
old high of 30.4% in 1962. Color tv, 
of course, provided the main volume 
and dollar spark, rising from 13.2% 
in 1964 to 24.7% in 1965. In 1963, 
the first year that color tv was added 

to the product breakdown, it ac¬ 
counted for 8.7% of sales. 

Refrigerators, strong boy in major 
appliances sales, received a reduced 
share of total sales in 1965. At 
13.8%, the refrigerator’s share was 
down from 17.4% in 1964 and a rec¬ 
ord high of 19.3% in 1963. Washers 
remained in third place on the sales 
ladder, even though their share fell. 
But radios, hi-fi, and phonos came 
back strong from 7.5% in 1964 to 
10.1% in 1965. 

Smaller store sales were strong in 
1965. According to the report, “mer¬ 
chandise-plus-service” firms with 
sales below $250,000 racked up a 
1965 gain of 14.3% in total sales 
over 1964 figures. By comparison, 
the firms with sales in the $250,000-
to-$500,000 bracket increased total 
sales 15.1% over 1964 and the stores 
with sales over $500,000 posted an 

over-all increase in sales of 10.8%. 
It is interesting to note the per¬ 

centage distribution of service sales 
in these three store categories. In 
the over-$500,000 store category, 
service accounted for 7.7% of total 
sales—down from 11.1% in 1964. (In 
1960, service sales accounted for 
17.5% of sales for these stores. 
Service sales in the $250,000-to-$500,-
000 store group increased from 
12.9% in 1964 to 14.3% in 1965. For 
stores doing less than $250,000 where 
service is always strong, service 
sales accounted for 21.7% of the to¬ 
tal—down from 23.2% in 1964. Of 
all sales in 1965, merchandise ac¬ 
counted for 89.3% of the total ; serv¬ 
ice sales accounted for 10.7%—com¬ 
pared to 87.8% and 12.2%, respec¬ 
tively, in 1964. 
A small decline was recorded in 

sales-per-square-foot as NARDA 

Net operating profit: the rise from I960 to 1965 

_ 1965 1964 1963 1962 1961 I960 
Gross margin 27.26% 26.18% 26.86% 28.06% 27.25% 28.78% 
Operating costs 24.53% 24.43% 25.45% 26.92% 26.76% 28.76% 

Net op’g profit 2.73% 1.75% 1.41% 1.14% 0.49% 0.02% 

Manufacturers’ unit shipments: 1965 compared to 1955 
Product 1965 shipments 1955 shipments 
Radios 14,056,100 7,269,200 
Tv (includes color) 11,037,200 7,777,000 
Phonos 6,220,600 2,627,000 
Refrigerators 4,930,000 4,200,000 
Washers 4,430,000 4,391,000 
Ranges (all types) 4,331,400 3,934,100 
Air conditioners 2,945,000 1,275,500 
Dryers 2,095,000 1,396,600 
Freezers 1,160,000 1,100,000 
Dishwashers 1,260,000 295,000 

Totals 52,465,300 34,265,400 

dealers noted an across-the-board 
merchandise sales-per-square-foot av¬ 
erage of $99. This was a drop of $2 
per square foot from 1964 and was 
$5 off the peak of $104 registered in 
both 1952 and 1959. (By contrast, 
the National Retail Merchants Assn, 
reports these sales-per-square-foot : 
consumer electronics, $152 ; major ap¬ 
pliances, $113; housewares, $140.) 

Trade-in ratios in eight key prod¬ 
uct areas were all down from 1964. 
Refrigerators and tv both registered 
drops of 9% ; refrigerators dropped 
from 58% in 1964 to 49% in 1965, 
while tv dropped from 47% in 1964 
to 36% in 1965. Since sales should 
be more profitable when trade-ins are 
not involved, it seems logical to con¬ 
clude that improvements in dealer 
profits over the past few years are in 
part attributable to the trend toward 
fewer trade-ins. 

Share of sales by product 
category in 1965 vs. 1964; 
how sales held up for 
nine appliance-tv products 

Product 
categories 

Tv (includes color) 
Refrigerators 
Washers 
Radios, hi-fi, phonos 
Ranges (all types) 
Air conditioners 
Dryers 
Dishwashers 
Freezers 
All others 

Total 

1965 1964 
share share 

36.8% 26.8% 
13.8% 17.4% 
11.6% 13.1% 
10.1% 7.5% 
8.1% 9.4% 
6.1% 7.1% 
3.6% 4.8% 
3.2% 3.5% 
2.2% 3.1% 
4.5% 7.3% 

100% 100% 
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from RCA, the company that has done the 



most to make Color TV what it is today 

MODELS-BROADEST UNE IN THE INDUSTRY 



WASHINGTON NEWS 

□ □ □ □ A new approach to mergers may come out of 
current hearings at the Federal Trade Commission 
(FTC). For the first time, the commissioners listened 
as businessmen expressed their views on whether the 
growing number of mergers in the cement industry is 
economically beneficial or anti-competitive. 

The FTC hopes the testimony will enable it to write 
merger rules for the entire industry, and thereby avoid 
holding lengthy hearings on individual cases. Proce¬ 
dures developed in the cement hearings could be applied 
to several other industries—including department 

stores—where the Commission is particularly con¬ 
cerned about the trend to mergers. 

□ □ □ □ The war in Vietnam continues to eat more 
deeply into civilian supplies of basic materials—par¬ 
ticularly those that go into appliances. Set-asides for 
military orders for steel, copper, and aluminum will 
edge up again in the next quarter of the year. 

Set-asides constitute a percentage of productive ca¬ 
pacity that must be reserved to fill defense orders. The 
biggest set-aside jump will occur in steel—an over-all 

rise of about 30%—to 1.4 
million tons. This works out 
to about 6% of total steel¬ 
company shipments, com¬ 
pared to 4.5% of shipments 
set aside for defense orders in 
the current quarter. 

The military take also will 
be up in aluminum and cop¬ 
per. If this trend continues, 
shortages are bound to crop 
up in civilian production— 
although this has occurred 
only in copper so far. 

□ □ □ □ A move to limit state 

taxation of out-of-state com¬ 
panies is winning a little 
more support in Congress. A 
special House subcommittee, 
headed by Rep. Edwin Wil¬ 
lis (D-La.), has a bill that 
would limit state tax juris¬ 
diction to firms which actu¬ 
ally own or rent real estate in 
that state. 

Distributors, long bothered 
by duplicating tax jurisdic¬ 
tions, favor this bill; but the 
proposal is opposed by most 
states and many large manu¬ 
facturers. House action this 
year is possible; Senate con¬ 
sideration is unlikely. 

□ □ □ □ U.S. exports of elec¬ 

tronics products fell off slight¬ 
ly last year, according to the 
Commerce Department’s 
Business and Defense Serv¬ 
ices Administration (BDSA) . 
Exports totaled $961.6 mil¬ 
lion in 1965, compared to 
$962.6 million in 1964. 

Reflecting lower sales to 
France and Spain, electron 
tube shipments declined 9%, 
from $62.7% million in 1964 
to $57.4 million last year. But 
there were substantial in¬ 
creases in U.S. exports of tv 
receivers, radios, radio-phono 
combinations, auto radios, 
and radio tuners and kits. 

The we-don’t-carry-it-because-
nobody-asks-for-it Fallacy. 

Recently we visited some of you dealers 
who don’t carry Andrea color television sets. 
We wanted to find out why. Most of you gave 
us the same answer. 

“Nobody asks for it.” 
O.K., non-Andrea dealers, we’d like to poke 

a hole in your argument. The reason nobody 
asks for it is that you don’t carry it! 

Let us explain. There are a number of deal¬ 
ers across the country who sell our sets con¬ 
sistently. If they didn’t, we wouldn’t be mak¬ 
ing television sets. The point is that none of 
these guys took on Andrea because of strong 
customer demands. They had another reason. 

They knew about Andrea. Its quality. Its 
reputation. So they decided to add it to the 
high end of their line. None of them expected 
throngs of people to come in clamoring for 
Andrea. It just isn’t a product for the masses. 
But these dealers knew if they put it on the 
floor, they could sell it. 
Now when a customer walks in with the 

money for a very good set, our dealers trade 
him up to the best. And for the extra few _________ 
minutes it may take to make the sale, there’s “Nobody asks for it.” 
a heck of a lot more profit. 

Basically, that’s the way a high-quality, prestige line like Andrea should be sold. If you 
agree, and if you’d like to make the money we know you can make, write to Pete Morahan, our 
Vice-President in charge of Sales. Or call him collect at (212) ST 4-5411. 
You might also ask Pete how you can be our guest at the Princess Hotel in Bermuda on 

September 16, 17 and 18. You’ll get to meet a lot of Andrea dealers down there. In a way, 
they’ve got something in common with you. Nobody ever asked them for an Andrea either. 

Until they started carrying it. 

The Andrea Radio Corporation, 27-01 Bridge Plaza North, Long Island City, N.Y. 
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APPLIANCE-TV NEWS 

Montgomery Ward’s catalog 
pushes prices to new lows 

Montgomery Ward’s new fall-winter 
catalog is spotted with price cuts, 
particularly in consumer electronics. 
Most spectacular is its housecleaning 
cut on a 21-inch color consolette now 
at $319.95, or, as a table model at 
$299.95. Wherever possible, the price 
quoted in the previous catalog is 
shown in parentheses. 

Consumer electronics 

Color tv— The line leads off with a 
compact 21-inch table model at 
$299.95 ($369.95) ; a consolette mod¬ 
el with a leg kit is available at $319.95 
($429.95). Five 23-inch consoles in a 
variety of wood finishes range in 
price from $489.95 to $549.95. A 25-
inch combo with an AM-FM stereo 
tuner available in three styles with 
doors is $875. A 19-inch set is $399.95. 
B&w tv consoles— Low price in 

b&w consoles is a 23-inch consolette 
at $139.95; without legs, the con¬ 
solette goes for $129.95. Two 23-inch 
sets in walnut and maple finishes sell 
for $164.95. Top of the line in the 
23-inch consoles is $189.95 ($259.95) 
in Contemporary walnut and $199.95 
($269.95) in Early American maple 
and Provincial cherry. 

Tv portables Three 19-inch port¬ 
ables are $104.95, $139.95 and 
$154.95. A 16-inch portable is avail¬ 
able at $99.95 ($119.95) ; three 12-
inch models sell for $77.50 to 
$127.95 ; and a 9-inch solid-state set 
is available at $112.95. 

Stereo consoles A budget stereo 
console with solid-state components 
sells for $89.95. Solid-state stereo 
consoles with AM-FM stereo radios 
range from $139.95 for a mahogany 
hardwood model to $459.95 for an 
Early American model in maple. 

Portable phonographs— Three mon¬ 
aural phonos are priced from $23.95 
to $47.95. There are eight stereo 
sets : one with a solid-state tuner¬ 
amplifier at $159.95; five solid-state 
phonos go from $57.95 to $124.95 ; 
one phono with an AM-FM radio is 
$124.95; and one with an AM-FM 
stereo radio is $189.95. 

Portable radios— Five pocket-size 
portables range from $5.50 for a 
6-transistor model to $18.50 for an 
8-transistor model. An AM portable 
with a 5-inch speaker sells for $27.50 
($29.50). Another AM model goes 
for $32.50. The AM-FM portables 
start at $26.95 for a 10-transistor 
model with a 3%-inch speaker. At 
the top of the AM-FM line is a 17-
transistor, 6-band, AM-FM-SW mod¬ 
el at $97.95. 

Clock-radios— At the low end, two 
models sell at $10.75 and $12.95. Five 
other AM units with solid-state com¬ 
ponents range from $18.50 to $36.95. 
Four AM-FM clock radios are priced 
from $26.95 to $67.95. 

Table radios— Three AM models 
are priced at $7.39, $9.95 and $28.50; 
and three solid-state AM models sell 
at $14.95. $17.95 and $22.50. AM-FM 
table radios start at $21.95 and go up 
to $56.95 for a deluxe model that 
comes in maple or walnut. Two all¬ 
transistor AM-FM models are $36.95 
and $44.95. Two AM-FM stereo 
models sell at $89.95 and $119.95. 

Portable tape recorders Four bat¬ 
tery-powered solid-state recorders are 

available: a single-speed model at 
$24.50, and three 2-speed models 
priced from $34.50 to $87.95. And 
two solid-state stereo recorders sell 
at $189.95 and $249.95. 

Major appliances 

Refrigerators— The line leads off with 
a one-door 9.1-cu.-ft. unit at $149.95 
($169.95). Step-ups range from an 
11.8-cu.-ft. model at $199 to a 13.6-
cu.ft. bottom-mount at $299.95. All 
but the one-door leader model are 
no-frost. Top-mount no-frost models 
start at $319.95 for a 14-cu.-ft. unit 
with icemaker—without icemaker, 
$289.95—and steps up to $399 for an 
18-cu.-ft. unit with icemaker. Bot¬ 
tom-mount units open at $369.95 for 
a 16-cu.-ft. unit with icemaker— 
without icemaker, $339.95. Top of 
the line is an 18-cu.-ft. bottom-mount 
with icemaker at $479.95. 

All-refrigerators— The line steps out 
at $154.95 for a 6.7-cu.-ft. model and 
includes a 12.8-cu.-ft. unit at 
$259.95. The matching freezers are 
a 6.4-cu.-ft. unit at $149.95 and a 
15-cu.-ft. model at $199.95. 

Upright freezers The line starts at 
$169.95 for a 440-lb.-capacity unit 
and moves up through six manual 
defrost models to the top of the line, 
a 30-cu.-ft. model for $339.95. 
Ward’s 16-cu.-ft., no-frost freezer 
with icemaker is $299.95—without 
icemaker, $269.95. 

Chest freezers— The line opens 
with a portable unit at $119.95 and 
has five stationary models starting 
at $179.95 ($189.95) fora 15.1-cu.-ft. 
model and moving up to $249.95 for 
a 23-cu.-ft. model. 

Gas ranges— A 20-inch compact 
opens the line at $79.95 ($94.95) 
with a 24-inch model following at 
$149.95. Five standard 30-inch ranges 
go from $114.95 to $249.95. Three 
36-inchers start at $129.95 and move 
up to 179.95 for a model with a 
Teflon-coated griddle. 

Electric ranges The line kicks off 
with a 20-inch compact at $119.95. 
Four 30-inch models go from $129.95 
to $249.95. One 40-inch unit sells at 
$199.95; one with Cook ’n Hold and 
two ovens, is $249.95 ($259.95). 

Eye-level ranges— All are 30-inch 
units, starting at $219.95—in elec¬ 
tric, $229.95. The middle of the line 
is $279.95—in electric $289.95 ; the 
top unit is $289.95—in electric, 
$329.95. A built-in wall oven is 
$144.95—in electric, $114.95. 
Washers and dryers— Washers start 

at $127.50 ($132.50) for a single¬ 
speed unit; the matching dryer is 
$79.50—in gas, $109.50. The top unit 
is a 2-speed, 6-cycle washer at 
$229.95 with a matching dryer at 
$149.95; in gas, $189.95. A solid¬ 
state-controlled washer with a 16-lb. 
capacity is $339.95. The top 16-lb. 
dryer is $179.95 ($189.95). 

Wringer washers The four-model 
line starts at $63 and tops off at 
$149.95 for a 2-speed unit. 

Dishwashers The four-model port¬ 
able line leads off at $124.50 
($139.50) for a 12-setting-capacity 
unit and moves up to a 15-setting 
unit at $159.50. The line tops off 
with a 16-setting model for $189.50. 
A built-in unit is $169.95. 

Retail prices of room air conditioners aver¬ 
aged $234 during the two weeks ended May 28, ac¬ 
cording to Daniel Starch and Staff, consultants in busi¬ 
ness research. During May, the average retail price by 
brand ranged from a low of $172 to a high of $384, 
and 35 models representing 11 brands accounted for 
35% of all unit sales. The best-selling model, which 
ranged from $220 to $280 in retail price, accounted 
for 2.8% of all unit sales. The second and third best¬ 
selling models were of the same brand as the first. The 
three models together accounted for 7.8% of total sales. 
The Starch data is based on a weighted sample of 544 
retailers across the country. 

□ □ □ □ Corning is test-marketing a Patio Broiler— a 
gas-fired unit—in Washington, D.C., Rochester, N.Y., 
Middletown, N.Y., and Corning, N.Y. The new broiler 
is a built-in version of the company’s Cercor grill—a 
portable gas-fired broiler that Corning test-marketed 
through housewares channels several years ago but 
never officially added to its line. Like the Cercor grill, 
the new broiler features burners of cellular glass¬ 
ceramic material, for which Cercor is Corning’s brand 
name. The new unit is being sold at between $100 and 
$175, depending on installation charges and choice of 
accessories. 

□ □ □ □ A tape cartridge changer from BSR may pro¬ 
vide another selling point for cartridge tape promoters. 
Those who have been pooh-poohing the cartridge tape 
movement point out that phonograph records—unlike 
tape cartridges—can be stacked for automatic continous 
play. The BSR unit holds up to 10 Lear-type 8-track 
cartridges on a carousel turntable, providing up to 12 
hours of continuous play. For use in a car, the changer 
is equipped with remote control: play and reject can 
be controlled from the dashboard, even though the 
changer/player is located in the trunk. The unit also 
has an indicator showing which of the four pairs of 
tracks is being played. It will be available sometime 
next spring. 

□ □ □ □ A new national VHF tv network is scheduled 

to begin broadcasting with about 100 stations on Sept. 
11, 1967. The fourth network, called the Overmyer 
Network, or ON, would be the first major television 
network to be formed since the American Broadcasting 
Co. began in 1948. Oliver Treyz, one of ABC’s former 
network presidents, will be president of ON. The new 
network, which will be headquartered in New York 
City, initially will broadcast eight hours of news, live 
and taped entertainment, sports, and public service 
shows. 

□ □ □ □ Color tv sales passed b&w unit sales in the 
Sacramento (Calif.) area. During the 12-month period 
ending Apr. 30, color sales tallied 17,115 units, 193 
more than the 16,922 b&w units sold in the same 
period. In the Sacramento-Stockton area, KCRA-TV, 
a local station, has seen its market zoom from 15,000 
color tv households in November, 1963, to 120,000 color 
households today. According to KCRA-TV, 22 %, of the 
families in the station’s market own color sets—a sat¬ 
uration level 10 percentage points higher than the 
national average. 
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APPLIANCE-TV NEWS 

□ □ □ □ A program selector for 8-track cartridges is 
being developed on a player to be built by Lear Jet 
Corp. Program selection will be possible with a newly 
developed fast-forward capability that incorporates 
automatic stop at the end of each selection. An index¬ 
ing system to indicate where one is on any given pro¬ 
gram, or set of tracks, is also being devised. These two 
new refinements, which will be available some time 
after the first of the year, mark a major break-through 
in the 8-track field. The fast-forward feature, as well 
as rewind are available with the Philips cassette: the 
miniature reel-to-reel cartridge. However, Jim Gall, 
Lear marketing chief, says, “What we are planning to 
offer has everything that they [Philips] have, and then 
some.” 

□ □ □ □ Masterwork introduced cartridge players at 
the Columbia Records sales meeting last week. Timed 
to coincide with Columbia’s presentation of its first 
8-track prerecorded cartridge tapes (MW, 7 Mar., p.3), 
Masterwork Audio Products’ first 8-track home car¬ 
tridge tape players are: a deck to be used with any 
stereo unit for $79.95 and a self-contained unit with 
two 8-inch speakers for $139.95. Deliveries of the deck 
will begin mid-August ; the other unit will be delivered 
early in October. 

□ □ □ □ Hoffman will use integrated circuits in all the 
products produced in its new 250,000-sq.-ft. factory 
planned for 1967. According to Ellis Friedman, pres¬ 
ident of Hoffman Products Corp., integrated circuits 
will be used in the audio stage of its b&w sets, color 
sets, and stereo phonos. With the new expansion, Hoff¬ 
man’s production capacity for color tv sets, stereo con¬ 
sole phonos, portable phonos, and radios will be in¬ 
creased 50%. The site for the new plant has not yet 
been selected. 

□ □ □ □ Penney’s drops prices on a number of home 
electronics items in its fall-winter catalog. At the low 
end of the portable tv line, Penncrest’s 12-incher sells 
for $87, compared to $92.50 in the previous spring¬ 
summer catalog. A 16-inch portable is down to $94 
from $103.50. An AC-DC 9-inch solid-state model sells 
for $107.95, compared to $114.95. Running out the line 
are four 19-inchers, ranging from $104 to $145. No 
color sets are offered in the catalog. Monaural and 
stereo console prices prove more stable. One exception 
is a 15w tube-type 48-inch stereo console at $169, down 
$15 from the price in last year’s catalog. 

Pocket radios range from a 6-transistor AM model 
at $7.50 to an 8-transistor AM-FM model at $22.50. A 
12-transistor AM-FM-SW 3-band portable is available 
at $44.50, and a 15-transistor AM-FM-SW 5-band 
portable sells for $69.50. The current AM table radio 
leader, at $12.50, is up from last season’s low of $6.44. 
AM-FM table models are available at $24.50 and 
$29.50. Clock radios open at $14.50 and go to $47 for 
an AM-FM set with dual speakers. 

□ □ □ □ Admiral is taking 1,500 dealers to Tokyo on 
nine charter flights beginning Aug. 20. Dealers qual¬ 
ified for the trips in a nationwide sales incentive pro¬ 
gram conducted earlier in the year. 

‘So soon at such a low price’: 
reaction to GE’s new IC radio 

GE’s introduction of a radio with 
IC innards (MW,4Jul.,p.3) is making 
waves in Japan—and has muddied 
the water for manufacturers of in¬ 
tegrated circuits in the U.S. 
“So soon at such a low price!” 

was the initial comment made by 
most of the Japanese radio engineers 
interviewed in Tokyo by McGraw-
Hill World News. In the U.S., one 
IC-oriented engineer observed, “All 
the majors are working on this type 
of circuit, but none of us could pro¬ 
duce it at the price, that soon.” Im¬ 
plicit in that comment is the ques¬ 
tion : How can GE do it? 
GE has stated that the new IC will 

cost radio set makers only 80Ç in 
quantities. One U.S. engineer pre¬ 
dicts that the big integrated circuit 
companies will unveil that same type 
of radio circuit sometime next year, 
but he doubts that they will be able 
to hit a price of 80c each until some¬ 
time in 1968. 

The Japanese are shocked 

“It’s a real shock to us,” says Susumu 
Nakagawa, chief consumer products 
engineer of the Electronic Indus¬ 
tries Assn, of Japan. The Japanese 
group has been considering the for¬ 
mation of a special committee to 
study measures to prod development 
of IC radios in Japan. But this plan 
has not come through yet, because 
the Japanese believed that IC radios 
would not be put on the commercial 
market for at least a year or more. 
The Japanese radio producers and 

exporters are now trying to evaluate 
what impact the dramatic advent of 
GE’s integrated circuit radios will 
have on their business in the U.S. 
Following are views on the IC gen¬ 
erally expressed by the Japanese: 

• Sooner or later, other leading 
U.S. radio manufacturers will come 
up with IC sets, and consumers in 
general may come to consider firms 
marketing integrated circuit radios 
as technically superior to those com¬ 
panies that do not. Therefore, Japa¬ 
nese radio producers must develop 
IC sets as soon as possible to sur¬ 
vive in the U.S. market. 

• Smaller Japanese companies that 
are assembling sets for export will 
be hit harder by the emergence of 
IC sets in the U.S. than vertical 
radio producers. The reason : Radios 
from the bigger firms are usually 
distributed in the U.S. by more rep¬ 
utable companies under better-recog¬ 
nized brands. 

• Japanese radio-assembling firms 
will be further hit when prices of 
integrated circuits are lowered to 
50<, because the current price of 50< 
to 60c in Japan for a kit containing 
six transistors and one diode is con¬ 
sidered to be about the lowest pos¬ 
sible price. These assembling firms 
are already suffering from the con¬ 
tinuous rise in labor costs. Integrated 
circuits, incidentally, will have the 
additional advantage of low labor 
costs, since the bulk of the radio’s 
guts will be contained in a single 
silicon chip. 

• All in all, the advent of IC 
radios in the U.S. could shake up the 
entire Japanese radio export busi¬ 

ness with the U.S.—unless the Japa¬ 
nese catch up with their American 
counterparts before U.S.-built inte¬ 
grated circuits are made available in 
quantities. The Japanese radio ex¬ 
port business is well worth protect¬ 
ing; it is now booming along at the 
rate of $84 million a year. 
The Japanese may indeed catch 

up. Michio Hatoyama, managing di¬ 
rector for engineering at Sony Corp., 
believes that his company and other 
leading Japanese firms can develop 
IC radios in less than a year. Hato¬ 
yama does not think that GE’s IC 
radios pose too serious a threat for 
the Japanese to meet. 
At least six companies in Japan 

are engaged in active development 
projects for radios and other con¬ 
sumer electronics with integrated 
circuits: Nippon Electric, Matsushita 
Electric Industrial Co., Hitachi Ltd., 
Tokyo Shibaura Co., Sony Corp., and 
Toshiba. (As for integrated circuits 
in products other than radios, To¬ 
shiba has already announced that it 
will test-market a tv set incorporat¬ 
ing ICs in Japan next year.) The 
race among these Japanese firms to 
gain the lead in IC efforts will now 
no doubt be intensified. 

The Americans are incredulous 

In the U.S., the semiconductor in¬ 
dustry seems less concerned about 
GE’s integrated circuit innovation. 
Reaction—perhaps reflecting a sour-
grapes attitude—ranges from “an 
interesting job and we wish them 
luck” to calling the new IC “the sub¬ 
sidized circuit,” since none of the 
other manufacturers can make a 
similar circuit at GE’s price yet. 
Most of the skepticism is based on 
doubt about GE’s production capa¬ 
bility. 
“GE had to do something to make 

an IC splash,” said one observer, 
“and it chose a fairly complicated 
linear circuit. Only one thing is 
wrong, though—GE hasn’t sold 
enough digital integrated circuits to 
load a shotgun with.” GE’s integrat¬ 
ed radio circuit is a complicated 
linear circuit—not to be confused 
with digital integrated circuits, used 
primarily in computers, which are 
simpler to design and easier to pro¬ 
duce. Both GE and RCA use a sim¬ 
pler linear integrated circuit in the 
sound stage of some of their televi¬ 
sion sets. 

Everyone is interested 

There is speculation that Motorola 
Semiconductor (and Motorola Con¬ 
sumer Products) is the company 
closest to announcing an IC similar 
to GE’s. RCA is the next fairly ob¬ 
vious entry; and, Westinghouse 
Microelectronics and Sylvania are 
mentioned in the same breath. 

It is generally conceded that most 
of the major consumer electronics 
manufacturers will have ICs in some 
of their products—if only in the 
audio stage of a tv set or phono— 
by next summer. 
The next step will be for the re¬ 

tailer to create a romance between 
integrated circuits and the consumer. 

8 
MERCHANDISING WEEK 



Convenience 
is a G-E Auto-Fill Icemaker 

Americana (14.6 cu. ft.) 

■No-Frost 16' (15.6 cu. ft.) 

'Spacemaker 19' (18.8 cu. ft.) 

GENERAL ELECTRIC 

Women don’t like to fill ice trays. And they 
won’t have to if you sell them a 1966 G-E with 
the exclusive Auto-Fill Icemaker. It makes plenty 
of ice. Never makes trouble, because there are 
no complicated gears, timers or heaters to conk 
out or wear out. The Icemaker refills itself 
automatically and makes lots of nice clean, 
crisp cubes fast. Ends forever sloppy spilling 
and mopping up. And there’s a bin to store 
extra ice cubes, too. 

And for ’66, you can sell the Auto-Fill 
Icemaker on the high-style Americana' with its 
huge Roll-out Freezer, on both ‘Spacemaker 16’ 
and 'Spacemaker 19’ with Roll-out Freezers, 
and on the new ‘No-Frost 16’ where it is located 
in the giant-size top-mounted freezer. 

And while you’re selling it— remember that 
all these new G-E refrigerators offer another 
big convenience women want: no defrosting 
anywhere. As well as that incomparable 
General Electric quality that has made G.E. the 
household word for dependable refrigeration. 

and we’ve 
put it 
on the line 
for ’66 

'Spacemaker 16' (16 cu. ft.) 



Phonoia is not in 
the tootball business. 
Are you? 
Let's face it. We’re both in 
business to make a profit. 
We do it by making the fin-

And playing football 
doesn't help either of us. 
(That's for the back yard, 
not your salesroom.) 
Sure, we like to play ball 
with you. We give you a 
quality stereo line cover¬ 

est stereo equipment we 
know how. You do it by 
selling that equipment. 

style. We give you a sound 
line that satisfies the most 
critical ear. And we give 

you an exceptionally good 
profit margin, to boot. 
Let your competitors play 
games. Phonoia doesn't 
believe in football, except 

on the gridiron. If you must 
play football, play with 
someone else's line. To 
Phonoia, business isn't a 
game. 

9003 

very big in sound 

phonoia 
WATERS CONLEY COMPANY. INC . A SUBSIDIARY OF THE TELEX CORPORATION 

645 NORTH MICHIGAN AVENUE/CHICAGO. ILLINOIS 60611/(312) 944 5125 

PROFIT FROM AN UNMATCHED RECORD 
OF TROUBLE-FREE PERFORMANCE 

You keep the profits you make on Thomas A. Edison 
Humidifiers because they stay sold . . . free you from 
complaints and service losses. Owners just don't 
experience noise, leaks, drafts or breakdowns. Ask 
us to prove it. 
V Uncompromising Quality V Features that Sell 
V Complete Market Coverage V Profit Protection 

The Man Who ... 

. . . is turning a Persian market into an organized indus¬ 

try is Dolph Zapf el, executive director of the National 
Housewares Manufacturers Assn. But his newest move 
toward greater status for the housewares industry will 
require him to wear a heavy crown of promotional re¬ 
sponsibility at the retail level. 

I refer to NHMA’s new Design in Housewares 
Award Program (MW,30May,p.l5), the excitingly big 
theme of NHMA’s recent exhibit in Chicago. 

It is a heavy crown for Dolph Zapfel to wear for a num¬ 
ber of reasons. In the first place, the very concept of 
such a program is very bold: to provide “valid criteria 
of design for quality, function, and practicability, as 
well as design for aesthetics.” Secondly, so is the 
methodology of the program very bold: to select for 
good design less than 100 housewares products from 
over 250,000 on display at NHMA’s exhibit last Janu¬ 
ary. Thirdly, NHMA’s selection of judges* was boldly 
prestigious. Fourthly, advance publicity given to re¬ 
tailers and consumers has been enormous. Lastly, the 
hoopla accorded the program at this month’s exhibit 
completely dominated everything and everybody at 
McCormick place : a banquet for nearly 800 of the in¬ 
dustry’s leaders (prime example—Herbert Wexler of 
Macy’s) ; a 30-minute, wide-screen presentation of all 
94 award winners; gold-framed plaques for the lucky 
manufacturers ; the appearance, and key speaker at the 
banquet, of no less a notable than Marshall McLuhan, 
highly publicized Director of the Centre for Culture 
and Technology at the University of Toronto, who 
spoke, wittily and meaningfully, on “Communications 
in Design,” with special reference to the award win¬ 
ners; and a magnificent, if slightly oversized, display 
for the award winners that overpowered the registra¬ 
tion area (retailers can buy duplicate to use in their 
stores). 
Now then, how’s that for a promotional ballpark? 

You couldn’t ask for more, really, except for this: an 
industry retail game has not yet, to my knowledge, 
been scheduled to play in it, except for the somewhat 
amorphous concept of a standard display for the de¬ 
sign winners. So . . . 

Here's where Dolph Zapfel must begin to wear his heavy 
crown of retail promotional responsibility, and soon. 
He must develop a plan for exploiting all these good 
works on an industry-wide basis at retail, a plan as 
good as the concept of the Design in Housewares 
Award Program. For that is all the industry has at 
present : a beautifully worked out concept. 

Walter R. Browder, Editor 

’Harold Zierhut, president of Zierhut (Vedder) Shimano Industrial Design, Van Nuys, Calif.: 
Arthur J. Pulos, executive committee chairman of Syracuse University's school of art, and 
president of Pulos Design Associates, Syracuse, N.Y.; Jon W. Hauser, president of Jon W. 
Hauser, St. Charles, III.; Tucker P. Maaawick, manager of industrial design of RCA's home 
instruments division; Damon C. Woods, chief stylist of Ford Motor Company's interior studio. 
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There’s an easier way to pull them in. 

APPLIANCES 
STEREO 

COLOR TV 

AUTHORIZED 
DEALER 

(Let G.E.’s national advertising pull for 
you!) When you're in business with General 
Electric, you've got something extra on your 
side ... the magnetism of the G-E monogram. 

Your customers know that name. They 
trust it for quality and service. And in a com¬ 
petitive, crowded world, people are always 
attracted to the name they know. 

And to keep this attraction going strong, 
G.E. has scheduled a big program of na¬ 
tional advertising. There's a constant stream 

of TV commercials going on all over the 
country, at the times when most people are 
watching. There are big print ads, many in 
color, in American Home, Reader's Digest, 
Life, Look, Good Housekeeping, Redbook, 
McCall's, House Beautiful, Time, Newsweek, 
Saturday Evening Post, Sunset, Ladies' 
Home Journal, Better Homes & Gardens. 
Plus coordinated displays and point-of-sale 
material and retail ad mats, for your use. 

Featured in this G-E advertising are: 'No¬ 

Frost' refrigerators, ranges with P-7® self¬ 
cleaning ovens, automatic washers with 
MINI-BASKETS®, dishwashers with Silver 
Showers and air conditioners that cool a 
room or a whole house. 

Get the magnetism of a General Electric 
franchise working for you. 

GENERAL^ ELECTRIC 



Today's personalities, problems, potentials 

THE FACE 
OF 
DISCOUNTING 
by Dan D. Dorfman 

The volatile discount industry ap¬ 
parently is over the hump as the ago¬ 
nizing period of “shakeout” becomes 
a period of “shakeup.” 
The shakeout—in which scores of 

discounters fell prey to mismanage¬ 
ment, overexpansion and undercapi¬ 
talization—appears, at least from 
present indications, to have pretty 
much run its course. 
The shakeup is a massive house¬ 

cleaning effort. Essentially, this 
means refining day-to-day operations, 
expanding with greater care, and 
zeroing in on a clearly defined mer¬ 
chandising and promotional charac¬ 
ter. 

In the words of one top discount¬ 
er: “Sure we have problems—but not 
nearly as many as a few years ago. 
The mistakes were costly, some times 
deadly, and because of them the in¬ 
dustry now has a lot more savvy . . 
Most industry veterans concede 

that more discount blood will be 
spilled on the streets of retailing— 
but, significantly, the consensus is 
that the mortality rate will dimin¬ 
ish sharply. 
A banking executive involved in 

discount store financing sums it up: 
“Let’s not kid anybody. A number 
of weaklings still have to be ferreted 
out. But, over-all, discounting today 
is a stronger, more sophisticated in¬ 
dustry.” 

Strength and stability 

The latest statistics from Dun & 
Bradstreet, the world’s biggest credit 
organization, tend to bear this out. 
The figures show 26 discount fail¬ 

ures in the first six months of 1966 
—a sharp decline from 86 failures in 
the comparable 1965 period. 
To D&B, this means fewer dis¬ 

counters will wind up in financial hot 
water this year. Said a spokesman : 
“I don’t think you will see anywhere 
near the 100 discount failures of a 
year ago.” 

Sol Cantor, president of Interstate 
Department Stores Inc., an outstand¬ 
ing success in discounting, shares the 
view of industry stability. But it is 

Cantor’s contention that a third of 
the discount industry is still mar¬ 
ginal. He believes, though, that the 
situation will resolve itself in the 
next four to five years as the mar¬ 
ginal firms switch to true discount¬ 
ing, get absorbed, or go out of busi¬ 
ness. 

Cantor, whose company’s volume 
will top the half-billion-dollar mark 
in 1966, said he does not believe the 
shakeout is entirely over. “Business 
is sensational,” he observed, “and 
the acid test will come if the economy 
begins to sag.” 

The new breed 

What are the chief ingredients of 
the shakeup binge? 
Judging from merchandising 

week’s conversations with a cross¬ 
section of leading low-mark-up mer¬ 
chants, the emergence of a stronger, 
more experienced breed in an indus¬ 
try with an annual volume note of 
close to $16 billion is typified by: 

1. Beefed-up controls and systems, 
closer tabs on inventories, and sharp¬ 
er buying, merchandising, and pro¬ 
motion techniques. 

2. A tighter rein on expenses and 
stronger security measures. 

3. More talent at the middle-man¬ 
agement and executive levels. 

4. Increased concentration on the 
most productive lines of merchan¬ 
dise, accompanied by efforts to 
gradually upgrade in both quality 
and price. 

5. Positive steps to invigorate un¬ 
profitable or marginal stores through 
better management, changes in mer¬ 
chandising policies, accelerated pro¬ 
motional activity. 

6. Giving up leases of unprofitable 
outlets to other discounters at re¬ 
duced rentals, and, in some cases, ac¬ 
tually closing them. 
Although some discount executives 

are ready to don boxing gloves when 
told that the dividing line between 
discounters and traditional depart¬ 
ment stores is, in more than a few 
cases, fast becoming a blur in terms 
of price, service, and attractive store 

Robert C. Kirkwood, chairman of F. W. Woolworth Co., says Woolco will be 
the biggest. But the discount “outburst” by the nation’s biggest variety chain 
(30 stores in four years) has been puny. Woolworth, however, is not backing 
down. Says a determined Kirkwood: “It will take time, but we have the man¬ 
power, experience, talent and ability . . .” 

fixturing and design, the fact is that 
such is the case. 

This does not mean that the aver¬ 
age discounter is turning into a Saks 
Fifth Avenue overnight—far from 
it. But it is taking on more of the 
department store characteristics— 
mirrored in fatter markups, a little 
more service (credit, charge accounts, 
etc.) and fancier stores and fixtures. 

Goodby pipe racks 

Yesterday’s pipe-rack operations ap¬ 
pear to be a thing of the past. 

This noticeable upgrading has led 
to repeated assertions, particularly 
by the department store fraternity, 
that across-the-board trading up in¬ 
creases costs of doing business, 
thereby making day-in, day-out bar¬ 
gains the exception, not the rule, in 
most discount houses. 

“Baloney,” howled a New England 
discount store executive, replying to 
these charges. “This is department 
store propaganda, and only a fool 
would buy it. There are many legit¬ 
imate bargains in the reputable dis¬ 
count store, and the astute shopper 
is well aware of it. There’s no ques¬ 
tion that many discounters have up¬ 
graded to some degree—but they’d 
have to be jackasses not to. After all, 
you’re in a robust economy and ca¬ 
tering to a more affluent and sophis¬ 
ticated shopper.” 

Another discounter echoed this 
thinking. “You can be sure,” he said, 
“that department stores have also 
been on an upgrading kick to take 
advantage of the consumer’s appe¬ 
tite for quality. As a result, their 
markups have had to go up as well. 
I would think there is still a 15% to 
20% price differential between the 
discounter and the department store.” 
Most discounters admitted that 

Joseph L. Eckhouse, executive vice 
president of Grand Union Co. and 
skipper of its 27-unit Grand-Way 
discount chain, is the man who 
turned around a sick low-markup op¬ 
eration. It took Grand-Way eight 
years to get into the black, but the 
chain is now forging ahead in sales 
and profits. Last year, discount divi¬ 
sion accounted for about 20% of 
Grand Union’s $780 million volume. 
Ahead: the prospects of acquisitions 
and stepped-up expansion (about 
seven to 10 units a year) to satisfy 
the supermarket giant’s hunger for 
more discount volume. 
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their stores had upgraded to some 
degree over the past few years, par¬ 
ticularly in soft goods. Some, though, 
complained that they had been stung 
by hefty markdowns in somewhat 
higher priced women’s apparel—espe¬ 
cially fashion goods. 

Said one unhappy discount store 
official : “We’re through being fash¬ 
ion trail blazers. The markdowns are 
murderous.” 
One discounter pretty much sum¬ 

med up the industry’s case on trad¬ 
ing up. “We’re getting rid of the 
junk,” he said. “It’s not that we can’t 
sell junk. It’s more a matter of what 
we want to stand for two or three 
years from now.” 
A continuing trend in discounting 

—by no means new—is the increas¬ 
ing percentage of sales being record¬ 
ed in soft lines. Most discounters 
started out as price-cutters of name¬ 
brand hard goods, but the majority 
has long since swung strongly into 
soft lines. Percentages vary, but the 
majority of discounters reportedly do 
anywhere from 25% to 40% of their 
business in soft goods, excluding 
food. 
Why the swing to soft goods? 
According to Abe Marks, president 

of Hartfield Stores Inc., operator of 
the Zodys discount chain, it is simply 
a matter of creating a more complete 
department store—in other words, 
giving the customer another reason 
for shopping in the store. The pre¬ 
dominant shopper in a discount store 
is a woman, observed Marks, “there¬ 
fore, you must have merchandise to 
attract her. Hard goods, alone, does 
not do the trick.” 
Some industry observers attribute 

the soft goods push to a bid for big¬ 
ger markups, particularly on private¬ 
label merchandise, which masks the 
supplier’s identity. Marks, however, 
pooh-poohed this. Industry statistics, 
he said, show apparel with a gross 
margin of 26.2%, while all other 

Sumner Feldberg, senior vice pres¬ 
ident of Zayre Corp., predicts that 
(1) lessees will continue to diminish 
in importance as many low-markup 
merchants become bigger and finan¬ 
cially stronger; (2) many discount¬ 
ers will launch a full-fledged assault 
on two major problems—lack of 
more effective controls and a short¬ 
age of manpower all the way down 
the line; (3) mergers and acquisi¬ 
tion will continue, and (i) more dis¬ 
counters will ring cities with a great¬ 
er number of stores. 

merchandise averages out at 25.7%. 
But once such slow-moving lines as 
majors and housewares are removed, 
he added, the over-all hard goods 
markup runs about 1% to 2% 
higher. 

Private-label impact 

A growing industry trend is the 
movement into private-label hard 
goods—modestly in some cases, 
strongly in others—with majors, 
consumer electronics, and house¬ 
wares all getting into the act. But 
not everybody is sold on private¬ 
label hard goods. And some discount¬ 
ers think it is downright nonsensical 
to make a splash in this area. 

Carl Bennett, president of Caldor 
Inc., one of the nation’s most suc¬ 
cessful smaller discount chains, is 
vehemently opposed to private-label 
hard goods. “Let’s not forget the 
name of the discount game—hard 
goods brands at discount prices,” he 
said. “This image is uppermost in 
the minds of the consumer. Look at 
the disadvantages of private label, 
such as a slower turnover and the 
need for hard sell. Any markup ad¬ 
vantage on private label is lost in 
the long run because, ultimately, a 
store may be forced to cut prices on 
such merchandise to maintain a rea¬ 
sonably sound turnover.” 

E. J. Korvette Inc. does not see it 
that way. 
“We’re well pleased with the re¬ 

sponse to our private-label major ap¬ 
pliances (Leonard Korv-air) and we 
will continue to move more forcefully 
into them,” said Leo Cohen, vice 
president and general merchandise 
manager of Korvette’s hard goods 
division. “We’re growing in this area 
day-by-day, week-by-week, and some 
Leonard Korv-air items are outsell¬ 
ing the national brands,” Cohen ob¬ 
served. 

“It seems that if we lose a Whirl¬ 
pool or a Norge sale, we make it up 
with two Korv-airs,” he said. 

Cohen, like several other discount 
executives, pointed to bigger mark¬ 

ups as a key reason for the increased 
plunge into the private-label arena. 

Considerable enthusiasm for pri¬ 
vate-label hard goods was also ex¬ 
pressed by White Front Stores Inc., 
a division of Interstate Department 
Stores Inc. White Front, one of dis¬ 
counting’s most prolific volume-pro¬ 
ducers, recently announced plans to 
enter private-label major appliances 
via an Italian-produced plastic re¬ 
frigerator. 

In the words of one White Front 
official : “We’re very excited about 
this area and we think it has great 
potential for us. If we achieve the 
kind of success I expect, we’ll un¬ 
doubtedly expand our private-label 
base in major appliances.” 
Judging from a cross-section of 

discount management thinking, it ap¬ 
pears to be a pretty safe bet that 
private labels will make more of a 
sales impact in hard goods in the 
days ahead, despite the opposition 
and uncertainties of some discount 
chains. 

The Korvette case 

How do top discounters rate their 
industry today? 
The words are glowing from the 

more confident: “sophisticated” . . 
“more professional” ... “a more 
stable industry” . . . “nothing but 
growth ahead.” 

But is it all that rosy? 
More than a few Wall Streeters 

are dubious, and one of the key rea¬ 
sons for the question mark is the 
plight of E. J. Korvette Inc., the na¬ 
tion’s biggest discount chain. Despite 
the fact that many discounters brand 
Korvette a “promotional department 
store” (an upgraded version of a low-
margin store in terms of pricing, 
store layout, and design), numerous 
Wall Street analysts liken the prog¬ 
ress of Korvette to that of the rest 
of the industry. 
And this does not augur well for 

discounting. 
For Korvette, which in 18 years 

parlayed a second-story loft selling 
luggage into a 43-store chain with 
annual sales of $800 million, is a 
company beset with some serious 
problems. Chief among them: (1) a 
lack-lustre food division, (2) a prob¬ 
lem-ridden furniture operation, (3) 
lack of sophisticated controls and 
systems, (4) poor morale. 

Several Korvette critics also point 
to the lack of a strong top-manage¬ 
ment team, notably in merchandis-

Herbert Palestine, chairman of Ar¬ 
lan’s Department Stores Inc., denies 
it—but reports persist that Arlan’s 
is on the selling block. “My stock 
(about 8% of the common) is not for 
sale," he declares. Arlan’s has talked 
merger and acquisition numerous 
times—but to no avail. Arlan’s nego¬ 
tiations recently with King’s and be¬ 
fore that with Vornado died, but 
some Wall Streeters think they could 
be resuscitated. 

Sol Cantor, president of Interstate Department Stores Inc., says the firm is 
weighing diversification through acquisition. Among the possibilities : the pur¬ 
chase of quality department stores or some type of finance company. In the 
works in merchandising : a bid for more fashion business, which, in Cantor’s 
own words, is “our major drawback.” 
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DISCOUNTING TODAY CONTINUED 

ing, and the lack of clearly defined 
merchandising policies. 

Help, however, is on the way in 
the person of Charles C. Bassine, 
chairman of Spartans Industries Inc. 
and a bright, imaginative, demand¬ 
ing individual who refused to toler¬ 
ate mediocrity. 

Only stockholder approval is need¬ 
ed to conclude a merger which would 
see Korvette swallowed up by Spar¬ 
tans, a $375-million-a-year retailing 
and manufacturing complex whose 
volume is less than half that of the 
troubled discount chain. 

Practically everyone agrees that 
this will be a rough year for Kor¬ 
vette. With Eugene Ferkauf (Kor-
vette’s shy, crew-cut chief officer and 
founder) shunted to the background 
and Bassine moving to the forefront 
as the No. 1 man and decision-maker, 
the question, then, is what course 
will the new skipper chart to take 
Korvette out of stormy retail waters. 
Although the merger has not yet 

been approved, the Bassine influence 
is already sweeping through Kor¬ 
vette with hurricane force to rehabil¬ 
itate the chain. Heads have been 
chopped, and the likelihood is that 
the axe has not been tossed away. 
Additional changes, operational in 
nature, are almost certain to take 
place as the fast-stepping Bassine 
seeks to regain Wall Street’s shat¬ 
tered confidence in Korvette. 

Obviously, Bassine has his hands 
full, and there are a number of Wall 
Street analysts who doubt whether 
he can turn Korvette into a vigorous 
profit performer. No one, though, is 
selling the man short. 

1966 sizzle 

But the discount industry, itself, is 
confident that 1966 will be another 
record-breaking year—both in sales 
and profits. Profit margins, however, 
may feel the pressure of intense com¬ 
petition and increased costs of doing 
business. 
A key reason for discount manage¬ 

ment optimism is the robust economy, 
laced with consistently growing dis-

Theodore Schlesinger, president of 
Allied Stores Corp., is sold on dis¬ 
counting. He used the annual meet¬ 
ing as a sounding board to tell the 
shareholders that the four-store Al¬ 
mart discount chain—sprouting sales 
of close to $100 a square foot—is 
due for big growth. Plans call for 
a $250 million discount volume with¬ 
in the coming decade, based on a 
chain of about 25 stores. 

count store acceptance. Sharper ex¬ 
pense controls, including pre-opening 
expenses for a new store, is another. 
And then, of course, is the built-in 
sales growth generated by a flock of 
new discount stores. 

It is anybody’s guess how many 
stores are doing business under the 
discount label in the U.S. Usually re¬ 
liable sources put the figure at rough¬ 
ly 3,500 with an average dollar-per-
square-foot yield of about $55. An 
estimated 300 to 400 new stores are 
expected to make the discount scene 
this year. 

According to Dun & Bradstreet, 
discount stores are showing good ad¬ 
vancement in post-tax profit margins. 
A random sampling shows that a 
median net profit of 2.61% was reg¬ 
istered last year by 45 leading dis¬ 
count chains. In 1964, 186 leading 
discounters wound up with a median 
net profit of 1.68%. While the fiscal 
1965 figures for the entire discount 
industry will undoubtedly be well be¬ 
low the impressive 2.61%, it does in¬ 
dicate which way the profit winds 
are blowing. 

But discounting is not without its 
doubting Thomases, as some might 
call them, realists. Several see a 
number of potential trouble spots 
fogging up the bright gleam of op¬ 
timism, although even here the over¬ 
riding feeling is one of continued 
growth in 1966. 

Chief headaches 

Increasingly fierce competition (too 
many stores in some areas) and big¬ 
ger operating expenses, especially 
payroll, are matters of deep concern 
to practically all discounters. Lack of 
a reservoir of discount talent, the 
need for better controls, prospects of 
fatter promotional and advertising 
outlays to combat new and existing 
competition, and the inveterate fear 
of a sag in the economy are also in 
the minds of discounters. 

Carl Bennett, Caldor Inc. chairman 
(at left), gets the latest information 
on a new color tv model in a special 
carpeted salon that is a far cry from 
discounting’s old pipe-rack image. 
(Note oil paintings hanging on the 
walls.) The shop concept, a fast¬ 
growing department store trend, is 
infiltrating many more discount 
chains, notably in the soft goods de¬ 
partments. 

And, although enamoured of a 
number of discount stocks, such as 
Vornado Inc., Interstate Department 
Stores Inc., S. S. Kresge Co. (K-
Mart), and Zayre Corp., some Wall 
Streeters are not entirely convinced 
of the industry’s stability. 

Said one: “I don’t think the full 
shakeout in discounting has yet been 
felt. There may simply be a delay 
before the next competitive thrust. 
Who is to say that other discounters 
aren’t experiencing the same prob¬ 
lems as Korvette? And isn’t it pos¬ 
sible that more weak sisters will fall 
by the wayside as such chains as 
Woolworth, Kresge, Allied Stores, 
and the Grand Union Co. really be¬ 
gin to explode into discounting in a 
more dramatic way?” 

There is some feeling, though, that 
attrition in discounting may never 
reflect itself in bankruptcies because 
the weaker companies are likely to 
explore mergers or acquisitions to 
bail themselves out of any financial 
dilemma. 

The lessee’s position 

The discount industry, however, re¬ 
fuses to buy such pessimism. And 
this includes the discount store lessee 
—the backbone of many small dis¬ 
count operations across the nation. 

Although many discounters have 
been gobbling up their lessees to ef¬ 
fect bigger profits and better con¬ 
trols of day-to-day operations, sev¬ 
eral of the large operators of leased 
departments are not about to panic. 
Jerome Zelin, treasurer of Uni¬ 

shops Inc., a major lessee in the 
men’s and boys’ wear fields, observed 
that discounting’s giants represent 
only about a third of the nation’s 
more than 3,000 discount stores. 
Small independents comprise the re¬ 
maining two thirds—and, in many, 
many cases, Zelin said, “the strong, 
experienced lessees, with financial 
stability and merchandising savvy, 
provide the punch that enables the 
smaller stores to compete effectively 
against the giants. 

Zelin is quick to point out, though, 

that the alert lessee is seeking to 
protect his position through diversi¬ 
fication, notably the opening of its 
own stores with the lessee becoming 
a landlord, acquisition of small dis¬ 
count chains or individual units, 
and, of course, continued expansion 
with new discount operators. Zelin 
feels the movement into allied prod¬ 
uct lines is also a possibility. 

Small city invasion? 

When people talk about discount 
store problems, the subject of satur¬ 
ation invariably arises. An oft-heard 
comment: “There are too many dis¬ 
count stores.” 
One of the industry’s most arti¬ 

culate spokesmen, Sumner Feldberg, 
senior vice-president and treasurer 
of Zayre Corp., does not believe it. 

“Saturation is a long way off,” he 
declared. “Right now, we’re reaching 
about 25% of the potential market. 
I think we have a long way to go to 
get to 50%, and don’t ask me how 
high is high . . .” 

Feldberg looks for individual dis¬ 
counters to ring a city with a lot of 
stores. He also thinks smaller dis¬ 
count stores (40,000 to 60,000 square 
feet) have merit in smaller towns 
and cities, but says discounters have 
to face up to the problem of how to 
pursue this market with a different 
format and scaled down expenses to 
cover the reduced volume. 

Interstate’s Cantor, who looks for 
discounting to grow at a sales rate 
of $2 billion a year, believes there 
are a number of markets still un¬ 
tapped by low-markup retailers. 
These include new geographic mar¬ 
kets (under-discounted areas), new 
product markets (particularly fash¬ 
ion apparel), bigger volume from 
satisfied discount shoppers, and new 
volume from shoppers who have 
never made any purchases in dis¬ 
count stores. 

According to Cantor, soft goods 
are one of the ripest areas for ac¬ 
celerated discount growth. “We’re 
working like mad to break through 
on fashion,” he said. 

Murray J. Siegel and Frederick Zissu, president and chairman, respectively, 
of Vornado Inc., see a hotter discount rivalry—with more weeding out and 
more ad dollars needed to stay competitive. Despite it all, the two guys who 
run Vornado predict discounting’s sales and profit growth in 1966 will top 
any other form of retailing. A key trend: up-grading to capture the better 
educated, more sophisticated consumer, notably in apparel, where new fashion 
ideas are a major sales stimulus. 

14 MERCHANDISING WEEK 



Curbing shrinkage 
Shrinkage (internal theft and shop¬ 
lifting) remains an agonizing prob¬ 
lem for many discount chains. But 
the latest word is that the industry 
is showing considerable improve¬ 
ment in this area. 

Saul D. Astor, president of Man¬ 
agement Safeguards Inc., a leading 
investigative agency, estimated cur¬ 
rent discount shrinkage at about 
2.5% of over-all sales. While this is 
still about 1% higher than the de¬ 
partment store figure, it is neverthe¬ 
less a healthy improvement over the 
average 3.5% shrinkage of about 
three years ago, Astor said. 
He attributed the improvement to 

(1) sharply improved fitting room 
coverage, (2) increased use of shop¬ 
lifting patrols, (3) greater use of 
undercover investigators, and (4) in¬ 
creased employee adherence to regu¬ 
lations designed to curb shrinkage. 
Astor predicted that discount 

shrinkage would reach the depart¬ 
ment store average of 1.5% in about 
five years. 

7 he future 
What lies ahead for discounting? 

Obviously—greater rivalry among 
discounters themselves. It is no long¬ 
er a question of whether the big will 
get bigger, but how big they will be. 
The Spartans-Korvette marriage 

will create a $1.2-billion-a-year com¬ 
pany. 

Woolworth, which has been drag¬ 
ging its feet in discount store ex¬ 
pansion since it entered the field four 
years ago, is finally making its move. 
Although the giant variety chain 
proclaims loudly that it will operate 
the nation’s biggest discount chain, 
it has opened only 30 Woolco dis¬ 
count stores. Current plans, however, 
call for an accelerated opening rate 
of 30 a year, with an annual volume 
rate of $300 million by 1967. 

Kresge’s explosion into the dis¬ 
count field has undoubtedly been the 
most dramatic—and there is no sign 
of a letup. Seeking to revitalize its 
sales and profit performance, the old-
line variety chain hit the discount 
trail with its first K-Mart in March, 
1962. Today, the K-Mart division 
numbers 137 stores with an estimat¬ 
ed annual volume of close to $500 

Charles Bassine, Spartans Industries 
chairman, is the man who pulled off 
a tremendous retail coup—or blund¬ 
ered. Wall Street is not sure, but no 
one is selling the dynamic Bassine 
short. The Spartans-Korvette wed¬ 
ding—with Spartans the survivor— 
is expected to win stockholder ap¬ 
proval next month. 

million. Expansion plans over the 
next five years call for a minimum of 
40 new K-Marts a year. This would 
mean close to a 350-unit discount 
chain in 1971. 

In the department store arena, Al¬ 
lied Stores Corp, looms as the pace¬ 
setter. Allied, which stepped timidly 
into discounting about four and a 
half years ago by converting an un¬ 
profitable store into a low-markup 
operation, now has four Almart dis¬ 
count units. There were more than 
a few times during the Almart ex¬ 
periment when observers thought 
Allied would ditch it. 
But this is no longer the case—a 

fact made unmistakably clear by 
Theodore Schlesinger, Allied’s pres¬ 
ident, at a recent stockholders meet¬ 
ing. He predicted an Almart discount 
volume of $250 million in the coming 
decade, based on a chain of about 25 
stores. Sources close to the company 
say this could be a conservative pro¬ 
jection. 

Interestingly enough, two other 
giant department store chains, Fed¬ 
erated Department Stores Inc. and 
May Department Stores Co., both 
experimented with discounting with¬ 
out success. Federated tried it with 
some Fedway stores, and May con¬ 
verted some basements into self-
service operations. 

In addition to broad discount ex¬ 
pansion by the latecomers, discount¬ 
ers, themselves, at least the industry 
leaders, are also barreling ahead 
with plans for additional stores. Ar¬ 
lan’s Department Stores Inc. will 
open 19 stores this year; Interstate, 
at least 12 ; Zayre, 15 ; and Vornado, 8. 
What does it all mean? In a nut¬ 

shell, the days of the get-rich-quick 
boys—expansion on a shoestring, 
reckless expansion into new areas, 
one-man operations—are over. The 
agonizing problems of two discount 
pioneers, Masters and Korvette, plus 
those of a host of lesser lights, have 
served notice that the lack of profes¬ 
sionalism—from the sales clerk to 
the president, from store operations 
to internal controls and systems— 
can be disastrous. 

In the words of a former Korvette 
official: “You shape up or die in this 
competitive jungle—if not today, 
then tomorrow. There is no other 
way . ” 

Harry B. Cunningham, president of 
S. S. Kresge Co., says he is uncer¬ 
tain whether the term “discounting" 
will survive-—but there is no doubt 
in his mind about the soundness of 
low margin retailing. “The public’s 
impression of discount stores," he 
said, “has become much more favor¬ 
able in recent years . . .” 

Tomorrow’s possibilities ... 
The impending marriage of Spar¬ 
tans Industries Inc. and troubled E. 
J. Korvette Inc. has sparked fore¬ 
casts of a rash of merger and ac¬ 
quisition talks in the burgeoning 
discount industry. 

It is anyone’s guess, of course, as 
to who will be next in this fast¬ 
changing industry where giantism is 
unmistakably the wave of the future. 

Merger speculation 

Wall Street—always a hotbed of gos¬ 
sip—is alive with conjecture. The 
names most frequently bandied about 
by the Street’s prognosticators are 
Arlan’s Department Stores, King’s 
Department Stores, and Vornado Inc., 
operator of the Two Guys discount 
chain. No one, though, is ready to 
make any flat predictions as to pre¬ 
cisely what types of deals, if any, 
will be made. 

Although Arlan’s has held fruit¬ 
less talks with a number of discount 
chains, including merger negoti¬ 
ations with Vornado and King’s there 
is a growing feeling among retail an¬ 
alysts that a deal involving the 62-
store chain is only a matter of time. 
The word from Arlan’s is that “we’re 
the ones looking for acquisitions,” but 
few if any Wall Streeters would be 
surprised if control of the company 
were to change hands. 
Rumors are widespread that the 

company is on the selling block—via 
the stock held by several people. The 
key block (about 8% of the common) 
is held by Herbert Palestine, Arlan’s 
chairman. 

King’s is another chain that some 
Wall Streeters think is “available.” 
Talk is that the two men who run 
the company—Ollie Cohen and Mur¬ 
ray Candib—are ready to part with 
control for the right price. 

King’s, however, took the other 
route recently when it acquired San¬ 
dy’s Enterprises Inc., a three-store 
discount chain based in Roxbury, 
Mass. This brings the number of 
King’s stores to 45. 

Similar action by other large dis¬ 
counters, or, as one executive puts it, 
“cherry picking,” is considered likely. 
Some industry observers, however, 

think the gobbling up of the small 
may have to await a sag in the econ¬ 
omy. Said one discount store pres¬ 
ident: “Business is booming and 
practically everyone is doing well. 
This means most chains have an in¬ 
flated value of their worth. This will 
change fast, though, should the 
steam come out of the economy.” 

Then, of course, there is the al¬ 
ways watchful eye of the Justice 
Dept. 
One Wall Street analyst believes 

the real merger and acquisition out¬ 
burst won’t materialize for at least 
another four to five years. His rea¬ 
soning : the country is far from over¬ 
stored—a situation which ultimately 
will change as many discounters and 
discount-minded companies speed up 
their expansion. But once saturation 
sets in—and the opportunities to 
grow internally are reduced—more 
discounters will sniff merger and ac¬ 
quisition possibilities to accelerate 
the growth pace. 
A banking executive said he con¬ 

siders the higher interest rate as 

“somewhat of a deterrent” to merg¬ 
ers at the current time. “If financing 
is needed to make a deal,” he said, 
“you can look for the buyer to be 
more demanding about what he buys 
and how much he pays.” 

The guessing game 

What does Wall Street—and some 
discounters, themselves—see in the 
way of possible deals? Among the 
speculations : 
• More acquisitions by Spartans, 
probably in the apparel manufac¬ 
turing field. 
• A possible acquisition of a Mid¬ 
western chain by Vornado, which has 
already indicated its desire to spread 
out nationally. Vornado and J. W. 
Mays Inc. have held merger talks 
in the past, but nothing ever hap¬ 
pened. The feeling is, though, that 
such a tieup—which could still take 
place—makes a great deal of sense. 
The reason: no territorial conflict, 
with the two complementing each 
other (Vornado providing the hard 
goods know-how and Mays the soft 
goods savvy). 
• A possible entry into discounting 
by Montgomery Ward & Co. Ward 
has held talks with Korvette, Inter¬ 
state Department Stores, and Vor¬ 
nado—but all to no avail. Some feel 
a discount chain acquisition is still 
a possibility for the Chicago mail 
order giant, whose growth has lagged 
well behind that of Sears and Penney. 
• The possibility that such firms as 
Miracle Mart Inc., National Bellas 
Hess, and Fed-Mart Corp, will be 
acquired. 
• Possible acquisitions by Grand 
Union Co., Gamble-Skogmo, and Stop 
& Shop, each of which is pursuing 
vigorous discount store expansion. 
• A merger involving one of the in¬ 
dustry’s giants and Zayre Corp., a 
firm deep in sound management. 

Interstate Department Stores Inc. 
is also acquisition-minded. While re¬ 
ceptive to the idea of buying a dis¬ 
count chain which can fit into its 
operation, Interstate is also explor¬ 
ing the diversification route. Under 
consideration: a quality department 
store chain, and, possibly, a finance 
company, according to Interstate 
boss Sol Cantor. 

Although the merger is a quick 
route to growth and offers such dis¬ 
tinct advantages as sizable economies, 
greater buying power, more man¬ 
agement depth, and a ready-made 
entry into new marketing areas, get¬ 
ting two companies to tie the knot 
is about as easy as finding Shan¬ 
gri-la. 

Aside from inflated values of a 
company’s worth, there is the ego 
problem—with the heads of both 
firms refusing to recognize that there 
can only be one boss. Another is the 
demand of an acquired company that 
certain of its executives be assured 
a position with the combined firm at 
fat salaries—a demand often based 
solely on nepotism. 
There were 99 acquisitions in the 

discount industry last year. So far, 
30 have been completed in 1966. No¬ 
body knows how many more will oc¬ 
cur this year, but on one point there 
is overwhelming agreement—“the 
small fry in discounting are doomed.” 
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To Company Presidents: 

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

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

Even the old products are new 
for selling the New Consumer 

Electric housewares manufacturers 
have often been accused of chasing 
only after new, hot items—even to 
the point of neglecting the industry’s 
basic products and the hot items of 
the past. The charge is becoming less 
and less true. 

There is a restyling revolution at 
work in today’s electric housewares 
industry. Manufacturers are taking 
long, close looks at how all the basic 
products can be improved and made 
more appealing to the New Con¬ 
sumer. This, of course, does not mean 
that manufacturers have slowed 
down their research and develop¬ 
ment plans for new product innova¬ 
tions; it means they are seeing in¬ 
creased marketing potential from the 
products that already exist. 

Quick styling changes are coming 
faster and faster in the industry. 
Most of the efforts are aimed at re¬ 
fining the present products by add¬ 
ing new conveniences and consumer 
wants. In most cases, this means 
higher price tags. 

Schick’s new hair dryer with 
“beautifying mist” (MW, 18 Jul., 
p.31) is an example of how an old, 
hot item can be enhanced. 

Schick has added convenience and 
usefulness to the hair dryer. It no 
longer is a product limited to drying 
a woman’s hair once or twice a week. 
The product’s appeal has been wid¬ 
ened for daily use in setting and 
styling women’s hair. Thanks to 
Schick, the hair dryer offers more 
consumer convenience than ever be¬ 
fore. 

Housewares are being refined in a 
number of key product categories, 
for example: 

In irons : Sunbeam started the 
steam-vent number power play and 

General Electric has added a Teflon-
coated soleplate. The iron, that close-
to-10-million-units-a-year best-seller, 
is being improved at the same time 
that Westinghouse is moving into a 
new concept in pressing today’s per¬ 
manent press fabrics with its Steam/ 
Press Valet (MW, 18 Jul., p.31). 

In heaters: Westinghouse is add¬ 
ing a pole-heater concept to its ear¬ 
lier innovation of the oscillating 
heater. 

In toothbrushes: The industry is 
taking a broader look at total oral 
hygiene, rather than just brushing 
action. 

In slicing knives: There is a gen¬ 
eral slimming down of handles to 
make them more convenient for wo¬ 
men to hold, along with innovations 
in new cutting blades—including 
paring-shaped blades. 

In coffeemakers: New lines show 
improved styling, fast-brewing mod¬ 
els, and added features, such as GE’s 
Mini-Brew basket. 

Marketing tactics are changing, too; 
and this helps to add new consumer 
appeal to old products. The blender 
is a case in point. Manufacturers 
have been successful in building a 
cooking appliance for the product; 
it is no longer a drink mixer. The 
massager is no longer being market¬ 
ed merely for relieving aches and 
pains; it is being angled at the New 
Consumer as a product that also 
helps in relieving tensions and 
frustrations. 

Old products are being restyled to 
appeal to the New Consumer. New 
products are being designed for the 
New Consumer. And marketing ap¬ 
proaches are being re-angled to at¬ 
tract the New Consumer. 

—Ed Dubbs 

KEY MOVES-

Ingraham Philip A. Sidell is ap¬ 
pointed to the newly created post of 
vp of research and development. 
Samuel H. Kellough succeeds Sidell 
as vp of engineering. 

GE James R. Norton and John D. 
Bliedorn are appointed senior mer¬ 
chandising specialists; Norman P. 
Hamilton is appointed distribution 
specialist; and Charles E. Spencer is 
appointed merchandising specialist. 
All four are in the Housewares Di¬ 
vision. 

Hampden Specialty Thomas E. Mc¬ 
Connell is appointed to the position 
of vp, Public Seating Division, and 
H. Hudson Dobson Jr. is named sales 
mgr, Folding Bridge Furniture Di¬ 
vision. 

Hamilton-Skotch—Charles J. Kissam 
is named assistant to the president, 
and Bernard Berengard is promoted 
to vp in charge of sales. 

Corning William O. Dick is named 
mgr of process development-special¬ 
ized products in the Consumer Prod¬ 
ucts Division, and J. Evelyn Lang¬ 
ston is appointed test kitchen super¬ 
visor for the home economics depart¬ 

ment of the Consumer Products Di¬ 
vision. 

Tensor Corp. Daniel R. Reilly is 
named premium mgr. 

Eureka Williams— Dwight M. Bean is 
named mgr of the Advanced Science 
Division ; Frederick Waldmier is pro¬ 
moted to mgr of production engi¬ 
neering; and Gerald J. Eicher is 
named assistant mgr of production 
engineering. 

OPEI -New officers of the Outdoor 
Power Equipment Institute are 
Charles A. Livesey, president; Gale 
C. Piper, vp; and Kenneth Thomas, 
secretary-treasurer. 

Iona— A. Walt Runglin Co. Inc., of 
Los Angeles, is appointed represen¬ 
tative in the southern California 
area, and Rayjon Brokerage Co., of 
Anchorage, is named representative 
in Alaska. 

Universal William T. McDonough is 
appointed mgr of advertising and 
sales promotion for the Universal 
marketing and distribution operation 
for General Electric’s Housewares 
Division. 

□ □ □ □ Design problems plague the window washer, 

a new product idea that has become an “open secret” 
in the housewares industry. Manufacturer interest in 
developing an automatic window washer ( undoubtedly, 
cordless electric) continues to run high. However, man¬ 
ufacturers are less anxious to bet on when the idea 
will become practical from a design and pricing point 
of view. 

Market research has indicated that a window 
washer holds good consumer sales potential. There are 
prototypes in a number of housewares research and 
development laboratories. 
What the product must do, according to one industry 

source, is wash and dry as many as 10 windows with¬ 
out refill or battery recharge. The unit must eject a 
cleaning liquid, provide cleaning action (probably 
through a rotating brush), take in the dirty water, and 
provide clean rinse water. And the product should do 
this both inside and outside the home without making 
a mess. 

Furthermore, the appeal of the product must be ex¬ 
tended beyond merely washing windows. (The use rate 
is not high enough here.) One good bet is a combination 
car-and-window washer. 

□ □ □ □ Producers are probing steam cooking as an¬ 
other concept for new product development. The 
new interest of housewares producers in steam cooking 
has been spurred by General Electric’s introduction of 
an automatic steam food cooker at the July House¬ 
wares Show. However, general trade reaction to the GE 
cooker—from retailers as well as competing manufac¬ 
turers—is that the steam cooking concept holds more 
potential than the GE product provides. Steam cooking, 
of course, is not new; but GE has brought one new 
twist to the concept—that of determining cooking time 
through the amount of water used. 
The product design head for one leading electric 

housewares manufacturer said he had two of his men 
working on the steam cooking idea and that their re¬ 
port is due soon. The idea, of course, is to come up with 
a product that will provide quick meal preparation 
without requiring the housewife to stand over the 
range. In fact, several electric housewares manufac¬ 
turers conceded that they are taking a close look at 
pressure cookers to see how that product can be im¬ 
proved. 

□ □□□ One wild new product idea comes from Troy 

Industries, which maintains that it will begin shipping 
a cordless electric mixing spoon in October. The re¬ 
chargeable product features a handle like a slicing 
knife handle at one end, a spoon at the other end. Inside 
the spoon is a single rotary beater. The product at¬ 
tracted considerable buyer comment—especially its 
$29.95 list price. Seymour Troy, president of Troy 
Industries, maintains he is serious about marketing 
the product. 

And, of course, there is a cordless electric spaghetti 
fork—flashlight battery operated at $3.95 list—from 
Oribs Commercial Agency in San Diego, Calif. Called 
the Roto-Fork, it makes “eating spaghetti easier, more 
graceful, less messy, more fun.” The Roto-Fork is not 
as serious, but neither is its retail price. 
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HOUSEWARES NEWS 

□ □ □ □ Color the kitchen coordinated as housewares 
manufacturers move to pick up the newest popular 
shades being used by major appliance producers— 
particularly avocado and bronze. The kitchen, in es¬ 
sence, is going the route of the bathroom, where color 
coordination has played a key role in bringing a fash¬ 
ion look to the bath shop. 

Udico is using an avocado shade for a line of can 
openers. Marvel Metal Products offers metal storage 
units, color-coordinated with major appliances. Most 
pantryware manufacturers have picked up at least one 
major appliance kitchen color—usually bronze—to mix 
with wood and copper tones. 
West Bend’s Design-in-Housewares-Award-Winning 

“400” cookware line mixes nicely with bronze-toned 
major appliances. 

□ □ □ □ Cross-merchandising opportunities await re¬ 
tailers who feature the color-coordinated look in major 
appliances and housewares. On the manufacturer level, 
there is a possibility for premium promotions. On the 
retail level, windows and vignettes can be built around 
color-coordinated majors and house wares. Retailers 
can also build their own promotions by, for example, 
offering a free color-coordinated canister set with the 
purchase of a bronze-toned range. A color-coordinated 
vignette might feature a refrigerator, metal storage 
unit, canister set, cookware, and other products—all 
in bronze tones. 

□ □ □ □ One new approach to color coordination in 

housewares can be seen in the marriage of cookware 
and melamine dinnerware. Brater Merchandising of¬ 
fers porcelain enamel cookware in two patterns that 
match those used on melamine by Plastic Manufactur¬ 
ing Co. (Texasware). It could prove a natural for an 
account-opener promotion by a credit jewelry or furni¬ 
ture operation. Housewares buyers also expect to see 
more color coordination between cookware and pantry¬ 
ware. 

□ □ □ □ Two new twists in range hoods are being mar¬ 
keted by the Builders Division (Puritron) of Hamilton 
Beach. A new 4000 series of Puritron range hoods fea¬ 
tures an activated charcoal filter. Models are available 
in white and copper, at $44.95 suggested retail. The 
5000 series features, in addition to the activated char¬ 
coal filter, an interior coated with Wedgwood blue 
Teflon. This series also is available in white and copper, 
at $59.95 retail. Both are for September delivery. 

□ □ □ □ Guitón is launching a color tv ad campaign, 

for the first time, to promote its line of rechargeable, 
nickel cadmium battery-operated products—flashlights, 
cigarette lighters, and lanterns. Additional spots in 
select markets will supplement the pre-Christmas cam¬ 
paign. The commercials will emphasize the slogan, 
“When you think rechargeable, say Guitón.” 

□ □ □ □ The power mower shakeout continues as Gen¬ 
eral Appliance Co. acquires the power mower line of 
Black, Sivalls & Bryson (BS&B). General Appliance 
will show both its 1967 line and the BS&B line at the 
National Hardware Show to be held in New York this 
October. 

Fesco’s dog bed has the wicker look Dot-Tenda Reel keeps dog tangle-free 

Housewares goes to the dogs 
to promote the pampered pet 

Housewares retailers are taking a 
second look at the family pet, espe¬ 
cially the dog who has become a 
member of the family. Although the 
pet long has had his own “shop” at 
retail, there are a growing number 
of housewares that can be angled— 
directly or indirectly—at the family 
pet. 

The dog has achieved status second 
..to none in today’s society—be he 
purebred or mutt. In some ways, the 
dog is a symbol of the New Con¬ 
sumer. He dresses fashionably. He 
wears the latest styles. He is a gour¬ 
met. And he is a world traveler. 
Two new products to promote for 

the family pet were introduced at 
the July Housewares Show: a wick¬ 
er-like plastic bed from Fesco and a 
doggy bar from Schiller & Asmus. 

Perfect for poodles is the doggy 
bar, even down to its French name. 
The doggy bar is being offered as 
part of the Le Creuset cookware line. 
Like the gourmet cookware itself, 
the doggy bar is available in a choice 
of decorator colors: flame, yellow, 
or turquoise. It is priced at $7.95. 
The doggy bar, in addition to 

bringing a gourmet touch to the pet’s 
meals, also provides another key 
marketing touch—that of conve¬ 
nience. The dog does not have to 
chase his dish and his food around 
the kitchen floor. 
Good design for dogs is what Fesco 

is featuring in its new dog bed, 
which is styled after the wicker-like 
clothes basket that won a Design 
in Housewares Award for this Cela¬ 
nese subsidiary. The dog bed, with a 
suggested retail price of $2.39 (with¬ 
out pad), comes in tobacco brown or 
natural wicker colors. The bed ac¬ 
commodates a standard-size dog pad. 

For the buyer thinking of putting 
together a canine promotion there 
are a number of additional house¬ 
wares that could be tied in. There is 
the problem, of course, of infringe¬ 
ment on another department: the 
pet shop. 

Hair dryers for dogs is one bet. 
Master Appliance Corp., and other 
manufacturers offer special models 
for pets. A poodle could be shown in 
one of the special hair dryer bonnets 
designed for dogs. 
Good grooming is another angle. 

The special hair clipper kits for dogs 
have been good sellers without much 
retail fanfare. 
For the dogs’ leisure living, re¬ 

tailers can feature the Dog-Tenda 

Reel from the Cordomatic division 
of Vacuum Cleaner Corp, of America. 
It is designed to keep tangled frus¬ 
trations out of a dog’s life while it 
lounges leisurely in the backyard. 

Clothes brushes are a natural for 
a tie-in with a pet promotion. 
Anyone with a dog or a cat is a 

sure prospect for a General Electric 
cordless clothes brush. Dog hairs are 
the No. 1 problem in many a home. 
Vacuum cleaners can be brought 

in—especially lightweights and port¬ 
ables—for quick pickup of dog hairs. 
Can openers could be tied in, too, 

even though the pet food industry 
has been promoting the concept of 
“canned dog food without the can.” 
Gourmet dog food still comes in cans. 
There is even Teflon for dogs in 

Wayne’s Teflon-coated dog dish. 
For the dog that travels, and many 

do these days, housewares manufac¬ 
turers could develop a travel kit with 
compact food and water dishes and 
grooming aids. 

Dog Days would be perfect as a 
theme for a canine promotion. Wild 
as the idea may seem, some buyers 
are giving serious thought to the 
idea of a pet promotion. However, 
the big stumbling block remains the 
conflict with the pet shop. “I’ll have 
to settle for sneaking some items 
into ads,” confessed one department 
store buyer. 
An all-out pet promotion, however, 

could be a fun-filled change of pace 
for many a housewares operation, 
especially in those stores where house¬ 
wares departments now carry some 
pet-related products. And, of course, 
such a promotion could cross more 
than one department. 
A pet promotion also provides an 

opportunity for public service. An 
expert on pet care could be brought 
in or a dog show could even be 
staged. Cooperation could be sought 
from the American Society for Pre¬ 
vention of Cruelty to Animals or the 
Humane Society. 
And dogs are in the news since the 

magazine and television expose of 
the increased number of dog-napping 
cases across the country. A retailer, 
like one dog food company, could 
offer a reward for evidence leading 
to the arrest of local dog-nappers. 

But most importantly, appealing 
to pets is one way to show the mas¬ 
ters and mistresses that the store 
cares about an increasingly ‘impor¬ 
tant member of the family. 

—Ed Dubbs 
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great protector 

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. 

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 



Star-spangled way 
to save a bundle 

Instead of stowing away your loose 
change in an old sock, turn it into 
a bagful of U.S. Savings Bonds. 

So you don’t have much to start 
with. The beauty of Savings Bonds 
is that you don’t need much to 
start with. 63^ a day will get you 
your first crisp, new Bond in a 
month. 

Building a bundle for your fu¬ 
ture with Bonds is a safe, sensible 
move. When held to maturity, 
your Bonds are worth $4 for every 
$3 you invest. And your Bonds 
convert easily into cash when you 
need it. 

There’s a hidden bonus in every 
Bond. It’s the star-spangled feel¬ 
ing you get from knowing that 
your Bonds help your country 
while they help you. Because your 
Bond dollars are put to work ex¬ 
panding the horizons of freedom 
throughout the world. 

If you’d like to see a Bond close¬ 
up—with your name on it—there’s 
no time like the present for get¬ 
ting started. A bundle of Bonds 
is security in the bag. 

Buy U.S. Savings Bonds 
STAR-SPANGLED SAVINGS PLAN 

FOR ALL AMERICANS 

The U. S. Government does not pay for this advertisement. 
It is presented as a public service in cooperation with the 
Treasury Department and The Advertising Council. 

FLOOR CARE NEWS 

A fifth vac for the home: 
retail fact or fancy? 

The vacuum cleaner industry is now 
bidding for no less than the five-vac 
home, whereas several years ago the 
three-vac home was still considered 
nothing more than some wild mar¬ 
keting man’s dream. 
The shop-type vacuum cleaner, 

however, has come along to find its 
marketing place alongside the up¬ 
right, canister, lightweight, and 
portable vacs. 

Newer entrants into the field include 
Metro, with its Mighty-Vac model; 
Sunbeam Corp., with a line of four 
models; Regina Corp., which is im¬ 
porting a unit made by its Canadian 
subsidiary in Quebec ; Toastmaster, 
which first entered the vacuum 
cleaner field in January with a port¬ 
able unit; Eureka Williams, which 
is aiming its model primarily at the 
commercial field ; and Deseo Appli¬ 
ances Inc., which markets the Eldo¬ 
rado line. The Shop-Vac Corp., of 
Wood-Ridge, N.J., was one of the 
early entrants into the field. But 
now the firm has a lot of competition. 

Because the shop-type vac lends 
itself to a number of heavy-duty 
purposes—jobs not just outside the 
living room but also outside the home 
—trade talk is centering on how the 
product should be marketed and mer¬ 
chandised. 

A number of approaches is possible. 
As a Toastmaster spokesman said, 
“It doesn’t necessarily need to be 
in the vacuum cleaner department; 
it could be included with electric 
housewares.” 

Buyers are thinking along even 
more unusual lines—like placing it 
in several departments that carry 
products related to its use. One buyer 
explained : “A lot of men are spend¬ 
ing more and more time puttering 
around in their home workshops, or 
planning patios, or planting gardens. 
So, why not promote these heavy-
duty vacs right in the patio shop, or 
in the garden shop, or in the hard¬ 
ware department? At least the con¬ 
sumers who would most likely need 

this kind of vac would be exposed to 
it. A lot of people don’t even know 
that it’s available.” 

Manufacturers are divided, too, on 
the correct marketing approach. At 
Sunbeam Corp., there was long and 
serious thought on whether the prod¬ 
uct should be handled by the floor 
care products operation or by the 
garden goods division. Floor care 
won out, but there is a possibility 
that Sunbeam may add another 
model tailored more to the garden 
goods department. 

Buyers are divided on the sales 
potential of the product. Some buy¬ 
ers feel it is largely a specialty 
product. Others agree with Eureka 
Williams that its best sales potential 
is in the commercial field. Still others 
believe there is a growing market— 
as well as a need—for a heavy-duty 
vac, especially for the suburban home. 

“The ugliest animal I’ve seen,” was 
one buyer’s reaction to the shop¬ 
type vac. Joking or not, he may have 
brought up a point well worth con¬ 
sidering — appeal. The housewife 
cleans the living areas in the home; 
quite often she is the one who cleans 
the garage, the patio, and even the 
fireplace, too. So, perhaps the drum¬ 
type vac should be glamorized to ap¬ 
peal more to “her” than to “him.” 
(Sunbeam is the only manufacturer 
of heavy-duty vacs that presently 
offers a choice of “hot” colors: red 
Tuffy, blue Husky, orange Bulldog, 
and green Bronco.) 

The product needs exposure, and 
this it is finally receiving. Some of 
the newer manufacturers in the field 
will be giving the product national 
advertising support for the first time 
this fall. And a number of retailers 
will be adding the product for the 
first time, if only one or two models 
on a limited test basis. 

There is little doubt that more and 
more retailers will be adding the 
shop-type vac, and that sales will 
climb by virtue of its increased ex¬ 
posure. 

Avon introduces a mop that flops 
The Avon Assn., of Hartford, Conn., 
has added two new angles to house¬ 
hold cleaning products—a Flop-Mop 
that bends in the middle and a Tidy-
Bin with a lid that serves as a dust¬ 
pan. 
The handle of the Flop-Mop bends 

to as much as a 90-degree angle so 
that the housewife is freed from 
stooping to clean under low furni¬ 
ture. With just a half turn, the free-
sliding sleeve on the mop handle 
locks into place, and the unit con¬ 
verts to a straight-handled mop. The 
Flop-Mop carries a suggested retail 
price of $2.98. The mop head is re¬ 
placeable. 
The Tidy-Bin dustpan-basket fea¬ 

tures a lid that is actually a dustpan 
when detached from the pail. Ac¬ 
cording to the company, the angled 
dustpan “stays put” on the floor as 
the housewife sweeps debris into it. 
The polyethylene Tidy-Bin is sug¬ 
gested to retail at $1.49. 
Avon is also offering a third 

household helper—the Safiron iron 
holder. The holder adjusts to fit any 
ironing board and holds the iron in 

place with clips. The unit can be 
folded away for easy storage. The 
iron holder carries a suggested retail 
price of $1.98. 

Avon’s new Tidy-Bin and Flop-Mop 
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KEY MOVES 

Fedders— Ralph W. Phillips is appointed general 
mgr for Fedders Center Inc., Cincinnati, Ohio. 
Phillips comes to Fedders from Comfort Systems 
Inc., Memphis. 

Ampex— David L. Hansen is named Chicago district 
mgr. He will be headquartered at the Ampex Mid¬ 
west regional office in Elk Grove Village, Ill. 

Giant Tiger Stores— Robert L. Gunn becomes head 
buyer of appliances, jewelry, photo supplies, and 
tobacco. Before coming to Giant Tiger he was with 
Halle Bros. 

Frigidaire— Donald C. Schaffer is promoted to na¬ 
tional product service and parts mgr. He succeeds 
E. E. Landis, who is retiring after 40 years with 
Frigidaire. William E. Stromme is appointed appli¬ 
ance sales mgr of the company’s Oakland zone in 
Calif. 

Philco— Robert E. Munz is elected vp-industrial de¬ 
sign, and named to the Operating Policy Committee. 

Setchell Carlson Inc.— A. A. Hamilton is named gen¬ 
eral sales mgr. He was formerly with Wear-Ever 
Aluminum Inc. 

Corning— Dr. Thomas C. MacAvoy is appointed 
general mgr of the electronics products division. He 
succeeds the late Malcolm H. Hunt, who had man¬ 
aged the division for the past five years. 

Magic Chef— Three new district sales mgrs are ap¬ 
pointed in the North Eastern region: Donald E. 
Burgner, John Thomas Hackler, and Jerry C. Hixon. 

Zenith— William S. Van Slyck is promoted to assist¬ 
ant chief engineer. He has been assistant director 
of the government and special products division 
since 1962. 

rvin announces 
“The Professionals 

New Solid State Stereo Tape Recorders operate on Batteries or AC. They’ll 
make a tape recorder ‘pro’ out of any salesman (with profits to match). 

Digital Counter with Auto¬ 

matic Reset for tape editing 

Record Lock Push Button pre¬ 

vents accidental erasing 

/Arvin Solid State Stereo 
Tape Recorder 
Operates on Batteries or AC 
Now a professional-type 4-track stereo tape 
recorder that lets you record and play any¬ 
where in 3 speeds: 33/(, and 1% ips. Op¬ 
erates on standard 1ÍÕ Volt AC or eight “D” 
cell batteries. Built-in AC cord lets you plug 
in for home use instantly. Solid State 13 tran¬ 
sistor circuitry provides instant play, cooler 
operation. Two detachable speaker boxes 
house individual 5*4" oval speakers. Complete 
with two dynamic microphones. AC adapter 
cord, tape reels and batteries. 
Model 67L39, Charcoal Black Sugg, retail $159.95 

A rv*n Solid State Battery 
Operated Stereo Tape Recorder 
This professional-type 4-track stereo tape re¬ 
corder plays anywhere in 3 speeds: 7^, 3%, 
and 1% ips. Operates on eight “D” cell bat¬ 
teries and can be adapted easily to 110 Volt 
operation by using optional external AC 
adapter. Two matching side-mounted speakers 
give out-front sound with studio type deflector 
panels. Complete with two dynamic micro¬ 
phones. tape reels and batteries. 
Model 67L29, (’harcoal Black Sugg. Retail $1 19.95 
Model 712, AC/DC Adapter Unit 

Sugg, retail $11.95 

Two Professional VU meiers 

indicate correct record and 

playback sound levels 

Simple Push Button Control — 1 

Panel 

Automatic Tape Lifters to pro¬ 

long life of the tape head 

during rewind 

Hyperbolic Tape Heads assure 

better tape response and 

longer tape life Capstan drive system assures 

accurate speed and faithful 

recording fidelity 

Individual Channel Volume 

and Tone Controls 

3 individual motors control 
take-up, supply and capstan 

drive toassure constant speed 

past tape head for finer fidel¬ 

ity and sound reproduction 

«Value begins with Quality in Home Entertainment 
As Nationally Advertised In: Life, Look. Newsweek, Sports Illustrated, Sunset, Time 

For complete information, write, wire or call ARVIN INDUSTRIES, INC., 

Consumer Products Division, Department E-9. Columbus. Indiana 

Visit these permanent show spaces: 

Chicago, Merchandise Mart- 1477; New York 230 Fifth Ave. -612; 

San Francisco, Merchandise Mart; Hollywood, 1025 N. Highland Ave.; 
Arvin Sales Dept., Columbus. Indiana. 
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RADIOS TELEVISION PHONOGRAPHS TAPE RECORDERS 

INDUSTRY 
TRENDS 

FLOOR CARE PRODUCTS_ 

Floor Polishers 

Vacuum Cleaners 

HOME LAUNDRY_ 

Dryers, clothes, elec. 

Dryers, clothes, gas 

Washers, auto & semi-auto. 

Wringer & spinner 

OTHER MAJOR APPLIANCES_ 

Air Conditioners, room 

Dehumidifiers 

Dishwashers, portable 

under-counter, etc. 

Disposers, food waste 

Freezers, chest 

upright 

Ranges, electric 

Ranges, gas 

Refrigerators 

Water Heaters, elec, (storage) 

Water Heaters, gas (storage) 

CONSUMER ELECTRONICS_ 

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 
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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 

May 81,1 38 84,004 - 3.41 
5 Months 483,380 498,107 - 2.96 

May 397,592 329,615 + 20-62 
5 Months 2,327,688 2.026,222 + 1 4.88 

May 75,257 55,906 + 34.61 
B 5 Months 539,742 410,919 + 31.35 

r May 33,317 27,427 + 21.48 
5 Months 256,874 209,239 + 22.77 

Moy 300,772 261,889 + 14.85 
5 Months 1,569,608 1,410,550 + 11.28 

May 48,806 53,123 - 8.13 
5 Months 211,463 237,807 - 11.08 

June 369,300 335,900 + 9.94 
6 Months 2,059,300 2,198,300 - 6.32 

June 33,500 38,300 - 12.54 
6 Months 167,700 156,300 + 7.29 

• June 25,300 19,600 + 29.08 
6 Months 209,600 172,700 + 21.36 

. June 85,100 71,000 + 19.85 
’ 6 Months 503,300 386,100 + 30.35 

May 131,900 101,000 + 30.59 
5 Months 593,300 512,500 + 15.76 

June 50,500 42,100 + 19.95 
6 Months 235,500 204,400 + 15.21 

June 60,400 65,100 - 7.22 
6 Months 315,400 320,900 - 1.72 

► June 159,300t 176,300 - 9.65 
6 Months 1,059,400 1,010,700 + 4.81 

May 182,200* 171,700 + 6.12 
’ 5 Months 940,100 881,300 + 6.67 

f June 453,300 458,200 - 1-07 
6 Months 2,505,800 2,336,600 + 7.24 

June 86,600 95,900 - 9.70 
* 6 Months 529,100 536,600 - 1.40 

May 194,460 192,140 + 1.21 
5 Months 1,082,410 1,079,780 + 2.44 

► 

July 8 
27 Weeks 

Moy 
5 Months 

July 8 
27 Weeks 

May 
5 Months 

July 8 
27 Weeks 

May 
5 Months 

July 8 
27 Weeks 

May 
5 Months 

July 8 
27 Weeks 

May 
5 Months 

47,574 
1,210,038 

146,377 
975,503 

19,009 
814,150 

69,267 
659,351 

212,829 
6,208,060 

729,425 
4,803,892 

95,781 
3,527,146 

424,200 
2,882,797 

54,263 
1,885,441 

249,877 
1,488,346 

58,757 
1,309,730 

138,662 
1,036,681 

25,519 
636,507 

51,152 
499,617 

231,861 
5,344,627 

705,901 
4,092,191 

120,954 
3,507,889 

425,092 
2,853,812 

45,841 
884,380 

73,876 
666,313 

- 19.04 
- 7.62 

+ 5.56 
- 5.91 

- 25.52 
4- 27.90 

+ 35.41 
+ 31.97 

- 8.21 
+ 16.15 

+ 3.33 
+ 17.39 

- 20.82 
+ .54 

- .21 
+ 1.01 

+ 18.37 
+113.19 

+238.23 
+123.37 

fElectric Range June total includes: 
100,400 free-standing ranges, 58,900 built-ins. 

•Gas Range May total include: 
122 800 free-standing ranges, 21,000 high-oven models, 
18,500 set-ins, and 19,900 built-ins. 

Sources: EIA, VCMA. AHLMA, NEMA, GAMA. 
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HOUSEWARES 

Retailers get greetings 
from the swinging cards 
at Hamilton Beach 

Besides the gift, Hamilton Beach is providing 
consumers with the gift card. Hamilton Beach 
has designed a series of gift greeting cards to 
go along with its slicing knives and blenders. 

In addition to “Carvers wise . . . mechanize” 
(shown), others philosophize as follows: “Love 
me tender, love me true . . . bought this blen¬ 
der just for you”; “They laughed when I sat 
down at the turkey ... no one knew I had a 
new knife” ; and “You’re a cut above most . . . 
use it on our next roast!” 
Hamilton Beach, you’re a peach. 

The new Smith-Corona® Power¬ 
line portables will make anything 
else you might have on your 
shelves seem prehistoric. 

For many years there’s been 
talk of portables with the features 
of office typewriters. And it was 
more talk than performance. But 
not now! . . . Now, 
the 1 967 Sm i th-
Corona portables — 
manual and electric 
—willgiveany office 
machine a run for its money! 
Example: The 1967 Smith-

Corona portables offer power 
spacing. We. said portables and 
we mean all of them. Electric and 
manual portables! That’s right, 
our manual line for '67 will offer 
power spacing. Only portables 
made by Smith-Corona will 
have it! 

Here’s another: On all our port¬ 
ables for '67 the tabulator bars 

(yes, tabulator bars) are up top, 
right across the front, the way 
they are on office typewriters. 

Still more: The half-space bar 
is where it should be, too. Right 
down there with the single space 
and the Power Space Bar. The 
platen knobs are big and com¬ 

fortable to use. The list goes 
on and on. Features that 
have been added to Smith-
Corona exclusives like 
Changeable Type™, jeweled 

main bearing, removable platen-
all the things that 
have helped make 
Smith-Corona the 
largest-selling 
portable in the 
land. 
News like this 

is worth shouting 
about. So we’ll 
shout — with the 
biggest advertising campaign in 

POWER-SPACE 

the history of portable typewriters 
. . . an ad budget exceeding all 
competition combined. 
The kickoff-full-color ads run¬ 

ning across two pages in Life, 
Look and The Saturday Evening 
Post. And running right in the 
midst of back-to-school time. 
These will be followed with 

more and more ads in the top 
consumer magazines, 
business papers and | M 
students’ publications. W 
And for the first time in 
the portable business, l^HkW 
there will be a continuing Im 
schedule of commercials 
on NBC’s nationwide 
radio network. 
The lines are right. The adver¬ 

tising and sales promotion be¬ 
hind them are right. Together, 
they’ll make anything that’s been 
done before seem like something 
from the stone age! 

The1967 Smith-Corona portables 

BBS 
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We invented it. 

Remember this beauty? Our veryjj p first Kelvinator Foodarama, built 
and introduced 12 years ago. (And,^* no doubt, still kicking up a lot 
of cold in many households.) Now, look upstairs. At our newest version: the 
slick, oh-so-sellable Kelvinator Trimwall Foodarama. Made with '66 style and 
savvy to handle 22 cu. ft. of food storage (including a 307-lb. freezer). What 
else does a Kelvinator Trimwall Foodarama give you to sell? The ideal balance 
of cold between freezer and fresh food compartment. A No- Frost system that 

meters out electricity like a stingy landlord. Plus a look that says "Originals!” as only Kelvinator can 
say it! One more selling point, and a mighty big one. The 1966 Kelvinator Trimwall Foodarama is our 
fourth generation of upright refrigerator-freezers, which puts us three generations ahead of every¬ 
body else in know-how, reliability, proven performance, and proven acceptance. 

Division of American Motors Corporation 
■ ■■ as 
Feature the world’s most beautiful refrigerator¬ 

freezers: the fabulous Kelvinator Originals! 




