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Tape cartridge portrait:
MW’s Forum plays back
a new retail sound 1p.16

(2-track Stanton, PlayTape; cassette Semme-
link, Norelco; 8-track Kusisto, Motorola;
seated, 4-track Muntz, Muntz Stereo-Pak)

First report: how your
customer feels about
the use of plastic in
major appliances 1 p.26

Can a home electronics
retailer make the scene
in hippieland? oo p.24

Waring is blending
some marketing plans
for the future 10O p.28

NEXT WEEK

A worthwhile trip for retailers to clock country
picks up the when, how, and why for plus sales
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Toastmaster toasts

the Christmas

Season with the
“doggonedest” national
magazine campaign

in its history.

397,307,000 total

adult imoressions in these
great magazines:

Look, Post, Better Homes
& Gardens, Ladies’
Home Journal, Ebony,
Holiday, American Home,
Southern Living.

Everybody will be giving
Toastmaster gifts this season.
Be sure to have plenty of stock
on hand. When these ads hit,

the stock will move.

TOASTMASTER'

Toastmaster Division, McGraw-Edison Company, Elgin, Illinois

TOASTERS - COFFEE MAKERS - BROILERS « IRONS « FRY PANS - PORTABLE
VACUUM CLEANERS « WAFFLE BAKERS » MIXERS - BLENDERS - CAN OPENERS
+ HAIR DRYERS - HAIR CLIPPERS « VIBRATORS : SHOE POLISHERS - POWER
TOOLS « FANS + HEATERS - HUMIDIFIERS « ELECTRIC KNIVES - BUFFET RANGES

WHITE FRONT WARRANTIES

Dear Sir:

I would like to point out a slight error
on page 5 of your October 2 issue. You
state that White Front Stores has fol-
lowed Sears by offering a 2-year color
picture tube warranty on selected color
sets.

As service manager for one of the
Northern California stores, I would like
to point out that White Front was not
only first with the 2-year picture
tube warranty, but also it DOES
cover ALL models—from the bottom-
of-the-line leaders right up to the top-
of-the-line combos. If you check any
of the ads from last October, you will
find that White Front has been giving a
free 2-year picture tube warranty from
October 17, 1966. This is much before
Sears or any other company even
started to think about free 2-year color
picture tube warranties.

White Front also was the first com-
pany in the U.S. to give a free 2-year
parts-and-labor warranty on b&w on a
full scale (also on ALL models) as of
Jan. 18, 1965.

Thank you for noting the error in
your Oct. 2 issue.

Keep up the good work on keeping
us up to date with the retail industry.

Arthur S. Mayoff

Service Manager

White Front Stores Inc.

Pleasant Hill, Calif.

(Editor’s Note: A typographical error

has confused the issue here. Our Oct. 2

story referred to a White Front opera-

tion in Southern California, where only

“selected” color models were covered

by a 2-year picture tube warranty. The

word “Southern” was inadvertently left
out of our story.)

RIOT REPORT

Dear Sir:
I've just seen a copy of your “Riot Re-
port (part 3)—Washington looks to the
retailer: how business can help ghetto
vouth” {MW, 21 Aug., p.12].
Congratulations to you and Mildred
Hall on your superb handling of this
feature, particularly your appeal for the
cooperation of small businessmen. I'm
turning the clipping over to the Youth
Opportunity staff here, to be passed
along to the Vice President.
Patricia Fenton
Information Specialist
U.S. Dept. of Labor
Washington, D.C.

WORD FROM DOWN UNDER

Dear Sir:

Thank you for the time and assistance
which you extended to me during my
recent visit to New York.

The discussions I had with you, to-
gether with many other people in the
United States in connection with the
merchandising of electrical appliances
in your country, were most informative
and interesting and, 1 feel, will be of
assistance to us in the long run.

R.G. Booker

General Manager

Willers & Co. Pty. Ltd.

Newstead, Brisbane

Australia

(Editor’s Note: Mr. Booker is a whole-
sale distributor of appliances.)
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Great refrigeration

BREAK-THROUGH!

New 24 cu. ft. Hotpoint, 2 to 3 cu. ft. bigger
than most other 3534" wide side-by-sides.

Model CSF624J

Wham! It's here. A side-by-side that's 2 to 3 cu. ft. bigger
than most of its 35%"-wide competition.

It's the great new Food Center 24 from Hotpoint. A 24-
footer with 15 cu. ft. of fresh food area, and 9 cu. ft. freezer
area. (That's a lotta extra groceries!)

And now, just get a load of these features!

» Completely no-frost, both sides ¢ Rolls out on wheels for
easy cleaning » Adjustable cantilever shelves ¢ Lighted
interior panel with separate fresh food and freezer cold

controls « Meat conditioner drawer for fresh meat storage
* Butter spread control « Dual automatic frozen juice dis-
penser « Two adjustable freezer basket-shelves.

Something this great deserves a smashing ad campaign.
And we've got one. On The Tonight Show, and in Life, Saturday
Evening Post, Sunset, Southern Living and Progressive Farmer.
Plus, a door-bustin' dealer program.

And you haven't even heard the half of it! Get on the phone
to your Hotpoint Distributor, right away. It'll be a big break-
through in profits for you.

®
first with the features women want most
HOTROINT + GENERAL ELECTRIC COMPANY - L HCAGC 8 + 80644

See Hotpoint appliances sold ‘on The Tonight Show, NBC-TV, starring Johnny Carson.



AT PRESSTIME

LI OO O Kelvinator’s line for 1968 includes two 33-inch
side-by-side refrigerator-freezers (one with an icemaker)
and a front-loading portable dishwasher. There are 21
other refrigerators in the new line: six side-by-sides; nine
top-freezer, 2-door models; two bottom-freezer, 2-door
models; and four single-door models. The 11 free-standing
electric ranges include four 40-inch models, six 30-inch,
and one 20-inch. There are 10 freezers, including a new
25.2-cu.-ft. upright and 15.8-cu.-ft. chest. The portable
dishwasher, which holds 16 table settings, has detergent
and water-softening dispensers and two wash arms. Sug-
gested retail prices had not been set at presstime. A com-
pany spokesman said that Kelvinator might not fair-
trade the line in New York City.

OO0 August was an up month for home electronics
distributor sales, as the fall sales upswing got under way
and plants returned to full operation after July vacation
schedules—and strikes. Color tv sales for the month
climbed to 427,820 units, making it the biggest month
since March. The color figure is about 62% above the
low point in May, and 14.8% ahead of August, 1966.
B&w tv sales of 441,999 units were down from August of
last year, but rose for the fifth straight month. FM radio
sales hit 282,562 units, up 4.3% from 1966. Portable
phonograph sales were down 24.7% from last year, to
272,506 units; and console phonos dropped 28% to
104,998 units.

[J 00 O O The new McCormick Place will be one long hall:
432,000 sq. ft. of exhibit space on a single floor, totally
unhampered by columns. The architectural trick: Chi-
cago’s new hall will hang suspension-bridge style as it
stretches 1,200 ft. along Lake Michigan. Meanwhile, the
City Council voted to lease Navy Pier to Transworld Ex-
hibits for its January and July, 1968 shows. The Inde-
pendent Show is planned for the Conrad Hilton Hotel.

O OOO One company is not raising color tv prices:
Pilot Radio has sent out a special announcement that it
will not raise prices on its line of 18-inch and 23-inch
color tv sets, in the hopes that, by holding the line, “We
will be giving added impetus to the color tv market.”

(J OO O Color broadcasting at almost the cost of b&w?
CBS Laboratories is offering a new electronic video re-
cording (EVR) system to broadcasters. Much like an LP
recording, the EVR system will enable low-cost prerecord-
ing for broadcast on home or classroom tv sets. The sys-
tem, which incorporates the same technology as the CBS
home device (MW, 4 Sep., p.5), will have its first tryout
on CBS-TV in January; it will be used by educational tv
sometime in 1968. A CBS spokesman said the new system
will enable CATV and closed-circuit tv to economically
increase color programming. A special adapter camera will
cost about one third as much as standard color transmitters.
film as little as one third the price of color tape.

The minority merchant: TAMFAD tells it like it is

Basically, TAMFAD is an attempt to
bring minority furniture and appliance
retailers into the mainstream of Amer-
ican business life.

This is what came out of a closed-
door meeting between Jules Steinberg,
executive vice president, National Ap-
pliance & Radio-TV Dealers Assn., and
representatives of the Trade Assn. of
Minority Furniture and Appliance
Decalers. These included Lawrence N.
McClenney, TAMFAD's president and
a vice president of Superlative Furni-
ture. Philadelphia, Pa., and Garrett D.
Obey, TAMFAD's project director.
The meeting was arranged by Mer-
chandising Week at the request of
NARDA and TAMFAD (MW, 16
Oct., p.12).

McClenney stressed that TAMFAD

Tape cartridge retail picture:

The retailer’s scarch for profit pockets
to dip into is an on-going preoccupa-
tion. The nced to diversify in order to
expand his business never ends. Last
week at the Tape Cartridge Forum, the
message for the pionecring dealer in
our business was clear: take the
plunge, or at least a dip, into tape car-
tridges.

Figures fly fast and furious in this
new industry. The Electronic Industries
Assn. will soon be compiling statistics.
Until then. the industry will have to
rely on what are commonly called

is not a separatist “Black Power”
group, does not want to further isolate
the Negro businessman from the white
community, is not a competitor of
NARDA. He also stressed that Negro
retailers have special problems that can
best be solved by a special-interest
trade association.

For example, Negro dealers often
have difficulty placing their paper. Not
long ago, a New York finance com-
pany rejected the credit application of
a woman who was buying her furniture
in a Negro-owned store. Two weeks later
a salesman from the finance com-
pany’s own retail store called on the
woman and sold her the furniture. The
finance company apparently felt her
credit was good when she bought from
its store.

“guess-timates.”

One of the best guess-timates comes
from a leading home electronics firm
(see table). This company projects 1968
sales of home equipment at 2.4 million

At the same time, it is recognized
that Negro retailers often cannot com-
pete with white businesses because they
do not know how to run a store.
They do not know how to buy mer-
chandise or how to advertise. They
cannot offer any fringe benefits to
employees. They do not have capital
and they do not have adequate rec-
ords: therefore they cannot borrow
money. TAMFAD will work to correct
these deficiencies, to bring the Negro
businessman up to the level of the
white businessman.

Among the projects TAMFAD has
planned are a prototype store; stand-
ards of physical appearance for mem-
ber stores; customer services. such as
an interior decorator, carpet installa-
tion, appliance rentals; standardized

accounting, inventory control, and
credit procedures for members; group
buying; and health insurance and re-
tirement benefits for employees.
Steinberg reiterated his point that
Negroes “will never solve their prob-
lems by further separation,” but agreed
that there are some things that a
minority group trade association can
accomplish on a local, racial basis that
the national association cannot. He
pointed out that NARDA is open to
any appliance-tv dealer, and said
“Whether you join NARDA or not,
we will be glad to assist you.”
McClenney and Obey said they will
be making use of NARDA's services
and hope that ultimately TAMFAD
will be merged into the national trade
group. —Wallis E. Wood

brighter and greener

units, with almost $100 million in total
dollar volume at the factory level. This
preliminary estimate could be conser-
vative.

The average selling price—again at

Type Units Total factory

of home (add 000) dollar volume (add 000)
equipment 1967* 1968* 1967* 1968+
4-track, 8-track, PlayTape 630 900 $28,000 $34,000
Cassette 600 1,500 $27,000 $65,000
Total 1,230 2,400 $55,000 $99,000

*1967 figures are estimates: 1968 figures are projections.

the factory level—for all units in 1967
is projected at $44.71. In 1968, the
average price should dip to $41.25.
In 1967, the average factory selling
price for 4-track, 8-track, and Play-
Tape: $44.44; in 1968: $33.77. For
cassettes, the 1967 average price is pro-
jected at $45; in 1968: $43.33.

So. as Jack Wayman, staff vice presi-
dent of EIA, said at the Forum: “Come
on in, the water’s fine.” To see what's
happening for those already in this
growing business, see MW's playback,
starting on p.16. —Martin R. Miller

Merchandising Week is published weekly (except last two weeks in December, when bi-weekly) by Billboard Publications, Inc., 165 W. 46th St., New York,
N. Y. 10036. Subscription rate: annual rate, $6; single-copy price, 50¢c. Second-class postoge poid at New York, N. Y., and at additiona! mailing offices.



Exclusive
Selling Power!

The exclusive Admiral Tilt-Out Control Center and
Admiral AFC make Admiral color TV the easiest

to tune in the industry. The exclusive Tilt-Out
Control Center tilts out for easy stand-up tuning. And
Admiral AFC—Automatic Fine Tuning Control—
automatically fine tunes the color picture and sound
instantly and electronically at the flip of a switch.

Only Admiral
ives you the

“TiltOut Control
enter with

Admiral AFC.




Now! Perfect

color tuning
as easy as

turning on a light.

Admiral AFC “locks in” brilliant, vivid color too! Admiral Instant Play ... high gain 3-stage
pictures even when you change channels. And IF amplifier ... Admiral precision-crafted
Admiral puts AFC on every Giant 23-inch color transformer-powered color TV chassis. .. fine
console (picture meas. diag.). Admiral color TV handcrafted furniture cabinetry . .. plus the

offers a host of other outstanding selling features, largest picture in color TV—295 square inches.

The Douglas. Giant 23-in. color picture (picture meas.
diag.) with 7-button Color Sonar Remote Control.

The Carlton. Giant 23-inch color picture (picture meas. diag.) with exclusive Admiral The Madison. Giant 23-inch color Stereo theater (pic-
Tilt-Out Control Center. ture meas. diag.); fine handcrafted furniture cabinetry.

Addmircal

FOR REAL RETAIL ACTION



RETAIL MANAGEMENT

OO0 The role of the independent store is examined in
an executive report issued by the big-store-oriented Na-
tional Retail Merchants Assn. The NRMA report concludes
that it is harder for independents to succeed today, but,
paradoxically, the opportunities for the good independent
retailer are greater than ever before. The NRMA points out
that while competition for the independent retailer is stiffer
than ever before, “there are always openings for the en-
trepreneur, the innovator.”

“The changing consumer,” the NRMA points out, “is
looking for the new, the different, the specialized—things in
which the smaller retailer can and should be the leader.”

U O 0O What the independent retailer can do to succeed
in this paradoxical situation of mixed difficulties and op-
portunities is outlined in the NRMA study. Among the
key suggestions listed in the study are: create a unique store
personality; develop a modern management approach; use
tools of modern merchandising; develop adequate financial
resources; look to the experts; to cost conscious; improve
your merchandising; and. build good vendor relations.

OO0 “Serving the Changing Customer” is the
NRMA'’s theme for its annual convention next Jan. 7-11
at the New York Hilton Hotel. Some 5,000 department,
chain, and specialty store members of the association are
expected to attend the convention, which will feature some
48 business sessions.

“No one is more concerned with serving the American
consumer than the retailer is,” points out James J. Bliss, the
NRMA'’s executive vice president. “It is the retailer’s re-
sponsibility to see that the consumer’s right to free and in-
formed choice is protected. The retailer must be the con-
sumer’s advocate in anything that might affect the free-
dom of the marketplace. Reputable merchants, aware of
the consumer’s needs and desires, and willing to fulfill them
in a competitive market, are the best possible guarantee
that the consumer’s rights will be protected.”

[J OO0 [0 National retail sales for September rose to $26,-
688,000,000, up 4% over the same month in 1966 and
about .5% over sales this August. Manufacturing and trade
inventories, according to the Department of Commerce,
increased by $375 million in August and $250 million in
July. Inventories dropped by $275 million in June, in the
first decline since June of 1961; at that time, the drop
was $36 million.

O O0OO “The Race for Space”—for retail displays—is
the theme of the annual exhibit and symposium of the
Point-of-Purchase Advertising Institute (POPAI), next
week, in Chicago. The show-convention runs from Oct.
31 through Nov. 2 at the International Amphitheatre.

Judges for POPATI’s point-of purchase display contest,
an annual feature, are: Chad Taylor, assistant professor
of visual design at the Illinois Institute of Technology;
John W. Amon, vice president of Needham, Harper &
Steers, Inc.; and Norman Perman, of Norman Perman
Advertising & Packaging Design.

OO OO An Australian retail group is joining IRS, the
New Yory City-based resident buying office, effective Jan. 1.
The new member of Independent Retail Syndicate is Wool-
worths Ltd. of Australia (there is no connection with this
country’s F. W. Woolworths Co.).

How to build service customer
confidence: a new SBA Aid

“If 1 knew of a place where the re-
pairmen would fix it right, fix it fast
and stand behind their work, 1 would
carry by lawn mower, tv, or whatever
to that shop even if I had to drive to
the next town.”

This is a quote from a new Small
Business Administration Smail Market-
ers Aid, “Building Customer Confi-
dence in Your Service Shop” (No. 128,
available free from SBA field offices).

The points made by the author,
Robert K. Otterbourg, who heads his
own public relations company in New
York City, are basic, but every service
manager, like a pro football player,
can benefit from a review of the basics.

“Customer confidence is essential to
success in a small service shop. Be-
cause they are not technicians, custom-
ers have to rely on the owner-
manager. Quality work at reasonable
prices is the foundation upon which
to build confidence. Customers learn
to respect and trust a shop which
gives an honest opinion, respects their
time, and keeps promises. In addition,
the owner-manager must keep remind-
ing people that their interest is his first
concern.”

Basic, but true, and Otterbourg gives
several specific ways to reach these

goals: display a code of ethics where
the customers can read it—and offer
more than the code. Call the customer
when there will be a delay. Tell her
if the repair will cost more than the
original estimate. Provide a replace-
ment when you take an item into the
shop. Promote the shop through direct
mail, or an item that can be
used around the home: a list of emer-
gency telephone numbers that the cus-
tomer can attach to her telephone, for
example. Keep the shop clean.

Run a contest. “One radio repair
shop holds an annual contest for the
best ‘homemade’ radio built by teen-
agers. Besides the goodwill, the con-
test helps the sale of radio parts, and
it may help you spot individuals who
would make good part-time em-
ployees.”

A short bibliography at the end of
the 8-page Aid is worth the time it
takes to stop by an SBA office or
write directly to Washington, D.C.

There is more to running a suc-
cessful service operation than knowing
how to repair a broken product. A
service manager who looks into man-
agement basics will find himself work-
ing less hard, enjoying himself more,
and making more profit.

Christmas is coming. Hark!
'Tis the season to be wary

Latest FBI crime reports substantiate
what retailers have suspected—shop-
lifting is on the rise. Since 1960 (see
chart), shoplifting losses are up 93%.

Shoplifting, however, is only one
side of the inventory-shrinkage picture.
The other side is employee pilferage.
And the whole picture is the blackest
at Christmastime, reports Pinkerton’s
Inc., the nationwide security-service
operation based in New York City.

Preventive measures, says Pinker-
ton’s, can go a long way toward help-
ing retailers cut their losses. Here's
what Pinkerton’s recommends:

Post signs saying shoplifters will be

SHOPLIFTING
1960-1966

UP 93%

prosecuted, light the store properly,
don’t stack merchandise above eye-
level, use peep-holes and one-way
mirrors, work closely with the security
personnel of other stores. As for em-
ployee pilferage: check backgrounds of
cleaning crews, change locks periodi-
cally, check for collusion between jani-
tors and trash-disposal outfits, check
night entries beyond the mere signing
of the register.

These measures, says Pinkerton’s,
plus the employment of uniformed pa-
trolmen and plain-clothes investigators
during peak periods, should insure a
merrier Christmas for retailers.

+120%

+80%

+40%

1960 1961 1962  -1963

1964 1965 1966

Latest report from the FBI shows enormous rise in shoplifting losses

MERCHANDISING WEEK



When your customers ask for
the POTSCRUBBER

they don't T
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So sell them a new Whirlpool Potscrubber, successor to
: the dishwasher. The one that has what it takes to scour
¥ away even baked-on food and grease . . . a SUPER WASH
cycle. It also has a gentler cycle that treats crystal and
heirloom china with the respect they deserve. And it gets
rid of the bounce when you wask lightweight dinnerware.

The reason is two speeds. Most dishwashers wash
everything at water speeds of about 3 to 5 lbs. per
square inch. But during the SUPER WASH cycle the
Potscrubber washes at 7 Ibs. per square inch. Which
gives you some idea of why the Potscrubber really
does scrub!

The Whirlpool 2-speed Potscrubber is available in
undercounter, front-loading portable and top-
loading portable models. Your Whirlpool dis-
tributor can tell you all about them. Call him
today and discover why it's easier to sell
Whirlpool than sell against it.

<>~
Whirlpool

ORPORATION



Edward P. Reavey Jr. James F. Haley
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Customers annoyed by noisy
room air conditioners annoy you
with complaints. Put an end to
all that Sell the room air condi
tioners that make good on claims
of quiet- Coolerator. Freedom
from ncise annovance means a ‘
big reduction in service complaints. But that is only one way that
Coolerator protects your full profit margin. Get the whole story. There is
money In it for you.

Goolerator

ManJ'acturers also of Coolerator
Central Air Conditicners. Dehumidifiers, Humidifiers
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Write to: Albion Division
f‘h Graw -Edison Co , Albion, Michigan
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* THIS BUSINESS IS PEOPLE .., ..

Motorola’s new team:
consumer-bent marketer,
field-trained salesman

The man whose “hole in the handle”
promotion behind the electric slicing
knife pumped increased sales and prof-
its, as well as brand awareness, into
Hamilton Beach is being asked to do a
similar job for Motorola, Inc. He is
Edward P. Reavey Jr., former direc-
tor of marketing for Hamilton Beach
and newly named vice president of
marketing for Motorola’s consumer
products division.

At Motorola, Reavey will get a
strong sales assist from another new
appointment, that of James F. Haley
as president of Motorola Consumer
Products Inc., the sales subsidiary.
Haley, who has been general distribu-
tion manager for consumer products,
has behind him considerable field sales
experience.

Reavey and Haley. succeed S.R.
“Ted” Herkes, who has resigned as ex-
ecutive vice president and general
manager of Motorola’s consumer prod-
ucts division. (MW, 16 Oct., p.595).
Herkes is establishing his own market-
ing consultant firm, which has been
rctained by Motorola on a full-time
basis.

Reavey is a consumer-oriented
“total marketer,” a man who believes
that all aspects of a company’s opera-
tion must aim at fiilling the needs of
the mass consumer market. Before he
became a bright star at Hamilton Beach,
thanks to the ‘“hole in the handle,”
Reavey is credited with having rebuilt
the Sheaffer Pen Co.s marketing
program.

Presumably, Reavey will be tackling
Motorola’s all-solid-state color tv set
as one of his first marketing assign-
ments.

Haley has been with Motorola for
10 years. Before that he spent con-
siderable time as regional sales man-
ager for several other consumer elec-
tronics firms.

WANTS TO “REFUEL”: A retailer
who rose to become head of one of
the nation’s leading department stores,
Alfred H. Daniels, of Burdine’s, in
Miami, is calling it quits. At age 55,
Daniels wants to retire, to “refuel” in-
tellectually and creatively, and to re-
locate to Westport, Conn. He is ex-
pected to combine his own studies with
teaching, hoping to “delve into areas of
knowledge that I have so far been
able to pursue only part-time.” Daniels

began his retailing career in 1936 at
Abraham & Straus, in Brooklyn. His
retirement as chairman and chief ex-
ecutive officer at Burdine’s is effective
Feb. 5; he is being retained, however,
as a consultant to Federated Depart-
ment Stores, parent firm for Burdine’s
and A&S.

Burdine’s president, Thomas C.
Wasmuth, has been named board chair-
man to succeed Daniels. Martin Clark,
who has been executive vice president,
succeeds Wasmuth as president.

STILL IN THE FAMILY: One year
after selling G. Fox & Co., of Hart-
ford, Conn., to the May Co., Beatrice
Fox Auerbach is retiring as president
and treasurer of the department store.
Control will still remain in the family,
however, as two sons-in-law, Bernard
Schiro and Richard Koopman, become
board chairman and president, respec-
tively. Mrs. Auerbach continues as vice
president and member of the board
of directors of the May Co.

ALLIED DUTIES: Allied Stores Corp.
has added to the duties of Alfred
Eisenpreis, Allied's vice president for
planning and research. He becomes re-
sponsible for Allied’s corporate public
relations and government and industry
relations. as well as serving as the de-
partment store chain’s R&D man.

KEY MOVES: Caldor, Inc. has named
Jack Machulam as housewares buyer.
Machulam, who has been in retailing
since 1955, joined Caldor in 1963 as
an assistant store manager . . . Channel
Master has named Gerard Brennan as
president of its Chroma-Tube opera-
tion, which produces color cathode
ray tubes; Brennan continues as presi-
dent of Channel Master's Empire Tube
operation and as general manager of
Chroma-Tube . . . Louis K. Warden
has been named to the newly created
post of administrative vice president of
Craig Corp. He will handle special
projects in marketing, sales, distribu-
tion, and new product development . . .
Hamilton Beach has assigned to Joseph
B. Mason, the firm’s eastern regional
sales manager, the additional duties of
supervising the New York sales office.
The late David Horowitz, as national
sales manager for Hamilton Beach, had
been responsible for that office.

Warden

Brennan
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Tell your customers
~4i (nicely) that
Audiomation”

has just obsoleted
their stereo sets.

Audiomation programs, plays, retrieves and stores
50 LP record albums at the touch of a dial. This
exclusive Seeburg innovation, together with an AM-FM-
' FM Stereo radio, is available in a beautiful console—the

Seeburg Stereo Home Music Center. And in a handsome
component that hooks in easily to existing stereo
systems, replacing old-fashioned turntables.

Then have them
dial a record
from 50 feet away:.

Watch customers’ enthusiasm as they
operate Seeburg's remote control! These units
can be located in every room of their homes.

You’ll write their second
reaction onyour order pads.

Audiomation is so exciting that a brief demonstration alone
will make sales. For full information on Audiomation, the Seeburg
Stereo Home Music Center (console) or the component
unit, write: Consumer Products Division, The Seeburg Corporation,
1500 North Dayton Street, Chicago, lllinois 60622.

The Seeburg Stereo Home Music Center Audiomation is also available in this component
—world's first console with Audiomation. unit, for hook-up to existing stereo systems.

&=——FEBURG

Serving America Musically Since 1902 / Consumer Products Division e The Seeburg Corporation « Chicago 60622

*BREG. 656,755 ©1967, The Seeburg Corporation



UTILITY NEWS

With the fourth quarter underway, re-
tailers can turn to utility companies
for some extra assistance in making
this traditionally strong selling season
even stronger.

This year, utility promotions across
the country generally are concentrat-
ing on home laundry equipment, par-
ticularly electric dryers, through Novem-
ber.

Consumer come-ons include cash
bonuses with each purchase of selected
major appliances. In some cases, the
bonuses paid by the utility companies
are large enough to cover installation
expenses.

Retailer rapport with the utilities’
load-building campaigns is being built
with co-op advertising allowances, cash
awards for dealer salesmen, and a
barrage of free window and wall
posters and special home laundry bro-
chures featuring electric dryers. Also
not to be overlooked are the utilities’
home-service personnel, many of whom
are available to retailers for in-store
appliance demonstrations.

Check the following nationwide
sampling of promotions, then check
with your own local utility to see what
help it is offering for the big selling
season just ahead.

Arizona: Color tv and stereo, in Novem-
ber. Arizona Public Service Co., (APS)
will offer “Reddy Recommended Deal-
ers” the wherewithal (ad support, co-
op allowances, etc.) to tie-in with a
consumer prize drawing. First prize is
a $500-value tv set (APS will pay the
cost of the sct to the dealer whose
customer wins). Consolation prizes are
50 sets of tv trays, which will be
supplied by APS. No purchase is neces-
sary, but Reddy Recommended Dealers
must validate consumers’ entries.

Connecticut: Electric dryers through
Dec. 2; home electronics through Nov.
19; and electric housewares Nov. 20
through Dec. 23. Connecticut Light and
Power Co. (CL&P) offers cooperative
advertising, paying up to 25% of re-
tailer ad costs on approved copy dur-
ing special campaign periods. Special

EXCLUSIVE new Olymplc money-making machine’!

.i MODEL FB225

Lift the lid to profits with Olympic’'s new party mixer!

(] Stereo Hi-F1 phono, FM-AM radio, handsome bar combine { ] Free! 6 beverage glasses, included, help you clinch sales

in this beautiful, low, long 67” Danish-style console
[] Big, built-in compartment holds bottles or party records
[J Non-spill tray for glasses lifts out, adds storage space

| Automatic changer, light tubular arm, cushioned turntable
[ ] Sensitive, lighted dual slide-rule tuning for FM and AM
[J Acoustically balanced 6-speaker stereo sound system

V
9100 nieant

v nolnlownu "/;,
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5 ; | I l p I C Good Housekeepmg
Coavantr &

LEAR SIEGLER, INC
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OL) MPIC RADIO & TELEVISION DIVISION, LONGISLAND CITY, N Y 11101

window and counter display cards are
available during campaigns. As a con-
sumer inducement, a $25 allowance is
given on the purchase of each appli-
ance requiring 100-amp service. Also
offered through CL&P: free direct-
mail advertising, appliance demonstra-
tions on store sales floors by the home-
service staff, and dealer financing on
certain major appliances.

Florida: Electric dryers through Nov.
30. Florida Power Corp. residential
customers who buy an electric dryer
will receive a gift catalog cntitling
them to a choice of any one of the 30
gifts shown. Newspaper, radio, and
tv advertising will encourage customers
to complete the laundry team with an
electric dryer. A sales bonus of $1
will be paid to retail salesmen for each
230v dryer sold.

Georgia: Electric dryers, water heaters,
and washers through Nov. 30. Savan-
nah Electric Power Co. (SEPCO) is
running a newspaper advertising cam-
paign that offers a $15 cash coupon
to consumers who buy a 230v electric
dryer or a 4,500w water heater. The
coupon also will be mailed to 65,000
SEPCO customers. Retailers stand to
make $5 on this deal. It works this
way: the consumer buys a dryer or
water heater and gives the retailer the
coupon; the retailer gives the consumer
$15 and then files a claim with SEPCO
for $5. Coupons must be submitted by
retailers to SEPCO no later than Dec.
8. SEPCO also is offering retailers an
advertising credit of $5 on each
washer sale through Nov. 30, provid-
ing ads meet SEPCO’s specifications.
Demonstration assistance is also avail-
able to retailers through SEPCO’s
home service department.

Hlinois: Electric dryers through Nov.
30. Central Illinois Public Service Co.
(CIPS), offers a set of no-wrinkle
sheets and pillow cases to customers
who purchase a 240v electric dryer
during October or November. For re-
tailers, CIPS offers to pay up to 50%
of electric dryer newspaper and radio
advertising. CIPS home service repre-
sentatives are available for dryer dem-
onstrations at laundry parties in indi-
vidual stores. Free display materials,
including window banners and custom-
er handouts, are available on request.

Maryland: Dishwashers, Nov. 1 through
Dec. 30. Baltimore Gas and Electric Co.
will offer retailers co-op funds up to
$300, bonuses of $5 per sales, tie-ins
on one or more of its billboards for
$50. The campaign’s theme, “Escape
. Buy a Dishwasher,” will be
touted on billboards, buses, taxis,
trucks, and in radio and tv ads.

Missouri: Electric dryers through Dec.
31. Empire District Electric Co. is of-
fering extra profits to retailers who
particiapte in promotions now being
run by manufacturers and distributors.
Empire is participating with co-op al-
lowances ranging up to 25% for radio,
tv, newspaper, and handbill ads. Con-
sumers will receive up to $25 in wiring
assistance with each purchase of a
240v electric dryer.

New Jersey: Electric dryers through
Nov. 25. Jersey Central Power &
Light Co. and the New Jersey Power
& Light Co. will pay retailers $2 for
each dryer sold on the 1st through
the S5th sale, $3 for each on the 6th
through the 9th sale, and $5 on the
10th and each succeeding sale. With
each purchase, consumers will receive
a double-bed set of no-wrinkle sheets
and matching pillowcases. Dealers can
earn up to 35% co-op for qualifying
electric dryer newspaper ads.
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Westinghouse
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telescoping top racks
automatic lift-up racks
soft food disposer
filter screen

sound insulation

convertibles, portables and undercounter models.

dishwasher business. See your Westinghouse

distributor today.
You can be sure if itS
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OO OO Appliance-tv manufacturers are fighting a bill
in Congress, which they contend would excessively obscure
and broaden the definition of the term “franchise” to
cover practically any selling/buying arrangement between
vendor and vendee. Representatives of the Electronic In-
dustries Assn. and the Assn. of Home Appliance Manu-
facturers testified against the proposed legislation—S. 2321
—at a Senate hearing last week. The bill, now before
the antitrust and monopoly subcommittee of the Senate
Judiciary Committee, is sponsored by Sen. Philip Hart (D-
Mich.).

Those speaking against the bill included George H, Fe-
zell, sales vice president of Magnavox, who represented the
EIA as vice president of its consumer products division;
C.H. Rippe, vice president of Hamilton Manufacturing
Co.; and George Lamb, general counsel for AHAM.

Fezell claimed thati the bill, as written, would encourage
manufacturers toward more vertical integration; in other
words, to set up more of their own wholesale and retail
operations. Lamb argued that the bill would tend to
“freeze” a manufacturer to his current distribution setup,
discouraging outside expansion.

0O OO The Administration is going all out to persuade
business to create jobs in the city slums. Most of the
emphasis is on getting manufacturers to build new plants
in the ghetto areas, but the new push is going to include
retailers, as well. Already, Commerce Secretay Alexander
Trowbridge has tried to interest Sears, Roebuck in the
plan; and smaller outlets will be targets, too. One idea is
that the blue chip outfits may set up a business, and then
lease it to a local entrepreneur, with the Small Business Ad-
ministration guaranteeing the lease.

Basically, Washington is saying that urban slum prob-
lems must be solved at the local level, and the business-
men—at that level-——can come up with the most work-
able answers. A host of federal programs, which are ready
to help, offer payments for the full cost of training an un-
skilled employee; management aids; a step-up on govern-
ment supply contracts; and even the reworking of a city’s
transit system to make it easier for slum dwellers to get to
their new jobs. To dramatize the new White House inter-
est, a leading member of the business community—William
E. Zisch, vice chairman of Aerojet-General—will set up a
one-stop shopping section in the Commerce Department,
where a businessman with an idea can get assistance.

0000 Government’s increasing tendency to interfere
in business is partially the fault of business itself, accord-
ing to Edwin P. Johnson, of Sperry and Hutchinson Co.
Speaking before the American Advertising Federation,
Johnson blamed the “special-interest attitude of some busi-
nessmen” for contributing to the problem.

He explained: “I have in mind the special-interest attitude
of some businessmen which leads them to seek relief from
the rigors of the marketplace, to go to a friendly legislator
and ask for a law designed to protect them from a success-
ful competitor.”
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INDUSTRY TRENDS

Color tv again cornered the news in
home electronics with record distrib-
utor-to-dealer sales of 209,695 units for
the week ended Sept. 29. A series of
strong increases during September cul-
minated in the latest record-breaking
sales performance: the first time the
product category has ever cracked the
200,000-unit mark.

Black-and-white tv set sales, while off
sharply from the comparable week of
1966, hit a new high for the year.
Similar conditions prevailed for other
home electronics products, which still
lag behind last year’s sales.

Home radio sales, for example, al-
through 8.25% behind the correspond-
ing week a year ago, jumped about 100,-
000 units over the previous week. Con-

sole phono sales were the highest since
Mar. 3, but still lagged 4.14% be-
hind the comparable week of 1966.

In major appliances, significant
changes for the month of September
came in washer-dryer manufacturer
shipments, which exceeded the usual
seasonal increase. Portable dishwasher
shipments continued strong for the
month, advancing with a seasonal buy-
ing trend; while built-ins, where ship-
ments were lower due to a cutback in
new housing construction this year,
showed only a modest gain.

Air conditioner shipments took a
sharp drop from September a year ago;
dehumidifier shipments were almost
double those of the corresponding
month last year.

An up-to-the-minute tabulation
of estimated industry shipments of 16 key products.
New figures this week in bold-face type

Date

1967 1966 9, Change

FLOOR CARE PRODUCTS

Floor Polishers August

85,234 92,841 — 8.19

8 months 687,793 735,033 — 6.43
Vacuum Cleaners  August 488,980 417,213 + 17.20
8 months 3,547,176 3,562,238 — .42
MAJOR APPLIANCES
Dryers, clothes, elec. September 219,300 196,700 + 11.49
9 months 1,217,100 1,132,900 <+ 7.43
Dryers, clothes, gas  September 96,800 95,700 + 1.15
9 months 546,500 526,100 + 3.88
Washers, auto. & semi-auto. September 423,500 326,400 + 29.75
9 months 2,977,800 3,069,800 — 3.00
wringer & spinner September 41,100 49,700 — 17.30
9 months 347,700 406,500 — 14.47
Air Conditioners, room September 67,900 81,100 — 16.28
9 months 3,484,600 2,734,000 + 27.45
Dehumidifiers  September 9,900 5,700 + 73.68
9 months 264,000 225,200 + 17.23
Dishwashers, portable September 61,200 50,900 + 20.23
9 months 379,900 326,500 4+ 16.35
under-counter, etc. September 95,700 88,400 + 8.26
9 months 693,000 751,400 — 7.77
Disposers, food waste September 145,500 132,100 + 10.14
9 months 995,600 1,080,700 — 7.88
Freezers, chest September 41,700 36,100 + 15.51
9 months 355,200 358,500 — .92
Freezers, upright September 58,500 67,500 — 13.33
9 months 522,400 526,300 - 74
Ranges, electric  September 153,000+ 181,400 — 15.66
9 months 1,351,600 1,566,600 — 13.72
Ranges, gas September 204,800* 183,100 + 11.85
9 months 1,552,500 1,635,300 — 5.06
Refrigerators September 430,900 434,200 — .76
9 months 3,568,800 3,859,800 — 7.54
Water Heaters, elec. (storage) September 95,800 95,500 NC
9 months 816,900 806,400 + 1.30
Water Heaters, gas (storage) September 219,070 215,940 + 145
9 months 1,886,830 2,029,100 — 7.01
HOME ELECTRONICS
Phonos, port.-table, distrib. sales Sept. 29 132,539 139,798 - 5.19
39 weeks 2,354,126 2,354,844 NC
monthiy distributor sales July 227,306 249,300 8.82

7 months 1,618,696 1,420,044 + 13.99

Phonos, console, distrib. sales  Sept. 29 47,149 49,187 — 414
39 weeks 980,567 1,246,062 — 21.31

monthly distributor sales  July 102,914 112,446 — 8.48

7 months 696,237 905,453 — 23.11

Radios (home), distrib. sales Sept. 29 392,106 427,352 — 8.25
39 weeks 8,425,777 9,677,815 — 1294

monthly distributor sales  July 854,934 942,786 ~— 9.32

7 months 6,167,325 6,919,688 — 10.87

B&w Television, distrib. sales Sept. 29 150,391 202,257 — 25.64
39 weeks 3,896,098 5,306485 — 26.58

monthly distributor sales July 409,220 508,977 — 19.60

7 months 2,822,922 3,935,766 — 28.28

Color Television, distrib. sales Sept. 29 209,695 143,681 + 45.94
39 weeks 3,548,482 3,103,043 + 14.35

monthly distributor sales July 324,705 293,056 + 10.80

7 months 2,301,735 2,114,250 <+ 8.87

tSeptember Electric Range Total includes: 105,200 free-standing ranges; 47,800 built-ins.
*September Gas Range Total includes: 153,700 free-standing ranges; 22,000 high-ovens; 9,800 set-ins;

and 19,300 built-ins.
Source: AHAM, EIA, GAMA, VCMA
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Not for everyone.

SR e s

Only for those who
want everything.

You name it...the new Whirlpool Connoisseur* refrigerator-
freezer has itl

For prospects who demand more-than-ample storage
space, there's 18.1 cu. ft. of capacity, including room for
182 Ibs. of frozen foods in the ""zero-degree” freezer.

To please the fashion-minded, this new provincial-styled
beauty comes complete with handsome fruitwood panels
in place on all doors. And for custom effects, the door trim
frames can be removed to accept V4" decorative panels
of just about anything! Put in vinyl-clad aluminum or steel,
brushed aluminum or steel sheets, Formica-type laminates,
fabric or wallpaper on plywood, hardwoods to match your
cabinets, etc.

The housewife can practically design the interior of this
refrigerator to suit herself. Chrome-plated adjustable steel
shelves can be rearranged in seconds. And they're half-
width so one side can be shallow to handle pies or low
items while the other side is set high for bottles, etc. Big
twin crispers and the Jet-Cold* meat pan can be located

anywhere in the refrigerator, too. Even the metal door
shelves are adjustable for custom flexibility.

The number of features in this super-super refrigerator
is too great even to list them all here! They include big
easy-rolling wheels, a true No-Frost system, a reversible
freezer door, a new "Floating-Quiet” compressor suspended
by four sound-absorbing springs. And, of course, the new
Connoisseur comes equipped with Whirlpool's famous
IceMagic® automatic ice maker . ..tried and proved in
over 1,500,000 homes.

Your distributor will be glad to show you the complete
new line with capacities from 10.0 to 21.2 cu. ft. And, why
it's easier to sell Whirlpool than sell against it. See him today.
*Tmk.

Model ESF18MM with PY
double-door provincial styling
is available in edged copper, lr pOO

edged avocado or white. CORPORATION



TAPE CARTRIDGE FORUM PLAYBACK

On the cover: a rare get-together of the
four far-flung branches of the tape
cartridge family tree, photographed ex-
pressly for Merchandising Week. Seated
is the grand-daddy of the whole busi-
ness, Earl Muntz, president of Muntz
Stereo-Pak and the man who started
the tape cartridge down a 4-track high-
way over four years ago. Standing from
left to right: Frank Stanton, president
of PlayTape Inc., marketer of the
2-track PlayTape system; Wybo Sem-
melink, ussistant vice president, North
American Philips Co., the big cassette
proponent in the U.S., and Oscar
Kusisto, v-p and general manager of
Motorola’s Automotive Products Div..
major 8-rrack OEM supplier.

This time there was a difference.

The ballyhoo and excitement that
accompany any meeting of the music
merchants. show biz promoters, small
manufacturers with big plans, large
manufacturers with conservative pro-
grams, and slightly bewildered retailers
who make up the tape cartridge in-
dustry, were all there—though in some-
what subdued form. So were the con-
tradictory claims for opposing systems.
the pie-in-the-sky sales promises, the
confusion over what the real facts and
figures are.

But this time, participants at the
Tape Cartridge Forum were dealing
with what Oscar Kusisto, vice president
and general manager of Motorola’s
Automotive Products Division, calls a
“mature, explosive industry, with price
gaps being closed and major manu-
facturers entering the competition.”

And this time, at least there were
numbers to be had—even though some
of the industry old-timers, who have
weathered the past few years’ growing
pains, were inclined to take everything
they heard with a grain of salt.

This time, Kusisto came up with
projections of a [.25-million-unit year
for 4-track and 8-track automobile
players in 1967. Earl Muntz, president
of Muntz Stereo-Pak, estimated there
were about 2 million cartridge players
in the field to date.

Martin  Miller, editor-in-chief of
Merchandising Week, explained that
44 manufacturers were on the market
with 250 cartridge units in one con-
figuration or another, that Detroit had
sold 167,000 cartridge players in 1967.

There is a market to be had: the

Yesterday’s pipe dreams become today’s plans:

cartridge industry is no longer based
merely on wishful thinking.

So at this Forum, more energy
could be spent on the practical prob-
lems: how to educate the consumer.
how to enter the marketplace, how to
merchandise and display, how to ad-
vertise, what media to use, how to ex-
ploit new markets, where to go from
here.

One theme ran throughout. Are
manufacturers and distributors talking
to themselves? Is the cartridge indus-
try really “a great daisy-chain of seclf-
interested companies and developers
telling everybody what each thinks
we'd like to hear,” as Stanley M.
Gortikov, president, Capitol Records
Distributing Corp., put it?

There is a dearth of retailers in the
business. most manufacturers felt.
Certainly, retailers were not repre-
sented in the greatest numbers at the
otherwise heavily attended Forum.

But the success stories some re-
tailers were telling at the Forum
showed another side. Those retailers
who advertise with imagination, who
invest sufficient money in a tape cen-
ter, who promote what they sell,
and who set up efficient inventory con-
trol, find not only that they are
making good profits in a business not
yet heavily discounted, but that they
also are building up a good image.

Many retailers, however, complain
that there is no point in their entering
the cartridge business until manufac-
turers have paved the way by creating
demand at the consumer level.

“l speak of the consumer: the for-
gotten man of the tape cartridge saga,”

Lord Mottistone, Radio Rentals Ltd., London, England; Alfred J. Truax, sales

manager of Cadet Distributing Co. Inc., Oak Park, Mich.

et 2222003
 —

Jerry Geller, International Tape Cartridge Corp., New York City; Sidney Koenig,
president of Chancellor Electronics, Newark, N.J.; Julius Cohen, regional manager
of Ampex Stereo Tape, Elk Grove Village, lll.; Joel Koenig, vice president of
Chancellor Electronics
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Charles E. Wright, manager of tape sales for Action Record Distributing Co.,
Denver, Colo.; Jim Ellstrom, president of Gotta Go Stereo Inc., Colorado Springs,
Colo.; Jack Wilhite, vice president of Western Sound Corp., Denver, Colo.; Don
Stromstad, president of Western Sound Corp.
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an industry talks money, markets, and merchandising

Gortikov told Forum participants. “To
the consumer cxpected to buy it, a
cartridge is primarily music and enter-
tainment, not convenience alone. Yet,”
he charged, “at this very moment, sev-
cral major equipment makers are in-
volved in the adoption of still other
cartridge forms—oblivious to the avail-
ability of musical libraries.”

The way to consumers’ pocketbooks,
according to Gortikov, is through a
well-stocked music library recorded on
a minimum of systems—the better to
concentrate the inventory.

Neither Gortikov’s company nor
any other music company, however—
with the possible exception of RCA
Victor—has made any concerted drive
for consumer interest. And only a few
equipment manufacturers—like Am-
pex and PlayTape—have begun to ex-
ploit radio and television on the na-
tional level. A handful of music and
equipment manufacturers—like Inter-
national Tape Cartridge Corp. and
Borg-Warner — are exploiting those
media on a local level. And national
ads in magazines are only beginning.

Some at the Forum were calling for
an industry promotional arm to spread
the word about the cartridges.

Proliferation of systems is still a
problem.

Will Capitol adopt the cassette sys-
tem? It's a possibility.

Will 4-track, 8-track, or cassette
manufacturers turn to PlayTape? It
could happen.

Will the Bulova 16-track system
take off? While most manufacturers
cringe at the thought of still another
system, others point out that Bulova's

Judy Cook, general manager of A.J.R.
Stereo Center, Chicago, 1lI.

Daniel Yellen, Arrow Stereo Tapetown,
West Hartford, Conn.
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has what others lack and discs have:
selectivity.

None of the problems are major
enough to be discouraging, however.
The industry has already weathered
too many hurricanes to be overcome
by a few thunderstorms.

Products now on the market will
continue to improve. Kusisto spoke of
a cartridge 30% smaller than the pres-
ent onc. Others speak of automatic
changers, recording capabilities, lower
prices.

New products are making new mar-
kets: in hotels, motels, truck stops, car
washes, and specialty shops. Gortikov
predicts that Capitol Record Club will
be distributing cartridge tapes.

By next June, when the Forum
meets at the New York Hilton, on the

two days preceding the Electronic In- Phil Ballot, North American Philips Co. Inc., New York City; Dan Halpin,
dustries Assn. Show, there will be new vice president of Sales Communications Systems Inc., New York City; Willard
improvements and new market growth. Faulkner, chief engineer of the audio tape division, Philco-Ford Corp., Phila-
Already in January, EIA will begin delphia, Pa.

releasing statistics on the new industry.
This is only the beginning.

On the following pages is a wrap-
up of the second annual Forum: a re-
port on the product, the market, dis-
tribution, and retailing. For recorded
texts of Forum speeches, write: Sales
Communications Systems, 342 Madi-
son Ave., New York, N.Y. 10017. Cas-
sette, 8-track, 4-track, or reel-to-reel
recordings of the Forum’s 12 sessions
are available at $6.95 per session or
$69.50 for the series.

Forum news coverage by: Amei
Wallach, Wallis E. Wood (Chicago),
Neil Spann, and Cathy Ciccolella.
(Cover and all Forum photos by the
Robert M. Denelsbeck Studio.)

Dick Wilsan, Billboard; E.O. Welker, RCA Victor Record Division, New Yaork
City, Joseph Slatterly, International Tape Cartridge Corp., New York City.

LAl

Larry Finley, president, International
Tape Cartridge Corp., New York City

Jeff Browning, International Tape Cartridge Corp., New York City; George M.
Terry Beaurline, buyer for W.T. Grant Slaughter, president of Texas Tape Cartridge Corp., Fort H'/orth; Sol S. Zamek, ’
Co., New York City president of West Coast Tape Cartridge Co., Van Nuys, Calif.
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TAPE CARTRIDGE FORUM PLAYBACK

TAPE PLAYERS AND CARTRIDGES: KING OF THE ROAD,
BUT THEY STILL HAVEN'T FOUND THEIR WAY HOME

Despite the fact that most major home
electronics manufacturers and a large
number of Japanese producers have
introduced cartridge players for the
home in one or more of the four major
systems—4-track, 8-track, cassette, and
PlayTape—there is still a feeling in the
industry that cartridge sales cannot
really take off until there is more
home equipment available.

So far, most 8-track equipment sales
have been in the automobile market.
Four-track “Big Daddy” Earl Muntz re-
ports that his home player sales never
exceed 12% of his annual volume.

While neither the cassette system
nor PlayTape have made great inroads
into the automobile market, both are
portable systems; thus, they have not
really exploited the potential home
market. No system has yet.

Manufacturers of the four systems
are working at closing the gaps in
their lines, at improving their products,
and at bringing down price.

Those manufacturers with a concern
for the automobile market are already
looking to the 1971 model year, when,
they fear, the dashboard will have
been legislated out of the automobile.

Already on the drawing boards are:
plans for a cartridge console for the
car, and plans for a unit that fits into
the trunk, programmed like a jukebox,
so the listener can make his selection
simply by pushing a button in the
front of the car.

Those 8-track manufacturers who
want to penetrate further into the home
market are talking about smaller units
—priced in the $30-to-$40 range—and
units with recording capability (see p.
24).

Nearly all systems will have some
models with a cartridge changer and
stacker sometime next year.

The cassette system will make in-
roads into the educational market, as
manufacturers like Telex-Magnecord-
Viking introduce a heavy-duty re-
corder for school use. Other manu-
facturers are making plans to enter the
market with prerecorded educational
programs on cassettes.

Tape Handling Products will be put-
ting out 10,000 cassettes a day after
Jan. 1, all programmed with 20 mins.
of teaching aids. Voice of Music will
supply cassette recorders for educa-
tional use to manufacturers on an OEM
basis.

Look for more prerecorded cassettes,
too. Liberty will debut its line in
November (MW, 16 Oct., p.3) at
$5.95 per cassette. In addition, reports
are that one manufacturer (probably
Ampex) will have a 12-min. prerecorded
cassette at $1.69.

Distributors report that Play-Tape
will have a stereo playback unit from
Japan and stereo prerecorded cartridges
early next spring.

What's new in the tape industry? Audience at the Tape
Cartridge Forum gets some ideas from a keynote speaker
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Whatever the system, changes and
improvements are ahead.

Below are manufacturers’ descrip-
tions of their systems, plans for new
applications, and a discussion of some
of the problems confronting the indus-
try today.

FRANK STANTON
President
PlayTape Inc.

“The PlayTape System”

PlayTape deals with both pleasure
and learning. Five color-coded Play-
Tape cartridges—each with a differ-
ent purpose and a different length of
play—are on the market today:

The PlayTape (1) “hot single,”
geared to the teenage rock-and-roll
market, contains six minutes of music,
two songs. This cartridge, sold at a
lower price than most other tapes,
carries music current on the pop charts.
The (2) “extended play,” comparable
to the extended play disc, contains
12 minutes of music, four songs. The
(3) “long play,” the album of the Play-
Tape stable, carries 24 minutes of
play, eight songs. The (4) children’s
and (5) educational tapes run from 12
to 24 minutes, depending on the amount
of material supplied.

The PlayTape machine has two play-
back heads, each scanning its own
track of information, to reduce in-
ternal crosstalk and interference. Play-
Tape portables operate on a battery,
but can also be played in the home on
AC current. Tape speed is 3% ips. Fre-
quency response is SOcps to 8,000cps.

RALPH E. COUSINO
Director of Engineering
Orrtronics Inc.

“The Four-Track System”

From its original use as a program
source for broadcast commercials, the
4-track tape cartridge system has
evolved into wide usage for entertain-
ment in both the automobile and the
home.

The 4-track system uses a plastic
cartridge containing magnetic tape,
lubricated to reduce friction, in an
endless loop. The tape is wound around
a hub with its recording side facing
out. A pressure roller and capstan
shaft drive the tape in its continuous
circuit within the cartridge.

The plastic cartridge case comes in
three standard dimensions: 6 inches
by 7 inches, 798 inches by 8% inches,
and, most commonly, 4 inches by 5%
inches. The 4-inch cartridge has a tape-
load capacity of 400 ft., providing 45
minutes of stereo programming. Tape
speed is 334ips. Frequency response is
50cps to 10,000cps.

Jack C. Cummings,
Universal Tapedex Corp.

MARTIN EHRLICH
Engineering Manager
Lear Jet Industries, Stereo Div.

“The Eight-Track System”

The major difference between the 4-
and 8-track systems is that, in the
latter, the pressure roller necessary to
drive the tape with the capstan is
contained within each cartridge, rather
than within the player unit. This makes
for a simpler, more reliable, operation.

Tape speed: 33 ips. Eight-track ma-
chines play for 80 minutes or more of
stereo programming before automati-
cally returning to the start position, and
continuing indefinitely. For monophonic
programs, more than 160 minutes can
be played before the cycle begins to re-
peat itself.

EDWARD R. HANSON
Technical-Commercial Manager
North American Philips Co. Inc.

“The Cassette System”

Triple-play, .007-inch-thick tape, which
was available when the cassette sys-
tem was developed, determined the
size of the cassette. Standard dimen-
sions for cassette units are 4 inches
by 2% inches by 7/16 inches. Tape
speed is 178ips. Frequency response is
60cps to 10,000cps.

The major advantage of the cas-
sette over other tape cartridge methods
is its ability to record as well as play
back. Cassette cartridges can be erased
and re-recorded at the user’s will.
Cassette units are also completely com-
patible for playing both stereo and
monaural programs.

Today, 70 marketers throughout the
world have adopted the cassette. Since
the cassette was developed, 2.5 million
cassette players have been produced.
In 1967, 16 million cassettes will be
marketed worldwide. Projections for
the 1967 tape cartridge market forecast
that cassettes will account for 25%
of all players and tapes sold in the
United States.

EARL MUNTZ
President
Muntz Stereo-Pak

“The Automobile After-Market”

“The automobile after-market is where
the action is,” says 4-track booster Earl
Muntz. And the after-market is a 4-
track market. Because 4-track got a
head start over other systems, and be-
cause 4-track players tend to be
cheaper then 8-track (Muntz has been
selling a $39 unit for years; Borg-
Warner introduced the first $39 8-track
unit last week), 4-track is the big seller.

To back up his contention, Muntz
came out with these pro-4-track figures:

Frank Stanton
PlayTape Inc.

there are 1.5 million 4-track units al-
ready in the field—compared with only
400,000 8-track units.

You can take or leave these figures,
but the fact remains that Muntz does
a bang-up job with 4-track players in
the California market. How? According
to Muntz, by sticking to these rules:
“Get the cost of your units down;
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