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Fairchild News Service® -
WASHINGTON.

g:. " tacled contr
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ward to 300,048,

= The Federal
mmission at &
ing at the weekend re-
. May 29, 1963, decision
. not to allow VHF-TV “drop-ins"
. 'in seven major TV markets.
" Tnis was consldered by many as
a major victory for UR
Electronie Industries
! and others strongly op|
“1...- Jdea dn the grounds it would ha
a substantial adverse effect .
. ... UHF-TV- develop! R - .
..‘..>32.~_.n-._=w__,o.unn— b 5 S Y . . . R . . e
ad petitioned for rgfonsid- : ) . .
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tor-to-d " salcy bf
are up 7.6\cr gent, 417440, com-
pared wilth\, 3,000.
It now appears th
will hit about §00.04%. imports may
go over the 400,04 mark and sales
of the 11-inch 5 could reach up-’
Thus, it the in-
ns its T per cent in-
crease durgfs the last two-months
of the y4fr. total televisio sales
will hit®about - 7,800,000 sets for
the year, the best in the industry’s
‘| history.

- (HOME FURNISHINGS DAILY
predicted on July 22 that sales this
ear would go 'above 7,500,000,
making it the best in history.)
Things are not so rosy in radios,
however, but ‘the depressed condi-
tion of -the Industry did improve
somewhat In October, with sales
coming closer to equaling last
year's figures than In a long time.
> During October, retallers pur-

Asﬂan 1,043,000 domestic radios, a

See DISTRIBUTOR, Page H
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Beach Buys -

C Lines
asco Lines -
“ By J0AN BERGMANN ,
and BOB wbxa—.wﬂu.
Hamilton Beach has purchased

Casco Products Corp's electrip
housewares tools and dies, thus ef-
fectively making the Racine, Wis,,
firm a full-line electric housewares
manufacturer and putting ;Casco
out of the basle electrics business.

The purchase, which became ef-

fective at the weekend, Includes
the rights to manufacture Casco's
frons, hair dryers, electric toothe
brushes and warming trays.

Lloya F. Taylor, president of

Casco, and Arnold O, Wolf, vice-
president-and general manager of
Hamilton Beach, in confirming the

See EEA..OZ. BEACH, Page 28

elected setond vice-praident,

Elected to the board of directors

were Willlam P, Kemp, Jr.,, Kemp
Speclaity Furniture Co., Goldsboro,
N. C.; B. L. Copeland, Basic-Witz
Furniture Industrles, Waynesboro,
Va.; Paul H. Broyhil, Broyhill|
Furniture Factories, Lenoir; John
R. Beard, Caldwell Furniture Co.,

Lenolr, - -~ . . ,

Also E. K. Thrower, Founders

Furniture Co., Pleasant Garden,
N. C.; W, R. Hall, Newton Manu-
tacturing Co., Newton, N. C. D.
E. Ward, Webb Furniture Co,,
Galax, Va.; R. G."Morrow, Memphis
Furniture Co., Memphis, Tenn.;
Fount H. Rion, Jr., Florida Fur-
nlture Industries, Plataka, Fla;
R. M. Stmmons, Jr., American Fur-
niture Co. of Martinsville, Va.; E.
M. Fennell, Hickory Chair Co.,
Hickory, N. C.; Robert H. S\\man,
Bassett Furniture Industries, W
sett, Va., and Lyons Heyman ypx
Manufacturing Co., Rome, Ga.

7 [Potent Weay on at Dallas Stores

By RON WILLIAMS
. M>rr>m.|<<=§o=8 sales are
beconning a red hot weapon In the
. retailer arsenal. o
mponm—- are shooting .warehouse
promotions at™a machiné gun pace
and. hitting wilh ma-<<m|<c=.=..
supedsE v
I.mjo o:mdw of warehouse promo-

tions from department and special-
ty stores has run sales totals well

.| above 1962 figures with projections

of a 10 per cent dollar gain over
Jast, year, according to trade
sources, .

Slack’ In-store monthly sales in
department and furniture opera-
tions have frequently been buoyed
by warehouse sales volume.

Some stores are getting 30 much
traffic at warehouse sales they are
buying merchandise. directly for
warchouse promotions. Others use
the sales primarily (o clear odds

‘{and ends.

But with all the activity, the

house promotion followed by San-
ger's entry five days later, The
back-to-back advertising and pro-
motions did little harm as both
warehouses moved heavy volume.
Dallas shoppers seldom need to
walt over 12 days to shop at least

one major warehouse male. And,
sources say, ihe frequency of the
sales is not likely to abate.

" The warehouse sale is doing the
job that the store annex formerly
attempted, but at less cost to the

See DALLAS, Page “»

NEMA U&m}%.ﬁwcw%& .
Refrigerator Standards: - .

NEW YORK. — The National

Electrical Manufacturers Assocls

ation has moved to snswer _ eritle
cisms of its proposed new stand-
ards covering measurement of re-

frigerator space.

NEMA, in an open leiter ad-

dressed to the voting epresenta-

tives of member companies In the.
household re rigerator and freezer

section and to the board of direc-

ver-exposure problem has not hit, tors of its consumer products divi-

~ {the_warchouse sales, trade S:n.m.o.wr

LY -~

slon, cutlines the objectives of the
onur, etandarde and _noints out that

fze the rating of & _.&n._ns.u.o—.
because of the incluslon of new

services or conveniences.

[The proposed standards were
recently criticlzed by George C.
Foerstner, president, Amana Re-
frigeration, Inc, as being @&

»glaring exception to generally .

high Industry standerds.” Mr,
Foerstner's remarks wers re-
ported in these columns earlier
this month.] .

The NEMA letter also notes that
the refrigerator freezer section will
N L R [ L]

~Jobbers buy
O&ow.mca .
pring Use
By STAN.WARREN ~

NEW YORK.—-Decorative fabrie |
shopping for spring lines
here last week talked price and |p
but with price in |}

been buying those
colors and stylings that fit their-
needs, and that struck thelr fancy,” *
a converter said. “Price, whi".
ways important, was seconda,
“But they were looking foi
that were good enough.
styling to vo.ie-.c-

o -
in quality and
a higher price,” he added. I

i the top to |
b} the bottom of our line,” one. execus -

’ . “They were Interested

styles and in hot colors. |
rdinated sheers with drae ;

Ses JOBBERS, Page 21’
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Dallas Dealers Thrive

On Wareliouse Evenis:

A or .son L 5 e ar

. . {warehowge e -
merchant, it wes sald. They are also sues special ;nvfgm" ‘:Mth:'k
considered the department store's charge customers on a Totating
answer to the discount house—since basix E e
“warehouse shopping” has much

the same customer image ag the
discounter's price racks and barp.
like interjorg i . - .

The warchouse sales are Playing
havoc with discounters volume, the
low margin retallers themselves
allege.

Local retallers consider ware-
house “sales particularly adept at
cutting away clearances merchan-
dise which would otherwise clutter
In-store displays. These promotions
help keep full markup in the stores.

In addition, warehouse sales solve
many shipping and handling prob-
lems for multi-store operations.
The sales add good charge volume
and also act as an outlet for special
purchase stock. And, the trade says,
these promotions are profitable.

The undisputed leader of the
warchouse sale is Sanger-Harrls,
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Mailers do the advertising
on these abbreviated attet-hoﬂ
warchouse sales, . -
Titche's full-page  price ads’
(Sanger's frequently usgs 1 page
to 18,000 line ads) continue to pull
customers to‘the sales, : -
Neither Titche's nor Sanger 13
prone to use gimmick adve! L
for their sales. Usually the bulk
price ads o~ always containing a-
suffice, :

credit plan plug — wil]
Montgomery Ward's also Iy
treading the warehouse stle path
here and has recently come in di-’
rect collision with Sanger-Harris, *
Dallag papers have run pages -. ..

Al R,
- v ' . ..-
.

R ’ where 20 to 25 of these promo- -

-"",’ . tions a year are offered in a sprewl- | of warehouse gale price ads. -, %

B Sow- | ing Brook Hollow industrial section g Doth  organizations hit with
. ‘ > - w ’ g

‘ f - Sen :mnrehe Federated-owned firm usu-. eir’ sales on tandem Friday and

Saturday, and reportédly, both

ally runs the warehouse sales Fri- sessiong produced volume sales,

::ylzhsmt‘;f&stﬁlc? " mog::-enny One key observer sald this mar-
| Sources say that the Friday-Sat- | Ket is saturated with “going out of
urday combination causes the least b"lﬂn“‘" and highly promotional
amount of traffic trouble for the |s2les that scare off many sophisti- ~.;
neighboring industrial firms mear |Cated shoppers — but they tend to =
the Sanger-Harris warehouse, trust the warehouse markdowns., %

The dependabllity of warehouse |
sales’ are ° being even fur- .
ther, however, as large furniture
store operations like Haverty's are
also finding sales volume through
warehouse promotiong, R
The furniture store sales ATS Ope
erated much the same as the de-
partment store entries with Iarge
price ads (with charge plans fege -
tured) drawing the customers, —
Unlike the department stores, .
however, most of the major furante
ture store warchounse salee are pre-
cipitated by Bulk pecial purchases. Y
Heavy purchases of market same =°
ples from the market center have )
been the mucieus For recent Maye
erty warehouse promotions, }
. er furniture firms here have & °-
tried warehouse sales based on [
one-of-a-kind ftems supplernented
by specia) purchases Several re- .
tallers have noted that the same ?
merchandise mnarked
same pe.

.

. 5.‘@3:}_

is typical of the type operation
that needs and can control fre.
quent warehouse sales The firm
is continually _enlarging present
stores and adding new units Such
-|gTowth demands low overhead
means of quickly moving accurnu-
lated slow selling items and “odds
and ends,” It was explained.

Then, too, the warchouse sales

Tiche-Cortlingor alm does o
Foad $ob with warehouse sales, ob.
servers note. However, their ad-
vertised salet run aboul one-sixth
as Irequently as the Sanger-Har-

v

Howeevr, In addition to the four

advertised warehouse sales a year

run by Titche'’s, the Allied-owned

chain runs & “charge customer
warehouse sale™ monthly,

‘:mche': divides the city Into sec-

:(Chapter XI Claims :
Bill Si




